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I {omatic . . . appetite-appeal sells more, sells fasterl And a ROSSOTTI de igned

pt;'clgg:?:lilvén molr?emacargslales because it combines all these sales-winning fe:.ures:

® The brilliant beauty of multi-color lithography to give your product taste-ter:pting
appeal . . .

o Skillful, creative package designs based on a wealth of product experience, an inder-
standng of the product’s potential . . .

o Production flexibility — economical, sensible, adaptable to change as requir ments
demand . . .

o Custom-tailored customer-service from packaging research to recipe developmen:, from
merchand.sing aid to product promotion . . .

Why not let us prove how we can design a package for you that will sell —— and
keep on selling — from the point of purchase to the point of preparation.

‘FIRST IN MACARONI PACKAGING"

Executive Offices:

ROSSOTTI LITHOGRAPH CORPORATION

New Bergen, New Jeney

———
A reliable source of supply since 1898
Western Division: Central Division: 4
ROSSOTTI CALIFORNIA LITHOGRAPH CORP, ROSSOTT| MIDWEST LITHOGRAPH CoRl
San Francisco 24, California Chicogo 10, lllinols

Soles Officos: Rochester @  Boston  ©  Philadelphle - @  Hrwston ' @ Lot Angeles @  Orlando @  San Juan

Octoszr, 1960

You look for the unmistakable amber
color that identifics top quality

Semolina and Durum Granular, When
you find top quality, it is the same

color as Amber Venezia No. | Semolina,
and Imperia Durum Granular.,

You can depend upon uniformity
when you specify Amber’s Venezia No, |
Semolina or Imperia Durum Granular
. . . uniform color, granulation
and quality.

BE SURE...SPECIFY AMBER

Aiikew |

L & MILLING DIVISION |

p—

FARMERS UNION GRAIN TERMINAL ASSOCIATION

MILLS AT RUSH CITY, MINNESOTA . GENERAL OFFICES, ST. PAUL 1, MINNESOTA
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Variety is the spice of life, Here are just a few of the

many varieties of macaroni sizes and shapes ot

¢ noo-
ket. Reading clockwise: contelli, medium egg ™ f
m:rl, elamgm:. manicotti, folded fine egg noodles, mar

gherita, marfalde, fancy egg rings, rigatoni, spaphetth

egg bows, curly lasagna, elbow macaroni, occhi di
and cresta di gallo.

The Mocaronl Journal is registered with U.S. Patent Office.

Published monthly b{ the National Macaronl Manufocturers Ass®
a

clation as its official publication since May, 1919.
Entered os second-class matter at Appleton, Wisconsin,
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lA ZALUTE to the ‘50" in 1860" is
the proriotional theme belng
wed for macaroni, spaghetti and egg
noodles by the National Macaroni In-
stitute. This idea will be carried out
during National Macaroni Week, Octo-
ber 20-20, except that instead of indi-
vidual states, the salutes will be made
lo the United States regionally,

The serles of salutes began in the
January issue of the Macaronl Journal,
Firt came the Southeast, the eastern
ales of Georgia, Alabama and Flor-
ida, and local favorites were plctured
u Fish Roll-Ups with Noodles and
Spaghetti with Shrimp Sauce.

In February, the Pacific Coast states
of California, Oregon and Washington
were saluted with recipes for Parsley
Spaghett! with Tuna-Olive Sauce —a

tood Lenten suggestion, and Sherried -

Turkey in Noodle Nests, Alaska got spe-
~ cal attention for its important con-
tributlons of seafood: especially salmon
ind halibut.

The Lake Regions in March, taking
in the states of Michigan, Indiana, 1li-
tols, an4 Wisconsin, featured lake fish,
fnit an contributions from America's
?i.:"l:hd such as Basie Macaronl and

The .pril salute was to the south-
teniral tates of Loulsiana, Mississippl,

and Oklahoma. Southern
Wyle coking {s nationally reknowned
©d Red Snappers with Noodles was
ff by Keylime Pile,

The rierry month of May saw the
tul-ceniral states of Kentucky, Ten-
Besee, Ohio and West Virginia saluted

th a recipe for Noodle Chicken Bake
“ved \with salad, fresh milk and
Hrawbe) ries, ;
Hearty eating in June was for the
tain states of Ideho, Montana,
¥yoming, Colorado, Utah and Nevada,
& Roast Beef with a varlety of
"telables served on delicious noodles
"4 pictured and recipes given for

and Spaghettl Curry snd Old-
Tubioned Beef Stew and Noodles,

Good

In July the National Macaroni Insti-
tute saluted the four north-eastern
states of New York, New Jersey, Dela-
ware and Pennsylvania, for the excel-
lence of the regional cooking which has
developed there. Recipes for Macaroni
Chicken Salad and Pennsylvania Dutch
Noodles were given. An extra for the
month was accorded the new state of
Hawalii, and as July was Pic..ic Month
a Hawalian Luau with Macaroni Ha-
wallan Salad and Casserole of Chick-
en Kalakaua with Macaroni was given.
It was also Hot Dog Month, and a plat-
ter of hot dogs served on a bed of
noodles was pictured.

The Summer Salute for August
showed outdoor eating as enjoyed in
the Great Plains stotss of Nebraska,
Kansas, Jowa and Missourl, Noodles
and Beef Rolls wes illustrated as typ-
Ically Amerlcan.

The salute to New England in Sep-
tember showed Spaghetti with Clam
Sauce and had a recipe for New Eng-
land Noodle Casserole.

Now in October, the south-western
states of Arizona, New Mexico and
Texas will be saluted, while next
month the north-central states of North
Dakota, South Dakota and Minnesota
recelve actlaim. The mid - Atlantie
states of Virginia, North Carolina,
South Carolina and Maryland rate the
salute for December,

National Macaronl Week

For Natlonal Macaronl Week, a host
of stories, recipes and photos are belng
prepared illustrating creole cookery,
plantation meals, New England dinners,
Pennsylvania Dutch favorites, Italian-
American dishes, farm harvest special-
ties, Mexican recipes, and Oriental food
combinations, Daily and weekly news-
papers, magazines and radio-television
will be covered with publicity material
on food favorites from these regional
areas tying in macaroni products with
meats, dairy products, fish, fowl, pro-
duce and other grocery items.

A total of sixteen syndicated food
writers with a combined eirculation of
more than 125,000,000 will receive sto-
ries plus recipes and, wherever possi-

* ble, black and white photos.

A Salute to

Eating

The big Sunday supplements will re-
ceive recipes, specially developed for
photography. The newspaper food edi-
tors wlil directly receive storles, rec-
ipes and photos in relemses to 2,000
daily and weekly newspapers. A color
photo for newspapers will also be dis-
tributed for use during thir period,
Special stories for speciali~.d markets
will be released through farm and Ne-
gro publications.

The news and sports pages will be
utilized for stories and stunts on Na-
tional Macaroni Week through indi-
vidual releases and through the na-
tional wire services such as Assoclated
Press and United Press International.

In addition to working with top ra-
dio and television personalities for Ma-
caronl Week publicity, special scripts
will be prepared for release to 800 ra-
dio food commentators, and others es-
pecially tailored for television, will go
to 200 television food demonstrators.

A publicity gulde for local place-
ments has been prepared for use by
members of the National Macaroni In-
stitute. It includes suggestions for a
proclamation for Natlonal Macaroni
Week, newspaper releases, material for
disk jockeys and radio-television home-
maker shows, radio script, television
script, and recipe releases. Glossy print
photos are available to N.M.I. mem-
bers.

A twelve-page brochure in black and
yellow has been developed for distribu.
tion to the grocery trade. It is called
“Use Your Noodle to Make Money!"
This attractive piece shows how the
macaroni industry goes all out to pre-
sell shoppers on macaroni, spaghetti,
egg noodles, with their appeals of ver-
satility, nutrition, flavor and conveni-
ence. It illustrates const-to-coast pub-
licity and offers opportunity for docu-
mentation of powerful local level ad-
vertising,

It points out that profit-packed maca-
ronl sells other related item foods to
the tune of $1.31, based on three sim-
ple but popular recipes, Each dollar in
macaroni sales carries $6.55 in related
items,




PUBLICITY HIGHLIGHTS

by Theodore R. Sills, public relations counsel, National Macaroni Institute,
ot the 56th Annual Mesting, NNMM.A,

HE theme of “Macaroni Salutes”

has struck an enthusiastic response
trom leading newspaper food editors
throughout the country and has kept
the macaroni family foremost In the
public eye during the first six months
of 1960, The readiness with which the
theme could be adapted to meet par-
ticular regional tastes and preferences
has resulted in outstanding macaroni
food features, n great many of which
credit the National Macaroni Institute
for the “Salule” program.

Supplementing our “Macaroni Sa-
lute” during the Lenten months was
the cooperative promotion with the
Carnatlon Milk Company, Spanish
Green Olive Commission and the Inter-
national Tura Fish Association. This
campalgn hss resped tremendous re-
sults for macaroni products in all mar-
kets, both in the merchandising and
publicity retims.

Significant macarcnl features on a
general theme have also appeared in
major magozines during the six-month
period, notably in women's, chain store
and Negro books. And our results in
nationally distributed and independent
Sunday Supplements have been espe-
clally notable,

Here Is u six-month summary of our
activitles in, all media in behalf of the
National Macaronl Institute.

Reglonal Salutes

“Macaronl Salutes”: to date, our pro-
motlon has covered six regions, fea-
turing each month the recipes, customs
and food products of the key areas.
Although gesred to regional food in-
terests, the releases were distributed
on a national basis to newspaper edl-
tors and radio and televislon com-
mentators:

January—The South East: Alabama,
Georgla, Florida,

February—The Pacific Coast States
and Alaska. '

March—The Lake Region: Wiscon-
sin, Illinols, Indiana, Michigan.

April—The South Central States: Ar-
kansas, Louisiana, Mississippl.

May—The East Central States: Ken-
tucky, Tennessee, Ohlo, West Virginia.

June—The Mountain States: Idaho,
Montana, Wyoming, Colorado, Utah,
Nevada.

Color releases were prepared for both
Alaska (February release) and Hawall
(July release) highlighting macaroni
products with the foods of our newest
states,

6

Because of the nature of our “Salute”
promotlon, we have placed greatest em-
phasis on exclusive releases to major
market dailies, (sixteen released to
date) keynoting the food products In-
digenous to those areas. This promo-
tional technioue has produced multi-
column articles and feature space in
the "Salute” states as well as in their
sister states throughout the country.
Foliowing is n sampling of headline
treatment recelved from a release fea-
turing Southern foods:

“Macaroni, Noodle Dishes Find New
Flavor Mates" — New Orleans Times
Picayune; “Macaronl Dishes Southern
Pets” — Syracuse Herald-Journal;
Southern Cuisine reflected in Noodle
Pork Chop Dish" —Galveston News;
“Pork Chop Noodle Dish Has Decp
South Flavor"—Fort Worth Star Tele-
gram; “Macaroni and Fish Are Old
Southern Favorites" — Jackson Times;
“Delightful New Recipes Offer Tradi-
tional Southern Favorites" — Wilming-
ton, North Carolina Star; “Pork Chop
Noodle Skillet Invites Adventure in
Land ‘of Plantations"—Wheeling Intel-
ligencer; “Southern State Saluted by
Macaroni Family” —Moblle Press;
“Southern Style Fare Get Merited
Salute” — Dallas Timen-Herald; “Re-
glonal Cooking at Its Best"—St. Louis
Post-Dispatch.

The final half of 1960 the Natlonal
Macaronl Institute will be saluting the
following areas:

July— North Eastern States: Penn-
sylvanla, New York, 1 laware, New
Jersey and Hawall,

August—Mui-Central States: Ncbras.
ka, Kansas, Iovra, ?

September — New England; Maine,
Vermont, New Hampshire, Massachu-
getts, Connecticut, Rhode Island.

October—South West: Arizono, New
Mexico, Texas,

November — North Central States:
North Da':ota, South Dakota, Minne-
sota. £

December—Mid-Atlantic States: Vir-
ginia, Nusth Carolina, South Carolina,
Maryland

During Lent

The Lenten Promotion in conjunc-
tion with the International Tuna Fish
Assoclation, Green Olive Commission
and the Carnation Milk Company gar-
nered excellent coverage in the nation's
Press.

The publicity campaign supporled a
strong merchandising program in which
23,000 display posters and 84,000 recipe
pads in full color were distributed to
the major chrins, voluntary and co-
operatlve stores, Independent super-
markels and wholesalers, Paint of sale
material was prepared at a cost of $40,-
000 of which the Carnation Company
pald $30,000 and the olive industry,
$10,000. The Carnation sales force of
700 men called on the various outlels,
and provided the basic foot power nec
essary to put up the in-store displays.
In addition, the Carnation Company
supported the promotion with televi-
tion and radio advertising spots

There were over 48 different ‘roups
of stores who recelved the po:.nt-of:
purchase kits.

Many Releases

As of June 30, well over on: hun-
dred releases will have been .strib-
uted the first half of 1960 coveri: 4 both
the Lenten and Macaroni Salut. s pro-
motion. Breaking down activiti s into
outlet categories, we have the 1ollow-
ing results by media:

There hes been a round nunmber o
fity magazine breaks from January t0
June, with these highlights:

Everywoman's: Famlly Clrcle, March
issue: “The Marvelous Macaroni i‘nrr:-
ily" titled Food Editor Grace White's
feature article comprising five pages
two pages in full color, Nine recipes
were included along with instruction!
of how to cook macaroni, spaghetti a8
noodles, Circulation—4,302,375.

(Continued on page 24)
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Unmistakably The Finest

Clinonts Brand New Vacunm Process Macaroni Press

The VMP-4, the GIANT of all Short Cut Presses

IMPORTANT READING FOR THOSE WHO WANT TO CUT PROCESSING COSTS:

Cl:eclz 9 C&rmonf
EXCLUSIVE Design Features

o R __'-;. 2

® Large stainless steel screw affording 1300 1bs. PLUS
per hour.

® Electronically controlled to automatically propor-
tion the correct amount of additional water needed
to maintain optimum viscosity in the mix.

* Vacuum process is on the screw leaving free access
to the mixer.

® Stainless steel duplex mixer.

® One piece housing simplifies extraction of screw.
Screw extracted by removal of front cap. No bolts or
nuts to remove, Easy, one man, handwheel operation.

® Constant temperature control of water circulating in
the housing maintains uniformity of product size,

® Built-in automatic cutoff attachment, No extension
arm, no pole. Invisible externally,

L Yarial' ie speed on the cutoff attachment permits cut-
ting ,;rodl.{ct with a single blade ranging from the
finest pastina to rigatoni.

® Space provision underneath the machine for install-
ing preliminary shaker.

Ultimate In Adaptability
To meet industry needs — designed to do more than one job.
Optional Features

By re_movin_g fropt handwheel and connecting a tube, press can be
used.m conjunction with an automatic spreader for long goods pro-
duction.

Ma_chine can be adapted for extruded noodle dough sheet.

Built for long life and constant performance.

Meets most exacting sanitary requirements.

WHzlfN LESS THAN THE BEST WON'T DO, Buy Clormont!
Vellobaan oot :
Brooklyn 6,
New York, N.Y.,
UIs'AI

Phone:

°mm, 1960




ANNY RONZONI, Al Ravarino,

and I met In the lobby of the
Minneapolls Airport Monday morning,
August 15, en route for the Durum
Field Trip.

Firit Day

_ We were met at Fargo by Don Fletch-
er and Gene Hayden of the Crop Qual-
ity Council, They took us out to the
North Dakota Agricultural College
campus, and in the Minecke Lounge of
the Memorial Union we met Lloyd
Skinner and his two sons, Jimmy and
Lloyd, Jr, We were joined by Cam Sib-
bald of Catelli in Canada. Dean Arlon
Hazen of the College came in to greet
us, and Dave Bateman of their Public
Relations Department took plctures for
publicity purposes.

While the group went on a tour of
the campus to see greenhouses, grain
plots, and the cereal breeding build-
ing, 1 went off with Dave Bateman to
run a four-minute tape for his radio
show "This Business of Farming" car-
rled throughout the Northwest. K We
talked about crop prospects, macaroni
business, and plens for National Maca-
roni Week.

After Ken Lebsock, the durum plant
breeder, showed the group his work-
ing facilities at the college, Len Bib-
bitt took over.to take them through a
tour of the Cereal Technology bulld-
ing. Here they saw how sample varl-
eties of new grain, sometimes just a
few kernels, are milled, pressed into a
single strand of macaronl, and tested
for various characteristics.

Coffee and doughnuts afforded us an
opport ity to socialize and talk shop,
and then we were off to Grand Forks,

At Grand Forks we stayed at the
Westward Ho Motel, a delightful place
decorated in the western motif. We
had dinner at the Bronze Boot, a noted
steak house, but Jimmy Skinner.was
loyal eating a blg platterful of spa-
ghettl, .

A strong wind from the sputhwest
kept blowing, but the night was pleas-
ant and the stars were bright. We tried
to see the satellite speeding across the
sky between 10:15 and 10:45 but didn't
catch it and went to bed thoroughly
tired.

_DURUM TRIP DIARY

b'y Robert M. Green, Executive Secretary,
National Macaroni Manufacturers Association

Becond Day

We had an early breakfast and
next morning at the Ryan Hotel, and
set off for Gllby to visit the farm of
John Scott and his son. Here was &
model operation for the growing of
spring wheat, durum, barley, flax, sugar
beets and potato:s, We were particu-
larly interested in their grain drying
set-up, which enables the Scotts to har-
vest earller if necessary, or to bring
grain In from the flelds with a higher
moisture content than they would want
to store or sell. Gas flames generate the
heat which Is blown into three large
storage bins, ralsing temperatures
twenty to thirty degrees but never
higher than 100 to 105 degiees Fahren-
heit. The Scolts farm about 3,000 acres
and do a beautiful job,

Fllipino Delegation

We were joined at the farm by a
delegation of wheat buyers from the
Philippines touring under the auspices
of the North Dakota Wheat Commis-
sion. Mrs. Scott and her daughter-in-
law served us all coffee and doughnuts
again, an:j we enjoyed the pleasant sur-
roundings of the Scott home.

We checked flelds along the way and
rt VAmore went through the Farmers
ghijping and Supply Company eleva-
tor raanaged by Harry Nielsen, He and
his board of directors took us to the
local Lutheran church where the La-
dies Auxiliary spread out a luncheon
that would do justice to wheat thresh-
ers. In the pleasantries exchanged after
lunch, the Filipinos made the comment
that they enjoyed meeting the rural
residents of America, while Manny
Ronzonl observed that the communica-
tion between grower and processor did
much to bring about a common point
of view,

In the afternoon we arrived at Lang-
don, home of the North Dakota State
Durum Show, to visit the Experiment
Statlon. Superintendent Vic Sturlaug-
son and Ken Lebsock described durum
breeding lines increased last winter in
Mexico by the Crop Quality Councll
and other strains being grown for fur-
ther tests, The group was joined by
members of the Durum Growers Asso-

Lo v -.-n:.‘a

ciation, President Dick Crocketl, Sec-
retary Dick Saunders, Director Joke
Geritz, Tom Ridley, member of the
North Dakota Wheat Commission, and
several others. It was coffee-time agaln
in the Sturlaugson household, and after
the afterncon social we went out to
see a couple of farms in western Cava-
lier County. Some of the stands we saw
now were considerably shorfer and
sparse in the number of stalks with
berries, but they told us that yields
should run twenty to twenty-flve bush-
els to the acre.

The group broke up into smaller seg-
ments, and processors rode with grow-
ers down to Devils Lake. The skies
were clouding up now and there were
dust swirls over flelds where summer
fallow had just been turned over. The
wind kept blowing.

At Devlls Lake the Durum Growers
Association put on a dinner for the
Philippine wkheat delegation and the
macaroni group at The Runch, o fa-
mous “ating place there, There was 8
lot of story-telling, shop talk, and 2
few informal talks after dinner, and in
general it amounted to a good time by
all,

Third Day

The next morning we set out fur Ole
Sundeen’s elevator at Lakota. There
were many fine fields of durun be
tween Devils Lake and Lakot . and
we stopped at several of them 'o get
out and examine the grain, Apjroach:
ing Lakota, there was a large bi board
at the side of the highway whic: said:
“You are In the heart of the m: st im*
portant durum producing ur-d in
America.” It was Ole Sundeen's <ign-

Up at his modern elevator we sa¥
trucks of durum coming in and bein
unloaded, Test welghts were running
60 to 62 pounds and color wao: 8
There was some evidence of shriveling
bzcause of the extreme heats in Jul
but the early receipts showed nothing
alarming.

We saw how the dockage tester sifté
out the wild oats and extraneous §
to determine how much pure durs?®
is i the load, Prices were posted with
current market Information, end the
grower bringing grain in was paid @
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MARKET

_ ANALYSIS,

you get it from
"'"/Internatlonall

Whether it's information on new durum
varieties, surveys on wheat quality

and availability, techniques and procedures
in bulk handling, or the latest market
news, Internatirnal consistently brings you
the most recent factual data available,
You'll be well-informed and well-supplied
when you order durum products from . . .

nternational

MILLING COMPANY
DURUM DIVISION

GENERAL OFFICES) MINNEAPOLIS 2, MINNEBOTA
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On the Durum Field Trip

the spot. We saw how the bins were
filled and the cars going to market
loaded.

At lunch time we were joined by
locnl business men as wel]l as growers
and had a tour through the newly re-
modeled bank which is one of the most
modern in the country,

Through the Mill

It wos back to Grand Forks in the
afternoon, and we stopped at the North

- - N

sign on Highway 2 approaching Lakota.

Durum breeder Ken Lebsock discusses durum with Lloyd Sl.inner,
Victor Sturlougson, Don Fletcher, Manny Ronzoni, Al Pavarino
ond Tom Ridley.

i Syt bR B L

llcu o new in the vevy HEART
Py OF THE BEST
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PRODUCING AREA IN THE WORLD
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Al Ravorine and Manny Ronzoni stand In front of Ole Sundeen's

Dakota Mill to visit with Phil Fossen
and Bill Brezden, Bill took us through
the mill, showing us how the wheat is
cleaned, tempered and run through the
brakes. With wheels turning, belts spin-
ning, and lights flashing on the panel
boards, and nary a human around, it
gave the laymen a feeling of being In
the fun house at an amusement park.

We all had dinner at the Bronze Boot
again and caught the plane back to
Minneapolis.

Visit Grain Exchange

In Minneapolis we visited the C ain
Exchange to see samples on the 1. les
and buying and selling going on n a
wholesale fashion. After visiting with
various mill representatives in Mi:ne.
apolis we agreed we had learned & lot
and that durum prospects were protty
good,

2 -4 | [t

The coravon stops ot the experiment station at Langdon to sce test

plots of many durum varieties.

r

‘.L‘,‘l: s s

Mr. Lebsock explains why various varities of durum are cro: ored
to develop new vorieties. Lines of wheat going bock to Emn: - ore

grown for checks on quality control.

Combining In a John Scott field. Monny Ronzoni and Al Ravarino
watch the trucks fill with wheat while the Skinner boys exomine

the combine equipment,

10

fadmad

At John Scott's farm: Don Fletcher, John Scott, Paul Abrahomson
of the North Dakota Wheat Commission, Al Ravarino, Man

Ronzonl, u‘nd Cam Sibbald of the Carelli Durum Institute.

THE MACARONI JOURNAL
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Members of the Philippine wheat delegation and the macaroni
oroup examine storage bins on John Scott's form.

The boys look over drying equipment used by John Scott to con-
dition grain in storage.

Al Ravorine and Manny Ronzoni wolch a dump truck unloading
durum at the elevator,

Harry Nielsen of Farmers Shipping and Supply Compony at Edmore
demonstrates a dockage tester.

More examinations for color, test weight, and extrancous mo-
terials are made by the group at the elevator,

'K'IJ bltor-l. Al Ravarino and Manny Ronzoni examine grain in
I ator,

LS, Sibbitt of the Cereal Technology Department, North Dakota

ficultural College, shows macaroni manufocturers somples In
eboratory,

: | \ P, \

Mr. Sibbitt exhibits results of various laboratory tests on durum
samples. New varieties must have qualitics which mill and proc-
ess well.

Octoser, 1960 1




Larger Durum Supplies

The government estimate of 1860
durum wheat crop ns of August 1 fore-
cast production of 33,100,000 bushels
from a planted acreage of 1,756,000
acres, If realized, the crop will exceed
the 1950 output of 21,000,000 bushels
by 12,100,000 bushels. Acreage was ex-
panded In all four states— Montana
nearly doubled its durum planting and
North Dakota planted 33 per cent more
durum this year than last. North Da-
kota's production is estimated at :bout
26,000,000 bushels, 47 per cent more
than that produced in 1859, Early, the
crop in most sectlons was favored by
cool temperatures, mostly satisfactory
molsture supplies, and & minimum of

damage from insects and disease. High-..

teraperatures and wind during the crit-
ical period when the crop was filling,
reportedly hurt tha crop somewhat.
However, at # ¢ present time the ex-
tent of damage done Is not too clear.
Planting was late this spring but the
crop made good progress and was near-
ly even with last year by early July.
Mill Grind Up

United States mills ground 10,800,000
bushels of durum during the six-month
period ended June 30, This brought the
total grind for the entire 1059-1960 crop
year to 21,800,000 bushels, Tals com-
pares favorably with the amount
ground in recent years and reflecis the
increased per capita consumption of
durum wheat products, The average
amount ground during the ten-year
1950-1060 period, is about 18,000,000
bushels annually. Again during the six-
month period ended June 30, United
States exporters were unable to com-
pete with forelgn producing countries.
No appreciable amount of durum wheat
has been exported from the United
States since the 1056-1957 season. Seed
requirements accounted for an estl-
mated 2,300,000 bushels, which includ-
ed about 45,000 bushels which were
imported from Canada. It was estl-
mated that cereal manufacture, feed
and other uses accounted for another
1,000,000 bushels, for a total disappear-
ance of 26,000,000 bushels during the
1859-1060 season.

C.C.C. Btocks Down

Commodity Credit Corporation Is
gradually working down its inventory
of durum wheat through sales from its
stocl:s and on July 1 they had a total
of 17,800,000 bushels in their inventory.
This compared with stocks of 11,200,000
bushels on July 1, 1059, July 1 stocks
of 4,088,000 bushels were stored at Min-
neapolls, St. Paul and Duluth, A total
of 3,747,000 bushels were stored at
country elevator locations. Of the total
in country elevators, 2,700,000 bushels
were located In North Dakota. Very lit-
tle 1059 durum was delivered to CCC

12

YRR P IS C it S 215 LR BOVN A E L (2R 20 2 AT SRS L SRR L SR e o

since the market price was above the
loan level at most times, Sales price
for No. 1 Hard Amber Durum from
CCC stocks at Minneapolis and Duluth
is $2.38 per bushel during August. The
1060-crop Minneapolis terminal loan
rate for No. 1 Hard Amber Durum ls
$2.25 per bushel and for No. 1 Durum
$2.15.

Durum wheat marketed during the
last half of the crop year was of very
top quality and the great portion of
the receipts fell in the sub-class Hard
Amber ,both at Minneapolis and Grand
Forks. Seventy per cent of the Min-
neapolls arrlvals graded 3 Hard Amber
or better, and 69 per cent of those test-
ed at Grand Forks fell into those
grades.

Market Gyrations

After n year of steady prices and a
narrow range at that, the durum mar-
ket in August showed a degree of ac-
tivity that surprised many buyers.

At the start of the month South Da-
kota durum appeared on the market,
rating well but lacking:the desired col-
or ususlly prevalent g}the northern
areas. f

The Government's crop estimate
which came out on the tenth declined
some five per cent during July, as high
temperatures forced early maturity.
But crop prospects were sixty per cent
better than the previous year,

Heavy Receipis

Durlng the first week of August,
semolina was quoted st $6.05 to 36.15 at
Minneapolis, with feed selling at
$34.60 a ton, Some receipts of new crop
durum from South Dakota sold at one
{o two cents above the $2.37 market.

During the second week of August,
Grain Market News reported 538 car-
lots of new crop durum moving into
Minneapolis compared with 171 the
week before. This dropped the price
on all classes from four to six cents a
bushel. Choice milling durum closed at
$2.30 to $2.33 compared with $2.35 to
$2.37 the previous week. Puffers pald
two cents premium for top quality
fancy hard amber durum. Some spe-
clalty types of durum were bringing
$2.35, and certain Montana and South
Dakota types were being discounted
three to five cents per bushel.

The millers went to work and sold
hard with price concessions. The North-
western Miller noted “a week-end
splurge and it's all over—macaroni peo-
ple have enough semolina for 120 days
—probably few remaining unbooked.
The market worked down ten cents
during the sales drive and bounced
back @ full fifteen cents al the end.”
Semolina was quoted at Minneapolis
then at $6.00 to $6.10 with feed at
$33.80 a ton.

Strike Complications

On August 20 the grain handlei- at
Duluth and Superior walked off their
jobs. An embargo was imposed on :hip-
ments to port to prevent congestion,
The strike was settled within a week
and the embargo lifted. However, it
caused a depressing price impact on
the Minneapolis market where cholee
milling durum closed at the end of the
third week in a range of $2.27 to $2.30
compared with the $2.31 to $2.34 the
week before. Durum receipts on Mon.
day, August 22, were of record pro-
portion with 3062 cars of new crop
durum moving into Minneapolls.

In the last week of August, Grain
Market News reported cash durum
lower at the top to $2.26, but the bol-
tom end of the range for ordinary
durum was a cent better. Offerings
were down and totaled 715 cars com-
pared with the 840 Lhe previous week.
Shipping directions improved during
the month as macaroni manufacturers
were back in full production bullding
stocks for fall sales.

Harvest Blowed

Harvesting operations were slowed
in northern North Dakota because of
widespread rains, Up to two and a half
inches fell at Langdon and Lakota on
August 24 and 25. Some loss of durum
color had already occurred in parts of
the heavy: durum producing area of
northeastern North Dakota as a result
of rain the previous week. At the end
of the month about 25 per cent of the
North Dakota durum was in swath, 10
per cent still standing, and 65 per cent
safely binned. Concern was expressed
about color and the possibility of sprout
damage unless the weather turned
warm and dry.

Canodian Crop

The Canadian durum wheat crop,
down 13 percent in acreage seeded, will
nevertheless be larger than in recent
years. It Is estimated by the Don:inion
Burcau of Statistics that 883,000 acres of
Durum have been seeded in 1010 by
Canadian prairie farmers, Last year
about 1,018,400 acres were plantcd.

In an extensive fleld survey of this
year’s durum or “macaroni wheat crop,
the Catelll Durum Institute has found
that average yield per acre will be
higher than last year, more than com-
pensating for the loss of acreage. Th
high yields are attributed to 2 B
reserve of soll molsture this spring It
the main durum-growing province,
Saskatchewan. Early rains gave prom
ise of the best crop ever, but July hest
cut expectations. However, it i estl-
mated that Saskatchewan durum flelds
will still produce 19 to 20 bushels 10 the

(Continued on page 26)
THE MACARONI JOURNAL

LG i gt

T T PR ey

There is something special
about Macaroni products made from

Lel.'l have “something special” is the phrase that is heard more and more
often from New York to L. A, Let's have a different kind of meal—but with lots of appetite and
health appeal. Let's have a meal that satisfies all the family all the time,
Everyone knows that macaroni producta are economical—but do they
know that they can be “something special” dishes too,
They meet all the requirements of big-family budgets to the most exacting taste of the gourmet.

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

44848 DURUM PRODUCTS

MlNNEAPOHS@MINNESOTA
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DESIGNED

DESIGNED
WITH EXPERIENCE
AND
BUILT BY

DEMACO

THE CHOICE
LT
LEARERS Demaco— the complete line—Automatic

Short Cut and Noodle Dryers

Conveyers—Die Cleaners

WITH EXPERIENCE
AND
BUILT BY

DEMACO,

THE CHOICE
of the
LEADERS

Demaco— the complete line—Automatic
Short Cut Presses

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
- ; : nothing sells a product like customer satisfaction. Here at Demaco most or-

s L ot ~— ders are repeat orders. Now your company can improve its operating per-
nu‘?lh:nﬂ\' d s A formance and product quality with new presses and dryers or by the Demaco
D{E c 0 ‘ N 1 " ) conversions or exchange plans. Our engineering service specialists are ready
ﬂV% A B to serve you—call us today.

THE CHOICE

ot the ' AP DE FRANCISCI MACHINE CORPORATION
45-16 Metropolitan Avenue, Brooklyn 37, New York
Phone EVergreen 6-9880

Demaco—the complete line—Automatic
Long Goods Spreaders

DESIGNED | 3 i wa e DESIGNED
WITH EXPERIENCE i - WITH EXPERIENCE

AND AND
BUILT BY BUILT BY

DEMACO]

THE CHOICE
of the
LEADERS

THE CHOICE
ol the
LEADERS

Demaco— the complete line—Automatic
Long Goods Finish Dryers

&'_ e @ -'-."7»‘-4'!

Demaco—the complete line—Automatic
Sheet Formers, Noodle Cutters
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Tote System of Versatile Bins
for Macaroni Handling

OW short Is a short cut? In the

macaroni industry, a short cut is
any macaroni product that is not a long
cut, or more descriptively, any maca-
ronl product that is offered in small
sizes, like elbows, shells and twists.
Breakage of these short culs is a dis-
tinct problem for the industry. A too-
short cut is more of a problem than a
too-long short cut. Confusing? Not in-
tentionally. Short cut problems occur
primarily in handling and packaging,
where the fragile pieces tend to break.
Broken elbows and shells, despite their
purity and taste, do not reflect well on
the manufacturer. The problem, of
course, is not peculiar only to the mac-
aroni industry. It hits the pretzel, tid-
bit and cookie manufacturer as well.

C. F. Mueller Company, Jersey City,
one of the country's largest manu-
facturers of macaroni products, licked
its problem of short-cut breakage by
chonging its method of handling. And,
in solving the problem, the company
achieved numerous substantial side
considered a prime benefit in itself—
considered a prime beenfit in itself—
beltter sanitation, labor cost reduction,
time savings, improved scheduling of
packaging and manufacturing, and a
whopping warchouse space savings of
300 per cent or more. Other benefits
included eclimination of what could
have been a potential need for sub-
stantial expensive conveyor systems;
the reduction of maintenance costs;

C. F. Mueller employee checks nylon sleeve
filler which is fecding short cut macaron|
product into Tote Bin. About o ton of short
cuts will be stored in the Bin until introduc-
tion into pockaging line, narmally within 12
to 16 hours. Tote Bins, heart of the Tote Sys-
tem of bulk handling, toke short cuts from
five manufacturing units keep the products
clean ond unbroken for packaging.
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and operating Nexibility impossible un-
der former methods.

How did Mueller achicve oll these
benefits? By installing o system of ma-
terial handling that centers around bulk
unit containers called tote bins, Sixty-
five such 14-cubic-foot aluminum con-
tainers; each capable of handling about
a ton of the light density macaroni
products; were installed late In 1059.
Two special discharge mechanisms
called tote tilts also were installed. All
the equipment was enginered and fab-
ricated by the nation's oldest and larg-
est manufacturer of “containerized"
bulk handling systems, Tote System,
Inc., Beatrice, Nebraska.

The installation of the system was the
ultimate outgrowth of concerted studies
of operational efficiency made by Muel-
ler. The studies were necessitated by
the ever-expanding market for short-
cuts. Before tote bins were installed,
mobile fibre containers were used for
handling short-cuts to supplement large
fixed storage bins in which elbows were
(and generally still are) stored. For
twists, shells and rib-a-roni (a Mueller
trademark for rigatoni) the largest bins
were unsatisfactory because the fragile
products broke too easily in discharg-
ing. The open fibre containers—movable
bulk trucks—could be stored only hap-
hazardly, and did not meet the com-
pany's ever-increasing sanitary stand-
ards. Too, dumping the short cuts from
the trucks did not eliminate the break-
age problem.

Mueller short-cut products are pro-
duced on eight drying units. Eighteen
large storage bins are filled from these
eight units by three conveyor systems.
Each of these conveyor systems feeds a
group of six bins. As production and
the variety of products increased, the
company was confronted with a serious
problem, To build conveyors from each
of the eight dryers for connection to
each battery of fixed storage bins,
would have been prohibitive in initial
cost and would have resulted in an ex-
pensive, inflexible method of handling
short-cut macaroni. Therefore, Mueller
began to use mobile fibre containers as
a temporary stopgap while the company
studied the problem. Consideration of
various methods of handling—always
with the question of short-cut break-
pge in mind—eventually led the com-

pany to the tote system.

Flexible

First the tote system offered great
flexibility with minimal labor expen-

Inventory control is a simple matier with
Tote Bins. After they ore carried fo storage
area, Bins are mar{ed with necessary in
formation. The opparent lengthy filling pen-
od is necessitated not by the use of the Tote
System, but rather by the rate of manufac
ture. Also, short cuts cannot be moved 100
fast, lest breakage become a problem

diture and relatively low capital ex-
penditure, (The tote system is compara:
ble to fixed storage bins in overu’ labor
requirements). With tote bins, « «h of
the cight produrtion units need: d only
a nylon or cotton sleve connet! n for
filling. The containers can be m ved 10
any or £/l units with ease, and
ceive product simultancously !
eight units if necessary. At pres: i the
bins are receiving short-cuts fi v
drycrs. Because of the rate of
tion and the need for slow movt
the brittle dried food product
takes about two hours, Meanwh i€, one
man can keep ol production ur s sup
plied with tak:-up containers, ¢ 1 store
the filled contsiners near their | oint of
discharge; and can keep the roducts
feeding continually into Ppi kaging
lines.

Sanitary

Second, the tote system offercd sank
tation improvements. Tote bins can
tightly scaled or left open 8s desi
They did not leave contents exposed ¥
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oper containers do. Spillage is climin-
atee with the tote bins, for the maca-
ron: feeds directly into the closed con-
tain: rs and cannot spill in movement.
Ove ol sanitation improvements have
beer. relized at Mueller, too. Main-
tenanice s also minimal with tote bins
—{lv receive a routine brushout in
contrast with the continual sanitary
maintenance formerly required on the
open trucks.

Poriable

Third, the fexible tote system, in
which the bins can be moved anywhere
in the plant quickly and easily with a
fork lift, takes little space—and floor
space is extremely valuable in food
plants. The bins can be placed snugly
one against the other and can be ticered
il desired. Mueller is not now tiering
the bins, but should the number of con-
tainers be increased to handle the con-
tinued surge in production, the con-
tainers will be stack one atop the other.
By ticring only two high, tote bins can
save Mueller approximately 300 percent
of floor space over that required for the
handling of equal amounts in the form-
erly-used fibre trucks.

They Do the Job

Fourth—and one of the prime rea-
sons why the tote system was installed
—the discharge of short-cut macoroni
from the tote bins to packaging lines
requires a total drop of 85 inches for
the fragile food product. This represents
a 50 percent improvement over large
sloraze bins and an unspecified im-
proviment over fibre containers. The

"i'fl’" “|°'¢l!a Tote Bins are ploced on a double Tole Tilt. The
Benir.: WNC“fllncercd ond fabricated by Tote System, Inc.,
sell-d "i_l cbrasko, turns the versatile oluminum containers into
opp,of—c arge hoppers. Note discharging Bin ot left. It takes
1 m"ﬂﬁielv 45 minutes to fully discharge a Tote Bin into

ght-ounce packoging line; obout 20-25 for the one-

pound line,
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macaroni is discharged into a surge hop-
per built by Mueller engineers, simply
by opening a bottom door on the tote
bin after it has been placed on the tote
tilt. The till, a discharge mechanism
which “tilts” the bin to a 45 degree
angle, assures gentle flowout into the
80-cubic-foot surge hopper with mini-
mal breakage. Thus, an improved end
product is possible,

Mueller uses about 40 bins a day in
present operations. OfMicials say 60 bins
could be filled, stored and discharged
during the two-shift day without re-
quiring additional manpower. Thus,
while only one man was used under the
old method, the contemplated continu-
ing increases in production would have
required at least another quarter man-
day for handling. The tote system will
handle the increased production with
no further increase in manpower, thus
effecting a 25 percent labor cost reduc-
tion.

Because the tote system offers ease of
landling and versatility Mueller is able
to use the bins to feed the packaging
lines, store fast-moving shorl-cuts, and
receive still other products from manu-
facturing units all at the same time; all
under the control of one man.

This diverse use of tote bins makes
manufacturing and packaging schedu-
ling a much easier task, according to
Mueller officials. The system enables
them, too, to expand operations easily
aund cconomically.

One such expansion olready has been
effected at the Jersey City plant in that
Mueller now is serving two more pack-
aging lines than before the tote sys-

After placing Tote Bin on Tilt with fork lift, empl i

i } ployee switches
l_he Tilt on .Air actuated, it gently moves the Bin in‘llu discharg-
ing pasition. When empty, employee will remove it to filling
area for refill, and bring full Bin over to Tilt station. One man
can handle everything.

Once on Tote Tilt, employee opens Tilt hatch
and, with a ratchet, opens the 74-cubic-foot
Tote Bin door. The short cuts then gravity-
discharge into the 90-cubic-loot surge hop-
per which feeds the packaging lines. The
B85-inch drop represents a 50 per cent im-
provement over fixed storage bins; o greater
one over the diflicult discharging of open
trucks. The breokage problem is consider-
obly alleviated with Tote System.

tem was installed. It takes about 45
minutes to discharge fully a tote bin
into the cight-ounce packoging line;
about 20 to 25 minutes for discharge
into the one-pound line.

Generally speaking, there rarely is
more than o 12 tu 16-hour gap between
filling of the tote bins and their dis-
charge Into packaging. An exception to
this is weekends. However, the bins
could store the short-cuts indefinitely
under the airtight seal.
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FOR YOU

ADVANCED TECHNOLOGICAL IMPROVEMENTS

*
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Save Space — lIncrease Production

Improve Quality
«NEW "
NEW

NEW

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

3 STICK 1500 POUND
LONG GOODS SPREADER

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

1500 POUND PRESSES
AND DRYERS LINES

now in operation in a number of macaroni-noodle plants,
they occupy slightly more space than 1000 pound lines.
These presses and dryers
are now giving excellent

results in these plants.

i
{ Y Patent Pending
% % Palented

L g Amdnelle
MACHINERY CORP.
156 Sixth Street

-«‘E‘ ol Mk 3 Brooklyn 15, New York

MODEL BAFS — 1500 Pound Long Goods Continuous Spreader
THE MACARONI JOURNAL
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| Threc Way Combination

CONTINUOUS
PRESSES

vev SUPE

SHORT CUT MACARONI PRESSES

Model BSCP — 1500 pounds capacity per hour

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

LONG MACARONI SPREADER PRESSES

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

COMBINATION PRESSES -

Short Cut — Sheet Former ]
Short Cut — Spreader

* L
QUALITY — —
PFODUCTION

Model BSCP

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

Positive screw feed without anv possibility of webbing makes
for positive screw delivery for production beyond rated

capacities.
g
C( s NTRO Ls -_———— 35]:::.'}.;"“ positive that presses run indcfinitely without
SA‘ N ITA RY — —— - Easy to clean ond to remove attractive birdseyed stainless

steel housing mounted on rugged structural steel frame.

PLANT
156-166 Sixth Strect
155.167 Seventh Strect
Brooklyn 15, New York

Amdrelte

MACHINERY CORP.

Ocrouer, 1960
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HE realization that marketing must

accept the responsibility for mar-
shalling all the avallable talents, ca-
pacities, and facllities of the whole
company toward serving the best inter-
ests of the customer has now become al-
most universal, This principle bears
many names, but the term “marketing
concept” s most frequently heard.

The marketing function is no longer
limited to the selling functlon alone—
it involves the whole scope of plan-
ning, control, merchandising, adver-
tising, promotion, pricing, service, man-
ufacturing, and the coordination of
finance, research and development with
all other company functions—and the
direction of these toward promoting
the best Interest of the business by
serving the best interests of the cus-
tomer.

This is a complex function. But the
task of management is the same in sell-
ing macaronl as it is for selling machin-
ery or milled products or any other
commodity or service. In simple terms,
the task of getting things done through
people breaks down into the following
major actlvities or responsibilities:

1. Declding what things need to be
done, how they should be done, and
who should do them, and developing
plans and schedules for their accomp-
lishment.

2. Getting people to pursue the de-
sired objectives in accordance with the
established plans and schedules, and
dealing on a day to day basis with the
problems and difficulties that arise in
the process.

3. Measuring the actual performance
of people against the desired goals and
plans ,and taking the necessary steps to
close any gaps that exist.

In marshalling all the available tal-
ents, capacities, and facilities of the
whole company toward serving the
best interests of the customer, the fol-
lowing checklist enumerates some of
the elements in the marketing opera-
tlon. These malor subject headings will
be themes for future articles in the
Macaroni Journal,

Marketing Research

1, Studles involving marketing.

2. Trends and forecasts of industry
sales.

3, Size and location of markets,

4. Attitudes, preferences and needs
about products, services and poll-
cles.

5. Sales and distribution methods.

8, Price indexes, trends and prod-
uct pricing.

7. Sales and advertising programs
and coverage,

Product Planning
1. Product appralsal.
2. Analysis of cost needs and con-
sumer habits.
3. Preparation of product specialties,
4. Product timing.
8. Price formulation.
8, Type of line to carry.
7. Control of product line.
8. Product ldea processing.
9. Product information.
10. Quality control.
11, Packaging design.

Advertising and Sales Promotion

1. Advertising in all media.

2. Sales promotion including prepar-
ation and production of sales
training materlals.

. Publicity, shows and fairs,

. Production and distribution of ad-
vertising and sales promotion.

5. Advert!sing measures and proce-

dures,

o= e

Bales
Sales analysls,
., Sales planning.
. Marketing development.
Distribution development.
. Sales administration and control.
, Sales contacts and customer rela-
tions.
. Pricing.
, Sales training.
. Application  engineering  (for
equipment manufacturers),

Product Service
(primarily for equipment

manufacturers)

. Provide renewal parts.

, Technical information.

. Product service tralning.

. Warrantv developments and ad-

ministration.
. Service of products,
, Resolving customer problems.

Marketing Administration
1. Sales forecasting.
Sales budgets,
. Records and statistics.
. Expense budweets.
. Markeling office management.
. Production scheduling to meet
rales requirements.
7. Finished goods inventory control.
8. Warehousing.
9. Order service.
10. Consignments.
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Marketing Personnel Development
1. Manpower planning.

2. Personnel inventory.

3. Recruiting and selection,

4, Training.

5. Personnel development.

6. Marketing compensation

7. Personnel relations,

8. Placement.

Noyv Product Introduction

An unusual new product introduction
is belng used by the Fine Chemicals
Divislon of Hoffman-La Roche, Inc,
Nutley, New Jersey, to put ils new
Rovicote family of coated, taste-free B
complex vitamins on the market.

The advertising and promotion cam-
palgn centers around an egg-shaped
Chinese gentleman, created by the Hofl-
mann-La Roche advertising agency,
Bennett & Chase Company, Inc. His
name is No Can Chew, a name the
agency devised to dramatize the fact
that Roche Rovicote has overcome the
great disadvantage of nobody's being
able heretofore to chew the B-complex
Vitamins, because they tasted bad. This
made many people avold the vitamin
tablets their doctors prescribed.

The kick-off advertisement In the
Rovicote trade paper campalgn cen-
tered around a “Chinese Egg," one of
those Orlental egg-within-an-egg-with-
in-an-egg toys, which seemed to [llus-
trate well the fact that Rovicote is 8
coating, surrounding the tablets, as the
outer shell of a “Chlnese Egg" sur-
rounds those inside.

Grinning wisely from this egg ilus-
trated in the advertisement is No Can
Chew, The advertisement headline is:
The case of No Can Chew and the
Chinese Egg Solution or, How Roche
Made Vitamins Chewable with Rovi-
cote, Beside the headline is a Chinese
inscription to the effect that Rochie has
made vitamins chewable. The ndver:
tisement copy briefly explains tiw ad:
vantages Roche has created.

Roche salesmen were provided with
a varied kit of sales promotion materl
to use in introducing thelr new Rovi-
cote,
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NEW Low-Cost Bulk Flour Transport with

industry-proved Fluidizer conveying system

%'I«n W _-
bE

Especially designed for bakers, millers and ter-
minal operators, this new truck gives you an effi-
cient means of handling bulk flour in volume at
minimum cost from mill or rail siding to your
plant. And it costs less than you would expect!

You save two ways: FIRST because it gives
you the cost-cutting advantages of bulk flour han-
dling; and SECOND, because your original invest-
ment is less, Famous Fluidizer **high air pressure”
conveying system makes flour flow easily like a
fluid thru hose and pipelines to your bins.

s CUSTOM FEATURES to meet your needs, with 1200
or 1400 cu, ft. tank and 3 in. or 4 In. conveying lines.
Tank has two compariments for 2 typesof flour if desired.

+ SPECIAL PURPOSE DESIGN gives you a complete
unit for your hauling at low cost,

% ALUMINUM TANK Is light in welght for maximum
payload, Unusual unitized construction of the keel
provides maximum rigldity,

% EXTERNAL HOSE CONNECTIONS are enclosed In
cabinats to prevent clogglng with fce and dirt, High un-
loading rate permits quick turn-around time, Fully ca-
pable of conveying any distance necessary even in
the largest bakerles.

- Most advanced in modern air handling—[rom car to truck
to bin, Plus complete in-plant air conveying systems.

REPRESENTATIVES—Akron—M. Momchilovich
2 Island, Wash.—The Temco Co. o Montreal—W, 0. Hewlings &
Cuaniaghim » Omasha—Wilkam Freiden o Nashville—Syaiems

Co. » Deaver—Kiippaer & Polley Ca. o FL William,

|
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FLUIDIZER'S AIR CONVEYING
EFFICIENCY has been proved
in hundreds of installations,
both mobile and stationary.

DELIVERY TO USE POINTS is
fast and efficient. Air-acti-
vated dischargesectionsnssure
virtually complete clean-out
for maximum sanitation.

CONTROL PANEL is simple to
operate and conveniently lo-
cated. Conveying equipment
is also housed in the cabinet,

REGIONAL OFFICES

Chicaga—(Homewood, I )
San Fumm—”nal City, Cal)
Minneapohis = (Hopkins, Minn.)

Transport,

Name,

THE FLUIDIZER COMPANY
A DIVISION OF DAFFIN CORP. + HOPKINS, MINNESOTA

Please send me complete Information on the Fluidizer Flour

—— ——

Company.

Addr

City.

Slale

L— - d

Co. » Pansdena—Lmlet +_Houslon

QOnt.—Northland Machinery Si
Scolt “—J

uip, Co. & Mercar

ply Ca. » P iphis —Joos Eq:
, B, McDill o Orchard Park. N.Y.—D, Michae)

Enginesring Co, o Roanche, Va.—W, R. Msyes o Spokane—Carter Miller Mill Furn, o,
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A NEW YARDSTICK
from Highlights of the Dillon Study

As presented by Lon Carll, Progressive
Grocer Magasine, at the Fifty-Sixth Annual
Meeting, National Macaroni Manufacturers
Association. The first portion began on page
28 of the September issue,

The blueprint for increased produc-
tivity we are about to unfold is cal-
culated to achleve this sort of balanced
result within the framework of excit-
ing store facilities.

The program consists of several dif-
ferent elements, the most important of
which is a newly developed guide to
grocery department space allocation.

The first step in this direction in-
volves the grouping of items accord-
ing to their end use, Syrups and mo-
lasses, for example, are displayed next
to pancake mixes. Pet supplies are dis-
played in the pet food department, and
50 on.

Next we tried to do away with scat-
tered locations of llke items in each
product group by creating clearly de-
fined vertical sections wherever possi-
ble.

We also tried to do something to
break up the monotony of row after
row of grocery shelving by adjusting
spacing between shelves to fit the prod-
ucts on display and by creating a num-
ber of in-gondola special display and
merchandise slots,

Prime Position

Whenever practical we gave pre-
ferred or eye-level shelf positions to
the Items that produce the greatest dol-
lar profit.

To help customers identify products
more readily, colored shelf strips were
installed in several departments.

To provide a basis for a grocery
space allocation, we recorded sales of
every item in the five Dillon stores.

We set up our audit so that grocery
item sales could be broken down into
major product groups. The percentage
contribution by each group to total
unit sales was then computed to pro-
vide the initial factor in our formula.

It would be Impossible to literally
translate this unit sales contribution
percentage into space for several ren-
sons. First of all, we know that all
grocery product packages are not the
same size, A can or jar of baby food
is much smaller than a box of cereal.
A can of corn is different from a pack-
age of aluminum foil, etc.

To make allowances for these varia-
tions in product shape and size, we
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measured the cuble displacement of
every item In the grocery department,
and es a result, were able to develop
a size of product factor for each prod-
uct group to build into our gulde,

We must also allow for the varying
turnover rates that exist within the
many different grocery product groups.
Groups such as Household Supplies
have their fast sellers but contain sev-
eral hundred different items most of
which sell only a few units per week.
Thus, it becomes necessary to give cer-
tain items and product groups more
space than thelr unit sales contribution
tells us they really deserve.

Space Allocation

When all of these factors are prop-
erly weighed, we can realistically de-
termine how much of the available
space each major grocery product
group should be allocated.

The cholce shelf position is given to
the items that produced the greatest
dollar profit.

Another goal of our reallocation of
display space was to remove 8s many
permanent fixtures 8s possible from
end of gondola positions to enlarge the
speclal display merchandising poten-
tial of these stores.

This approach in the five stores com-
bined Increased available special dis-
play spots from 80 to 123, an addition
of 43 weekly grocery merchandising
opportunitles.

Now, here is a brief discussion of
some of the results of the Dillon Study
presented by Paul Dillon, assistant
merchandise manager of J, S. Dillon &
Sons.

“Here 1s an example of the first im-
portant result to come out of this
study.

“By applylng the space allocation
guide we found there was no real space
shortage in Dillon stores—the fact Is,
we weren't using the space we had, fo
its fullest advantage,

“Here's an example.

“Before any changes were made in
this store, 625 floor feet were devoted
to display of all grocery items. After
allocating space according to sales, we
found we were able to adequately dis-
play the same range of merchandise
in 547 feet and this included a cushlon
for new ltems that we know we will
continue to take on.

“This opened up 78 linear floor feet
for special display and expansion of
general merchandise lines. Before the

change-over our average test storc had
18 special display 1 pots.

“Afterwards, the average store hud
25 display locations . . . & 54 per cent
increase in display rpportunity. This
is more exciting theu it may first ap-
pear when you real‘ze that In just one
year our average store will have 468
additional merchandise displays,

“These additional display spols are
literally gold mines In the light of
study facts on sales and profits a dis.
play delivers.

“In the first half of the project we
actually recorded results of over 734
special displays and here's what we
found. -

“Normal shelf sales of the items dis-
played were 21,568 units . . . special
display increased sales 652 per cent. In
dollars, special display produced an in-
crease from $8,548 normal sales to
$45,760 . . . a gain of 435 per cent.

“In the first half our study, 80 out of
every 100 customers shopped the per-
imeter—30 per cent shopped the aver-
age grocery aisle.

“Traffic clrculation was re-measured
at the end of our second stage and
after basic changes—and—

wperimeter clrculation remained the
same—but In the grocery department
where many changes were made, the
traffic circulation rose from 39 per cent
to 44 per cent—an Increase of 13 per
cent.

“And now we come to the ultimate,
the most important measurements of
all—what happened to sales and profit
per store per week In the full giocery
department?

“Here we see that our sales per
squure foot increased by 7.3 per cent
and unit sales gained 6.2 per cen

“Dollar sales were up 7.3 per « ‘M—
the margin on sales increased fror. 185
per cent to 20.1 per cent.

“The higher sales—aided by a «'ight-
ly higher per cent margin on sales
brought a very healthy 10 per coiit in
crease in dollar gross profit.

CROCERY SALES AND PROYITE
Sales Per

SquareFoot $3.71  $3.08 + 79%
Unit Sales $46,030 $49,858 + 63%
Dollar Sales $15227 $16345 + 73%
Margin on

Sales 105% 201% + 3%
Gross Profit $ 2,978 § 3,285 +103%
Operating i

Expense = 146% 138% — 49%
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THE BUHLER LINE

® Automatic Presses for Short and Long Goods
Capacities from 550 to 1500 lbs/hr.

® Automatic Spreaders
Capacities up to 1500 Ibs/hr.

® Continuous Preliminary Long Goods Dryers
Copacities up to 2000 Ibs/hr, with 10-12% moisture removal.
Single Installation to improve existing drying facilities,
Installation in combination with continuous finishing dryers,
® Continuous Long Goods Dryers
Capacities up to 1500 Ibs/hr,

® Automatic Storage Units for Dry Long Goods

Permit continuous press production with discharge during one or two daily shifts.

. - . - L] .

Automatic Stripping and Cutting Machines for Dry Long Goods
Capacities up to 16 sticks per minute.
Single installation or in combination with automatic long goods manufacturing line.

® Continuous Preliminary Dryers for Short Goods end Noodles
Copacities up to 2000 Ibs/hr.
Single installation to improve existing drying facilities.
Installation in combinarion with continuous short goods finishing dryars.
® Continuous Dryers for Short Goods and Noodles
Copacities up to 1500 Ibs/hr,

. - .
Automatic Multipurpose Dryer for Long, Short or Twisted Goods
The only dryer with all -aluminum structural frame and 100%
lastiz ling. .. ..
This space saver dries .075 spaghetti in 16 hours without prelinflnary d[:;!;':g!ng
® New Optimal Climate Control

The only control system in which the
ahs ooty c evnpor‘{:sﬂon. product sets the drying temperature according to

No individual dry and wet bulb control.
® Bulk Handling

Pneumatic conveying equipment for raw i
fraote cor prZss fee%. p materials, car and truck unloading, storage

Manual or remote controlled installations.

e Experienced Buhler Engineers are ;vailub!u to help you solve your problems.
ITE OR PHONE FOR INFORMATION OR FOR A BUHLER ENGINEER TO VISIT YOU.

BUHLER BROTHERS, INC. (U.S.A.)
130 COOLIDGE AVE., ENGLEWOOD, N.J,

:‘- Representatives: E. C. Maher Ca,, Los Angales, Cal ®
- l'llf Lot Altes, Cal. @ Asthur Kunz, New Orleans, La,

BUHLER BROTHERS (Canada) LTD.
24 King Street West
Teronto 1, Ontario

Englneers for Industry
Since 1860

Octonzs, 1960
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“Fortunately, this program did not
require additional operaling expense.

“Dillons (like most other operators)
have never computed the true NET
profit of the grocery department.

“But by combining Study figures
with a pro-rated breakdown of every
operating expense (from our account-
ing department) we were gble ‘o deter-
mine actual grocery department net
profit.

“The second period of the study pro-
duced an Increase in net from a 4.9 per
cent to a 6.3 per cent, A 63 per cent
net profit in the grocery department!

“In the light of this who can say that
there's no profit in packaged grocery
items?

"Who can say that retailers handle
these well known products—merely for
customers’ convenlence—or traffic pull-
ing power,

“This net profit figure has certainly
renewed Dillon’s enthuslasm for the tre-
mendous opportunity in grocery mer-
chandlising—as I'm sure it will for other
retallers, distributors and even menu-
facturers of packaged grocery prod-
uB“"ll

Publicity Highlights—
(Continued from page 6)

Ebony, May lssue: “Pasta for Every-
one” titled Food Editor Freda De-
Knight's feature on macaroni products,
which included a total of nine black-
and-white photographs along with rec-
ipes. Circulation—500,000.

Secrets, June Issue: “For Mealtime
Varlety—Spaghettl and Macaroni” was
the food feature Incorporating five
photographs of macaroni dishes, two
with National Macaronl Institute cred-
it. Clrculation—1,301,581.

McCall's, April: Chicken Noodle Soup
was the “Family Favorite' 'food fea-
ture in this book Included in two rec-
jpes and two full color photographs,
three pages in length. Circulation—
5,600,000,

Representing four main magazine
categories — Women's Service, Chain
Store, Romance and Negro, these ar-
ticles have kept macaroni products well
in the foreground.

Other impressive macaroni breaks
appeared in Everywoman's Family Cir-
cle (January, February, June issues);
Better Homes and Gardens (January
{ssue); Parents' Magazine (April issue);
American Home (March and May is-
sues); Good Housekeeping (January is-
sue); Woman's Day (January issue);
Forecast for Home Economies (June is-
sue); Redbook (Januery issue); Sunset
(January issue); McCall's (May and
February Issues); House and Garden
(June issue); True Confessions (March
{ssue); True Story (March issue); La-

24

AT kg
S THRIHS Fo i

dies’ Home Journal (June issue); Mod-
ern Romances (April issue); Vogue
(June issue); Workbasket (March and
April issues), among others,

Sunday Supplements

In nationally distributed Sunday
Supplements: American Weekly—com-
bined circulation of 10,044,306, appear-
ing in 34 newspapers, featured maca-
ronl product reclpes, accompanying
them with both color and black-and-
white photographs a total of four times
during the first six-month period. Com-
pany Casserole with Noodles, in color
February 7; Noodles and Franks in
Mustard Sauce, April 17; Quickie Spa-
ghetti Disi, May 1; Curried Meatballs
and Noodles, black and white photo,
May 20.

Family Weekly, with a circulation of
4,806,000, appearing in 101 newspapers,
featured “Champlon Casserole” using
noodles on March 6.

Suburbla Today, total circulation
1,387,058, appearing in 200 small town
papers, ran a two-page color feature
on Italian cookery In their March lssue.

Parade, appearing in 65 papers with
a total circulation of 9,541,687, featured
both spaghetti and noodles (each with
photograph) in the May 15th food page.

Toronto Star Weekly Magazine, cir-
culated throughout Canada to a total
of 033,036, ran “Chicken Fricassee and
Noodle Nesis" in their March 10th is-
sue.

Hablemos Magazine, circulation in
Puerto Rico and Spanish-speaking
countries, devoted a full feature to
macaroni products on March 6. Cover
of the magazine was our photograph of
macaroni dishes, Circulation—342,200.

Locally distributed Sunday supple-
ments and mid-week food color pages—
an Impressive list of metropolitan
newspapers featured our macaroni col-
or, black and white photographs, and
recipes in full page spectaculars.
Among these: Wichlta Eagle, January
3; New York Mirror, January 17; Miami
Herald, January 21; Nashville Tennes-
sean, February 14; New York Mirror,
February 21; New York Herald Trib-
une, March 6; Newark News, March 6;
Honolulu Advertiser, March 10. New
York Sunday News, March 13; San
Francisco Chronicle, March 13 Mil-
waukee Journal, April 7; Oklahoma
City Oklahoman, April 8; Los Angeles
Times, May 15; Los Angeles Examiner,
June 5.

Color Features

And scheduling macaroni color fea-
tures to date are the following: St.
Louls Globe Democrat, Buffalo Cour-
ler Express, Oklahoma City Oxklaho-
man, Denver Post, Miami News, and
the San Francisco Chronlcle.
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A total of sixteen releases have been
distributed on an exclusive-to-editor
basls in the major marketing areas,
Outstanding full page features in black-
and-white have appeared on a general
macaroni products theme in thesc pa-
pers: “Mix 'N' Match . .. with Maca.

ronil”"—Miaml News; “Macaroni Prod.
ucts Filled with Ncurishing Elemcnts”
—Los Angeles Herald Express; “Pass
the Pasta”—Chicazo Dally News; “It's
Spaghetti Time'" -~ Clearwater, Florida
Sun; “Spaghetti” — Savannah Morning
News; “Macaroni Dishes Popular Fare
for Many Len'en Menus"—Pitisburgh
Press; “Casseroles Simplify Summer
Meals"—San Angelo Standard-Times;
“Pernsylvania Dutch Meals for Spring®
—Newark News.

Syndicated Columns

Basic macaroni information and rec-
Ipes have been serviced to the news-
paper syndicates throughout the period,
apart from the Salute theme to the
varlous reglons, The following syndi-
cates have featured macaronl ariicles:
Joan O'Sullivan, King Features—"Mac-
aroni Products Feature"; Alice Den-
hoff, King Features — three different
Lenten columns. Westchester County
Dailies — *Pennsylvania Dutch Know
Noodles"; “Macaroni Dishes Easy on
Purse String." Clementine Paddleford,
New York Herald Tribune Syndicate—
full page spread “Macaroni Shapes—
Plaln and Fancy. Mary Meade, Chicago
Tribune Syndicate — “Spaghett! with
Lamb Sauce”; “Noodle, Tuna, Olive
Skillet”; “Meatless Dish: Spaghetl
with Tomato Sauce"; “Turkey Noodle
Divan" Morrison Wood, Chicago Trib-
une Syndicate—"Fancy Macaroni and
Cheese.” United Press International
“Tuna Noodle Bake"; "“Tuna Noodle
Nest.” Gaynor Maddox, Newspapcer En-
terprise Assoclation — “Seafood Ces-
seroles”; “Orange - Curry Spaghett
Dish." Frank Kohler, General Features
—“Pot Roast with Noodles." Bell Syn-
dicate—"Spaghettl Served with Olive-
Tuna Sauce,” Edith Barber, Generl
Features — “Spaghettl with Meat
Sauce.” Ella Elvin, New York Daily
News—slx different macaronl stories-

Speclalized Markets

Macaronl, noodle, spaghetti dishes
were featured throughout the perl
in all manner of farm periodicals: Farm
and Ranch, Dakota Farmer, Southemn
California Rancher, Wallace's Farmef
Wisconsin Agriculturist and Farmeh
Utah Farmer, Midland Cooperator, Mis-
sissippi Farmer, Texas Farming
Citriculture, Willlamsport Grit, Wes*
ern Farm Life, Capper's Weekly, 1a%
caster Farming, Farmers Union Herald
Towa Farm Bureau Spokesman, Neb- iz
raska Farmer, Capper’s Farmer, Prak NORTH DAKC
rie Farmer. Piosr Miling

Tue Macaron Joumns BOcTozez, 1960

85%
OF THE WORLD'S
DURUM WHEAT
IS GROWN
IN THIS AREA!

Durakota No. 1 Semolina
Prefecto Durum Granular
Excello Fancy Durum Patent Flour

Our Top Quality Durum Products

Geand Forks, Norik Dakela
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American Weekend, distributed to
members of our armed forces—Army,
Navy, Marine—featured four of our re-
leases with photographs in four sepa-
rate week-end editions throughout the
period.

Three different mat releases with
photographs of macaroni product dish-
es were distributed to 1500 small town
areas,

A release in support of the Lenten
promotion was directed to the 11,000,-
000 subscribers of 800 lavor publica-
tions distributed to Union members in
every kind of industry.

A total of nine radlo and three tele-
vision scripts were released in support
of both Lenten and Salute themes,
Each script went to 700 radio and 200
TV commentators.

During the Lenten promotion, a gift
kit was released to 100 demonstrators
featuring a noodle recipe. Included in
the gift package were product samples
of noodles, tuna, olives and evaporated
milk. For theme purposes, & Spanish
fan was included to be used as table
decor,

Key major market cities as well as
intermediate markets reported excel-
lent usage of both radio and television
scripts.

Cooperative Publicity

As in other years, the campaign to
enlist the cooperation of other food
publicists to include macaroni in thelr
own releases, paid off handsomely.
These releases covered the fleld with
color and black and white photography
and with recipes, They went to the ma-
jor syndlcates, to the food editors of the
major parcrs, to the small town dailles
and weeklies, and to house organs.
Among the corperating organizations
were: Amana Freezer, American Lamb
Council, American Spice Trade, An-
gostura Bitters, Belglan Endive Asso-
clation, Brussels Sprouts Marketing
Program, Canned Salmon Institute,
Carnation Company, Campbell Soup
Company, Danish Blue Cheese Associa-
tion, Evaporated Milk Institute, Fore-
most Dairies, Fresh Apple Institute,
Fresh Fruit and Vegetable Assoclation,
General Electric, General Foods, Inter-
. national Tuna Fish Association, Kellogg
Company, Kraft Cheesea, Kretchmer
Company (Wheat Germ), National
Canned Pea Council, National Dairy
Council, National Fisheries Councll,
National Livestock and Meat Board,
Natlonal Egg and Poultry Board, Oscar
Mayer Meat Company, Paciflc Oyster
Association, Pimlento Growers Associa-
tion, Reynolds Metal, Shrimp Assocla-
tion of the Americas, South African
Rock Lobster Association, Sunkist,
Swift and Company, Spanish Green
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Olive Commilssion, Swiss Cheese Asso-
clation, and the Tea Council.

Trade Press

The current industry theme, "A Sa-
lute to the ‘50’ in 1960, the winter
convention, Lenten promotions, and
the North Dakota State Durum Show
were all subjects of various publicity
releases so far this year.

Announcement of the industry's
theme for 1960 appeared widely in
story and photo in chain grocery and
voluntary and cooperative store pub-
lications alerting the retailers across
the country to the industry's program.
Some of the trade books using the ma-
terial were: Food Field Reporter,
Clover Farm Bee, Pacific Coast Review,
American Grocer, Grocers' Guide, Mis-
souri Grocer and Wholesale Grocers'
News.

Stories and photos on the winter
convention were released to the trade
press and to newspapers. United Press
International sent a wire photo out of
Miumi, “Macaronl Salutes” theme to its
member newspapers around the coun-
try.

Photographs of a suggested Lenten
display were released to the trade
press. Canning Trade, Supermarket
News, Buckeye Grocer, Food Merchan-
dising, IGA Grocergram, Inland Empire
Trade Topics, Retail Food Merchan-
diser and Industrial Retail Stores were
among the magazines which carried
ihe release,

Durum Drive

Starting with the opening of the
North Dakota State Durum Show at
Langdon on February 11th, a serles of
releases and photos was dispatched
highlighting the macaroni Industry's
need for more durum. These were dis-
patched to 330 weekly newspapers and
a score of dailles In North Dakota and
parts of Montana, South Dakota and
Minnesota.

The stories and photos on the durum
need.appeared In such papers as the
Bowbells, North Dakota Tribune with
a weekly circulation of 1,050 on up to
the bigger papers such as the St. Paul,
Minnesota Ploneer Press with a daily
circulation of 80,324,

The initial release was a story, photo
and copy of a speech by Bob Green and
was followed up with a photo of the
National Macaronl Manufacturers As-
soclation “Sweepstakes Award” to
Durum King Wallace Lee, again point-
ing up the shortage.

Another release went out to news-
papers in the area after planting inten-
tions were arnnounced voicing encour-
agement in the higher planting inten-

tions, but repeating the industry r.ceds
again,

Food Field Reporter plus the North.
western Miller, Southwestern Miller
and Milling Production also reccived
and used photos and stories on durum,
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Canadian Crop—

(Continued {rom page 12) i z 0 R

acre on the average, as compared with =
perhaps 16 bushels per acre a year ago.
In the other two provinces where
durum is grown, Alberta and Manitoba,
prospects are not as favorable, South-
east Alberta and adjacent western paris
of Saskatchewan have had considerable
crop damage from summer heat.
Durum, drought resistant though it Is, -
could not stand up against it. In Manl-=
toba, ylelds vary greatly from fleld to
fleld, depending partly upon which was =
hit by late summer rains,

Dominion bureau of Statistics pre-
liminary acreage estimate for Canadian
Durum, released August 4, 1960 shows
the following:

AHEAD WITH THE MOST MODERN
EQUIPMENT FOR THE MACARONI INDUSTRY

PROVEN AROUND THE WORLD FOR OUTSTANDING
PERFORMANCE

1859 1060
Province Acreage  Acreage COMPLETE LINE OF YACUUM PRESSES
Manitoba 78,400 55,000 (TO 1600 POUNDS PER HOUR)
Saskatchewan 901,000 775,000
Alberta 30,000 53,000

AUTOMATIC SPREADERS

The Catelli Durum Institute estl-
mates durum production in Canada this
yeer at 17,625,000 bushels, as compared
with approximately 15,000,000 bushels
in 1059, The kernel may show more
pronounced signs of shrinking this year
despite the higher yleld, because of high
temperatures at time of filling. With
good hot, dry harvest wenther, how-
ever, the crop will be of good quality.

PRELIMINARY DRYERS FOR LONG AND SHORT GOODS
CONTINUOQUS AUTOMATIC DRYERS FOR LONG AND SHORT GOODS

SPECIALTY MACHINES FOR COILED GOODS AND BIRDS' NESTS

SPECIAL AUTOMATIC PRELIMINARY AND FINAL DRYERS FOR ABOVE

The social problem of the future We
consider to be how to unite the grest-
est possible individual liberty of action
with a common ownership jn the v
material of the globe and an equal par-
ticipation in all the benefits of com
bined labor.—J. S, Mill.

DIE WASHERS FOR ROUND AND RECTANGULAR DIES IN ONE UNIT

COMPLETE ENGINEERING SERVICE AT
YOUR DiSPOSAL FOR DESIGN OF NEW
_PLANTS AND FOR MODERNIZATION

SALES REPRESENTATIVES

There Is no defense against advers
fortune so effectual as a sense of hu-
mor.—T. W. Higginson.

The true university of these days 8
to be acquainted with what you know,
and what you can do.—Meander.

It you cannot inspire a woman Wit
love of you, fill her above the brim wilh
love of herself; all that runs over
be yours.—Colton.

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

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

A professor can never better distln-
guish himself in his work than by f-“;
couraging a clever pupll, for the tru
discoverers are among them.—
Linlaeus.

PRECISIONT
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HINGS are big in Texas, Today tall

buildings tower toward the sky in
fast growing cities where the pioneers
once built simple homes of adobe, sod,
or wood. Oil derricks are the skyscrap-
ers of the prairies. Livestock, cotton,
and grain flourish on the huge ranches
and fertile farms of the state which has
more acres farmed and the greatest
number of farms in the country,

Texas is the only state of the Union
which was once an independent repub-
lic. It is commonly called The Lone
Star State because of the single star
on the state flag. The word "Texas"
comes from “Tejas,” the name of a con-
federation or league of Indian tribes.
The word probably means “friends"” or
“allles,” i

Sunshine

New Mexico, the Land of Sunshine,
was named by the Spanish conquerors
who came searching for the mythical
geven cities of gold, They found the
culture of the Pueblo Indians but
stamped the Spanish influence upon all
phases of all life which continues even
today. Great herds of livestock graze
upon its plains and in the forested
highlands. Modern irrigation and dry
farming  methods achieve miracles in
the desert.

Arlzona, the Grand Canyon State, has
less than two per cent of its 72,000,000
acres under cultivation. While most of
this is under irrigation, few states pro-
duce greater yields per acre than does
Arizona. Cotton has become the state's
most important crop, and citrus rates
high. Winter increases of new durum
varletles have taken place here, and
one recent variety was named for the
cily of Yuma.

Spanish Influence

Arizona's grasslands support many
herds of livestock, The mountains
where Coronado once hunted in vain
for gold today yleld mineral wealth
beyond his wildest dreams, The dry,
healthful climate of the state attracts
health-seckers and tourists from all
parts of the world,

Because the Spanish influence still
persists and because Mexican food Is
popular_in the diet of the Southwest,
the National Macaronl Institute pre-
sents recipes for the ever popular Chill
Mac. Here are two popular versions,
one with beans and one with beel.
Take your choice,

Chill Macaroni
(Makes 4-6 servings)

2 tablespoons butter or margarine
1% pounds ground beef round
1 medium-sized onion, chopped
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1 medium-sized green pepper, chopped
1 1-pound can tomatoes

1 1-pound 12-ounce can tomato puree
% teaspoon salt

21 teaspoons chill powder

2 cups elbow macaroni (8 ounces)

Melt bulter or margarine. Add beef,
onion and green pepper and cook over
low heat until browned, stirring occa-
sionally. Add undrained tomatoes, to-
mato puree, salt and chili powder ani
heat to boiling point. Gradually add
macaroni so that tomato mixture con-
tinues to boll. Cook uncovered, stirring
occasionally, until macaronl is tender.

Chili Macaroni with Beans
(Makes 4-8 servings)

1 tablespoon salt

3 quarts bolling water

2 cups elbow macaroni (8 ounces)

3 tablespoons butter or margarine

% cup diced green pepper

2 medium-sized onions, thinly sliced

1 15%-ounce can chili con carne with
beans

3, cup tomato juice

Add one tablespoon salt to rapldly
boiling water. Gradually add macaroni
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender. Drein in colander.

Melt butter or margarine over me-
dium heat; add green pepper and
onions and saute until tender. Add
macaronl, chill and tomato julce; mix
well. Cook over low heat until thor-
oughly heated, stirring occasionally,

‘Good as Gold

In honor of the Yukon expedition in
which world traveler Jack Bremer sub-
sisted mainly on Mrs. Grass' dehy-
drated soups, the I. J, Grass Noodle
Company had a special assay certificate
printed and mailed to its buyers from
Alaska to make them aware of the trip.
Bremer, who has chalked up many
“world firsts,” took & large supply of
Mrs. Grass' Chicken-Y-Rich Noodle
Soup with him this summer when he
ctarted the 2,300-mile trip down the
Yukon River from its source at White-
horse, Yukon territory, Canada, to its
mouth at the Bering Sea on his 24-foot
houseboat, This is the first time unyone
has attempted to navigate the Yukon
River with a houseboat. The cert ficale,
patterned after an authentle offiei:l gove
ernment assay report such as thos
used in Alaska, lsts the nul! ‘l.lonnz
contents of Mrs, Grass' “golden niggeh
as “rich In vitamins, rich In munerals
and worth its weight in gold." D'remefy
native of Forest Lake, Illinols, vas the
first man to cross the Beaufort Sea b
an outboard motor boat, He al:o W&
the first to travel the entire length of
the West Coast in an 18-foot cralt and
made a similar trip from New York 10
Cuba.

Caesar Pucci

Coesar Puccl, founder and .rc!h"d
owner of the Cicero Macaroni Cot
pany, Berwyn, Tllinols, dled August !
at the age of 68. He leaves his widow,
Gina, and a gon, Harold,
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Yes, from tots 4

COMMANDER
LARABEE

Octones, 1960

bt B

What a delight! Bring on more of those wonderful
macaroni products made from Commander
Larabee's Comet No, 1 Semolina. That's what

I call eating mighty “high on the durum,”

R A e
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Copllla Dinner

The first spaghetti and meat ball din-
ner complete in one package is being
introduced this fall by Chef-Boy-Ar-
Dee, according to an announcement
from American Home Foods.

Providing the family with a spaghetti
and meat ball dinner in 12 minutes at
less than 18 cents per serving, the new
Chef product will contain eight ounces
of spaghettl, sauce with eight meat
balls, grated cheese, and all the fixings
needed for a complete spaghetti and
meat ball dinner.

Nationa! and local advertising will
kick-off the addition to Chef Boy-Ar-
Dee's spaghetti dinner line, which pre-
viously had included sauce with meat
and sauce with mushrooms,

Big Advertising Program

Full-page, full-color advertisements
for Chef Boy-Ar-Dee products, appear-
ing in Oclober issues of 13 mass-cir-
culation consumer magazines, will of-
fer dealers an opportunity to ring up
extra profits by taking advantage of
the pre-selling job that will be done
by the advertising.

One of the hardest-selling and most
highly-concentrated Italian style-food
magazine ad programs on record, the
ads will feature Chef Boy-Ar-Dee Piz-
za Mix, Spaghetti Dinner with Meat
Balls, Ravioll, Beefaroni and other
Chef favorites. Aggregate circulation
of the magazines in which the ads will
appear will be well over 54,000,000.

The October magazine schedule in-
cludes Life, Look (two issues), Satur-
day Evening Post, Ladies' Home Jour-
nal, Good Housekeeping, McCall's, Ev-
erywoman's Family Circle, Woman's
Day, Red Book, Seventeen, True Story,
Parent's and Ebony. Continuing radio
and TV advertising, both network and
local, newspaper advertising and bill-
boards in selected areas, will add their
selling power to that of the magazine
program.

To help dealers tle in with the Oc-
tober advertising for Chef products, &
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colorful variety of store display ma-
terial will be available.

Sales Manager Moves

The family has started to call him
“Colonel, Sir.”

Rose Marie (his wife) has entered him
in the Derby.

Now, he's working on a spaghetti-
julep recipe.

Since Dominic Palazzolo of Delmonico
Foods has moved from Cincinnati to
Louisville, he's gone Kentuckian all the
way.

Noodle Cake

Mmm . . . couldn't taste better says
Donald Grass, Vice-President in charge
of Sales and Advertising for the I J.
Grass Noodle Company, as he samples
a “Noodle and Nut Velvet Crumb
Cake,” created by Lesley Ann Messina
of Chicago. The 11-year-old girl won
first prize In a cooking contest held an-
nually at a fair in Chicago which is at-
tended by over a quarter of a million
persons, The contest, sponsored by the
Grass Company, was open to all cooks
—male and female—regardless of age.
The contestants had to create an orig-
inal dish using one of Mrs. Grass' prod-
ucts to qualify for the event. Judges In-
cluded cooking editors from the Chi-
cago newspapers and local disc jockeys.
The first place trophy was presented to
Miss Messina by Grass. Second and
third place winners who also won
trophies made: a “Pork Chop and Noo-
dle Casserole,” and a “Steak in the
Grass."

.
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La Rosa Introduces

“Space Wheels"

La Rosa Space Wheels—a new 8 oz,
package featuring “Macaroni X-99"—
is now being Introduced in all La Rosa
markets by V. La Rosa & Sons, Inc, it
was announced by Peter La Rosa, presi-
dent,

“After extensive market research, we
became convinced that our present

space nge needed a ‘space macaronl,'"
Mr. La Rosa said.

He added that recent test inarke ling
of the new La Rosa Space Wheels in
certain key areas “more than bore oul
this prediction.”

To promote La Rosa Space Wheels,
the company is offering what it consid-
ers one of its finest premiums in years.
This is a X-89 Space Wheel, which can
soar over 300 feet in space, ond a Jet
Gun Leuncher, 5 full inches in size. To
obtain the Space Wheel and Jet Gun
Launcher, a handy coupon Is featured
on the back of the package with com-
plete details of the premium offer.

w"We intend to promote our new prod-
uct and the premium offer extensively)”
Mr. La Rosa sald.

He pointed out that extensive TV
coverage was now being scheduled,
utilizing children's television shows.
Among the areas to be covered arv: Al
bany-Schenectady, N.Y.; Hartfor!!-New
Haven, Conn.; New York, N.Y.i I*hila-
delphia, Pa.; Providence, R.L; C!'cag%
INL.; Milwaukee, Wis.; Pittsburgi . Fai
Boston, Mass,; and Jacksonville-7 :mpa-
St. Petersburg and Miami, Fla.

Another feature of the new L.
Space Wheels is its new moderr
color package, which was especia: ¥ de-
signed for this product. On frort fs @
round transparent plastic ndow
through which the space wheels (an be
seen. On back is the premium coupon
and a photo of the X-09 Space Wheel
and Jet Gun Launcher, The sides of the
package contain directions on how 10
cook La Rosa Space Wheels as well 83
flavorsomz recipes, for such dishes 8
Space Wheels with Meatballs.

Also designed for the new product—
with food stores in mind—Is 8 specl
colorful shipping carton containiné
twelve 8 oz. packages of the new
Rosa Space Wheels.
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AMERICA’S LARGEST

MACARONI

DIE MAKERS
'SINCE 1903

Management continuously

retained in the same family.

Satisfied customers in over twenty-five countries

AUSTRALIA

HAITI

every die unconditionally guaranteed!
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® BRONIE ALLOYS
® STAINLESS STEEL

e SPECIALIALLOYS
e TEFLON

ITALY
MEXICO
VENEZUELA
ISRAEL
HAWAIl
CCLOMBIA
DOMINICAN REPUBLIC
SWEDEN

D. MaLpar! & Sons. Inc.
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LL EYES are on Rome, scene of
the 1060 Olympic Games.

As Greece was the source of west-
ern European culture, Rome was its
unifier, its lawgiver, its mason, and
roadbuilder. The. Roman Empire, once
extending over the Mediterranean and
over all western Europe, left behind it
a common denominator in the language
spoken from the days of The Republic
till now. After St. Peter's martyrdom
at Rome, that city became the center
from which Christianity spread to all
corners of the earth, The European
Study Tour, sponsored by the National
Macaronl Manufacturers Association
and scheduled for mid-April to mid-
May, 1061, will start in Rome,

Rome is some fourteen hours by air
from New York in piston plane; about
seven and a half hours by jet. Rome
can best be seen, sald Pope Pius IX, in
three days, or three years, And in three
days the best thing is first to drive up
and down all the seven hills and see
the outsides of the Colosseum; the Ro-
man Forum; the Palazzo Venezia; the
three basilicas (Saint John Lateran,
Santa Maria Maggiore, and San Paolo
fuori le mura); the Campidoglio, de-
signed by Michelangelo, with the great
statue of Marcus Aurelius; the Quirinal;
the Scala Santa; the Pantheon; the Cir-
cus Maximus; the Baths of Caracalla
(where the most splendid operas are
given nightly through the summer); the
Roman Capitol; the Spanish Steps; the
graves of Shelley and Keats; the Plazza
di Spagna; the arches of Constantine,
Titus, Septimius Severus, and five
others; the Baslilica Iulia; the Baths of
Diocletian; the first-rate new railway
station; the Corso, with the Piazzo
Colonna and the Column of Marcus
Aurelius; the Piazza del Populo; the
Pinclo, with the gardens wherein is the
Villa Borghese; the Villa Medici; the
Mausoleum of Augustus and the Ara
Pecis; Il Gesu; the Plazza Navona with
its fountains; the great bridge of Saint
Angelo, built by Hadrian; and the sin-
Ister Castle of Saint Angelo; the Pyr-
amid of Cestius; and, of course, Saint
Peter's aud the Vatican, guarded by the
Swiss Guards,

Then go inside—anywhere—and your
three days will be three years before
you are done, The Catacombs, a drive
along the Appian Way, the Sistine
Chapel, and the Venus Anadyomene;
the Villa d'Este, and the Villa of Had-
rian in nearby Tivoll are among the
many essentials to everyone's Roman
holiday.

Macaroni manufacturers will be glad
to know that on Monday, April 17, a
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Piazza del Popolo—Square of the People seen from the Pinclan Hill, Rome.
Italion State Tourist Office—ENIT,

visit has been scheduled at the Pan-
tanella macaroni plant, and that on
Tuesday afternoon, April 18, a meeting
with General Confederation of Italian
Industries, Confindustria, is scheduled
for Piazza Venezia, 11, Wednesday will
be a full day of leisure.

Then onward to northern Italy,
where you will look up in wonderment
at the unequalled architecture of
churches, cathedrals, palaces and tow-
ers. Alongside the old there are often
modern buildings, strangely harmoni-
ous, in the dwellings of the poor,
Across cramped streets or courtyards
where political discussions turn to ar-
guments and the airing of purely per-
sonal grievances over dancing lines of
wash, the settings vie with the pic-
turesque patter. Everything in demon-
strative Italy turns to tears or laugh-
ter or song, frequently all three at once.

“Everything in Italy s not only cul-
tivated but loved," writes the poet,
Stephen Spender, "It Is the country
where the material is most often used
to express human qualities. . . . It is as
though In this country blood had veins
which flowed through marble statues.
This human expressiveness has affect-
ed the whole land, and it communicates
itself everywhere."

Italy is the first of four countries to
be visited on the European Study Tour,
Switzerland, Germany and France are
also included In the four-week itiner-
ary.

Reservations are coming in with de-
posits for transportation and accom-
modations. - The National Macaroni

Manufacturers Association is requiring
a deposit for firm reservations in order
to make the payments necessary lo
hold plane and hotel reservations, De-
tails are available from Robert M.
Green, Executive Secretary of the As-
soclation, at Box 336, Palatine, 1llinols.

Exports to Italy

Italy has recently purchased about
4,000,000 bushels of durum for export
from Canada, this transactlon sppar-
ently prompting the Canadian Wheat
Board to rescind all durum delivery
quotas from farms. The Italian buying
is attributed to a sharp drop in home
production on account of dry w ather.
The weather has not been ldiil for
wheat in most of Western Europe this
season, with Italy aparently hit hard-
est.

Flour Exports
United States flour exports 1:s¢ 13
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FOR PLUS
QUALITY

~in handy wafer

or powder form
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Con:ulting and Analyti i
i ‘ Iytical Chemists, apecializin,
in a'! matters involving the examination, prod't.u:‘3

tion . i
P:::":c’}‘:. labeling of Macaroni, Noodle and Egg

1—Vitamins and Minerals Enrichment Assays.

2—Eqgg §
E:g I::E;I::d Color Score in Eggs, Yolks and

per cent in the crop year of 1954-1000,
according to data complled by the Ex-
port Department of the Milling Natlon*
al Federation.

Durum flour and seruolina cxports
amounted to 245870 cwis, up from
238,782 in the preceding year, This was
the largest quantity since the 1047-1048
clearances of 247,234 cwis.

We must all hang together, or &
suredly we shall all hang geparately—
Ben Franklin,
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James J. Winston, Director
156 Chambers Street
New York 7, N.Y.

Western States Representative for macaroni factory suppliers
and repalring specialists for dies and macaroni presses.

Manufacturers of ravioli and
tamale machines.

40 Years Experience
Bianchis Mackine Shop
221-223 Bay Stroet, San Francisco 11, Calif,
Telephone Douglas 2-2794

“Zor dependable

uniform quality

DURUM
SEMOLINA -
GRANULAR -

‘ -CHapel 6'210_ Mo
ichmond, Wis:4

DOUGHBOY INDUSTRIES, INC,

Milling Division New Richmond, Wis
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WAY BACK

WHEN

CLASSIFIED
ADVERTISING RATES

Display Advertiaing......Retes on Appli-ation
Want Ads........ocooonererecnsnin 75 Comts por ling

40 Yeurs Ago
e “The macarori industry is flounder-
ing around in a business slump that will
bring disaster on any who fall to prac-
tice cautlon. The slump should be of
short duration. It is solely due to eco-
nomlc measures to which the large
buyers have been driven as a matter of
selt-preservation.” So that conditlons
could be considered ,a special meeting
was called for Atlantic City on Novem-
ber 16, 1820,
e Federal Trade Commission had un-
der consideration five questions dealing
with unfair trade practices in the mac-
aronl Industry: slack-filled packages,
subsidizing jobbers' salesmen, minimum
welght packages, false and misleading
labels, premlums to the trade.
o Factories for Sale. One plant offered
had a capacity of thirty barrels. Another
hed fifteen, but also had two dwelling
houses of twelve rooms, “Good location
for business, Big opportunity.”
e Calling for better prices, a letter to
the editor says: “Now that macaroni has
become a staple food product in this
country, it is to the best interests of the
consumer and to the public in general,
that the industry should get on a profit-
able basis so that it may progress.”

30 Years Ago
e "For a permanent gain—the maca-
ronl industry has wisely chosen to co-
operate In a nationwide advertising
campaign to create new sers, and con-
sequently, more customers.” Cover
copy. ’
# Requests for the Jean Rich cookbook
poured Into National Advertising Head-
quarters in Indianapolis at an average
rate of more than a thousand a day af-
ter the first cooperative advertisement
of the National Macaroni Manufacturers
Assoclation appeared in magazines.
e A new factor in distribution—a
wagon and motor truck jobber was
averaging betwen 40 and 50 calls a day
per truck, servicing between 240 and
300 retailers each week.
e Two percent ten days is 36 percent
annually. The National Association of
Credit Men pointed out that probably
more businessmen would make an effort
to increase their working capital if they
realized how much they sacrificed
through inabllity to discount thelr bills.

20 Years Ago
o War threatens, but business must go
on. An editorial called for faith in qual-
ity, confidence in work and cooperation.
» Shall we fortity? It was observed
there was a loss of vitamins in milling
but that some were retained. “Several
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macaroni makers are adding Vitamin B WANTED — Subscribers to the Mocaroni

Complex, also D, to a portion of their
output, offering their products more or
less as health foods at prices well above
the regular market, The answer to fur-
ther fortification must await further
experimentation.”

» "“Weak" Weeks—a writer observes:
“There Is an over-abundance of special
weeks, because most of them are truly
weakly supported. I find this to be true
of Natlonal Macaroni-Noodle Weeks.
They are nicely planned. They are prop-
erly publicized, but they are weakly
celebrated by the very fellows who
stand to profit most from thelr proper
and continued observance. Just what is
behind this ‘disinterested,’ ‘do-nothing'
attitude adopted by so many of us? Are
we ashamed of publicizing our prod-
ucts? Are we afrald that a good word
for this fine food may be a good word
for our competitor?”

e The Forty Hour Week. The Fair La-
bor Standards Act which became ef-
fective October 24, 1038, provided that
for the first year of Its operation, em-
ployees should receive a minimum wage
of 25 cents an hour, with overtime at
the rate of time-and-a-half the regular
wage rate for all hours in excess of 44
worked in any work week. Beginning
October 24, 1040 the maximum work
week without overtime was established
at 40 hours, The minimum wage rate
was 40 cents an hour,

10 Years Ago

» Successful Macaronl Week—200,000
four-color Macaronl Week posters
helped merchandise macaroni, spaghettl
and egg noodles, publicized in a na-
tional program by the National Maca-
roni Institute.

o A special conference was called at
Grand Forks, North Dakota, for Novem-
ber @ to discuss the heavy damage done
to durum and other wheat and grains
by a new rust, typed as 15B, Maurice
Ryan led the macaroni delegation.

e E. G. Minard of the C. F. Mueller
Company wrote in Food Topics: “This Is
how I'd promote macaronl if I were a
grocer.” He stressed display, varlety,
and appeals of economy, appetite ap-
peal, nutritional advanteges, ease of
preparation, and convenlence of stor-

age.

» Building Boom. Announcements for
new plants were made by A. Zerega's
Sons in Falr Lawn, New Jersey; Buitoni
Corporation in South Hackensack, New
Jersey; American Beauty Macaroni
Company in Denver; Golden Grain
Company in San Leandro, Callfornia.
The Creamette Company of Minneapo-

Journal; your sales representatives, biokers,
department heads, key customers, and others
who want to know what' going on in the
macaroni fleld, Annual subscription rote’ $4
domestic; $5 foreign. Reduced rates lor
groups over 10. Contact the Macaroni Jour-
nal, Box 336, Palatine, |llinais.

INDEX TO
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Prince Appointments

" Prince Macaroni of Lowell, Mass-
chusetts has recently announced two
additions to its administrative person-
nel.

Mr. Joseph P. Pellgrino, Jr. of And-
over, Mass. has been named assistant
secretary and director of the corpora:
tion. In addition to these dutics Mr.
Pellegrino will work with the ntional
sales director in formulating o verall
sales policy for the United State: Can-
ada and Puerto Rico. g

Before joining Prince Mr. Pell grind
served with the Yonkee Network Hels
a graduate of Harvard Univers y.

Prince also named Danlel E. ‘ohen
of Providence, Rhode Island, a¢ ertis-

Vice President

Lester S. Swanson has been fected
Vice President in charge of ‘lunm
Sales of the Russell Miller-Kin2 Midas
Mills, milling division of F. H. i'eavey
& Company, Minneapolis.

Mr. Swanson started In the tra!fic de-
partment in the Minneapolis oftice in
1025, In 1935 he moved to Lo isville,
where he worked in the bakery flouf
sales department covering that ares-
In 1943 he returned to Minneapolis ¥
be assoclated In the durum soles e
partment, and has been Durum Genel
Sales Manager for the past ten years

lis began construction on a new addition
to its present plant in Minneapolis

THE MACARONI JOURNA
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One word gives the answer—enrichment!
Why does enrichraent make them better?
Because enriched foods are nutritionally more
valuable, People want nutritious foods.
Enrichment makes food more nutritious. You
should make your products more nutritious
by enriching them. Qualified authorities—
physicians, nutritionists, dietitians—
support enrichment,

How to make your
macaroni and noodle
products better

'ROCHE' SQUARE E"{II,C_HMEN;MWAFEE‘? fur V:atch mixing -

4g

1 wafer, to 100 1bs. of semolina, disintegrated in a

small amount of water and thoroughly mixed in

your dough, gives a macaroni or noodle product

fully meeting the minimum FDA requirements

(per Ib.—4 mg. vitamin By, 1.7 mg, vitamin &y
Bg, 27 mg. niacin, 13 mg, iron). Only Roche i

makes SQUARE enrichment wafers designed

for easler, accurate measuring and to mix in E R, Ly

solution within seconds, g g
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T PREMIX CONTAINING ‘ROCHE’ VITAMINS

for mechanical fudiné'ivllh_ any continuous press

<

1 ounce of this powdered concentrate added
to 100 lbs. of semolina enriches to the same
levels as above, We have helpful information

on available mechanical feeders.

R 0 c H E ? Fine Chemicals Division

HOFFMANN-LA ROCHE INC., NUTLEY 10, NEW JERSEY

B
‘f’:c”MENT WAFERS AND PREMIX DISTRIBUTED AND SERVICED BY WALLACE & TIERNAN CO., INC., BELLEVILLE 9, N, J
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Tie in with National Macaroni Week, October 20-29, 1960

New Betty Crocker full color recipe buoklet
to help sell macaroni, spaghetti and noodles‘

General Mills has created a new series of
recipes for macaroni, spaghetti and noodle
main dishes which have been tested by home-
makers across the country. Some recipes are
adaptations of Italian masterpieces. Some are
variations of old favorites, Others have never
before been in print. All are good and easy
to prepare and intriguing to housewives who

* continually look for exciting and different

foods to serve their families and guests.
We've assembled these recipes in a full

color illustrated booklet that fits into both

recipe box and standard 8-ring binder.
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And we make this booklet available to
you—with your own brand imprint on the
front cover at less than cost. You can use it
as a package enclosure, for a pass-out at
super markets, for a package mail-in offer,
and a newspaper ad write-in or coupon offer
—any kind of sales inducement you wish.

Ask your General Mills representative for a

sample copy and prices, or write...
DURUM SALES @

Minneapolls 26, Minnesota

.
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