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That's because il's predictable packaging Because it's the kind ol pack-
aging only professionals can produce Because il captures
the bright look of newness lo sell on sight ' | eye-catching visuals with
buy-it-now, serve-it-today appeal trademark designs to say nice things
_pbout your product color usage in exciting, atlention-winning ways. .
That's why modern macaroni markelers across
the country know thal ROSSOTTI delivers J)

BETTER MERCHANDISING THROUGH PACKAGING!

Wrile us today for details; there's
an obliging sales office near you.

ossofls |

LITHOGRAPH CORPORATION

Execulive Oflices:

NORTH BERGEN, NEW JERSEY

ROSSOTTI CALIFORNIA LITHOGRAPH CORP. ROSSOTTI MIDWEST LITHOGRAPH CORP.
SAN FRANCISCO 24. CALIFORNIA CHICAGO 10, ILLINOIS

Sales Offices: ROCHESTER » BOSTON e PHILADELFHIA = PITTSBURGH
ORLANDO ¢ HOUSTON = LOS ANGELES * SEATTLE * SAN JUAN
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Seminar Stimulates Packaging Ideas

ITH public interest in packaging
at a current high, good attend-
ance ot the Winter Workshop of the
National Macavoni Manufacturers As-
socintion was expeeted. The Macaroni
Packaging Seminar drew record at-
tendance. The delegates were reward-
el with perfeet weather and stimulat-
ing sessions,
Soslals
The Supplicrs' Social on the patio
of Diplomat West Monday, January 22,
started things off with a festive air.
The following firms were hosts at this
party and at the reception preceding
the traditional Rossotti Spaghetti
Buffet on Tuesday and the Association
Dinner Party on Wednesday evening:

Amaco, Inc.

Amber Milling Division, GTA

Ambrette Machinery Corporation

Asceco Corporation—Pavan

Ballus Egg Products Compuny

V. James Benincasa Company

Biuibanti-Lebara Corporation

The Buhler Corporation

Clermont Machine Company

Commander-Larabee Milling Com-
pany

DeFrancisei Machine Corporation

The Dobeckmun Company

Doughbuy Industries, Ine.

Du Pont Film Division

Faust Packaging Corporation

General Mills, Inc.

Henningsen Foods, Ine.

Hesser Maseninenfabrik A.G.

Hoskins Company

International Milling Company

Monark Egg Corporation

North Dakota Mill & Elevator

Wilham H. Olduch, Inc.

Rossotti Lithograph Cuorporation

Russell Miller-King Midas Mills

Trinng!e Puckage Machirery Com-

puny

his right. Seated are
dent Albert Ravarine.
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Committee Choirman Charles Rossotti thanks Suppliers for their
part in Seminar Seciols. President Emanuele Ronzoni, Jr. stonds to
Ted Sills, Mrs, R. M. Green, ond Vice Presi-

United States Printing & Litho-
graph
West Virginia Pulp & Paper Com-
pany
Perception

Seymour Robins, industrinl designer
from New York City, held the rapt ot-
tention of the first general session with
his demonstrations of principles  of
puerception ond uptical illusions. With
the nid of portable versions of the np-
puvatus employed at the Ames Labora-
tories, Perception Demonstration Cen-
ter, Princeten University, he clearly
demonstrated that things are not al-
wavs what they seem, Highlights of his
comments are to be found beginning
un page 0.

The reception on Tuesday night was
held ut poolside in Diplomat East with
the traditional Rossotti Spaghetti
Buffet in the Bon Appetit Room. Mr.
and Mrs. Charles C. Rossotti gracious-
ly greeted their guests at this tradition-
al feature of every macaroni conven-
tion,

Trends

Al the second general session, Moer-
rill O. Maughan, president of the Food
Packagiag Council, discussed what's
new in puckaging trends.

Allyn C. Beaedscell, vice president of
the Packoging Institute (a trade assu-
ciation deveted to pockaging research)
and director of the New Products Divi-
sion, The Mead Corporation, of Cin-
cinnati, Ohiv, ¢mphasized that package
development is o full-time  job. He
dramatized his presentation by show-
ing examples of special packaging de-
sign for difficult problems. A digest of
his comments appears on page 10

Jomes J. Winston, director of re-
search, National Macaroni Manufactur-
ers Associntion, taking cognizance of

props.

; i right)
President Emanuele Ronzoni, Jr. (cft) ond Joha Guatelli 180
exomine exhibits utilized in the Perception demonstratt
of the fun in reviewing the optical illusions was luoking

the Government's current int .
packaging, reviewed “The |
Don'ts «f Packaging Regulativ

Follawing the Association's
Party in the Mezzanine Theat,

and

Nnne

main
entree was roast beef ond i ceine
Alfredo), Ted Sills commented 0 the
WAIF film “Precious Cargo,” v AlF
a program to provide homes 1 oo
phang from around the world o d will
utilize spughetti dinners in Moo as 4

fund-raising project.

Equipment

Al the final goneral session, tims and
slides of important new  cquipment
were shown. These included: Hoefligu
and Karg long goods weigher and
wrapper machine and the H and K n.
dle weigher with automatic bag open
ing and positioning device.

Asceco nutomaltic machine fur weigh.
ing noodles, This equipment makes the
bug, fills, and scals it.

DeFrancisei Machine Corporation &
developing an automatic long  goods
weigher.

Fr. Hesser has o long maocaron and
spaghetti weigher for the productien
of 75 cartons per minute with one el
tronic weighing head.

The Triangle Packuge Mo hinen
Company Is offering the Gaubert lone
goods weigher and wrapper.

Charles Hoskins, industrial
ant, stated that most of the ¢ ot
problems in the macaroni |
room had now been solved e de
seribed a bag epening mach vhih
might be suitable for speedn  p the
hand packaging of twisted + wodl
n sealing machine for eellop bag:
which wraps flexible m:
around the top so that it is eu
and close.
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Biennial international packing and packaging exhibition
. Exhibition of machinery
for the chemical - pharmaceutical and confectionery industries
Mechanical handling exhibition

~3 ola pubkhcro2t

b 'Iiiii!'ﬁ'i"" P

P

RRHHHIT

I

!

hternational exhibition of machinery for the foodstuffs industry

Milan Fairgrounds

1st - 8th June 1962




EYMOUR ROBINS' academlc and
philosophical investigation into the
fleld of perception stem from his con-
ception of design work as meaning “a
part of an environmental field, and,
therefore, causing some communica-
tion, believabllity, or serving as a di-
rective for action.”

He has studled with Dr. Ames, who
ploneered in the fleld at Dartmouth.
Later, Mr. Robins became consultant
to the Psychology Department at
Princeton and designed thelr Percep-
tion Demonstration Center.

In practical application, Mr. Robins
now possesses basic patents for high
speed highway devices, developed as a
result of his studies in that fleld.

His presentation has been given be-
fore numerous university and special-
ized groups across the country, provid-
Ing—especlally through the demonstra-
tional phase of the lecture—Informa-
tion for both lay and professional audi-
ences on the function of the visual
senses,

For example: A trapezoid window by
its shape and shading seems to oscil-
late rather than revolve on the me-
chanical merry-go-round to which it ia
attached. When a little bird is placed
in the center of the window, it appears
to be going in a circle even though the
window still appears to oscillate, This
shows the kind of erroneous visual
judgments we make when the visual
cues are in conflict, and when we have
no ability to check the cues to deter-
mine reality.

A model of the human eye was used
to explain the physiological process of
seeing, and the perception is concerned
with interpretation of impinged pat-
terns. Inverted vision and barrel dis-
tortion was also demonstrated.

Other demonstrations concerned
themselves with probability, sequence
of events, and object characteristics, A
lines demonstration showed basic as-
sumptions about similarity of objects
and cues for depth pereception.

Our own motlon gives us a great
fund of Information and acts as a vis-
ual directive for actlon.

Mr. Robins' comments follow:

3 Mz, Roblna’ " TUTERERRS

We have all seen and experienced
the basic nature of our use of our
senses In understanding and operating
successfully in the world around us.
Probably the most significant lesson
to be learned from this is our need to
re-assess and re-evaluate our points of
vlew in our own on-going situations
in a constantly changing world. For
the designer, the Perception studies

Seymeur Robint:

offer insights into a more acute use of
the tools of design. It leads the way to
a more sophisticated use of the design
factors of line, mass, forn, color and
texture.

Hut beyond that its major contribu-
tion is in showing means of problem
solving through a dlscipline of inquiry
and a need for an ever expanding
range of point of view.

To review then:

1, The reeing process ls one of mak-
ing assumptions about the nature of
objects and situations around us.

2. The perceiver makes his own con-
tribution to the occasion through his
experiences ar{ his pwose.

3, All perceptions are Involved with
making a judgment ohout constancy
and change in the perceived occasion.

4, Objects and situetions have no
significance "in themsclves apart from
us. It is only through our transactions
that values and meanings are estab-
lished.

5. We each bring our own form-
world to bear in all perceived occa-
sions and for each of us it is a unique
and personal perception.

8. Our perceptions are always made
in terms of a possible sequence of
events—of one event of significance
following enother and based on these
antlclpated sequences we take action
{o satisfy our own quest for well-being.

Macaroni Packaging

Evaluation of macaroni packaging
against contemporary standards and
criteria of supermarket -packaging as
they relate to hard-working marketing
techniques, indicates packaging in the
macaronl fleld as an industry of mil-
lionaires riding in ox carts,

In considering some general objec.
tives for packaging:
Overall company Image
Package image and packaging fam-
ily strength
Individual product portrayal and
communicaticn
Ability to be |dentified with con.
. ' sumer needs and values
and in consideiing the graphic ele-
ments that go to make the surface
treatment of r package:
Use of trade name or mark
Use of color
Identification of product and its

use

Character and quality of typogra.
phy

Quality of recondary informatlon
such as use Instruction, Ingredi.
ents, etc,

End-use plctorial illustrations, ele.
macaroni packaging has not kept
abreast of its supermarket competition
with other food products making a bid
for the same shopper food dollar,

Your industry has grown from a sys-
tem of almost purely local ethnically-
oriented individual enterprises to an
Industry of compelling = proportion |
reaching over bigger and mure impres
sive market areas and forc:d into 8
position of fighting for growth against
other food produets previously not con-
gidered competition . . . and all this in
a chenging and growing soclety and in
the face of that remarkable phenom- 8
enon of our times . , . the supermarkel. i

And yet the packaging in your In-
dustry seems to reflect the individusl
companies’ attempt to compete wilh
each other and still keep the tradition:
al vehicles which were contrive! many,
many years ago when packag.ng con-
slderations were a relatively “noulh!-
less and minor aspect of many “:ment’s
policy and marketing objective..

We have seen today that i human
behavior and In human percc-iion We
bring an entire orchestratior of ex-
perience and value judgments into play
in our transactions with the cujects In
the world around us.

In our country there Is no Tonger &
backwoods of communication, ‘ihe con*
sumer you would like to reach has
made her own judgment about the rel2”
tive merits of this year's automoblles,
is constantly exposed to up- 5
communication techniques in mass pu {
lications. has become somewhat wpt
isticated In her own ;-.u-e:tc:rem:f-'ﬂ“n
furniture and accessory styling and o
be more ensily reached In terms t:t1
own current values, judgments, fasies

(Continued on page 30)
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AMERICA LEADS

*acaronl manufacturing plants of today are a far cry from the tirst
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one-man hand operation plants.

Today, macaroni plants are geared for high production through

introduction and adoption of automatic, continuous macaroni presses.

At the same time, the importance of sanitation has motivated

construction and design of equipment for feeding of ingredients

automatically into the presses. Automatic dryers have been
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developed which put the macaroni
through a process of drying and curing

in about 12 hours.

That's why macaroni production In

America is unequalled in the world.

You'll find King Midas Scmolina unequalled
in quality, unvarying in color slandards.

MINNEAPOLIS 42') MINNESOTA
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What’s New In Food Packaging

" by Merrill Maughan, President, National Food Packaging Council
and Sales Manager, Glenora Farms Dairy, in an illustrated slide presentation,

A Sudden Awakening to the
Imporiance of the Package

ACKAGING has become big busl-

ness almost over night. Progressive
business companies row conslder it ex-
tremely importent. It now has become
too powerful a marketing weapon to
be left to guesswork or “hunch.”

Today we recognize that people buy
a lot of things on impulse. Particular-
ly Is this frue in the food fleld. For
example, a woman cnters a supermar-
ket, and according to Du Pont & Com-
pany, she is motivated to action large-
ly by the great array of beautiful pack-
ages, most of them reaching out to her
and shouting “Take me, take me.” Du
Pont figures the buyer makes many
food-declsions in split seconds. The
package that looks most attractive to
her is the one she generally selects
unless she knows that the product in-
side is not to her liking. The package
must be backed by a quality yroduct
because the best package will sell a
poor product only once. Therefore, the
macaron] industry must have riot only
a good looking package on the outside,
but also a high quality product on the
Inside of the package.

Examples: Here Is an egg carton that
has great appeal. It definitely is attrac-
tive, as nearly all will agree. It has
both eye-appeal and appetite-appeal.
We have found it actually increases the
sale of eggs. Our company was one of
the first in the Chicago metropolitan
area to go Into this altractive package.
Since then ‘many of our competitors
have done likewise. Furthermore, most
of the supermarkets now have thelr
better eggs In attractive packages on
this order. Another point: This egg
package is not a costly package, be-
cavse it is a stock design, sold all over
\he U.S.A. (By the way, more and more
paper companles are going into these
stock designs.)

A recent article in a leading pop-
ular magazine titled “Snappy Carton
puts ‘SELL' in Eggs" points out that
sales by both wholesalers and retallers
incrensed 30-40 per cent when a cer-
tain new attractive package, namely
“Fresherized Pak" was offered ‘ the
public, One big ekg cooperative says:
“We'll stake our future on Quality and
attractive Packaging.”

Let's look at another package, name-
ly this beautiful butter carton. It, too,
is a stock design. We are golng into
it shortly.

Macaroni Packaging Seminar

Marrill 0, Maughan

Let's look at still eaother powerful
package, this time a coitage cheese
package, Here s one with great appe-
tite-appeal, in addition to protecting
the product properly. Let me say that
protection. of product is not enough
these deys; the package may be ever
so sturdy, bhut if it has no eye-appeal
or appetite-appeal, it is a poor pack-
age.

Other good examples of excellent
packaging include most of the cake
mixes; the famous Sara Lee Products,
and many macaroni products.

Family Package Designs Are
Recommended

One of the most recent innovations
in the food industry is family-design
packaging where all of one's products
are packaged in con.alners that have
a family resemblance. Also, the same
design iz used on trucks, letterheads,
business cards, uniforms, and all items
which the public sees, This idea start-
ed in the baking industry. Now it is
moving into all branches of the. food
industry. As an example, you may be
interested in the case of the two lead-
ing daliries in Omaha. Three years ago,
the Alamito Dairy went into a family
design for all their products. It proved
so successful they were invited to ap-
pear on the annual meeting program
of the National Food Packaging Coun-
cil. They brought their family of pack-

agas, which had been created by »
great package designer, with them.
They told about thelr advantages.
Their packaging program has been so
successful that jurt recently the other
big company in Omaha went into a
famlly design. Repoits are to the effect
they, too, are very .appy with their
special new family design. This case
in Omaha is not an exceptional cate.
In fact, probably many men here to.
day have a family design for all thelr
pckages, trucks, uniforms, letterheads,
and £0 on.

There Is No Place for Deceptive
Packaging in Food Industry

In all packaging operations, may we
caution agalnst any form of deceptive
packaging. Right now the Federal Gov-
ernment is checking in this direction.
Deceptlve packaging has developed
Into a nationa! iszue. In fact, one na-
tional magazine on their front cover
called it the great packaging scandsl
Senate hearings, as well as activities
by FDA and FTC make it imperative
that packagers of food check their own
packages very carefully. Don't be con-

tent on checking only your quality of §

product, your merchandising methods,
and other well recognized items, bul
check your package also regarding eny
deception whatsoever. Some coltage
cheese packages that lrvk like pound
packages, but which contain only 12
ounces, are being criticized In thé pub-
lic hearings in Wrihington where two
have now been hs', One report states:
“One manufactuicr of cotlage cheese
reduced the size of his large size pack-
age from two pounds {o 30 ounces but
the size of the package remaiicd ex
actly the same.”” Why deceptiv® pack-
aging? The only answer we cou think
of is to fool the public in order {0 make
more money, However, such practices
“kick back” and defeat their jurpose.
Some claim it is en added conveni-
ence o the public. This seem: highly
questionable in most cases.

Senator. Hart, under whose direction
these hearings are belng conducled:

- has made 15 Recommendations toward

Better Packaging. Here they are:

1. Require all weight to be broken
down Into ounces;

2. Require a designated arca on the
face of the package for weight or unit
measure information;

3. Require this information fo b¢

(Continued on page 34)
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USP&L's six-step
development program
takes the gamble
out of packaging...

® SURFACE DESIGN — Coast-to-coast design
facilitics readily available for creative consul-
tation and design development.

® CONSTRUCTION - A highly-trained staff
is maintained specifically for package construc-
tion research.

® MACHINERY DEVELOPMENT -
USP&L engineers provide expert advice on
equipment to meet any planned packaging line
volume.

® MARKET TESTING — Budget runs for as
few as 30,000 packages are provided at nominal
cost for in-store market testing, Expert mar-
keting counsel is always at hand to help you
merchandise your macaroni packages most
effectively.

® PRODUCTION - Highest fidelity in color
reproduction is continually achieved at
USP&L's six manufacturing plants.

® SERVICE - Close sales-production teamwork
overcomes delays, assures on-time deliveries.

V00000000000 00000C0C000RRDRRRRRRNYS

USP&L packaging specialists are located in
principal cities from coast to coust. Whether
large volume or small, your local representative
is anxious to help make your package a steady
sales winner. Write or phone him today.

STATES : PR!“HNG AND LITHOGRAPH

Division ‘of Diamond National Corporation

. Executive Office: New York, N. Y.
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MORE PACKAGING COMMENTS

Highlights of remarks by Allyn C. Beardsell, vice-president of the Packaging
Institute, and director of the New Products Division, The Mead Corporation,
at the Macaroni Packaging Seminar.

HAVE a selfish reason for belng

here. I think it's good to get out of
the office, out of the day-to-day operat-
ing rut, and take a fresh look and do a
little thinking about what othess are
doing.

This is my thirty-second year in
business, and every bit of it has been
in the packaging industry. I started out
with a supplier, then went to a large
user, did some consulting, and am now
back to my first love of package de-
velopment with a major producer.

I have been on the facully of New
York University offering a packaging
course to practitioners. There Is not too
much in the way of educatlon In pack-
aging technology offered in univer-
sities. Michigan State now offers an un-
der graduate degree in packaging en-
gineering, but they do need industry
support so we can develop technicians.

The Packaging Institute is devoted
to packoging technology. It Is about
the only trade mssoclation that devotes
itself solely to this subject. It has about
520 members who work on some 32
commitices, some product orlented,
some material, machinery, and so on.
There might very well be a place for
a committee on macaroni product
packaging. Memiership is one way to
keep up to date in this fast-moving
packaging technolog,".

Big Business

Packaging is big business—it is one
of the bosic industries, Materials are
only one aspect of packaging, and I
don't think you can look at the cost of
materials in making decisions, but you
must look at the whole Integrated
packoging system. You must consider
labor, space, investment in equipment,
freight, handling, warehousing, the re-
tailer, and the ultimate consumer,

When you go on a packaging devel-
opment program, you must define your
objectives, because without definite ob-
jectives you will never arrive at a sct-
isfuctory solution. It could be we need
physical, functional retention of the
product to be delivered in usable
shape; a second consideration might be
cost reduction or economics, and here
the packaging engineer must be some-
thing of an accountent asking such
questions as, "Will you sell more if
you dress your package up?—Where Is
the break-even point?”

10

Aliya C. Soardsell

The crux of all of these are the mar-
keting considerations—these considera-
tions are getting more and more sophis-
ticated, and they cannot be determined
sitting in an office. You must get out
and see what Js going on. (Mr, Beard-
sell then related-the experiences of a
top executive in the Scott Paper Com-
pany who visits supermarkets to learn,
among other things, what can be done
about the out-of-stock problem. Stock-
boys sometimes permit empty shelves
in the store with merchandise in the
back room because it is bulky and hard
to handle. The company has considered
the possibilities of the roll-out stock
section to completely replace low sec-
tions, or flexible shelving of some sort,
or perhaps increased pallet loads that
can be moved out onto the floor, mak-
ing the products casy to open and all
marked up, making it easy for the
stock-boys. While these may not be
packaging functions, they are certainly
allied)

Be Open Minded

What do we look for? Tiow can we
keep open-minded? Transportation
liner have materials specifications
drewn for the average commodity.
Some of your products may be over-
packed. Don't be hide-bound by cur-
rent regulations, because the transpor-
tation agencies arg@ certainly open-
minded today. They are all competing
and looking for ways to get your
{reight,

Another approach Is to check qual-
ity and performance specifications. A
container user dlscovered that some

200-pound test weight container; were
not as strong as some of 175 from other
suppliers, They were having no prob.
lems at all with any of them, but they
decided that by standardizing and
checking materials against the stand.
ard, they could get greater uniformit;
at less cost,

Don't he hide-bound in your think-
ing on design. (Mr, Beardrell then
showed fome samples of gimmick
packaging. Firet was a gift fruit box
shipped flat in one plece which, when
pushed together, fcrins a fop and bot-
tom. A number of chemical companles
are looking at it for a bag and a box
application, A recond example was 8
die-cut plece of corrugated now being
used by leading nail manufacturers
faced with the problem of mzeting for-
elgn competition. Tied In with fome
machinery development: at tke tim:,
it was possible to automate the pack-
aging so that the nails were lined up
In a magnetized field and put info a
doublefold box maode from a single
blank, completely eliminating the slack
fill) A clever designer, if you let him
run free, can come up with a lot of
things.

A detergent package has a bLuilt-in
measuring device that volumetrically
measures out a cup by tipping the car-
ton back. Initial market testiny indl-

cates that this will be succc sful in

generating new sales.

A breakfast cereal is marke! testing
a package with a built-in pc:: spout
for easy opening, pouring, an reclos:
ing.

We must be open-minded at ut new
materlals, because they are co: (ing out
thick and fast: new coatings amine-
tions, films, resins, plastics. /! kinds
of materials for functional o1 decors-
tive uses. You've got to keep - top of
this by getting information {: 'm SuP-
pliers, associations, and techni 1 instl-
tutes, to see how these matciials ean
be used In your opcrations.

Full Time Job

Packaging development is 8 Iull»llmd:
job. It shouldn't be put in the han
of an executive on a part-time basis.
packaging devclopment man with 8
thority to go along with the respen
sibility will pay real dividends. A P
fessional approach is a gix-point p;?l'
gram of collecling ideas, screef

(Continued on page 38)
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MACARONI NEW ENGLAND STYLE

3 slices fresh bread 1 cup finely grated

2 tbap. butter Ghl:rddnr’;: ecso

1 pkg. (7 or 8 oz.) Creamed Sea Food and
small shell macaroni Mushroom Sauce

(recipe below)

Finely crumb bread with fork and brown lightly in

butter. Then cook macaroni following manufacturer’s

directions and drain. Immediately lightly toss cooked

macaroni with cheese until all cheese is melted,

To serve: Spoon macaronl onto n warm plate in a
ring around bowl of Creamed Sea Food and Mushroom
Sauco which has been sprinkled with bread crumbs
»ndt garnished with parsley. About 6 servings,

CREAMED SEA FOOD AND
MUSHROOM SAUCE

1 can (8 oz.) button pinsh of nutme
mushrooms (reserve mushroom li uﬁl plus
liquid) enough water to make

3 cup butter cup

1 tbep. minced onion 1}4 cups commercial

: :mp. cgoppnd chiviw . murtcéman'; J flaked

p. cho arsie can (6 to 7 0z,) fla

¥ cu GOEBMLFEDAIY- crabmeat, lobster or

Enrlchien Eimad 2 egg yolks, slightl
nric our'! egg yolks,
salt biﬁd s

1 ug; n
pinch of cayenne pepper 1 tbep, sherry flavoring

Blice mushrooms and sauté in butter with onions,
chivesand parsley until onionsare transparent, Remove
from heat. 8tir in flour, salt, cayenne pepper and nut-
meg. Cook over low heat unt{l emooth and bubbly.
Remove from heat. Stir in mushroom liquid. Bring
to boil; hoil 1 min.,, etirring constantly, Remove from
heat. Diend in, In this order: snur cream, crabmeat
eg%yulks and sherry flavoring, Bring just back to boil
and serve immediately.

Success tips:

1. Macaroni is best wh: ked just be .
is '”Ehﬂychrw;r. BaTnmrmﬁ. forearsing; and

and water are added.

3. Do not boil sauce after sea food and svur cream are
added, otherwise flaver of fish is lost and sour cream
will curdle.

r 2, Stir sauce mixture constantly after mushroom liquid

Macaroni (tossed with golden cheese) in

company with sea food and a mushroom

sauce balanced with sour cream, sherry
flavoring and buttered crumbs

Once again in support of the National Macaroni
Institute's “‘A Salute to the 50 States,”” General Mills
and Betty Crocker offer you and your customers this
exciting new main-dish creation with a New England
flavor. Macaroni New England Style has met exactin,

standards in the Bett{ Crocker Kitchens and in typical
homes in New England. Another delightful recipe
pointing up the imaginative, easy, delicious ways of

4 serving macaroni products.

To serve the macaroni industry is a source of pride

and dnleasura for General Mills, a leading producer of

the finest Semolina and Durum flour1, Look for more

recipes from Betty Crocker in our Macaroni U.S.A.

Emmm to help you increase your profits through the
roadened use of your products.

For more information on this Betty
Crocker recipe program ask your
Durum Sales representative or write. ..

DURUM SALES (Mills

MINNEAPOLIS 26, MINNESOTA
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" At the Seminar Sessions

Macaroni Manufacturers

Mr. Ralph Sarll
Ameriran Beauty Macaronl
Kansas City, Missouri

Mr, and Mrs. Jos. Scarpaci
Buy State Macaroni M{g, Co.
Lawrence, Massachusetts

Mr. Albert Bono, Sr,

Mr, F. Denby Allen
John B, Canepa Company
Chicago, Illinois

Mr. and Mrs. J. T. Williams, Jr,
Mr. and Mrs, 1I. E, Johnson
The Creamette Company
Minneapolis, Minnesota

Mr. and Mrs. Samuel Bellante
Columbus Macaroni Company
Cleveland, Ohlo 3

Mr., Joseph P. Viviano
Mr. Joseph P. Viviano, II
Mr. Peter J. Viviano
Delmonico Foods
Louisville, Kentucky

Mr, Arvill Davis

Mr, Emmett Taylor

Gooch Food Products Company
Lincoln, Nebraska

Mr, and Mrs, Robert Cowen, Sr.
Mr. and Mrs. Robert Cowen, Jr.
A. Goodman & Sons, Inc.

Long Island City, New York

Mr. and Mrs, A. Irving Grass
1. J. Grass Noodle Company
Chirago, Illinols

Mr. and Mrs. Leo C. Ippolito
Ideal Macaroni Com?a.ny
Bedford Helghts, Ohio

Mr, and Mrs, L. A. Bergseth
Mr. Fred Norrls

Kellogg Compan

Battle Creek, Mich.

Mr. Anthony J. Gloia
Mr. Joseph A. Gioia
Bravo Macaronl Company
Rochester, New York

Mr. and Mrs. Peter La Rosa

Mr. and Mrs. Vincent F. La Rosa
Mr. and Mrs. Vincent I'. La Rosa
Mr. and Mrs. James Tallon

V. La Rosa & Sons, Ine,
Brooklyn, New York

Mr. and Mrs, Vincent J. Daraio
Hicks and Greist
New York, New York

Mr. and Mrs, C. W, Wolfe

Mr. and Mrs. L. R. Thurston, Jr.
Megs Macaroni Compan;
Harrisburg, Pennsylvania

Mr, and Mrs, Walter F. Villaume, Jr.
Mr, and Mrs. Eugene T. Villaume
Minnesota Macaroni Company

St. Paul, Minnesota

Mr. and Mrs, H, Edward Toner
Mr. and Mrs. C, F. Mueller

C. F. Mueller Company

Jorsev City, New Jersey

Mr. Rosario Coniglio
Faramount Macaronl Mfg, Co.
Brooklyn, New Yar}: RS

Mr. and Mrs. Jose‘ph Pellegrino
Mr, Harry W, Meicke

Prince Macaroni Company
Lowell, Massachusctts

Mr, and Mrs. P, Poloniato
Mr. and Jars. Joseph Castel
I'rim¢ Macaroni

Woesten, Ontario, Canada

Mr. ond Mrs. Alfred Rossi
P:ucino-Rossl Corporation
Auburn, New Yor'

Mr. and Mrs, Albert Ravarino
Mr. and Mrs. W, J. Freschl
Ravarino & Freschi

St. Louis, Missouri

Mr, Albert F. Robilio
Mr. Richard C. Gray
Ronco Foods
Memphis, Tennessee

Mr. Ed DeRocco
San Diego Macaroni Company
San Diego, California

1

Mr. and Mrs, %%!m}}it
Schmidt Noodle .

Detroit, Michigan

Mr, and Mrs. Lloyd E. Skinner
Mr. and Mrs. Clete Haney

Mr, H. Geddes Stanway
Skinner Macaroni Company
Omaha, Nebraska

Mr. A, R. Viﬁxinni
Mr. J. 8. Pavia

Toronto Mac, & Imported Foods
Toronto, Ontario, Canada

Mr. and Mrs. Albert Welss
Weiss Noodle Company
Cleveland, Ohio

Mr. and Mrs. P, A. Vermylen
A. Zerega's Sons, Inc,
Fairlawn, New Jersey

Associates

Mr. Gerard Ziffer
aco, Inc.
Chicago, Illinols

Mr. E. W. Kuhn
Amber Milling Divislon GTA
5t. Paul, Minnesota

Mr. and Mrs. E. J. Kha
Ambrette Machiner, rporation
Brooklyn, New Yor !

Mr. and Mrs. Vaughan Gregor
Aseeco Corporation
Los Angeles, California

MPETEE TN |
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Mr, Leonard Ballas
Erﬁ nE B%d cts C

allag u om|
Zanesvil s? Ohlo e

~Mr, A. C, Beardsell
Mr, Edward R. Shelly
The Mead Corporation

Cincinnatl, Ohio

Mr. and Mrs. V, James Benincasa
V. James Benincasa Company
Zanesville, Ohlo

Mr, Chas. F. Moulton

Mr, Ralph W, Hauenstein
Braibanti-Lehara Corporation
New York, New York

Mr. Willlam Berger
Mr Alfons Ittensohn
The Buhler Corporation
Minneapolis, Minnesota

Mr, and Mrs. John Amato
Clermont Machine Company
Brooklyn, New York

Mr. and Mrs, C. W, Kutz
Mr, and Mrs. L. J, Weldt
Commander-Larabee Mills
Minneapolis, Minnesota

Donald G. Fleicher
Crop Quality Council
Minneapolis, Minnesota

Mr, and Mrs. Joseph DeFrancisc, Sr.
Mr, and Mrs, Joseph DeFrancisci, Jr.
Mr. and Mrs. Ignatius chtemfwi
DeFrancisci Machine Corporation
Brooklyn, New York

Mr. H. J. Schindler
The Dobeckmun Company
Cleveland, Ohio

Mr. Ray V.entzel
Doughboy Industries, Inc.
New Richmond, Wisconsin

Mr. B. 5. Robbins
E. L. du Pont de Nemours & Co.
Wilmington, Delaware

Mr. H, Howard Lampmun
Durum Wheat Institute
Chicago, Illinols

Mr. Thomas Sanicola
Faust Packaging Corporation
Brooklyn, New York

Mrs, Evans J. Thomas

Fisher Flouring Mills Compar..
Seattle, Washington

Mr, W. Aﬁ Lohman, Jr.

Mr. Lee Me
Mr. R. L. Vgxch

Mr, Harry 1. Bailey
General Mills, Inc,
Minneapolls, Minnesota

Mr, Peter Pottetti
Gevcke & Company
Elmsford, New - York

Mr, and Mrst Roy N. Nevans
Henningsen F ;

New York, New {'qu

Mr, Charles M. Hoskins
Hoskins Com )
Libertyville, ﬁ?:"n’ﬁn. £ A
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0n the podium: The gentlemen pictured above all described packaging equipment excepting Mr. Skinner who spoke on the durum situa-
tion 0s Cholrman of the Assoclation's Durum Relations Committee,

and Mrs, L. E, Workman
Mrs, A. L. DePasquale

International Milling Company
Mineapolis, Minnesota

Mr, and Mrs, M. O, Maughan
Food Packaging Council
Wilmette, Illinois

b o, L L P
-Erickson-Jones Compan
Omju, Nebraska o

ll(r. mlf édn.cu. E. l&rlgel
onark Egg Corporation
Kinsas City, Missouri

Koy
. Morrlssc mpan;
5t Louls, Mlssoualr'l e

Mr. William A. Brezden
Dakota Mill & Elevator
§ Grand Forks, North Dakota

Alr, and Mrs. William H. Oldach
r. Hugh Oldach

¥illlam H. Oldach, Ine.
Philadelphia, Pennsylvania

Nr. Jares R, Affleck
¥iliam Penn Flour Mills
Bila-Cynwyd, Pennsylvania

\r, 8eymour Robins
our Robins, Inc,
Kew York, New' York

Ur. and Mrs, Charles C. Rossotti
Rt e |

i ograph Corporation
Korth Gergen, Nepw Jemrgg

Associates—continued

Mr. Mark Hefelfinger

Mr, and Mrs. L. S. Swanson

Mr. and Mrs. David Wilson

Mr. George L. Faber

Russell Miller-King Midas Flour Mills
Minneapolis, Minnesota

%ﬁhv;?nepr hllmafw hinery C
ngle Package Mac! om,
Chicogo, Illim:nlug s e

Mr, John Guatelli

Mr. Willilam J. Koslo
U.S, Printing & Litho
New York, New York

Mr. Louls A. Viviano, Jr.
Vitamins, Inc,
Jersey Clty. New Jersey

- Mr. George G. Otto

Mr. Rubert DeMott

Mr. William Lawrence

West Vlrﬁinlu Pulp & Paper
New York, New York

Mr, Theodore R. Sills
Theodore R. Sills & Company
Los Angeles, California

Mr, Howard Eaton
Ripe Olive Advirory Board
San Francisco, California

Mr, James J. Winston
Jacobs-Winston Laboratories
New York, New York

Mr. and Mrs. Robert M. Green
National Macaroni Institute
Palatine, Illinois

Left: Ted Sills poses with a poster of Jane
Russell, president of WAIF, international
adoption agency, which will feature spa-
ghetti dinners for fund raising in May.

Right: Howard Eaton of the Olive Advisory
Board shows point-of-sale pieces and odver-
tising to promote the Tuna-Olive-Macaroni
Buffet during January and February.

Seminar Report—
(Continued from page 4)

Charles Rossottl emphasized the iin-
portance of trademark identification.

Ted Sills of the Natlonal Macaroni
Institute and H. Howard Lampman of
the Durum Wheat Institute reported
on promotional actlvities, Mr. Lamp-
man's comments are on page 22.

Howard Eaton of the Olive Advisory
Board, San Francisco, reported that the
Tuna-Olive-Macaroni campaign is off
to a flying start with national adver-
tising in prime women's magazines. He
said that the Olive Board feels that the
50 cent consumer redemption coupon
will stimulate great Interest and is
good business,

Greatly concerned with the tight du-
rum situation, the Board of Direetors
of the National Macaroni Manufactur-
era Association elected to work with
the Crop Quality Council in providing
essential facts on domestic needs for
durum to encourage growers to avail
themselves of the increase in acreage
allotments. Attendance will be encour-
aged for the Durum Conference ot the
University of North Dakota in Fargo
March 18-20 for a discusslon of tech-
nological toplcs by cereal chemists and
quality control personnel, and mar-
keting considerations by growers, ele-
vator operators, millers, and macaroni
manufacturers, led by university per-
sonnel in the Department of Eco-
nomies.

The group elected to return to the
Diplomat for the Winter Meeting in
1963,




DEMACO

twin die
short cut press-

DEMACO - the full line:

SHORT CUT PRESSES, AUTOMATIC SPREADERS,
SHEET FORMERS, SHORT CUT DRYERS, NOODLE
DRYERS, LONG GOODS PRELIMINARY DRYERS,
PRYING ROOMS, EGG DOSERS.

1
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is'planned for tomorrow's needs,

Production capacity needed today.

NOW — get prodiiction of
- ovar 1500 Ibs. per hour with
i Demaco’s new TWIN DIE

SHORT CUT PRESS

Come see the newest Demaco Short
Cut Press with two extrusion heads
ossembled in one compact unit.
Here the accent is on quality pro-
duction with slow, slow extrusion
over two dies, yet production is
increased over 50% in the same
floor space.

Demaco — will improve your qual-
ity of short cuts due to slow ex-
trusion.

Demaco — will increase your pro-
duction as this press is designed
for_ today’s high production de-
mands.

fijhia:o — will lower your produc-
lion costs by increasing the effi-
dency of your operation,

Q&huco"s Twin Die Short Cut Press
foday. This is the key to better

Demcco’s Twin Die Short Cut Press
puts you in the position to produce
'op q1ality short cut products with
'op cperating efficiency and stay
o teo of heavier production with
tquipment that can deliver — day
ofter day after day!

De FRANCISCI MACHINE CORPORATION -

45-46 Metropolitan Avenue b Brooklyn 37, New York
Phone EVergreen 6-9880

1'195_2-




Complying With Packaging Regulations

by James J. Winston, NMMA Director of Research

HE Food Industry including our

own-segment has been rather dis-
turbed by the innuendos resulting from
the hearing on packaging under the
direction of Senator Phillip A. Harf,
The various charges have been widely
publicized both In the newspapers and
magazines and particularly by such
organizations as Consumer Reports and
the Kiplinger magazine *“Changing
Times." Let us refer to “Changing
Times" November 1861 and note the
heading which is “the great packag-
ing scandal" followed by these intro-

ductory words “supermarkets have be-

come a frustrating no-man's-land
where the customer is trapped by de-
ceptive labels, short measure, and
prices almost impossible to compare."”

You probably are aware of the fact
that spokesmen for several divisions
of the food industry have appeared
before the Senate anti-trust and mo-
nopoly sub-committee to reply to
charges that artfully contrived pack-
aging techniques are decelving the con-
sumer, Some of the important wit-
nesses representing the food industry
consisted of Roy King, editor of the
trade- journal “Food Field Reporter,"
and Louis Cheskin, a motivational re-
searcher with numerous .clients and
considerable influence in the food In-
dustry. '

In view of the adverse publicity that
has been focused on the fooed industry,
let us evaluate the practices in our
industry, 1 wish to emphasize the fun-
damentals of labeling and packoging
in order to insure compliance with the
federal standards of identity and the
basic requirements of state regulatory
departments.

Fill of Container
First of all, the package should be
reasonably full. Thls is important since
duririg the course of 1861, the FDA
made a number of selzures of our prod-
ucts which unfortunately received bad
publicity. To review briefly the reg-
ulaticns. on fill of container, let me
carry you back to 1945 and 1846 when
both the FDA and our association
made a thorough study of slack fill of
our contalners. This resulted In 1946
in a tentative tolerance which was es-
tablished for macaroni containers as
follows:
long spaghettl or vermicelli—a
minimum fill of 70 per cent—
maximum slack fill of 30 per
cent;
long macaroni or mezzani—a min-
fmum fill of 75 per cent—maxli-
mum slack fill of 25 per cent;
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short cut free flowing products
such as elbows, alphabets, ete.—
a minimun, fill of 80 per cent—
a maximum slack fill of 20 per
cent,

The FDA also stipulated that the fill
of .containers should. be In excess of
the minimum figures depending upon
factory controls employing new engi-
neering principles to attain the maxi-
mum fill. The government is ener-
getically exaomining flll of containers
in a relentless manner. Their feeling
which prevails with some justification
is that the size of the container is a
relisble index to the amount of food
In the package. You, the manufactur-
ers, should make a concerted cflort to
re-cxamine your containers critically
and If necessary reduce the size of the
package in order to eliminate any un-
due slack fill.

Net Weight

Let us now spend a few minutes on
the net weight declaration. It is essen-
tial that the net weight shall be clear-
ly and prominently shown and fur-
thermore that it shall be in good color
contrast without obscuring designs or
vignettes. I would like to recommend
that the net weight declaration if at all
possible, be placed on the main panel.
Fortunately, in our Industry net welght
is generally declared in whole num-
bers making it a simple matter for the
consumer to figure out the cost per
unit weight such as one ounce.

We might take nole of the recom-
mendations of the Cereal Institute re-
garding-the ratio between size of type
used for the net welght statement and
the over-all packaging area. This Is

the sort of ratio which is sald to be
the goal of the Hart group, The Cereal
Instilute recommends that the net
weight declaration should be in bold-
face type In the following sizes:

Eight point type equals 0.1104 inch
—~—where the main panel area is
up to 25 square Inches.

10 point type equals 0,1380 inch—
where the arca is 26-50 square
inches.

12 point type equals 0.1658 inch—
where the area Is 51-75 square
inches

14 point type equals 0.1932 inch—
where the area is more than 75
square inches.

Our industry has had its share of
trouble relative to net weight. As you
know, our products are of an hygro-
scopic nature and are easily influenced
by climatic elements such as tempera-
ture and relative humidity. This is a
disconcerting problem especially dur-
ing the winter months where storage
in super-heated arcas will dry the at-
mosphere and therefore be conducive
to molsture losses, This can affect ad-
versely the net weight of the produce
which can cause an embarrassing sit-
uation. However, it has been my ex-
perience that you manufacturers, in
general, are making a great effort to
over-weligh in order to compensale for
molsture losses, This is a costly proc
ess but unfortunately necessary 8t
times. It is Incumbent upon each com-
pany to try to effeciunte safeguards in
the plant to insure compliance with
net welght. This consists of checking
periodically on a daily basis the net
weight of packages coming o the
lines, Also, making the necessory ad-
justments and having the
scales carefully checked for their ac
curacy. Lately, a number of m:nufac-
turers have found it expedlent to in-
stall check weigh masters particularly
on short goods lines. This equipment
works very effectively and can be reg-
ulated to reject either or botl: over
weights and under-welghts. I has 2
good tolerance and it is my opinion
that it has merit on all short goods
packaging lines.

Labelling of Varlety Forms
On numerous occasions, manufactur
ers have had conflicts with both the
FDA and Departments of Agrlculluﬂ;
of states ielative to the labeling ©
varlety forms and also enriched mlt:;
ronl products. It is important to 1°
that enriched products represent :
separate category of macaroni and con
THe MACARONI Jowﬂ
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various |

siitutes an optional class. It is there-
fore essentinl that the enriched prod-
ucts be identifled with the word en-
riched In bold type such as enriched
macaroni, enriched spaghetti, or en-
riched elbows—a macaronl product.
The word enriched should recelve the
same prominence as the word maca-
ronl or spaghetti, Frankly it Is to our
advantage to emphasize this word since
it indicates improved nutritive valuecs
which are endorsed by the USDA, for
better nutrition, In my surveys. I re-
gret to inform you that the word en-
riched is often shown In small letters
and sometimes detached from the ge-
peric name, This should be corrected
to your advantage. The enrichment
legend should appear In bold type in
a consplcuous place preferably on the
main panel

Another expression which has caused
dificulty refers to “high in protein—
low in calories,” This has been deemed
lo be misrepresentation and the FDA
has compelled manufacturers to delete
this expression from their label,

The Government also contends that
the expression “made from high pro-
fein semolina” is false and misleading
since the macaroni produced from such
asemolina is not high in protein com-
pared to macaroni products generally
wallable, Also, it Is suggested that no
reference be made to calorlic content
unless you intend to qualify this with
the proximate analysis on the label
siting forth the following:

per cent protein, per cent fat, per

cent available carbohydrates.

The regulations also require that the
ume and address of the manufacturer
thould be prominently displayed on
the main panel, if at all possible. Often
% carfon must be scanned for several
minutes before the name of the manu-
facturer is noted. I would also like to
wggest that on cellophane’ bags, an
tort be made to eluninate any in-
lense yellow markings which tend to
tmphasize the appsrent yellowness of
the product which when removed from

wrapper shows a significant de-
rease in depth of color. This has been
held to be a deceptive practice since
it is misleading to the consumer and
therefore is considered @ viclation un-
der the regulations.

Sali Declitation
From time to time, reference Is made
% the expression “no salt added." This
declaration categorizes the product as
! special dletary food and according
our present regulations, the follow-
lhnh necessary to qualify this expres-

L. The amount of sodium in milli-
¥ams present in an average serving.

Muxcy, 1962

2, The amount of sodlum In milll-
grams per 100 grams of the food.

I wish to emphasize the fact that in-
asmuch as our products have been
standardized by law, it is not neces-
sary to make reference to the ingre-
dients used in its manufacture. The
reference to Ingredients therefore is
optional. This also applies to the use
of optional ingredients permitted un-
der our etandards with the exception
of di-sodium phosphate which is used
for quick-cooking. This therefore must
be declared on the label.

It behooves cur industry to make a
concerled effort to improve our label-
ing and packaging practices. We must
continuously strive to Impress the con-
sumer and regulatory officials with the
integrity of our intentions and our
products, This is vital to our continued
success,

This Is National
Nutrition Month

The nutrition you derive from pro-
teins, sugars, starches, fats, minerals,
und vitamins helps govern your entire
future. So, during National Nutrition
Month, take your family to your doc-
tor and discuss whether yours is a bal-
anced dlet,

If, for instance, you are getting too
many calorles, starches, or fats, follow
his dietory advice. If you are getting
too few proteins, minerals, or vitamins,
follow his advice for increasing your
intake of these nutrients.

Majorette Expands

Major Italian Foods Company of
Seattle is completing a $174,000 addi-
tion to their Mujorette macaroni plant.
A new extrusion press and drying units
will provide automatic production. A
bulk flour handling system will use
pneumatic pressure. This is the third
expansion of the plant since 1057. Jo-
seph Meiino and sons are the man-
0gess.

Busy Women Love Prince

Imogene Coca will help sell Prince
products in 1962, Her surprise appear-
ance at a recent sales meeting delight-
ed Prince representatives. She was
wearing a white apron red-lettered
with the slogan, “Busy Women Love
Prince.”

Prince President Joseph Pellegrino
has announced that the cempany will
spend over $1,000,000 this year in ad-
vertising and promotion. In addition to
the slogan “Busy Women Love Prince"”
they will seek to sell “Wednesday Is
Prince Spaghetti Day."

A T me T ey g e e er sy

V. La Rosa & Sons
Appoints Controller

Robert F. Sheehan, CPA, has been
appointed controller of V. La Rosa &
Sons, Inc, it was announced by Vin-
cent S. La Rosa, president of the Ital-
ian food manufacturing company.

Mr, Shechan was formerly senior ac-
countant at Peat, Marwick, Mitchell &
Company, certified public accountants
and, before that, wns assoclated with
Celanese Corporation of America. He
Is a graduate of Fordham University,
a member of the American Institute of
Certifled Public Accountants, and a
member of the New York State So-
clety of Certified Public Accountants,

With his wife, the former Elleen
Kenna, ond their two children, Mr.
Shechan resides in  Flushing, New
York.

Recuperating

Glenn G. Hoskins, banker in Liberty-
ville, Illinols, former industrial con-
sultant and macaroni manufacturer,
underwent major surgery In January.
Many of his friends in the National
Macaroni Manufacturers Association,
of which he is a pust president, sent
him a get-well card from the Winter
Meeting.

D. D. Steve Brodie of Aseeco Cor-
poration, Los Angeles, suffered from a
coronary thrombosis in January and is
recovering at his home. His colleague
Voughn Gregor took his assignment in
speaking before the Winter Meeting.

Noodles Au Gratin

From the kitchens of Howard John-
son's a new addition has been made to
its popular line of frozen food products
—Noodles Au Gratin with Tomato.
Packed In its own reheatable tray, this
popular priced item contains large egg
noodles in a rarebit sauce topped with
bread crumbs and carefully selected
splces. The package serving two is be-
ing distributed through grocery stores.

Sauce Promotion

Spaghetti sauce mix is currently be-
ing promoled by McCormick & Com-
pany In the eastern portion of the
United States, An aluminum spaghetti
cooker which can also double us a vege-
teble blancher is being offered as a
$3.00 premium in the promotion which
was advertised in a full-page ad in the
February issue of McCalls. Retallers
were supplied with In-store display
materlal including coupon order pads.
The promotion ends April 22,

The hardest tumble a man can make
Is to fall over his own bluff.—Ambrose
Blerce.
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WHERE TOP
PERFORMANCE
COUNTS

YOU CAN COUNT ON COMMANDER-LARABEE!

ST

At Commander Larabee, it's teamwork that turns out top
quality durum products. Yes . . . a combination of milling
skills add up the points to make Commander Larabee the
nation’s top scorer in the durum league. From grain selec-
tion, milling and formula blending to precision lab control
and fast-swing shipping . . . Commander Larabee's milling
tenm scores mighty high with the nation’s macaroni
makers. Next time, why not put Commander Larabee’s
winning team to work for your macaroni fans,

Archer-
Paniels-
Midland
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Weather Market

Rough winter weather in January
saw snow dumped from the Rockles
east and freczing weather In Texas
and Florida, damaging the cltrus and
vegetable crops,

Ice and snow in the midwest caused
some eggs to freeze in transport, others
to remain on the farms instead of be-
ing transported to the breaking sta-
tions, and most serious of all, the rate
of lay per chicken to decrease.

Other factors causing higher egg
prices were a stronger than usual de-
mand for mid-western eggs, both on
the west coast and in the south, and
the fact that many industries are buy-
ing their egg products on a more bal-
anced purchasing program over the
year, Instead of a relatively short peri-
od of time in the spring.

The prices of egg whites have re-
mained steady, not advancing with
shell egg prices. Shell eggs rose almost
a dime in the Chicago market during
January ending the month in a range
of 34 to 35% cents, Frozen whole eggs
rote about a cent a pound to a high of
2614 cents. Dried yolk solids increased
two cents selling at $1.20 to $1.26,

Durum Recelpis Light

Weather had its impact on the grain
market as well, with durum recelpts
very light durlng the month of Janu-
ary, trading as high as $3.70 a bushel
making the price of semolina better
than $10.00 a hundredweight. Demand
edged off, and the price fell to about
$3.50 a bushel Minneapolls.

The Southwestern Miller reported
mlll operatlons spotty and commented
that the decline in grind was not sur-
prising after the heavy pace of late
{all, Most macaronl and noodle manu-
{acturers were reported to have enough
semolina for at least 120 days. Back-
logs were often extended to the end
of the crop year by addition of more
hard wheat to blends. In early Janu-
ary the mills were expressing doubt
that they would be able to offer 50-50
blends much longer, and more hard
winter wheat went into macaronl mix-
es, Some users have reverted to 100
per cent hard wheat,

At mid-month the Crop Reporiing
Board of the United States Department
of Agriculture announced total stocks
of durum of 18,362,000 bushels on Jan-
uary 1. Of this 11,300,000 was on farms
and 7,000,000 bushels in mills, elevators
and warehouses. Some buyers indicated
that they felt prices were too high
based on these reported stock figures,
and caution scemed to be the watch-
word of the market.
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Milling Scholarship

International Milling Company has
offered its first annual $750 Aour mill-
ing technology scholarship to sons of
company employees. The scholarship
will apply to undergraduate study at
Kansas State University, the only ac-
credited college presently granting de-
grees in milling technology.

An outside committee of prominent
educators will judge applicanis on the
basis of scholarship, leadership, char-
acler, career Interest in flour milling,
and financial need. The new milling
technology award Is part of Interna-
tional's annual $6,000 competitive
scholarship program for sons and
daughters of company employees.

Big Fork

F. Denby Allen, vice president of the
John B. Canepa Company, producers
of century old Red Cross Brand Maca-
roni, quips that 1962 is the year of the
Big Fork for Red Cross Spaghetti!
Allen's prediction is based on the un-
usual Canepa ad theme making its bow
in both Life and Saturday Evening
Post.

“We did a trial test of our theme,
“There are 121 flve-strand three-twirl
forkfulls in Every One-Pound Package
of Red Cross Spaghettl’ here In Chi-
cago, home of Red Cross. It was so
successful and brought forth so much
controversy from readers over the spell-
ing of forkfulls that we've expanded
our merkets to several citles in the
Mid-West.” Mr, Allen said.

Included in the medla plan are full
page four-color ads, 1000 line four-color
ads, plus large slze bleck and white
in several newspapers. Added to this
are Insertions in both Life Magazine
and the Saturday Evening Post—full
page, four-color.

Television also gets a nod from Ca-
nepa this year. Testing in Memphis on
newscasts will determine other TV
buys in the future,

Allen also pointed out that consid-
erable promotion is being carired on
to back up this hypoed consumer sched-
ule, A Bonus Profit plan, offered at the
retall level, covers the entire Canepa
spaghetti and macaroni line.

A 25-cent mail-back tle-in with
Lawry’s Spaghetti Sauce Mix and
Hunt's Tomato Paste adds another
strong promotion to the campalgn. The
25-cent mall-in certificate will be fea-
tured on the one pound Red Cross Spa-
gheitl packages for the next several
weeks,

Lilienfeld & Company, Chicago, is
the andvertising agency handling the
campalgn.

Coupon Fee Raised

Supermarket News headlines “Gold.
en Grain Hikes Retailer Coupon Fee"
to three cents, effective immediately,
“The move was considered the first
major break-through in the supplier-
distributor handling fee impasse, al.
though some smaller couponers have
pald three cents, Major couponers have
given no indication that they will fol.
low Golden Grain's lead, but (rade
sources agree that other firms eventu.
ally will go to three cents.”

The current two-cent fee was offered
for the first time on a wide scale In
the mid-1050's. Previously the fee was
a penny. For several years a number
of manufacturers, primarily soap firms,
continued to offer one cent.

Vincent DeDomenico was quoled as
saying that the flrm's decision fto
change the rate was promptled by the
presentation of the Arthur Anderson &
Company study on retailer coupon
handling costs at the Super Market In-
stitute mld-year conference in Florida
last month. The study concluded that
using the most efficlent handling meth-
ods, retailer cost per coupon was as
high as $.0222 In areas with the high-
est wage rates,

Golden Grain will be couponing
eight soup mixes this month with the
coupon legend offering grocers “10
cents plus three cents for handling”
Mr, DeDomenico conceded that he
hopes Golden Grain's recognition of
the market operators’ problem will re-
sult in increased trade interest in the
new line of prepared soup mixes.

The Prince Macaroni Manufacturing
Company, Lowell, Massachuseits, has
begun partlcipating in the Red Scissors
Plan, a cooperative premium coupon
operation, which is composed of 12
non-competitive manufacturing com-
panies, Prince’s Italian lines of pre-
pared foods, sauces and grated, Import-
ed cheeses will carry the coupons.

Coupon Operation

Kraft Foods will conduct a coupon
mailing to 17 million families across
the country during the last week of
February., Coupons for Parkway Mar-
garine, Kraft macaroni and cheese de-
luxe dinner and Kraft mayonnaise ar¢
included in the mailings, which will be
conducted in a participation program
with coupc.:3 from two other natl
non-competitive manufacturers.

Character Is that which nv:;a:; 1':::':
purpose, exposing the class of
man ch;.mu or avolds—Aristotle.
THE MACARON] JOURNAL
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A "pulling

no punches”

message

from AMBER

With the big sales season for macaroni
products just around the corner, the
serious situation in durum wheat re-
serves takes on an even-more-than.
usually ominous look.

We, like any other responsible mem-
ber of the milling industry, deplore the
situation. Further, we're prepared to
dosomething about it—beyond merely
offering our sympathy.

Nationally-famed macaroni manu-
facturers have long preferred our
Amber Venezia No. 1 Semolina and
Imperia Durum Granular because of
their uniform amber color, uniform
granulation and uniform high quality.
We would be foolhardy to say we can

by Gené Kuhn

Manager:
AMBER MILLING DIVISION

offer these outstanding Amber prod-
ucts in unlimited quantities. But we
can say—and DO say—that, because
of our unique affiliations and connec-
tions throughout the durum wheat
growing areas, we are able to supply
the macaroni industry's demands for
first-quality MACA, 50-50 Durum—
Hard Wheat No. 1 and AMAX, 50-50
Durum—Hard Wheat, Granular.

We are prepared to meet your orders.
Every order will be shipped when
promised.

And you can be sure of the quality
because it's Amber.

Be sure . . . specify AMBER.

©'? AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn.—General Offices: St. Paul 1, Minn.

TELEPHONE! Midway 6-8433




- Activities of the Durum Wheat Institi:te

by H. Howard Lampman, Executive Director

'OR THE pest three days, we have
gerved as audience in a seminar on
packaging. Without diminishing the
Importance of packaging or In any way
depreciating the earlier part of the
program, I would like to define In sim-
Ple terms the subject area of our de-
liberations, A package protects and
identifies a specific amount of your
product from the time it leaves your
plant to a point of final use in the
kitchen. But more important, packag-
ing is essentlaliy the art of presenting
your prodiict with utmost “buy-appeal”
“ in the competition for selling space on
the supermarket shelves of the Unlied
States,

My part in this program—describ-
ing the activitics of Durum Wheat In-
stitute—Is not without relation to the
subject of your seminar, When you
“wrap up” an Industry and its prod-
ucts for public inspection and use, you
have another kind of “package"—|
of the art of presenting the total plc-
ture of your industry and its products
to a public in their most appealing
form.

Packaging of this kind is involved
in my report and in the work of Ted
Sills and Assoclates through the Na-
tional Macaron] Institute.

Industry Package

Is this second kind of “packaging”
important?

Perhaps you will agree—that what
the public thinks of your industry and
its products can finally determine how
much and how frequently you sell
your own brands,

You have already mentioned some
of the considerations that go into this
larger “Industry package We have
heard some discussion of the fattening
“phobia” which causes some people to
reject macaronl foods. We have also
discussed the nutritional values of en-
richment.

At this point, may I mention that
enrichment provides the macaroni In-
dustry with its only claim to a place
in the recommended foods list of the
United States Department of Agricul-
ture, Called the “Daily Food Guide,”"
this four-food grouping serves as the
basis for educational promotion for al-
most all food and commodity organiza-
tions — including the dairy industry.
the baking industry, the Wheat Flour
Institute, fruit and vegetable growers
and others who promote the contribu-
tlons of their individusl products in
good diet.
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As part of an “Industry package,”
your companies and your products find
their way into a different show place,
too. They are presented in school
rooms, home economics classrooms, be-
fore demonstration agents and leaders,
women's clubs, the restaurant industry
—and even physicians, dietitians, nu-
tritionists, and other professional peo-
ple who shape food habits and prefer-
cnces.

In his remarks opening your semi-
nar session, President Ronzoni men-
tioned the fact that the National Maca-
roni Institute, Durum Wheat Institute,
and durum producer groups, repre-
sented by the North Dakota State
Wheat Commission, all have worked
together In exemplary fashion during
the past year. Speaking for the millers
who support the Durum Wheat Insti-
tute, may I point out that much of the
success of this cooperation would be
impossible were it not for your able
Secretary, Mr. Robert Green. Much of
the credit for what has been accom-
plished thus far must go to Bob.

And again, before we get into the
actual report on activities, may I re-
call for you the division of respon-
sibllity in this work, The National
Macaroni Institute seeks to stimulate
the consumer market for your prod-
ucts through publicity and product pro-
motion. The Durum Wheat Institute is
responsible for school, educational and
home economics materials, as well es
for the restaurant market and the pro-
fessions—physiclans, nutritionists, die-
titians and the like. Finally, we all gain
considerably through the help of the
durum growers in the distribution of
materials.

Whatever the Durum Wheat Instl-
tute has produced, has been checked
out at every step with both National
Macaroni Institute and the durum
growers representatives.

Howard Lampmaen ‘nresents five possible projects.

The materials on the display board
here illustrale some of these points
They all were developed with the help
of the NM.I. and the durum grower
groups.

Wall Charis

Coples of the new classroom chari,
“Durum Macaroni Foods From Fam
to Table,” have been mailed to all
members. Released in November, more
than 2,000 copies of this chart have al-
ready been distributed. Comment hac
been most favorable, I am surc any
one of you could do a great deal for
your company and its products by
helping to place one of these charts in
every classroom in the schools of your
market area. We hope you can help
in galning greater distribution for this
outstanding poster. Copies of this charl
are available for $31.00 per 100.

Gourmet Enirees
The booklet of large quantity recipes
for restaurant, school lunch ari insti-
tutional use, "Economical Gour: et En:
trees” has been available for .ie past
year or {wo. It is now In it- second
printing. It costs 30 cents a cop. $3000
per 100, Without going into ¢ tail on
what the use of this publica . n can
do for you, may I recall that I . Dom-
inic Palazzolo of Delmonico F 'Jd! l;;
lated at one of these meetings 10W h
had distributed 35 copies to & lun:“-.
con of 35 Institutional buyers Resull:

he gained 35 new accounts!

Specialtles of the Housc
Anulhel:'" project saw the pr‘nducllul}
of this smaller booklet, “Specialties :d
the House.” It contains recipes de:lv
from the restaurant publication :
nomical Gourmet Entrees,” sll § o
ardized In household form. The Nﬂw
Dakota State Wheat ammi“[mm
been extremely effective in furthe o
the distribution of this publicnl%“
cooperation with Great Plains
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Class Demonstration Outline,

the Commission has paid for the dis-
tribution of more than 110,000 coples.
Most of these books were distributed
on request, as a result of a bulletin
offering the recipe booklet In the
magazine published by the General
Federation of Women’s Clubs. Know-
ing how homemakers collect and trade
recipes. you can imagine the effect of
distribution of this quantity of bouk:
lts in so effective a market. This
booklet, which has front and back im-
print arens, is available for 10 cents a
topy, $10.00 per 100,

Durum Wheat Notes
The fourth publication shown on the
display board is “Durum Wheat Notes,"
1 lour-page educational home econom-
is bulletin which represents the ma-
bor continuing activity of the Durum
Wheut Institute. It Is mailed five times
during the school year to more than
2000 high school and college home
toncmics teachers, home demonstra-
tion sgents, professional home econ-
omist:, food editors, durum millers and
hacaronl manufacturers. The informa-
tion ind recipes offered by “Durum
Whea! Notes” can be utilized in many
different ways. A central theme is cho-
%en at the beginning of each year. The
t1 serles presented “Macaroni
Toods Around the World” The effec-
live distribution of “Durum Wheat
otes,” equals or exceeds any one of
the commercial home economies pub-
lions serving thot speclal market.

Film Btrip

And finally, as reported to the Di-
Relors of the National Macaroni Insti-
Ute and in bulletins to N.M.M.A. mem-
we have worked with you as
Wrtners in the distribution of the film-
drlp, “Tricks aud Treats—with Maca-
™l’ Foods" The comment received
"M teachers on this fllmstrip has

Muscy, 1962
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been uniformly good.

And currently, again as partners
with NMI and the North Dakota Wheat
Commission, we are helping finance
distribution of the motion pleture, “Du-
rum—A Standard of Quality.”

All these materials and activities
are planned, produced and executed
with the complete cooperation of the
three groups. We want everything we
produce and everything ‘ve do to meet
with your complete approval as a pre-
liminary to your enthusiastic support
of eack project, in all its phases.

Future Plans

Now, what of the future?

Members of the Durum Wheat Insti-
tute Committee met earlier this month
to consider new projects, their first
meeting under the chairmanship of
Mark Heffelfinger of Russell Miller-
King Midas. You all know the other
members of the Committee—Bill Brez-
den of North Dakota Mill and Eleva-
tor Company; Tony DePasquale, Inter-
national Milling Company; Gene Kuhn,
Amber Milling Company; ClifY Kutz,
Commander - Larabee Milling Com-
pany; Lee Merry, General Mills; Les
Swanson, Russell Miller-King Midas;
and Ray Wentzel of Doughboy Indus-
tries.

Considering the state of the industry
and the supply of durum, you might
imagine that this would be a sorrow-
ful kind of meeting. But despite all
the difficulties in the durum picture,
these men were most enthusiastic
about the future. They outlined five
areas of cooperative effort where once
again they might work with macaroni
manufacturers and durum growers.
Here are the five projects:

Recipa Leaflst,

Quantity Recipe Card,

Project No, 1

A food class macaroni product dem-
onstration outline—for use by stu-
dents, teachers, 4-H clubs, home dem-
onstration agents and the like. Inex-
pensively produced in mimeograph
form for trial at the beginning, the
outline could also draw upon the re-
sources of macaroni manufacturers,
who might be asked to supply a spec-
IAe brand name product for local use
In demonstration work, With demon-
stration technlque also a part of home
economlics training, you can see the
value of such a publication in schools,

But thera is still a large market. For
example, through home demonstration
agenis we can reach‘us meny as 600,-
000 home demonstration leaders—each
of whom has responsibilities for the
production of programs before groups
of rural or urban women, And finally,
there Is supplementary use of the
demonstration outline with church
Aroups, women's club and other areas
In which women are organized,

Project No. 2

An inexpensive recipe leaflet — for
distributicn along with the demonstra-
tion outline or available for purchase
and imprint by individual manufactur-
ers, or for distribution to consumers in
any one of a number of different ways.
As many as 12 basic recipes could be
included in a leoflet. The actual cost
would be less than one-half cent each,
While we know most of you like to
produce your own recipe material, we
nsk your consideration of this project

with its special application to the
demonstration outline,

Project No, 3
A concerted effort to gain a place for
enriched macaroni foods in the com-
modities recommended for school lunch

(Continued on page 26)
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FOR YOU

ADVANCED TECHNOLOGICAL IMPROVEMEN1S

Save Space — Increase Production

Improve Quality
« NEW

POSITIVE SCREW
FORCE FEEDER
«» NEW

improves quuli? 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.

% Puatent Pending
% % Patented "
;

i

il

MACHINERY CORF:
156 Sixth Street

Brooklyn 15, New York

“MODEL BAFS — 1500 Pound Long Goods Continuous Spreader
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AT s

M Short Cut — Sheet Former
Short Cut — Spreader
: Three Way Combination

Ml A,

new SUPE

SHORT CUT MACARONI PRESSES

Model BSCP — 1500 pounds capacity per hour

PRESSES

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

(OMBINATION PRESSES

x

Model BSCP

' Q JA Ll T Y == === = = A controlled dough as soft as desired to enhance texture and

appearance.

Pl o D U CT I o N e = Positive screw feed without any possibility of webbing makes

for positive screw delivery for production beyond rated
capacities.

C( , NTROLS = == == 5o fine — so positive thot presses run indefinitely without

adjustments,

steel housing mounted on rugged structural steel frome.

? : ! s‘ NITA RY — o= o Easy to clcan and to removc ottractive birdsoyed stainless

PLANT
1.8.166 Sinth Street
155-167 Sevanth Straet
Brecklyn 15, Naw York

Amdbnelle

MACHINERY CORP.

Yarcy, 1962
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Durum Institute Activities—
(Continued from page 23)

use. While macaroni foods are already
served In the schocl lunch system, they
are not In the list of recommended
foods for the type A school lunch,
which 14,000,000 children are fed each
day in 64,000 schools. And the federal
school lunch is only part of the ple-
ture. It Is estimated that two-thirds of
the total school population, in excess of
48,000,000 children, are daily served
some form of lunch in schoo’

These boys and girls love macaroni
foods. The youngsters represent one of
the natlon's biggest and best “sam-
pling” markets as well as a primary
area of high-volume distribution. 'At
the same time, in work with govern-
ment people toward gaining enriched
macaroni foods a place in the recom-
mended list, a similar effort will be
made to eliminate the use of the phrase
“glimentary paste” in government bul-
letins and materials issued by the gov-
ernment to the press and public.

Project No. 4

In our work with federal school
lunch officials, we contemplate produc-
tion of quantity recipe cards—drawn
up according to the format specified
by USDA, a five and one-half by eight
and one-half inch card in the form you
gec here, One side of the card provides
the recipe, with columns for working
out cost figures. The other side of the
card shows a picture of the finished
dish in black and white or color, and
a suggested menu of foods to be served
with the macaroni dish in a combina-
tion for good nutrition. Perhaps we
would also add to this project a serles
of school lunch room posters, provid-
ing we can gain the cooperation and
support of the federal school lunch
authorities. Once again, consider the
tremendous opportunity inherent in
this situation—to develop the appetite
among millions of children for quality
macaroni foods.

Project No. §

The possibility of an annual contest
to be held each year among restaurant
operators and employees—to select a
prize recipe for macaroni foods. We
plan to explore the possibility and am-
plification of this project with the Na-
tional Restaurant Association, whose
10,000 members represent 60,000 of the
nation's fop commercial eating estab-
lishments eerving millions of meals
cach day. For the restaurant industry
itself, the large quantity recipes could
be fed back into the hotel and restaur-
ant trade and to the school lunch sys-
tem if the tyje of product involved
were approprinte for child feeding. But

26

Restuurent Recipe Contest,
beyond this, the quantity recipes could
be standardized in household form and
subsequently made available to you
manufacturers and to the public. Per-
haps the top prize would be a two-
week visit In Rome. You can see the
opportunity here for you manufactur-
ers—io sponsor local tle-in activity. In
fact, a contest of this sort is whatever
you choose to make of it. We suggest
a restaurant industry contest rather
than a consumer contest for the sake
of the economy and ease of handling.
When you have a consumer contest
you are confronted with s many as
100,000 entries, In a restaurant contest
you gain the same publicity impact,
but you deal with only hundreds of
entries, ;

These ars the flve tentative projects
we submit to you. We would welcome
your expression of opinion about the
plans, Perhaps we can work with Bob
Green to arrange some kind of bulle-
tin outline so that you can give us your
vole of preference on the series of
projects, And here again we want to
develop these and whatever other ac-
tivitles we undertake with the help of
N.M.L and durum growers through the
North Dakota State Wheat Commis-
slon,

Rough layouts of covers on the ma-
terial we have discussed in these five
projects are posted here on the bul-
letin board. If you wish, tell me some-
thing about your own opinions after
this meeting, or communicate your
thoughts to any members of the Du-
rum Wheat Institute Committee, These
are your projects, and we want to
make them work for you according to
your own best wishes.

Thank you very much,

The greatest glory of a freeborn
people is to transmit that freedom to
their children—Havard,

Drought in North
Dakota Took Toll

Crop production In North Dakola In
1961 was the smallest since 103: It
amounted to about half of 1858 pro.iuc.
tion, p

Field work started asbout the usual
time with adequate moisture for germi.
nation in virtually all sections. But
moisture shortages became more and
more apparent as seeding progressed.
By the end of April topsoil moisture
was short in all but a few localitics,

Below normal precipitation started
in September 1960 and continued on the
short side most months except Decem-
ber, February and April. In May and
June, the months when precipitailon
usually is heavy, rainfall was mostly
less than half. By the end of June cu-
mulative precipitation since September
was only about half of normal in the
western areas, ranginug as high as 7§
per cent in the east central and south-
east districts, |

In addition to the shoriage of mols-
ture during the planting and early
growing scason, temperatures were
above normal with maximum readings
of 80 to 100 degrees or more on more
than the usual number of days. The
maximum temperature at Bismarck
was 00 dcgrees or above on 15 doys
during June, and the mean tempera-
ture averaged four to elght degrees
above normal for the month at the
state's weather stations, July tempera-
tures were more moderate with a week
or two of hot weather early In the
month.

Under these conditions of drought
and high temperatures early in the
season small grains were severely dam-
aged Iin many cases, In the worst ureas,
growth was only a few inches and
plants dried up, while still in the stoal-
ing stage.

Several weeks of cool weather with
light to moderate rains starting «bout
July 10 greatly alded small grain dur-
ing the critical filling period. However
in many western areas rainfall ‘ame
too late and was too light to bring
much improvement as plants hed al-
ready dried up, Where plants werc still
alive, the extent of recovery bocame
more apparent us combining procccded-
Test welghts of grain averaged from
just slightly under standard in the
worst drought areas to standard or bet-
ter in many eastern sectlons. Harvest
proceeded rapidly with very little loss
of either time or quality from Wet
weather.

Production of all wheat Is estimated
at 68,438,000 bushels, 46 per cent lest
than the 1960 crop. Durum, estimated
at 14,570,000 bushels, was down the
same percentage, smeiis crop sinct
1955.
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retained in the same family.

Satisfied customers in over twenty-five countries
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to supplement your
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by Charles C. Rossotti

HAVE you looked at your trade-
mark recently?

A trademork is the most articulate
selling power a modern business can
own, It tells many things about the
company. It also tells its story in an
instant — gometimes with devastating
finality.

For example, a trademark can tell
the publie, “We're a modern, progres-
flve firm"; or “We're nice to do bual-
ness with”; or “We've been selling a
fine product since your grandmother's
day"; or “Buy us , . . we're the new
fun—or status—symbol.”

On the other hand, it might say:
“We're old-fashioned stick-in-the-muds
and our product hasn't improved since
we started making it" or “Our plant
is shabby, our equipment old, and we
just aboutl squeak out of the red each
year” or “Buy us if you dare, but we
don't give much value.”

Thus, o trademark may reflect the
corporate image of a marketer more
personally than any other effort he
may make, For this reason a trade-
mark Is frequently more valuable to
its owner than all of his equipment,
real estate and inventory put together.
It is the essence of his corporate good
will and it can keep him in business
when all else might go up in flames.
In a greater sense, a trademark is as
valuable to a business man as his birth
certificale,

Tradiemarks, however. are also deli-
cate creatures whose states of health
must constantly be reviewed by the
progressive business man. An estab-
lished trademark sometimes must be
modernized to conform with the ac-
celerated demands of modern mer-
chandising techniques. It may require
a redesign to establish the concept of
growth, expansion or change. It must
be constantly and objectively evalu-
ated by its owner for the image it con-
tinues to convey, in anticipation of the
inevitable process of obsolescence and
the attrition of nge. Brand loyalty is
no longer taken for granted. A mar-
keter must win the battle for it each
time the customer walks into the mar-
ket place. A merchandising - minded
operator knows that constant evalua-
tion of his trademark s one of his
most imprint corporate properties Is
as necessary a sales-winning ingre-
dlent as a good package or a good
product.

For this reason, a well-designed
trademark should be expected to de-
liver these things for your buslness:

Laft to right: Joha Swen, Ressetti representative; Jack Procine and Nick Rossl, sons of the
founders of P-R.
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modern installations for
modern macaroni plants

Our Technical Office is at your disposal to study and to solve your problems.
AVOID BUILDING COST!!

|f new premises. Renew instead
. . your equipment. Only half of the space i i
; the New Automatic Dryers, iy

1. First of all, it identifies your busi-
ness and its product.

2, It provides the most important
ingredient for puckage recognition and
recall,

3. It suggests prestige, power,
strength, modernity, reliability, “nice-
ness,” experience of the company.

4. 1t suggests quality, desirability,
dependabllity, innovation of the prod-
uct,

5. It becomes the face of your com-
pany In the crowded market place
where moss refailing of your product
has become an otherwise impersonal
phenomenon.

The trademark thus becomes a fran-
chised property to its owner, the value
of which cannol be measured in hard
cash. Those charged with the respon-
sibility of creating a trademark must
be specialists not only in their fleld,
but must understand the merchandis-
ing value of the trademark and its po-
tential uees in advertising as well as
in packaging. Many macaronl manu-
facturers, like other modern food mar-
keters, re-examine their trademarks
regularly as well as their packaging.
They utilize professionals with long
years of design and merchandising ex-
perience to provide the modernization
a7 well as the objective evaluation of
the trademark.

‘Have you looked at your trademark
recently?

Recognition for P-R

Rossottl Lithograph Corporation,
packaging designers and producers
with executive offices in North Bergen,
New *Jersey recently commemorated
the creation of o trademark for Pro-
cino-Rossl Corporation. John Swan of
Rossotti made the presentation of 8
trademark wall plague to Jack Procine
and Nick Rossi, sons of the compuny's
founders. The presentation was made
in connection with the forty-fifth an-
niversary of the estabilithment of Pro-
cino-Rossl at the company's exccutive
offices in Auburn, New York.

Procino-Rossi was established i1 1916
by Nick Procino and Alfred Ro sl 88
a small bulk macaroni manufacturing
plant in Syracuse, New York. I 1919
the firm moved to Auburn, its present
location, incorporating the busir.ss in
1927,

Today, Procino-Rossi sells over 78
different sizes and shapes of mucasoni
products. In addition, they now pre
duce n line of quality spaghetti souces
as well as convenlent dry mucaron
dinners. And, from a emal] area aroun
Syracuse, New York P-R have expand-
ed distribution into the major Eastern
and Central States.

The creation of that most valusble
corporate asset, the trademark, by Ro¥-
sottl was accompanied by Procin®
Rossi's entry into modern merchandis:
ing of pre-packaged cartons long by

(Cuntinued on page 38)
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Visual Perception—
(Continued from page 6)

etc., and thoughts about her own well-
belng. Esthetics, good taste and good
design are too often scormed by busi-
ness men as something that is only the
concern of the artist, and yet your own
customers are the ones who will b2
part of the line waiting to get Into the
Museum of Modern Arl or the opera
or concert,

Packaging In  your industry, of
course, has not kept abreast, but even
beyond that, the incestuous inbreeding
of packaging elements within the
Mucaronl Industry itself has produced
a rather phenomenal lack of [dentifi-
cation -for individual brands.

For purposes of explaining this, 1
would like to show you just one or two
slides as part of a study, on just one
element of macaroni packaging, the use
of the victorial end-product illustra-
tion Tht, is not meant as being crit-
fcal «f Ly one package or any one

- company. We have just gathcred all

the macaroni packaging we could get
that contained pictorial illustrations,
In gathering them together you will
note that the illustrations are all pre-
dominently the same, used in the same
waoy and in a few cases, exactly the
same photograph is used on competing
packages. You will note that the illus-
tration on one package i{s completed
on a competitive package. This serves
to completely destroy any individual
brand and company identification and
is completely contrary to all current
criterla in marketing practices.

We have seen In our examination of
the perceptual process that we all have
a selectlive perception, and that we
tend to classify similar things Into one
image. A uniformity and similarity of
pictorial elements as used in macaroni
packaging tends to nullify any at-
ternpts by a manufacturer to build a
brand image and identity.

Durum Wheat Shortage

In my opinion, the Macaroni Indus-
try has a remarkable opportunity to
turn a near-disaster into a positive, suc-
cessful growth program.

The American Automobile Industry,
faced with a real threat of foreign cars,
launched into its compact styling. This
was completely contrary to its own
tradition, trade practices and its
thoughts about the American public,
but the tremendous Influx of foreign
cars caused it to take off some of its
traditional blinders and think in terms
of satisfying its customers needs.

The Cigarette Industry, a few years
ago, faced with a really awetome sit-
uation, met the challenge with filters
and cigarette sales and profits have

steadlly grown. The fact that current-
ly, as of this moment, non-filter clg-
arettes are showing greater growth
corroborates the industry’s awareness
and sensitivity to changes in mood and
motivation.

Probably the Cigar Industry's cur-
rent problem with basic materials more
closely parallels your own. The situa-
tion in Cuba has virtually put a halt
to the acquisition of Havana leaf, Most
of the cigar manufacturers have three
to five years inventory of Havana to-
bacco, but they are faced with the
prospect of having to plan for thelr
own growth and additional product
sales In the face of loss of what they
have always considered a necessary
and recognized Ingredient.

Your industry, of course, will sur-
vive the current short supply of du-
rum wheat. The crisis might turn up
again as a result of bad crops in the
future, but this would seem to be the
right time for the industry as a whole,
not individual companlies, to launch
into an aggressive program to improve
its position and make itself safe from
the whims of nature,

The danger of an apparent change in
the Ingredients of a product without
adequate explanation or a substitute
kind of reward for consumers is not
that your companies will lose business
to each other as much as perhaps a
general dissatisfaction on the part of
the consumer with macaroni products,
In other words, a shopper moving
through a market might pause just
long enough to consider that the maca-
roni product that they had the other
night just didn't please her family the
way it usually does and maybe tonight
she would try that new dehydrated
flaked potato.

My suggestion here is that the in-
dustry as a whole advertise and pro-
mote and exploit what might be called
& new Al Dente blend. This would have
to be worked out and advertised with
new cooking and preparation Instruc-
tions very emphatically expressed both
on the packages and in the advertising.
This could probably be contrived so
that it would take a shorter cooking
time that would be a de:ided advan-
tage and talking point, "hii will more
closely work with the trend toward
instant products and less cooking time.
Making an emphatic issue of proper
cooking procedure will also assure a
more satisfactory final product as used
by the consumer, Each individual com-
pany and manufacturer could, of
course, work out his own blending for-
mula with whatever ingredients he had
or deemed desirable.

Macaroni products, even to the maca-
roni sophisticate, are primarily judged
on (he basis of texture and firmness.

i el i i e A s

Usuelly the satisfaction of taste will
come from the sauce or dressing If
this Al Dente program could be
launched with the cooking instructions
made an Important feature, the con.
sumer would be assured of a corsist.
ent and satisfactory macaroni product
In texture and firmness regardless of
the whims of nature,

‘The Macaronl Industry's direction for
meeling the current problem of the du.
rum shortage lles in its own attitudes
+ + « of becoming consumer - oriented
rather than specific-product orlented,

Cheroots—Packaging Case History

As a case in point of both examining
tradition to see what was still valuable
and valid and to show a means of
problem solving and inquiry, the Cher-
oot package Is a good example,

After a few ycars of package design
and some redesign for our client, it
appeared that the cigar business had
peculiarities and limitations, Apparent.
ly there is a relatively static number
of men In the country who will smoke
cigars, some habitually, some now and
then. Any attempt at broadening the
market was not very successful for any
length of time. It seemed that a fresh-
er point of view in looking outside of
the traditional cigar field and method
of doing business was the best ap-
proach, Actually what we looked for
was attitudes of acceptance of ideas
that were prevalent, not fads or trends,
but a condition of acceptance and
agreement of a subject.

The country, at the time, was pre-
paring for the centennial of the Civil
War. Much new literature was being
published and old literature revived.
There was a whole rash of Old Wesl,
Civil War, early Americana i:otion
picture films and, of course, tel: - ision
devoted to the horse opera, 1 : ro-
mance of riverboat life and oth r as
pects of the early development «f our
country, It seemed like a goo: idea
to recommend that the client ¢opital-
ize on this prevalence of acceptiice of
the mood and put out a cigar valled 8
Cheroot,

There was almost 100 per ccnt re
sistance to this idea for the simpie rea-
son that the tobacco industry knew
that the old Cheroot was an inferior
product, Tobavco dictionaries were pro-
duced fo prove the point that it was
an Inferior grade, poorly manufuciu
and no reputable company would want
to be assoclated with such a product

The consideration here Is that wllh-
in the company's sophisticated knowl
edge of its own business and produ ;
they were abrolutely right. But the
interpretation of the meaning of Cher
oot was not at all shared by the M

(Continued on page 32)
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Visual Perception—
(Continued from page 30)

of this country. The company did put
them out, however, and they imme-
diately became a success , . . within
six months they became the best sell-
ing clgar in the country and have
maintained that position.

This is a prime example of being

customer—oriented rather than prod-.

uct-oriented, It had side advantages
too, which are quite important because
it was dealing with an idea rather then
just another product in the line and
gave the advertising, promotion and
sales efforts a totally new vehicle to
work with. Now the romance of the
cowboy, the manliness of the early
West could be exploited rather than
the usual repetitious claims of supe-
rlor tobacco, ete.

Deiign and Packaging

In the history of all civilizations,
marks, emblems and trade identifica-
tions have been essentially used in two
forms . . . the sign and the symbol.
The sign, of course, used the language
form to state the kind of product or
eervice or Institutivnal idea. The sym-
bol could always go beyond the mere
language statement by suggesting ad-
ditional characteristics of values and
idens, In the complex of contemporary
selling and marketing, both are nec-
essary ond symbology has taken on
varled roles in communicating identity,
image and additional meaning and con-
notations,

In contemporary packaging the de-
gigner must think in terms of being
customer-oriented ratker than produet-
oriented. "

Corporate trad.marks and package
design must row be considered a top
management function for both devel-
opment, use and management. They
must be considercd a company asset
such as capital cquipment or real es-
tate and thought of in terms of maxi-
mum use, exploitation and a major
part of the coinuany's manner and
means of doing business,

I will show slides of packaging and
design problems with two objectives
in mind,

1. To show analysis and ldentifica-
tion of the packaging tradition in any
field as a means of understanding what
departures could be made, und

2. Case histories to show method of
attack on packaging problems once
the problems have ben sufficiently an-
alyzed and qualified.

I will show some demonstration ma-
terial touching on the nature of com-
munication primarily aimed at com-
munication as involved with condi.
tlons of agreement between the sub-
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ject or thought to be communicated
and the percelver. This stresses the
need for good attitudes of communica-
tion based on a willingness to under-
stand the values and form-world of the
people we try to reach.

Research

The experience we have had with
the perception apparatus and the evi-
dence supplied on how judgments,
preferences, possibilities of a sequence
of events to satisfy our wants are in-
herent in all perception, should give us
some workable knowledge of research
and testing, I emphatically believe that
a well informed package designer Is a
better package designer, just as I be-
lieve a well informed business man is
a better business man and a well In-
formed general in the fleld has a bet-
ter chance of success in a military en-
gagement,

The entire area of research, informa-
tion gathering, fact finding and testing
has becume, in recent years, ro cloud-
ed by numerical gymnastics that we
tend to lose track of just what research
or testing is for anyway. It gets to be
a little like the current battle of per-
centages in magazine clrculation prop-
aganda, where the flgures and ratings
themselves becloud rather than reveal
valuable information.

In an investigation of anything, if it
does not help to result in understand-
ing, it is not worth its effort, The enly
valld purpose of inquiry is understand-
ing.

In packaging and marketing there
are many kinds of research programs
available, covering all aspects of de-
cision making from the name of the
product, anticipated preferences on col-
or, etc,, exposure in a limited test mar-
ket, to mechanical testing and rating
devices, In my experience, two seg-
ments of the range of possible re-
search are paramount. The first is a
penetrating and honest set of objec-
tives for the kind of information and,
therefore, the kind of understanding
necessary, The second is a penetraling
and honest evaluation of the data pro-
duced by those investigations, Any-
thing in between must be tailored to
these two quallfications and may not
be indiscriminate or routine,

The glorious results of a cross sec-
tion panel of thousands of people rep-
resenting the entlre country, inter-
viewed and queried in depth, really
has very little to do with how many
Edsels those people will buy.

We can quarrel, however, more
specifically with the .validity of the
mechanical testing and rating devices
now in use to supposedly give the
manufacturer the assurance that his
proposed package will be successful.

R R i g S S

We have seen and experienced hcre
very briefly some of the basic manifes.
tations of behavior and perceptual
judgment. Match them up against what
the mechanical testers erroneously re.
fer to as “the human element.” 1 be.
lleve where the mechanical testers
make their fundamental mistake is in
considering that the human eye per.
forms exactly as a camera, We have
seen that the perception process is one
of Interpreting the patterns that im.
pinge on the retina by a system of
visual cues and that we sclect and or.
ganize these cues through our personal
experiences or individual purpose and
an orchestration of other pertinent
knowledge about our own relation to
that occasion. In ot'.cr words, in every
perceptual value judgment, we make
judgments and prefernces within a per-
ceptual context. Elements of believa-
bility, reality, directive for action, falth,
ete,, are greatly affected by this con-
text and our form-world structure. The
mechanical testers completely disre-
gard this important aspect of judg-
ment-making in using a completely
out-of-context set of conditions for
otk the subjects performing In the
tests and the packages being tested.

As we have seen, another important
aspect of Perception Is that we con-
struct a pattern of a possible sequence
of events. We also galn information
and, therefore, form judgments because
of our own motion. The mechanical
testers complelely overlook this vital
area of visual judgment by employing
what you have geen in the demonstra-
tion referred to as “sucker position
viewing."

Yet another shortcoming In the me-
chanlical testing procedure Is the total
lack of risk for the respondents. We
have seen that all perceptusl judg:
ments are involved with ronstancy and
chance, and that a judgment of rizk is
inherent in every occasion and fin ev:
ery visual decision. A set of ratings
achleved without a risk judgment can-
not very adequately be used to judge
a risk situation,

Mainly the claims for the mechan-
ical testers scem to be some ratings of
determining thresholds of visibility,
thresholds of legibility, length of €ye
dwell, etc. These minlmum  require-
ments for visibility and legibility are
such basle stock in trade for any de-
signer that very often a big part of
the designer's task Is In finding WAyS
of departing from these more obvious
characteristics.

Actually, in vision and ylsual recoé:
nition,” the language form, no matler
how legible or. visible, veiy often takes
second place to other characteristics
form, structure and color, There Is #

(Continued on page 38)
THE MACARONI JOURNAL

WAL ten L L S sl

AVAN

Dott. Ingg.  NICO & MARIO

A REVOLUTIONARY DEVE

TECHNIQUE OF MACARONI

T ————— by

Automatic Spreader
NO STEPS TO CLIMB.

—

AVAILABLE IN SEVERAL MODELS:

For produciion Of 700, 900, and 1600
Pounds Per Hour.

Also Dual Press System For 1800-1900
Pounds Production.

MANUFACTURERS — ENGINEERS — DESIGNERS

TELEFONO $9.155.99,176-99-149
C. C. I. A. PADOVA 50129

MACARONI PROCESSING MACHINERY
Golliera Yeneta — Padova — ltaly

TELEGRAMMI: PAVAN - GALLIERA VENETA
FF. 55. CITTADELLA

LOPMENT IN THE
PRODUCTION

Preliminary Dryer
ACCESSIBLE FROM THE FLOOR.

U.S. and Canadian Representatives PAVAN

bre

O;g;i' 1) | . H
-1] Hig
i

Hi
i

Hini
i [} ga! e i1 Automated
IIH HHT AT Syateme &
e s

1830 W. OLYMPIC BOULEVARD DU B.9091
LOS ANGELES @, CALIFORNIA




Sy s PRl B tgins <0 bk o

Whot's New in Packaging—
(Continued from page 8)

in contrasting colors and in proportion
to the size of the box;

4. Require a designated place on
the package for the required ingre-
dient Information;

5. Establish slack fll standards
with industry a:sistance in the vari-
ous kinds of commuoditics;

68, Establish standards of nomencla-
ture, such as small, regular and large
to designate certain weights or meas-
urements best ruited to a particular
commodity;

7. Establish some type of standard-
ization of wclghts or sizes;

8. Require price per ounce or unit
measurement to be placed on all pack-
ages;

D, Establish standards for average
rerving portions; ]

10. Require packaging to the near-
est full ounce, thereby, doing away
with fractionalized welghts;

11, Require where weight is not the
primary unit of efficiency the proper
unit to be placed on the package in ad-
dition to the weight—for Instance,
standard washings in a detergent pack-
age;

12, Control the ratlo of the volume
of the product to the size of the pack-
age;

13, Control the proportions of pack-
ages; .

14. Regulate or prohibit certain pro-
motions, such as cents-off deals, which
may be subject to high degree of
abuse;

15. Abolish meaningless qualifying
phrases such as super, economy, giant,
etc., requiring instead that content be
designated only by welght.

Light Spot for Prics Marking

Now a word about a light spot on
the packnge for a price mark. With
more and more food products being
sold through the stores, it becomes in-
creasingly important that the shopper
be able to see the price easily and
quickly on all our food packages. You
may wish to give some thought to this.
It is one of the recommendations of the
Food Packaging Council. In arranging
for a price spot we suggest you make
it large enough for multiple pricing,
because stores are doing more mul-
tiple pricing all the time, We further
suggest that the light spot be located
in the upper right corner and/or top
of the package.

Btandardization and Uniformity
-+ of Package Bises
This, too, is something you may wish
to keep in mind. Some companies de-
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light in changing their package shapes
and sizes all too often. Because house-
wives, for easy and quick identification
of your products, like to sce them in
the same good looking dress, it is rec-
ommended that you do not jump from
one shape to another, except for real
good reasons, or even from one style of
type to another, but to keep packages
and logo standardized, and to make
them simple, not gaudy. Many pack-
ages are over-done, over-designed,
over-engineered.

A Bcore Card for Your
Macaronl Packages
For your convenience, we are sug-
gesting below a score card for maca-
ronl packages. A score of 60 per cent
is allowed for consumer impact and 40
per cent for retailer impact,

Consumer impact ............. 60 per cent

1. Appetite Appeal—15 per cent
Does the packsge have that
“eome hither, pick-me-up and
take-me-home” look? Does it
have high Impulse value?

2. Informative Value—15 per cent
Does the package answer the
question “What is it “What
will it do for me?" “Does it car-
ry recipe suggestions?” ete, and
“What is the price?”

(Make sure the price spot is
in upper right corner and/or on
top of package.)

3. Product-Quality Appeal— 15 per

cent
Does the package reflect the
high quality of the contents?
Does it up-grade, rather than
down-grade the product?

4. Easy to Handle—15 per cent
Is the package a handy pack-
nge? Is it easy to open or does
the hourewife need a “tool kit"?
Is the packesge easy to reclose
in order 1o save the unused por-
tion?

Retailer impact ... 40 per cent

1. Brand Identity—10 per cent
Will the package maintain the
Identity of the food until the
product is completely used up?
2, Protective Qualities—10 per cent
Will the package properly pro-
tect the contents untll used by
the consumer?
3. Stacking Ability—10 per cent
Does the package stack well?
4, Standard Package Size—10 per
cent
Is the package size as recom-
mended by the Food Packaging
Councll?

Discount Houses (Will They Help =~
or Hurt Packaging?) )

Now a word nbout the future eifeet
of discount houscs cn the packaging
problem. Without attempting, my:elf,
to glve an opinion, let me quote two
differing opinlons, each man high in:
the ranks of package designing.

Walter Landor, of San Franclsco, re-
cently said: i

The discount-house will affect pack-
aging In the same way all previous
marketing Innovations seem to have
influenced packnging —by increasing
ihe Importance of package design in
stimulating the purchase decision,
When a customer goes to a discount
house, she does not expect cheaper
merchandise—she just expocis lower
prices. The savings which are passed
on to her she assumes are coming from
a more economical operation, not from
cheaper goods, Package design then,
must assure her that she is getting top
quality,

Another aspect of discount houses
which increases the role of package
design in the purchase decision is the
fact that the more complex and Im-
perzonal a retall operation becomes,
the more the customer is found to be
influenced. by the appearance of the
product. Spinning dizzily from refrig-
erators to motor oil to candy in a mats
ter of seconds, the consumer can only,
come more and more under the influ-
ence of the visual uspects of a prod:
uct—which, In the case of foods, mcans §
solely the package, a3

A somewhat opposite view is taken
by Frank Glanninoto, of New Vork
City. A recent statement from hir: fol:
lows: i

The rise of the discount-hou-c s
bound to have a profound  affe.. on
packaging. This is a new merch: dis-
ing concept which will produce ' new
kind of merchundise handling, » new
kind of display and in a sensc, cven
a new consumer. The discoun! .ouse
will ultimately be a far cry frc : the
supermarket of today, and the di ount
house package will not only h: e to
sell the product but also will h.ve to
function as a storage unit and provide
n means for inventory control von-
celvably it also will have to bc able
to withstand a great deal of auwma-
tion as, for Instance, automatic han-
dling from the storage to the displey
point and even, perhaps to the cus
tomer’s automobile.

Specifically, I look for these changes:
(1) Larger unit packs, to facilitate in-
ventory, cut packaging costs, and en
able the shopper to buy larger and

(Continued on page 36)
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Wh(ﬂ;'l New in Packaging—
(Continued from page 34)

more economical quantities on one
shopping expedition, (2) Sturdier pack-
aging construction, for reasons given
above. (3) More emphasis on trade-
mark and/or brand name, less on prod-
uct illustration because ronsumers
buying In large quantities and select-
ing from a larger number of compet-
ing products wjll want more assurance
of relinbility. (4) A decrease of the
“luxury look” in packaging with muie
emphasis on quality, depen. “"#lity, MM
in al], I think the discount-hu. e w''
require more painstaking package du-
slgn In terms of both structure and
surface.

Industry Self-Regulation
(Toward Packaging Progress)

You may wish to consider the ad-
visability of doing as the cereal manu-
facturers are attempting to do. They
have prepared Principles of Good
Practice regarding: (1) declaration of
net contents, and (2) the fill of cereal
packages. Just how they are going to
enforce these principles, I do not know,

Should you leaders in the macaroni
Industry decide you want to do some
industry self-regulating, I am sure you
could do a splendid job through your
efficlent secretary, namely Robert
Green. In other words, you now have
the machinery set up, if you decide to
do the job,

Here are the principles set forth by
the Cereal Manufacturers:

Principles of good practice regard-

ing the declaration of net contents

on, and flll of cereal packages—

1. Breakfast cereal packages should
be properly filled and the net weight
clearly shown.

2, The Cereal Institute is opposed to
packaging which misleads the con-
sumer.

3. The net welght statement shall be
clearly and prominently shown on ce-
real packages so as to be readily found
and easily read by interested con-
sumers under customary conditions of
purchase and use,

The Cereal Institute recommends
that the "net weight" statement be on
the main display panel of cereal pack-
ages In bold-face type of not less than:

(a) eight point on packages the main

panel of which has an area of up
to 25 square Inches.

(b) ten point on packages the main

panel of which has an area of
25 but not more than 50 square
inches.

(c) twelve point on packages the

main panel of which has an area

of more than 50 but not more
than 75 square inches,

(d) fourteen point on packages the
main panel of which has an area
of more than 78 square inches.

In the interest of achieving the de-

sired prominence for the “net welght”
statement, the Cereal Institute does not
believe it is feasible to recommend a
particular location for such statement
on the main display panel because of
different package designs,

4, In filling breakfast cereal pack-
ages, attention should be given to the
fill reasonably obtainable during the
filling operation under good manufac-
turing practice with appropriate rec-
ognition of:

(a) the Importance of maintaining

product quality and of protecting
. the product through trade chan-
nels to the consumer's table;

(b) the package space reasonably
needed for product protection as,
for example, space for package
liners and their insertion prior to
filling, and space for the lining
and closing of such liners, and
the package space reasonably
needed because of differences in
volume, bearing in mind that in
the normal course of manufac-
ture, the same product having
the same welght vaorles in vol-
ume, due to a great variety of
unavoidable factors, which in-
clude: variatlons in size, moisture
content, and characteristics of
raw materlals, which require
very frequent changes in proe-
essing methods, such as cooking,
drying, tempering, and toasting
procedures and times, and main-
tenance of proper moisture con-
tent, ro as to correct to the ex-
tent possible conditions caused
by such raw material variations,
and varlations occurring in pack-
aging caused by differences in
particle size and shape and man-
ner in which cereals flow from
filling machines into the pack-
age.

(c

~—

What's Ahead in the Food
Industry and in Packaging

It moy well be that within 25 years
we will truly see a world-wide food
industry functioning in a big way,
where conceivably a global television
network may well be the consumers’
personal shopper, taking and filling or-
ders placed hundreds, even thousands
of miles away, Jet transportation could
revolutionize the food business. Maca-
roni products made in Europe could be
flown to America for' consumption
within a few short hours, Many of our
new markets will be overseas, where

CLERMONT'S TWIN HEAD PRESS PRODUCES

2,00 Ibs. of SHORTCUT per hr.

a gradual rising standard of living will
create a demand for a greater variely
of quality merchandise, A truly world.
wide food industry is a fascinating
pleture to contemplate, Its develop.
ment will permit countless millions of
people to be adequately nourished for
the first time in history, and at the
lowest possible cost.

In packaging (unless discount houses
tip the boat over) the next five yean
should show a greater demand for
packages that save time, reduce effori
to open and close, and, In general,
meke the housewife's task easier. For
example, the use of easy opening de.
vices such as many cereal companles
(and even chewing gum) now use will
incrense greatly. Too many packages
now require a veritable tool-chest w
open. Packages will be easier to his
dle and store; they will be muci light
er in welght, and etronger too; aud
they will have a lol more "builtin.
sell.” We should see a pronounced in-
crease in the use of plastics, resulling
from new formulations and extrusions;
a greater use of aluminum packages;
more light weight glass containers;
better designed cartons; improved
laminations; and packaging machinery
which will whir away at high speeds
and require less human handling—in
other words, more automation. In the
case of plastics, Mr. L. W, Hayhursi,
head of packaging for the great Na-
tional Dairy Products Corporation (in-
cluding Kraft Cheese) says that all
milk will be packaged in plastic bot-
tles within 10 years. He further says 8
blow-moulding machine for making
plastic milk bottles immediately prior
to filling is now almost ready for use

There will be more motivation:l re-
search, more studies to determine the
factors which most influence the con-
suming public with a specific product
For example, the recent experiment
in Winston-Salem, North Caroli-a on
coltage cheese in individual fo
ounce pouches has been so succcss
that the company which did the re
search now has the idea into co:imer
clal use in Rochester, New York.

The packaging industry is oaly
its infancy. It now ls in the spotlight
along with electronics and missile
Because packaging can make, or bre
a company, we suggest that you Wai
your package, It Is your silent
very powerful, salesman, i

CLERMONT VMP-4-A-TH BHORTCUT MACARONI PRESY

Twin Head for Top PROBUCTION
with slow extrusion for I'“G“ Q“A”“
Large mixer and screw for “NIF“RM PR“DUCT

PHONE or ‘.IP .

Annual Meeting 5‘.
The Fifty-elghth Annual Meeting ©

WRITE

the National Macaroni Mnnt:ﬂﬂ ire! +OR ADDITIONAL
Association will be held at the Hom
stead, Hot Springs, Virginis, July %1 INFORMATION MACHINE CO,, INC.

1982, i
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Recognition for P-R—
(Continued from page 28)

fore the advent of self-service. Rossotti

Is a prime supplier of the company's

colorful cartons and labels,

Alfred Rossl, president, commented
that the trademark created by Rossotti
was Indeed the company’s most impor-
tant single property. It reflects, he said,
the quality and experlence of many
years of faithful family supervision,
The company intends to make maxi-
mum use of it on their stationery,
trucks, advertising and promotion ma-
terlals as well as on their packaging.

Visual Perception—
(Continued from page 32)

very good example of this which must
be famillar to all of us: I am about to
enfer a building. There, in large letters
over the door handle is the word
PULL. There is no question about the
legibility or the visibility . . . any of
the mechanical testing devices would
rate them highly, Also, I for a mo-
ment am a captive audience for this
visible-legible word PULL because I
place myself squarely before it and
must take action in this field of vision
containing and surrounding this com-
munication. There is no question about
recognition, because it is presented in
a language form familiar to me and I
know its symbols, I might even dwell
upon some point of interest in the in-
cised characteristles of the letter forms,
or the cut of the serif , ., but, as often
as not, . ., I PUSH the door!

A perfectly good, high rating, high-
ly visible, highly legible, recognizable
and long-dwell graphic message has
not only not worked for me, but I be-
haved just the opposite to its direc-
tives!

Why did I behave this way? Per-
haps the structure itself communicated
more convincing information to me in
terms of my own experiences. Perhaps
pushing was a more logical constancy
with my own attitudes and motivations
at the time, in moving positively to
gain entrance to the building.

One thing is certain, any mechanical
test rating of the letters, their size and
visibility would not-have foretold the
kind of bellevability or action I could
take relative to it under actual circum-
stances.

Mechanical research, too, cannot real-
ly find out a customer’s wants—it can
merely attempt to indlcate preferences
between the kinds of things it had al-
ready offered him.

It is indeed a sad indictment of re-
cent business development that as far

concerned, that business sought a faith
for packaging judgment and fell prey
to a system of rating superstitions,

Packaging Comments—
(Continued from page 10)

them, evaluating, developing, and mar-
ket-testing them, before commercializ-
ing them. If you skip any of these
steps, you are liable to be in hot water,

Now for some brief, timely observa-
tlons: With regard to the Congressional
investigations of deceptive packaging,
I am convinced that Senator Kefauver
doesn't want legislation If industry will
regulate itself. But If industry doesn't
do this, the Government will see to it
that it Is done, and there are some
practices that need correction,

Anyone In the packaging industry or
selling a supermarket should make it
his business to see what goes on in
stores, Find out what is happening to
your product from the time it leaves
you until it gets into the consumer’s
hands. You may have your eyes opened.

Finally, with all of the emphasis on
higher speeds, mechanism and automa-
tion, remember that materials must be
married to the machine—let's be sure
we get the necessary performance and
quality out of the materials so the ma-
chines will work..

New Kraft Dinner Packages

Krift Food's dinner line, consisting
of spaghettl dinner, noodle with chick-
en dinner, and macaroni and cheere
dinner in newly designed vertical pack-
ages, will be promoted in 1862 through
a premium offer on the package and an
advertising program.

Ads will appear in This Week, Pa-
rade, Famlly Weekly and a selection
of independent newspaper supplements
during the early part of the year. Perry
Como's Kraft Music Hall will also pro-
mote the three produecis. Advertising,
both televislon and priat, will continue
throughout the year and retallers will
be supplied with in-store display ma-
terlal.

The newly designed packages fea-
ture enlarged dish illustrations and the
macaroni and cheese dinner uses four
different illustrations on alternaling
packages. The new packages also in-
corporate reclpe suggestions and an
“casy open"” feature.

Durum Seminar

A Durum Seminar is being held on
the Fargo campus of the North Dakota
State University March 19-20.

Four toplcal discussion periods are
planned to deal with durum produc-
tion, marketing, processing and re-

search, ' . s

as mechanical testing of packaging is
38

Wrong Sales Techniques

The A. O. Smith Corporation of Mil.
waukee recently asked 30 of their pro-
curement supervisors what they think
about salesmen. The answers ‘were
sought only for their own use but they
aroused so much Interest that they dis.
closed the results, Here Is what they
found:

Three-fourths waste time with chit
chat, more than half talk too much, a
third lack enthusiasm, and 10 per cent
call too often.

More than half lean too heavily on
personal acquaintance, a third try to
bypass purchasing people to get to pro-
duction men, and 31 per cent depend
on influence or pressure, About one
out of seven thinks he can “buy you"
with lunch.

Only a fourth try to learn a custom-
er's problems and needs; 59 per cent
don't even try to find this out. Some
don't know their own product; many
present an ineffeclive message; others
merely take orders.

More than half fail to help with serv-
ice, and more than a fourth don't fol-
low the status of orders or delivery
after they get an order,

When it comes to value analysis—
research to determine what component

or product will best serve a specifici

need — there s overwhelming agree-
ment. Of the buyers surveyed, 80 pe
cent say that salesmen who visit them
have little or no corcept of the prob
lem. About 85 per cent see this as
deterrent to a salesman's success.

New Seymour Plant

A new egg processing plant Wwe
opened January 2, in Galnesville, Geor
gia by Seymour Foods, Inc,

Housed in a specially designed mod
ern, 10,000 square foot structurs, the
plant contains the latest in aut: malig
egg processing equipment.

Seymour Foods of Georgia, It em
ploys 30 persons. Mel Cool ir plan
manager. -

Approximately 5,000 cases «" eBB
weekly will be brcken and pro 056
into egg products for disfributio
throughout the world underfh: Con
sort and Egglite trade nnmes..N?ﬂ o
these eggs will be supplied by South
eastern flocks according to Horry
Perry, 11, Seymour presldent.

Seymour Foods, Inc, has Its maif
office In Topeka, Kansas, The firm b
gan processing eggs in 1901, and ¢l
its beginning, has continuously intr
duced Innovations and advancemen
that have made it a leader In its field

Few things are harder to put uP "’ll
than the annoyance with a gof
ample.—Mark Twain, . .

AUTOMATIC EGG EMPTYING MACHINES
FOR ALL YOUR MACARONI PRODUCTS

Stainless Steel
Construction.

Meaximum
Copacity:
5000 eggs
per Il:u'r'
Mora yield,

losy lo clean,

MAHINERY WORKS BOSCH & NOLTES
226 Anjeliersstraat, A- sterdam, Holland

MONARK |
DRIED EGG SOLIDS

¢ Easy to Handle
¢ No Storage Problem

* 50 to 200 pound Drums — use the
size that's best for you

* YOU can save money using
MONARK Yolk or \Lhole Egg Solids

also available
FROZEN DARK YOLKS
or WHOLE EGGS

MONARK EGG CORP.
601 E. Third St. Kansas City 6, Mo.
Area Code B16-421-1970

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

tion and [abeling of M. A
el ng of Macaroni, Noodle and Egg

1—VYitamins and Minerals Enrichment Asseys.

2—Egyg Sclids and Color Score in Eggs, Yolks and
Egg Noodles.

3‘-S|n|oll||q and Flour Analysis.

4—Rodent and Insect Infastation Investigations.
Microscopic Analyses,

S—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

- Tue Macaront Journ\iilincy, 196

FORMS 162 11" x 11" RAVIOUS oa sach

RAVIOLI MACHINE [jpirrinsied broars die

221 Bay Strest, San Froncisco 11, Calif,
Telephone Douglas 2-2794




WAY BACK WHEN

CLASSIFIED
ADVERTISING RATES

Display Advertising ... Retes on Application
Weant Ads.............cooc000.0 7S Cants par line

40 Years Age

e “Is Your Package Perfect " asked

the Macaroni Journal in March, 1922,
Harry K. Knowlton, General Electric
Company, observed that a package to
be considered perfect must be of suffi-
clent strength to insure delivery of
contents in perfect condition, that it
be as light as possible, and that its cost
be not excesslve. Shape, general ap-
pearauce, and intelligible labeling also
tend to stamp a package as “perfecl.”

e E. C. Baum of the Joe Lowe Com-
pany took Journal readers on an arm-
chalr tour of the dehydrated egg prod-
uct industry in the Orlent, where an
average egg breaking plant employs
some 500 women for an average daily
wage of about four cents.

e Fresno Macaroni Manufacturing
Company told plans to crect a new
$12,000 plant, Construction of the one-
story brick building, so arranged as to
permit future additions to the build-
ing as required, was to begin as soon
as the weather permitted.

38 Years Ago

® The price cutting orgy in the maca-
roni indusiry as a result of the depres-
slon, affecting both bulk end package
goods, reached new heights, with com-
plaints coming in from all areas. The
NMMA suggested manufacturers could
best help themselves by avoiding over-
production to the point where sur-
pluses must be dumped at ridiculously
low prices.

e Figures issucd by the Department of
Commerce showed macaroni produc-
tion had increased by approximately
100 per cent since 1914 and imports had
declined about B2 per cent. Per capita
consumption increased to about 4.03
pounds in 1827, Census flgures in 1820
indicated there were 377 firms in the
United States employing more than
5,200 workers.

e Henry Mueller, president, C. F.
Mueller Company, Jersey City, com-
mented in an article published in a
business trade magazine: “The Chinese
may have invented the macaroni mak-
ing process and to Italy must go the
credit of developing the process
through the Middle Ages, but to Amer-
jcans must be given the credit of de-
veloping the food into the clean,
healthful and nutritious products of
the present day.”

40

20 Years Ago

e The special fund for Macaroni Prod-
ucts promotion and education pald for
three excellent releases read by mil-
lions during the six weeks of Lent.
Nutritious meatless recipes were giv-
en, economical but hearty dishes
stressed, and an appeal made to the
homemaker that good cooking alds
morale during war time,

o B. R. Jacobs, Washington representa-
tive, reported on the proposal at the
recent hearing on Standards of Iden-
tity, to fix standards for macareni, spa-
ghetti, noodles and noodle products,
not only in terms of composition but
in terms of shapes and sizes.

e Alfonso Gioia, president of Alfonso
Glola & Sons, Rochester, New York,
and past president of NMMA, had three
of his boys serving in the armed forces
at the same time, all as artillery men.
Horace, the eldest, was stationed in
Btewart, Georgia; Anthony at Fort
Bragg, North Carolina, and Joseph at
Fort Devens, Massachusetts.

o Bread was quoted at $15.00 a loaf
and macaront at $10.00 a pound, ac-
cording to London dispatches divulging
Amerlcan-British plans to send relief
food to the starving millions in Greece.

10 Years Age

e Charles M, Slevert of the New York
World-Telegram, commenting on the
New York meeting of the sponsors of
the Winner Dinner related product
promotlon which the macaroni indus-
try Is supporting, obzerved: “You don't
need a lot of money to advertise in a
big way if you do the straight-line
thinking that some packers and Indus-
tries have done for a half-million dol-
lar nd pitch.” Some 10 macaroni manu-
facturers cooperated in the promotion.

¢ In 1051 elbow macaronl again proved
most popular with American consum-
ers, ‘accounting for 39 per cent of all
sales, Spaghettl with 28 per cent, egg
noodles with 15 per cent, and long
macaronl nine per cent, followed.

e The La Rosa brands of macaroni
products continued to lead the tales in
the Greater New York market, accord-
ing to the monthly survey made by
the Neéw York World Telegram for De-
cember 1051 and January 1852, Others
among seven top brands were Mueller,
Ronzoni, Goodman, Bultoni, Prince,
and Tenderonl.

FOR SALE—Buhler Press, like new. Box
175, Macaronl Journal, Palatine, Il

FOR SALE—Ambrette Press with Spreader,
Box 178, Macaronl Journal, Palatine, IlI.

FOR SALE—Used Senzanl Spoghettl Cutter,
Box 181, Macaroni Journal, Palatine, IlI,

WANTED: Mocaronl Grinder—Good Condi.
tion. Box 188, Macaroni Journal, Palatine,
.

INDEX TO
ADVERTISERS

Amber Milling Division, G.T.A. ........ Hil
Ambrette Mochinery Corporstion .....24-25

Blanchl’s Machine Shop ........cccrvvee 39
Bralbanti Compeny, M. & G. 29

s Maching €

Buhler Corporetion, The ...
Cl ye Ines ... 7

Commender Larobee Milling Co. ..
DeFrancisci Machine Corporation ... 14.15

43 Years Young!

and we are cooking up some tasty reading
for the April Anniversary issue of the
MACARONI
Macaroni Around the World—The Latest in
Puck,uging Equipment — Bujyers Guide — all

in the April issue of the Macaroni Journal.

JOURNAL!

E. |, Du Pont de Nemours Company .. 3%
Ganarsl Mills, Ime. ....ie iviieree
Hosking Compeny ..........e0
1 Milling Company
Jacobs-Winston Laboretories, Inc. ...
Macaronl Journal ...
Maldari, D,, & Sons, Inc. ...
Monark Egg Corporstion
Pavem, N. & M. ..o
Rossottl Lithograph Corp. 3
Russell Miller-King Midas Mills .....
U.S. Printing & Lithograph ..............
Wallace & Tiemman, Ine, .......cooee

N-RICHMENT-A

FOR PLUS
QUALITY

~ir. hundy wafer
o’ powder form

Swiss Visitors

Dr. Rene Buhler and Dr. Rolf Suh-
ler visited the new Minneapolis nead-
quarters of the Buhler Corporatica re:
cently. Dr, Rene Buhler s co-owncr of
the parent firm in Uzwil, Switzerland.
Dr. Rolf Buhler, cousin of the ovners,
is a general director, The Buhlers were
guests of Mr. and Mrs, C, Rudolph
Moor. Mr. Moor is president of the
American branch of the company.

=tcnvenient
nitionwide
slock locations

~wiite for
descriptive
literature

Free Spaghetti

Booth Fisherles is offering free sp&
ghettl when you buy Booth Fishstick
The offer is being made in 37 mArkex
with newspaper advertising in March

THE MACARONI JOURNA

WALLACE & TIERNAN
ORPORATL L
N STREET BELLENILL

$ RESEARCH MEANS PROFITS §

Cash in on the trend towards CONVENIENCE
FOODS by using the complete research facilities
of the Hoskins-Food Technology, Inc. laboratory
and pilot plant to develop new or better products.

HOSKINS COMPANY

Telephone: Empire 2-1031
‘:P.O. Box 112  Libertyville, Il
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BUHLER

Continuous operation... 24 hours a da

Here are modern production methods at their best . . . truly automati
und continvous production lines that operate 24 hours a day. An
ut the same time, they also provide nutomatic storage for long good
so you can do all packaging during the daytime shift.

_From the truck or car which delivers the raw material to discharg
of the finished product, each step is carried out by modern equipmen
designed o produce the best possible product in the most economica
possible manner.

Whether you manufacture long or short goods, you will be pleas
to discover the savings which a modern, automatic all-BunLe
production line can offer you.
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production lines

Flexible...to fit your available floor space

Typical Bunikr bulk handling and both long and short goods
production lines are shown on these pages. In actual practice, how-
ever, the bulk handling system is engineered to fit your existing
fucilities and the Press, Spreader, Pre-dryer, Finishing Dryer, Auto-
matic Storage, and Culter need not be installed end-to-end. Thus, if
your present floor space in your present building does not lend
isell to such a plan, it's possible to arrange the various units
side-by-side or on different floors.

Your nearest BUnLER representative cun give you valuable nssistance
in reducing your production costs through plant modernization. Call
kim or write The Buhler Corporation, Minneapolis 26, Minn,, today.
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What do you
want fromi

S
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Baldwinsville,
New York

your durum

If its SERVICE, you get it with a
smile from International!

The convenient locations of International mills at
Baldwinsville and St. Paul mean fast, efficient
service. ., in bag or in bulk . . . via railear or truck
.+ » “piggy-back” or “fishy-back,” too.

So, for dependable delivery of top-quality durum
products, see your representative from. ..

International

MILLING COMPANY
DURUM DIVISION

GENERAL OFFICES: MINNEAPOLIS &, MINNESOTA !




