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send your sales manager to sell in the supermarket?

i i ‘

Put your product in a Rossoth produced
package Ils almost as
sales manager along

good as sending your
to sell o'

Rossoti knows your market 1s different and designs
your package to reflect that difference Rossott an
ficipates your equipment requiremenis and advises
you on developments or plans 1mi\l packaging lo
take advanlage ol your present equipment Rossolh
provides you with knowledgeable packaging research
to proteel you on indusiry regulations, and a markel
ng stall 1o struclure your package for maximum mer
chandising power
From dimensional considerations lo lastelul typelace
selection, lrom image-building \rademark crealions to
colorful, original wisuals. Rossotti gives you more
profitable packaging I1s an old tradibon with us
Rossolli has been producing sales winning packaging.
~and only packaging. for three generations That's why
modern markelers ol consumer gogds know thal
Rossotli delivers

BETTER MERCHANDISING THROUEH PACKAGING!

(Tell your Sales Manag®6r to let that
package sell. Call Rossotti!)

EETT,ER HERGHANIIISINF n D SS DTTI THROUGH PAcKn(.mr
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Emphasis On Fundamentals

THE Fifty-cighth Annual Meeting of
the National Macaroni Manufac-
turers ‘Association at Hot Springs, Vir-
ginia, put emphasis on fundamentals.
The opening film presentation: “Re-
sponse To The Challenge"—showed
the Reverend Robert E. Richards,
youth leader and athlete, director of
the Wheaties Sports Federation, stress-
ing the need for thinking people to act.
In meeting the challenge of using
man's genlus in what we create, not
destroy, he called for immediate re-
sponse with faith—the greatest power
in the world; courage—"a moment of
happiness is a lifetime"; and the re-
sponse of a spiritually committed life,
President Emanuele Ronzoni, Jr,
greeted the convention delegotes. His
comments appear on page G

Crop Prospects

There was optimism for durum pros-
peels with =te largest acreage since the
thirties and excellent growing weather
indicating a yleld of 20 bushels to the
gere as of July 1 for 47,343,000 bushels.
But the crop is late—by 30 days in
come ureas—and hot weather during
July could hurt the lush growth or
early frost could create serious
damage.

Canadian prospects are good also,
with almost 2,500,000 acres planted

Fred Spedafora, First V ce President.

and a prospective crop of 40,000,000
to 45,000,000 bushels.

Industry committee members includ-
ing Ray Woentzel, Mark HefTelfinger,
Lloyd Skinner, and Bob Green re-
viewed their work of the past year.
Comments were added by Don Fletch-
or of the Crop Quality Council. Presi-
dent of the Durum Growers Assocl-
wtion, Richard C. Crockett, wired:
“Regret that my father's unexpected
illness prevents me from attending
vour convention. My most sincere best
wishes for a successful meeting. This
vear's bright prospects are the silver
lining we hoped for even in gloomy
prospects of last July. It is now within
sur grasp to truly moke durum the
<tandard of quality in our fast growing
mdustry. The year 1962 has proven
that the producer has the ability to
provide ample stocks of quality durum.
Through continued cffort we can, I
feel, do much to take the peaks and
pits out of our progress charts. In
unity we stand to gain and it would be
wise for us all in every segment of the
industry to remember well the prog-
ress we have made together in meeting
the real challenge—that challenge is
the task of aochieving for semolina
products their rightful place in the
competitive food markets of our afflu-

Officers Elected

B ‘
Robeit |. Cowen, Sr., Second Vice President

ent society. Increased consumption and
acceptance is our common goal."

Clifford Pulvermacher, Deputy Asso-
ciate Administrator, Agricultural Sta-
bilization and Conservation Service,
United States Department of Agricul-
ture, said that the government would
not be disturbed if the durum crop
was large, becuuse a substantial carry-
over is desirable. The durum program
is being watched carefully to see if it
can be applied to other types of wheat
and to other specialty crops.

Quality Discussion

In the discussion on quality in maca-
roni, Association Director of Research
James J. Winston said the important
characteristics are color, transparency
and fexibility, cooking characteristics,
mechanical strength as determined by
siress tests.

A panel composed of Peter J. Vivi-
anv, Vincent F. LaRosa, Roger Di-
Pasca, and John Zeregn, Jr., agreed
that quality differs in different regions,
but uniformity is essential. In some
areas color is more important than in
others. The institutional buyer is not
as concerned with color as he is with
strength for the product to stand up
under steam table use.

Roger DiPasca observed that the

Standards of Identity for Macaroni

Peter J. Viviano, Third Vice President.
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Products permit the manufacturer to
make a variety of good products, and
meking the best possible on a stand-
ardized basis s the best way to main-
tain a brand franchise.

Dr. Kenneth A. Gilles of the Cereal
Technology Department, North Dokota
State Universtly, asked how we could
learn more about our basic material,
He said that research today is o ne-
cessity in a technological socicty.

Management Matlers

Dr. Forrest H. Kirkpatrick of the
Wheeling Steel Corporation declared
that all business is faced with an in-
creasing tempo of innovation. More
things have happened in science and
technology in the last 25 years than in
the previous 500 years—and even more
dramatic changes will come aboul in
the nextl decade.

Changing sociology is changing the
pattern of marketing and distribution,
Wants, desires ,motivations, social
pressures and responses are all chang-
ing rapidly. Seven out of 10 new prod-
ucts fail because response was not
what anticipated. We have much folk-
lore but we need more rescarch,

There is a shifting concept of free
enterprise with an enlargement of the
idea of governmental activity in “the
public interest.”

Dr, Kirkpatrick observed that The
Sixties are a watershed of history—
some people see difficulty in every op-
portunity; some sec opportunity in
every difficulty.

I. Austin Kelly III, president, Na-
tional Employee Relation Institute,
described plans for deferred compen-
sation to hold key men. He urged cus-
tom tailored plans to fit specific busi-
ness situations and offered to study
cach schedule without any obligation
to members of the National Macaroni
Manufacturers Association. From cach
study he would design a plan and pre-
pare the actuarial figures showing the
amount of required contributions. This
work would be done without any obli-
gation. If plans prepared for your com-
pany were acceptable and installed,
the Institute would be glad to perform
its services on a modest fee basis,

Selling is fundamental, snid Haol A.
Bergdahl, sales consultant, A digest
of his comments apepar on page 8.

The benefits of macaroni portrayed
in a slide presentation by Ted Sills on
the work of the National Macaroni
Institute are versatility, economy, con-
venience, and the fact that these foods
are tasty and nutritious.

" Product Promotion
National Macaroni Institute projects
coming up include participation in the
Food Editors Conference in Septem-
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ber; advertising in the Oclober issue of
Practical Home Economies “lagavm
and the use of the theme *Naear 1o

Muokes Your Menu” during hionad
Macaroni Week, October 1824
Howard Lampman of the Durum

Wheat  Institute  announced  that o
product demonstration outline would
be ready by January with recipe leaf-
lets to support the demonstration
available at @ cost of approximately
one cent apleee,

In an effort to better reach the 14,-
000,000 students participating in the
School Lunch Program, a conference
was arranged in Washington with rep-
resentatives of the growers, millers,
and macaroni manufacturers jresent-
Ing their case to government - flicials,
The government urged that recipe
work and educational efforts 1 con-
tinued by industry, because the Losic
Type A pattern cannot be maodiied
give billing to every food itens that
would like mention.

Consumer Comments

Des Dardenne of MceCall's Magazine
reported on their findings from the
past several Congresses on BDetter Liv-
ing. Convenience comes up most fre-
quently in the vocabulary of the home-
maker oand then calories with nine
out of 10 housewives reporting ower-
weight in  their families. We must
combat the publics idea that macaroni
is fattening.

Couking is o creative activity of all
housewives. She is constantly on the
lookout for new ideas and new recipes.
Women rend magazines as Lusiness
people read trade journa's, Most of
the consumer magazines nov have
regional issues for regional pooduets,

The Noodle Priest

Monsignor  John  Romaniel «  the
“Noodle Priest” from Hong Koo, was
the hit of the convention. He s been
making noodles from surplus our and
dried milk pewder sent 1 om the
United States for free distric ution to
refugees from Red China. H o pointed
oul that half of the world's . spulation
is hungry and dies before the 1ge of 40
is reached. Peace and produc wity can
be brought nearer if these pe: ple have
some of our nbundance to cat. In mak-
ing them self-sufficient, he i+ seeking
support from industry to  establish
similar operations in South America
and Africn. The Associntion got the
ball rolling by making u contribution
of $2,500. An individual manufacturer
who did not choose o be dentified
will contrioute $10,000; whil others
have arcanged Lo send needed equip-
ment ind funds to this charitable
work. The story of the noodle priest
appears on page G.

.

Social Scene

On the social scene, a Golf Tourna-
ment was held for the Ted Sills
Trophy, won by Ignatius DeFrancisei
for low net and Jerry Tujague for low
Kross,

The Rosse ti Lithograph Corporation
was host ot heir trad:osal Spaghetti

Buffet., At the bang . Emanucle
Ronzoni, Jr was preser ! a plagque
for outstane ag service .. mmediate
past presid. 1. His assi at, Roger
DiPasca, wi given a stanc oy vote of
upprecintion  at  the fing'  General

Session,

West Virg nin Pulp and 'aper Com-
pany conducted on interesting  tour
through the: paper plant at Coving-
ton, Virginiuo

Hosts of the Suppliers' Socials pre-
ceding the evening events included the
following:

Amber Milling Division, GTA
Ambrette Machinery Corporation
ADM-Commander Larabee Mills
Ballus Egg Products Company
V. Jas. Benineasa Company
Braibanti-Lehara Corporation
The Buhler Corporation
Clermont Machine Company
DeFraneisei Machinery Corporation
Doughboy Industries, Ine,

Faust Packaging Corporation
Fisher Flouring Mills Cuo.
General Mills, Ine,Durum Dept.
Huoskins Compuny

International Milling Compony
D. Muldari & Sons, Inc,

North Dokota Mill & Ele. tor
Willinm H. Oldach, Inc

Rossottl Lithograph Cor ution
Russell Miller-King Mid ~ Mills
U. S. Printing and Lith _raph

West Virginia Mulp &
Paper Company
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Emanuale lonul, Jr.

IT .,I indeed a great pleasure to be
wllh you once agaln and greet all
. of you personally, All of us who are
concerned with the welfare of the Na-

'- tional Macaroni Manufacturers Asso-

clation appreciate your recognizing the
Importance of attending this, our
fifty-elghth annual convention,

The/ ilm that you have just seen,
“Respbnse to the Challenge,” may very
well . exemplify solutions to our own
individual and industry problems by
inspiring us to counteract the dally
pressures of doing business,

When a constructive spirit exists in
each of our companies and when there
Is integrity in all our dealings, there
is an. overall feeling of faith in the
industry and its growth, The fotal

try/ nndjlla‘hhlum!o serve the Amorl-
can consumer.

All of you have already been roti-
fied of the program schedules io be
held in this convention, As you can
see by reviewing them, it is the pur-
pose of the industry to cooperate fully
with government in the public inter-
est and to seck consistently the main-
tenance of the highest standards in the
making of our products,

Your active participation in the pro-
gram will increase the mutual benefits
that all of us will derive from this
meeting.

At this time all of us are vitally con-
cerned with knowing the latest reports
and forecasts of the Industry's raw
materlal availabilities, This faclor will
strongly Influence the welfare of each
of our businesses during the coming
year, You will have the opportunity
of learning the status of raw muterials
from wvarious perspectives.

Within our own companies all of us
face, In large or small degree, organ-
izational problems, including eraployee
relations and the development of
executives in key positions, Of course,
these are the arts of management.
Each of us bears this responsibility of
management. However, any experi-
ences or examples of manaement's
performance in these areas that will

;?mﬁﬁﬁf”?“wi““ﬁ?’”u
I SO i .

£ R "ew
result is a ltrmnthenlnl o!-ﬂte lndil'n“" be* d

ng* ti
may well pmvlde valuable suggestions
to you.

Sales, markecting, advertising, pro-
motion, are all toples Included in our
planned program, Here you will learn
not only of the recommendations that
may be helpful to you in the promo-
tion of your own company, but you
will hear also of the projected pro-
grams of the Durum Whrat Institute
and our own National Macaron! Manu
facturers Association for the continu-
ing high consumption of macaron! and
noodle products.

We may well permit ourselves the
feeling of pride in the manner In which
we have advanced our industry as
standing for good, wholesome, nutri-
tious food ranking among the top on
the list of “best liked” by all members
of the American family—man, woman,
and child.

To maintain this advantageous po-
sition and withstand the pressures of
the mass Influx of new products in
the marketplace, our industry must be
continually alert, progressive, creative,
in the manufacture and promotion of
our fine products.

Mutual faith, purposeful action, and
integrity in all our dealings—these
will assure for all of us the strengthen-
ing of our industry and its ability to
serve the American consumer.

ONSIGNOR John Romaniello Is

the guiding force in the “Hil-
lions of Noodles for Millions of Refu-
gees” program which feeds the starv-
ing people who crowd the slums of
Hong Kong. He appeared at the maca-
roni convention and promptly en-
deared himself to. one and all with
his charming personality ‘and the ex-
citing story of helping hungry people
feed themselves.

Almiost 1,000,000 refugees have es-
caped from Red China in the last 10
years; but that is not all, for they are
still coming into Hong Kong at the rate
of 100,000 a year. Add to this an
annual birth rate of more than 92,000
and it will be seen quickly that Hong
Hong, n pocket-size city lying in the
South China Sea, tled apgainst the
vast country of @ is bursting at
the scams.

Thousands of huts dot the mountain
slopes of Hong Kong and thousands of
sheds lean agoinst buildings along nar-
row lanes. Every room, every corridur,
every corner, where a bed can fit, Is

occupled. For half a milllon people'

“home" Is just a bed-space.

The refugees'in Hong Kong are an
‘ndustrious people. They hav: the will
to work, Where there is a dollar to be
nade, the refugees are there to make
‘t. They have great powers of endur-
ince, They can get along on very
little. They are appreciative of what
they have and they approach the chal-
lenge of life cheerfully,

Great Bpirit

Thelr spirit is best exemplified by
the following story: During the period
of heavy rains in 1057 many families
lost thelr homes in the floods. Non-
slgnor Romaniello visited a ‘school in
the Resettlement Areas where more
than 80 families were being sheltered

temporarily. “Mals were their apart-

ments.” It was pouring rain outside
and he stopped to speak to’an old
man who was quietly smoking his long
Chinese pipe, saying: “We arc having
awful weather,” “Terrible” ' replied
the old man, “if it would only stop
ralning, we cou i go out and build our

Monsiguer Jopn Romaniallo (laft) receives o
check from Emanuale Ronzonl, Jr. and Al-
bert Ravorino in behalf of the Natlonal
Macaron| Institute for his work In making
mdln from sumpjus United States flour ond
dered milk to feed refugees from Red

N

huts again." ‘As he.sald this, nn-
signor looked out of ther

window fo the slope where the hﬁts
formerly stood. There was not a stick
(Continued on page 40)
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There is something special
h}"c-r
about ‘Macaroni’ products made from

A A e e ety ot

Lul'x have “something specinl™ is the phrase that is heard more and more
often trom New York to L. A. Let's have a different kind of meal—but with lots of appetite and
health appeal. Let's have a menl that satisfles all the family all the time.

o

Evaryone knows that macaroni products are econonucal—but do they
know that they can be “something special” dishes too, 2
They meet all the requirements of big-family budgels to the most exacting taste of the gourmet.

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

DURUM PRODUCTS

MINNTAPOLIS - MINNESOTA
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A BONUS EVERY MONTH

by_Hal A,

Hal A. Bacgdah, president-81 Hal A, Botg~.
dahl Associates, Sales C 1 Evans-

ton, IMincis, Is no Johnny-come-lately fo
the sales field, Hisz 12 years on a tritory
an a palosman—nhis 18 years as Manager of
Contractor Sales for Crane Company—and
four years as a teacher of salesmanship at
the Unlversity of llinols, added rea’sm
and authortly to his presentation at the
_ Fifty-Wghth Annual Meeting of NMMA

" Hers are exverpte of what he sald:

: 'To EE'T a good look at "yhat a sale
is' made of, we shall develop one—
bit byiblt—paying special attention to

. such things as galning favorable at-
Pk tention quickly, the value of visuals,

+ what ‘the customer frequently means
when he says, “Your price s too high,”
how to overcome objections and re-
move m::lu. and lastly the tech-
niques ) to successfully close sales.
Quite a big order, but selling itself is
a big,/important task.

Whether you are selling macaroni,
transistors, toothpicks, or million dollar
yachts, the principles, the basics of
selling are the same, Since your own
attitude is so very important, I would
like to suggest you make a firm and
steadfast resolution with yoursell to
constantly be on the alert for new and
improved ways of serving your cus-
tomers and prospects, This kind of
attitude will pay you well.

Gaining Favorable Attention

We have now arrived at the spot
where we can start looking into the
construction of a sales Interview “that
sells.” If sales are to br: made, cus-
tomers must be asked to buy, But
there is a wrong way and a right way.
The right way means more orders—
the wrong way means wasted effort.
The best way I know of to ‘“open
doors” Is to quickly prove to the
people you contact that you are pre-
pared and anxious to render a real
service. Ualesy you are prepared to
render a seirvice, you do not deserve
fo get in.

All right, the first minute of our sale
has now come. Our samples and litera-
ture are up to date—we are just rarin'
to meet and sell our prospect. The
crucial time has arrived.

To gain favorable attention quickly,
talk benefits and t early—paople

lly buy benefi Let me give you
just one illustration of how advertising
people use the benefit idea in ads that
renlly pull in snles. Coca Cola stnris
most of thelr ads with the word “re-
freshing,” which is a benefit.

Bergdahl g e
¥ “-.;'*"‘ “J-bl‘q-
h‘iﬂolhor\rng" Merchandise

There Is something In the way we
handle” our saomples and other visual
aids that con do a lot to create the
right “atmosphere,”” To illustrate this
point, allow me to tell you about a
very famous jewelry store in Chicago
and how they have developed this
“mothering of merchandise”" to a very
high degree.

A cuttomer comes into the store
and heads for the showcase containing
rings. He looks over the assortment in
the case and then expresses an interest
in a partlcular ring.

Does the clerk take out that tray of
rings and nonchalantly set it in front
of the customer? He certainly does
not! He picks out the ring the prospect
asked to see—goes through the mo-
tions of cleaning it off—sets the ring
in the center of a small blue velvet pad
—and then gently and, I might say,
with feeling, slides the pad in front of
the customer. With that little exhibi-
tion of showmanship, the buyer cannot
help but be impressed with the fact
ttat this Is no ordinary ring. It is
scmething speciall The clerk has
handled it in such a way that its value
kas immediainly gone up in the eyes
of the fellow who is there to look at
rings. . i

Had the clerk taken this same ring
in a lackddaisical mrnner, I am sure
you will agree the customer would
not have received tha, “lift" he got
from the skillful handling just
described. \ 3

Importance of Price

And riow we come to the question
of price. I have a fecling every sales
person sooner or later must meet the
nrice question. There are sales spe-
cialists who claim the question of price
is brought up more often than any
other objection, It is safe to say it is
fiequently an obstacle to a sale—and
a serlous onc,

Let us go to the dictlonary ar’ see
how the word is defined. Webster says
it means to “exchange values,” There-
fore, it seems perfectly reasonable that
a sale can be closed {f the benefits we
offer Is in balance with the price asked.

Prospects can’ bring up the price
question almost any time, and we had
better be ready to handle it quickly
and well, Maybe you no more than
get started and — bing — the questlon
“How much?" has been ralsed. When
this happens, what Is a good way of
handling it? If we quote the price too
soon, our job . of overcoming the

ESLVFS THE I
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Hal A, Bergdehl

obstacle is that much harder. It is
much harder to justify a price after it
has been quoted. We should get our
“benefits” over before we quote a price.

Roadblocks vs, Alibls

There is a real difference between a
roadblock and an alibl, When a pros-
pect says, emphatically, “No, | am not
going to buy now,” it could be that
this is a roadblock, and he is deter-
mind. We can generally tell by the
tone of a person's volce whether he has
definitely made up his mind not to buy.

More ofien than not, however, such
statements come under the heading
of alibls, The prospect has not taen
sold by us, but neither has he declésd
not to buy. Under the circumstances,
it is quite natural for him to think of
ways of getting rid of us. So he does
what you and I would nrobubly do..
He attempts to let us aown casy by
telling us to come back again “some
time."

Train yourself to distinguish be-
tween roadblocks and alibis. If you are
convinced that you have come up
ageinst a definite roadblock, thank the
prospect, leave him some literature,
thank him for his time and attention,
and make your exit smiling, It Is far
better to make a second visit later
than to irritate the prospect by shov-
ing his roadblock around, The second
call may find the obstructlon lessened
or even competely gone,

ot Closing the Sale

This section probably should have
been inserted flear the beginning. After
gll, the closing of a gale begins at the
very moment a sales tarvla\?{&m.
But there must be a terminal polht
at the end of every presentation, and

(Continued on page 10) ' =
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; Western Bar

ue Sauce ¥ cup water
% cup chopped onion

1 pkg. (12 to 16 oz.)

(recipe below,

1}4 1b, ground beef
134 tsp, salt spaghetti

}{ tep. pepper 6 green Loppers
Prepare Westerr Barbecus Sauce (this 1.y be made
nhead nnd refrigerated), Make hamburgers; toss
ground beef, salt, pepper, water and onwn together
lightly with a fork, Divide and form into 6 Ythick
patties, Handle as little ua possible. Arrango patties
on cold 'broller pan or on outdoor grill. Brush patties
with Western Barbecue Sauce. Broil 3" from heat,
turning once. Brush again with sauce. Do not flatten,
Allow b to 8 min, cooking per side. While hamburgers
nre broiling, cook spaghetti and green peppers.

Cook spaghetti following manufacturers’ directions.
Drain, and dot with butter. Place immediately into
cooked green pepper shells,

To prepare green peppers; wash and slit in half
lengthwise, Remove seeds, stems and ribs. Cook in
boiling water 4 to 6 min,, until just fork tender, Serve
spughetti stuffed peppera and broiled hamburgers with
Western Barbecue Sauce, 6 servings.

WESTERN BARBECUE SAUCE

2 thsp. fat 34 tsp. dry mustard

3 cup chopped onion 2 tbsp. brown suger

1 clove garlic, minced 1 tsp. chili powder

1 :ﬁn oé’f oz.) mushrooms, 1 tap. barbecue spice
o

(reserve liquid) ¥ tsp. salt
3 B-0z, cans tomato sauce Y tsp. pepper
mushroom liquor and water  dash of Tabasco
to make }§ cup ¥ cup grated Cheddar
1 cup diced green pepper cheese

(1 med. pepper)
Sauté onlon, garlic and mushrooms in hot ..t until onion
is transparent. Add rest of ingredients— oxcept grated
cl.eese and simmer 20 min, Stir in checs: until melted,
Success tipa:
1. Spaghetti is best when slightly chewy 1o not overcook,
C‘ggf Just before serving. r
2, If necessary a little sauce may le spooned over
spaghetti in green pepper shells and placed in oven
to be kept warm (not under broiler).
A spioy main dish with spaghetti servad .
in green pepper shells flanked by broi' d
hamburgers and hot barbecue sauc

Jeneral Mills and Betty Crocker proudly offer you
ind your customers a robust dish from another sec-
.ion of America, This time it's Western Swauhulll
Barbecue from the licart of the Southwest. We offer
you this delicious recipe only ufter exacting taste-
testa in our Belty Crocker Kitchens and in typical
homes in the Southwest. We're certain this will prove
that your custoniers can Increase their enjoyment ol
your productas easily, imaginatively, deliciously!

As n leading producer of the finest Semolina nnd
Durum flours, we nre happy to serve the mancaroni
industry. Look for more Betty Crocker rucipes in our
MACARONI U.8.A, program to help yuu increase profits
through the broadened use of your products.

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

DURUM SALES

MINNEAPOLIS 26, MINNESOTA
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‘A Bonus Every Month—
) (Contlnued from page 8)

a successfyl closing leads to a signature  buyer’s nesthetlc decisions Mtg i 1ceA’1|:h mm&:ﬂﬁﬁ;

on the dotted line.

Some ngnminm by their véfy‘ na-.

ture must be much longer than others.
For example, if we were selling men's
socks, the sales talk would probably
be quite brlef. On the other hand, if
rere selling expensive homes, a
borate sales talk would be re-
‘Regardless of the size of goods

" . or sérvices we sell, however, it s

_,-f’ absolutely necessary that we be good

closers or we will be “dead ducks"

No matter how good a sales talk has
been, the acid test is always: “Did you
get order?” That is what counts—
getting the order is the realistic end

o/

Marketing planners, as a rule ,are not
so much¥interested in discovering the
basle roots that influence the average

out consumer reactions-to
,uct; package desigm, or color comblina-
’ tion, They generally presume that buy-
ing declslons are made on the basls of
fashion, that “mass-taste” i{s bad, while
“class toste” is good.

Recent studies have disclosed that
the different preferences of differing
socioeconomic groups are based on cer-
tain specific relationships toward de-
sign ar.! asesthetics. People In the up-
per middle, lower middle and upper
lower soclal groups were shown differ-
ent proposed designs for items ranging
from beer cans to cookie packages.

Three types of designs were used: (1)

result’ upon which every salesman geyerely controlled in form and pattern;

must jtand up and be counted. And
yet, 1o get that happy result he must
not resort' to high pressure. Most
people resent being “rushed off their
feet." \, Those who do not react at
the time usually do so later by simply
not refurning to the company or the
salesman who gave them the pressure

(2) spontaneous, free-wheeling, but
coarse; (3) sentin:entally styled with
sweetness and light the predominant
theme. Upper middle-class individuals
chose the first type by large mojorities,
All of the lower middle class group and
a good portion of the upper lower class
rated the sentimental design as their

treatment, Your job and mine is 0 gy chojce, Panelists from upper lower

find that delicate borderline between

class group chose the second design

hard closing and high pressure. It Is ..00iheq, indicating a lack of restrained

oftentimes difficult to know where the
line is—but here agaln practice will be
a great help.
And now let us close with a basic
thought:
“Life's battles don't always go
To the stronger or faster man;
But sooner or later, the fellow
who wins
Is the fellow who thinks he can.”

Why Customers Buy

HIS year—and for at least two

years to come—U, 8. Industry will
pour some $4,000,000,000 ‘nto developing
new products which customers won't
buy, according to Walter P. Margulies,
design and marketing authority, in a
recent Issue of Natlon's Business.

Oyer the past two years, four out of
five new: products have falled in the
market place. The cause seems to lle
in the erratic and seemingly [rrational
behavior of the American consumer, It
ls Increasingly difficult to predict what
people will buy.

The fact is that the customer of the
1960's is different from the customer
in the carcfree pos boom, hungry
for goods. Five a here decisions
b%:ed on prejudi tead of knowl-
edge can cause a surprising number of

taste in this group.

A company's character should fit the
nature of its business. If it deals with
other business rather than individuals
and its product is not basically suited
to the informal approach, it should
adopt an image of reliability, imper-
sonality and advanced methods of scl-
entific research. On the other hand,
friendliness and Informality can be
great assets to the company that serves
individuals, and to an Industry where
nttention to customer needs Is ex-
pected,

Classifying Consumers

Since World War II, we have tended
1o think that the American consumer
is the same wherever he lived, and to
classify him primarily as young or old,
worker or executive, male or female,
rather than by region. This assump-
tion is based on the fact that distribu-
tion and communication have become
80 centralized that everyone is exposed
to the same ideas, advertising, and
products. In addition, today's consuiner
is moblle, the aversge Amerlcan family
moving once every flve years, Never-
theless, each time it moves, the Ameri-
can famlly adapts itself with ease and ,
alacrity to local customs, lpd this
adaptabllity has not been wholly recog-

marketing ;mistakes ard: (1) consumer nized, Local ndvantioges of reglonalism
taite; (2) consumers' view of big busi-
ness; (3) reglonal differences; (4) sell-
service; (6) sales appeal. -

should not be Ignored. Manufrcturers

and retallers allke could do mutch more

to promote their d%nres within a glven
; A
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area by emphasizing the regional as-

pects. No locale is barren of individual

flavor,

system, research studles for companies
building or refurbishing supermarkets
show considerable consumer dissatis-
faction with the self-service store with
its barnllke structure, its barren aisles,
stralght-lined, fatigulng to traverse. A
number of chalns through more
thoughtful and Intelligent design have
broken up the monotony of super-
market interlors by color, lighting,
signs, and decoratlons,

Consumer preference is based on good
product performance. The American
consumer Is a sophisticated shopper
who is looking nbove all for conveni-
ence, economy and quality.

The Amerlcan consumer is a rational
heing, motivated by fashion and class
appeals, but at the same time, a care-
ful, shrewd and knowledgeable buyer,
He is also a willing and enthusiastlc
buyer, one whose needs are by no
means saled, and whose pocketbook
allows him {o satisfy those needs.

Golden Grain Builds
in Chicago

On a 10-acre site ot the outskirts of
Chicago, the Golden Grain Macaron|
Company is erecting a plant facility
capable of manufacturing 50,000,000
pounds of food products annually.

The land purchased from the New
York Central Railroad, custom-built
Swiss equipment and plant structure
will represent an investment of $1,000,-
000. Occupying 75,000 square feet, the
plant will be completely automated
and modern.

The Klefstadt Engineering Company
of Chicago wlll erect the Bridgeview,
Illinols structure which will be com-
pleted by October 1. Flour storage
will be handled entirely in bulk, re-
ceived in bulk cars and processed by
pneumatic equipment throughout the
plant. Total bulk flour storage will ex-
ceed 1,000,000 pounds, Completely au-
tomatic packaging lines will produce
240 packages per minute.

Golden Grain, makers of Rice-A-
Ronl, will operate the new plant on a
24-hour-per-day basis, The operation
will manufacture and distribute Rlice-
A-Ronl and macaronl products for mid-
west and eastern distribution.

"Alan Katskee, 32, will be general
manager. of.the new Golden Grain
plant, - =iy i

When talking, be as brief as if you
were making your will, the fewer the
words, the less the litigation.—Bal-
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McCall's Pr;bes Consumer Attitudes
on Mocarom Products- i« V!
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f : by I'l. D. Dc enne, prolnohon manaoger of McCall’s Magazine

S I was packing in preparation
for coming to the convention my

wifl ked me, “What are you going
peak about?"

I} answered, “"Consumer attitudes
toward macaroni products.”

She sald, “"Well, there's your atti-
tude,, I'll tell you mine, and we can
call kids In and ask them. Do you
think{you can devote a whole speech
to five consumer attitudes?”

Qualifications

So. pt the outset, I feel I must state
my qgallﬂcaunnx to speak for consum-

ers—rather to convey fo you what'

hundteds of women have told us' at
McCall's they want in their food; how
they plan their meals; what they
like and dislike about their job as
chiet: cook and what you as food
processors can do to make their home-
making job easler,

For the past flve years, McCall's has
selected from 75 to 100 women—
housewlves — women whose principal
job is raising a family and running a
house. We have chosen them -from
winners of editorial contests, and some
of them have been nominated by fcod
chains, by public utility companies or
home bullders. They are not “profes-
sional consumers. McCall's flies these
ladies jnto a convention city, We
separate them into smeall groups of
elght or 10, sit them around a table
and, from a prepared agends, ask them
questions about every conceivable
phase of their job of homemaking,

So my report to you Is taken from
the transcript of these sessions of Mc-
Call's Congress on Better Living, and
I speak for the 1,400 women who have
made up the Congress over the last
five years.

Evenas a spokesman for the distaff
side, I Yeel much like the super market
operat from Los Angeles whose
friend had just sold his own super
market "and entered the consulting
business. The friend was sceking to be
hired as a consultant. The super
market operator brushed him off with

this devastating ment, “Why

;‘hould 1 hire yo Il me how to

rin my busine in it! You're
14

out of it!" I am ou it. _So I hope
you will pardon me it I belabor the
obvious -or suggest the impractical.
My only defense is that I pass’on to
you what wonen have said about your

12*‘

products, The obvious bears repeating
—the Impractical can become practical!

Convenlence

If there is one word that recurs
through all the millions of words of
comments by delegates to McCall's
Congress on Better Living, it is "con-
venience.,” We llve in a fast moving
world. Not only In business do we find
ourselves burdened by the complexi-
ties of life in modern America. The
homemaker Is caught up in a new way
of life for her family. She rises with
the sun, fixes breakfast for you and
the kids, gets the kids to school, keeps
her appointment with the halr dresser,
stops in at the store, has coffee with
the neighbor, hurries through lunch,
toes to a bridge party, picks the kids
'p from school, takes them to the
‘Y, then arrives home with dinner
staring her in the face. Is it any won-
der that the new convenlence foods
have taken the market. Cake mixes,
instant coffee, frozen foods, TV din-
ners, heat and serve products are all
the children of the housewife's 1eed
for convenlence, convenience, (on-
venlence. © ¢

Your products are convenlent to use,
They {it-perfectly Into this new trend
in modern food merehandhlng.
Whether there is an Instant macaroni
or not, the old macaroni and spaghetti
is simple to prepare. My 10 year old
daughter fixes my lunch and her own
each Saturday morning. She prepares
novdles for hersell and me, while my
wife fixes bologna sandwiches for the

bovs, A child can fix macaronl prod-
cucts, So if I were you, I would make
a point of convenience and ease of
preperation In every piece of adver-
tising and seles promotion 1 productd.

Variety

And along with that convenience, 1
weuld try to give the housewife a tip
on how ‘o brighien up this conveni-
ence food to give her a feeling that
rhe has accomplished more than merely
boiling » pot of water with some
salt peured in,

Iet me quote from the veport of the
third Congress on Bettci Living which
summarizes delegates' feelings on con-
venience foods:

Although most delegates wel-
come the time and skill saving
aspecis of convenience foods, the
maj.rity does not like it to be “too
convenient” as to require no han-
dling at all. Even In a great rush,
three-fifths of the delegates cook
dinners that require some addi-
tional preparation. They have a
need of being creative—they want
to change and like to Improve con-
venlence foods.

But to put it more graphically, lis-
ten to what one lady has to say about
creating a dish from a convenience
food. This is a direct comment from
the Congress proceedings:

“If T wan scolly bushed and I
don't want my husband to know
it, I open a can of corned beef hash
real quick and pour in some pep-
per and salt and th'ngs and then
stick it with holes and put eggs
in it. And then wiile this Is cook-
ing, I tix a green salad. And he
never knows the difference.”

And another has found a solution
in a book:

“Two years ago I got a pamphlet
called 'How to Fix Up Packaged
Foods in a Hurry, My husband
brings home a lot of friends unex-
pectedly for luncheon, and I don't

ke to cook lunch. It has wonder-
things to add to packaged
rm@ I uséMt constuntly.”

Some women mmu!acmmdﬁeﬂwn
convenience foods, They prepare them
in advance when they have time and

(Continued on page 14)
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

In any size — any shape — it's always
easier to control the quality and color
of your products with Amber's first
quality MACA, 50-50 Durum—Hard
Wheat No. 1, and, AMAX, 50-50
Durum—Hard Wheat Granular.

Nationally-famed macaroni manufac-
turers have long preferred these supe-
rior Amber products because of their
consistently uniform amber color, uni-
form granulation and uniform high
quality.

Because of our unique affiliations and
connections throughout the durum
wheat growing areas, Amber is able
to supply the finest durum wheat prc |-
ucts available anywhere.

We are prepared to meet your orders
—prepared to ship every order when
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing pcrsonnel and modern milling
methols, you can be sure of consistent
Amber quality, Be sure—specify AM-
BER,

0;!59 AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mllla at Rush City, Minn.—General Offices: St. Paul 1, Minn.
'ﬂ-
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TELEPHONE: Mldw-y 6-84323
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nma?&f- Your problem is not merely
abstinence by persons who are already
fat—welght watching is practiced by
the skinny as well.. ._v,v‘“-s.“_-

Consumer Attitudes—
(Continued from page 12)

bring them out of the fregzer when

the occasion demands,  Here Pt‘ ¥
that i1s right down «ggur alley? 4
“T make this sauce way ahead of
time, and 1 always have six or
eight contalners of it in the freezer.
I bring it out and you just put it
iht on the stove, and you don't
hdve to worry about whether it's
going to thaw in time, With that
you can make lasagna, pizza, spa-
ghettl, and many other things."

And still’ another:
“Whenever I have spaghetti or
any one dish, stew, a main meal, I
cock a double portion and freeze
half, Then I just throw it in the
pot,ns I need it, and of course,
it aa\ﬂ ‘s it Is cooking and it

takdg no time at all"

Calories

The second word or words that re-
cur throughout the reports of our Con-
gress does not bode too well for you
and your products. It is “Calorles” or
“Welght Watching." At the fifth Con-
gress held in September of last year,
nine out of 10 women reported some
overwelght in the family . , . two out
of 10 reported overwelight in chlldren,

Nowadays it almost seems that
calorie counting will replace basebnll
as the all American game. It is a fact
of life. I would not be so impudent as
to suggest you produce a low-calorie
macaronl product. Some of you have.
Personally, I prefer a big dish of spa-
ghettl, dripping with butter, loaded
with a'rich tomato and meat sauce,
Unfortunately not all of your prospects
and customers are so accommodating.
Dicting, welight watching and calorie
counting are not passing fads, If they
are, they are golng to be long term
fads. These women for whom I speak
are not going to endanger the health of
their {familles. If you want to sell an
ever increasing supply of your prod-
ucts to dlet, cholesterol - consclous
American housewlives, you must give
them a rationalization that eating your
products regularly is not golng to
put Inches on the waist line, How?

. I think’ you must merchandise maca-
roni products in concert with low-
calorle foods—with green salads, sauce
made with tomato julce or other low
calorie products . sand you must
%\gerﬂse the tot ories in a meal

spaghettl and foods. One of
the delegates hog'sald, “Somebody Is
always looking for will power. in a
can.” I say fo you that you must pre-
sent your product to the consumer in
such a way that no will power is

4

ThMbout t up®

“Well, it is a preventlve thing
rather than the problem being
there already. I prefer to keep.the
calories low so that we don't all
become overweight rather than
hecoming overweight and then
trying to lick the situation."

1 do not wish to become embroiled
in an argument about whether or not
your products are high or low in
calories, I have heard it said both
ways. The fact remains that the pub-
lic's impression is that yours Is a fat-
tening food and it is this impression
you must overcome, And the fact also
remains that you can serve macaroni
products as the principal dish and
still serve a good meal of 500 calorles
or under.

Ideas

The third oft-recurring word In our -

Congress testimony is the most chal-
lenging of all! It is “ideas,” No less
than a business, a home is not well run
without them. Housewives hunger for
them. Homemaking is their job. With
ideas it Is an imaginative, satisfying
job, If you give them ideas, you en-
hance their business as you bulld
your own.

If we omit the reproductive process,
what is the creative function of house-
wifery common to all housewives, It is
not gardening—not all garden. It is
not setting an imaginative table, too
many use paper plates; some paint,
some repair—but all cook! Cooking
is the creative function of housewlives
that is common to all of them, And
it is your business to help. If you do
not have a home economist on your
staff to feed you imaginative ideas on
food preparation, I submit you are miss-
‘ng a bet. Did you ever try mixing
spaghettl with soup? Could you not
suggest to Mrs. America that she add
food coloring to pasta to spark up the
appetite of a child—or that she deco-
rate a plateful with the sauce poured
on In the form of a face? Have you
experimented with all the casscrole
dishes where your product s the main
ingredient? Have you worked all the
cross promotions you can? I may be
doing you a grave Injustice but it
seems to me that most of the dishes
that feature macaronl or spagheft! in
advertising are the advertisements of
a tomato sauce, a tuna, a canned meat
or a cheese manufacturer.

Gourmot Dish
The women frqm McCall's Congy, ss
on Better Living have made another

point which I think you should con-
sider in your appeals to the consumer,
The economy angle in sel fopd ils
u_gy{gh less méaningful now it was
8 few'years ago. With the continuing
growth of our standard of living, a
smaller percentage of the household
dollar is going for foul—yet women
are spending more dollars on food. No
longer does the appeal of macaroni as
a meal stretcher—as an economy dish
—have valldity, Now, it seems to me,
is the time for you to merchandise
your product as a gourmet product,
Leading magazines have published
recipes featuring macaronl and arti-
choke hearts, noodles and caraway
seeds, spagheiti and clam sauce. I
hope you will find other dishes just as
enticing to present to the people who
buy your products,

And if you tell me that these ideas
are diametrically opposed to the points
made previously on calorie counting,
I can only answer that women have
never been noted for thelr consistency.

HRegional Ads

I do not think there is a national
brand of macaroni products, but are
you aware that most national maga-
zines sell reglonal advertising space
that might well match your market?

Magazines have bey'n publishing re-
glonal advertising «ditions first to
attract more advertising space and to
swell our own total advertlising
revenue,

And we are Interested, not com-
pletely uncelfishly, in giving good
regional products an opporiunity of
displaying their wares in beautiful
four color with a lasting message that
only print affords. And to give re-
gional food advertisers particularly
the only audience that they can rea-
sonably expect to buy their products
consistently — women — homemakers
—hundreds of thousands of them at a
very low cost per impression.

This brings me to my final point, and
I hope you may forgive me for being
commercial. The recipe is to running
a home what the policy or production
manual is to running a business. And
the chief source of recipes is the
woman's magazines —not just Me-
Call's—all of them. Women read a
woman's service magazine as you read
a trade magazine, It is their source
of ideas vital {o their business, And
in the pages of women's magazines—
advertising and editorlal — your prod-
ut-s being sold each month in bril-
liant “color. =+

I commend It to your thinking.
T

Democracy s a condition where peo-
ple belleve that other people are as
good as they are.—Stuart Chase,
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Fully automatic macaroni and spaghetti weighing and
packaging machine*

electronlcally controlled

speed of one unit up to 85 packages per minute
reduced labor costs

minimum floar space

excellent accuracy

Diederichs & Griffin Camp., Chicago 48/,
Geveke & Co. Inc., Elmsford/N.Y,

James C. Hale & Co., San Francisco/Cal.

Ed. A. Wagner & Ass., Dallas/Texas

Packoging Equipment Service Lid., Toronlo/Onl,
Agencia Comercial Anahuac,S.A., Mexico D.F.

¥

* US poten! pending
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The Government's Evaluation of the Durum Program

“r

by Clifford G. Pulvermacher, U.S. Dapurtmcnt of Agrlcul!ure
A WW-L

WOULD first like to convey the
. sincere regrets of Ed Jaenke, Asso-
clate Administrator for being unable
to atfend and address your convention.
He had been definitely planning to at-
tend but at the last minute was pre-
vented from doing so because of im-
pending agricultural legislative devel-
opments in The Congress.

My, topic s "The Government's
Evaluation of the Durum Wheat Pro-
gram.” It is perhaps appropriate to
review In brief events which led us
to our pnesent position.

Wide Variations
Du.r&'n wheat in years past has been
subject to wide variations in produc-
tion because of weather and its sus-
ceptibility to rust. The production of
durum reached its peak in 1828 when
85 million bushels were produced, and

“t hit its low In 1954 when drought

and black stem rust reduced yields to
below four bushels per harvested acre
for a production of approximately six
million bushels, Prices have reflected
this wide production cycle with No, 2
Hard Amber Durum selling in Minne-
apolis during periods of abundant pro-
ductlon for as little as $1.50 per bushel
to a high of $4.52 per bushel when
supplies were not adequate to meet
requirements.

We recognize that manufacturers of
semolina’ products are hard pressed to
maintain uniform quality and sta-
bilized prices in their products when
durum wheat supplies and prices reach
these extreme levels, The Department
is interested in taking all practicable
steps to leyel.off the peaks and valleys
of durum supplies and prices in an
effort to stabilize them in a range
which will assure producers a proper
return on their investment, and assure
millers apd semolina manufacturers
of consistent supplies at fair and rea-
sonable prices. We solicit your sup-
port'fn renching--this common objec-
tive.., It can®be accomplished only
through jolnt cooperation of all seg-
ments of:the” industry from the pro
ducer td' the proemor of the finished
products.

yThe' producers mistido evcrylhlns
pﬂlbh. to produce$y;premium durum
wheat for which thefe is a® domestic
and ' dollary export” demand,’ Through
individual or "cooperative effort,’ the
producer should attempt to merchan-

dise hie crop throughout the marieting:

6

year, and look to the Government
price support program only if fair and
reasonable prices are not avallable in
the market. The miller can mssist In
this effort by carrying as large a stock
of durum wheat as possible to meet
his forward milling requirements
thereby reducing the quantity on
which the Commodity Credit Corpora-
tion has to extend price support loans,
The processor in turn should be willing
to pay the price premium which
durum wheat commands in the market
in order to obtain the superior prod-
uct this wheat makes possible.

Role of Government

The role of the Government in this
equation should be as a stabilizing
agent. Through its actions in the pro-
duction programs, and the use of ex-
port subsidies to build a continuing
dollar export market for United States
durum wheat, it can asslst in keeping
the supply/demand relationship In fa-
vorable balance, A good case in point
were the steps followed by the Depart-
ment last summer when |t became
evident that the drought was going
1o result in a short durum wheat crop.

As soon as this condition became
evident, the Department reduced its
export subsidy to zero in an effort to
keep short supplies for domestic use,
The world shortage of durum wheat
was, however, so acute that dollar ex-
port customers continued to buy at
United States domestic prices without
benefit of any export subsidy. Be-
cause of the short supply situation, the
Department was requested to place an
e¢mbargo on the subsequent export of
durum wheat. This action was consid-
ered unwarranted by the Government
because It would have denled pro-
ducers ¢ right to a part of their mar-
ket. We do not believe that such
action can he justified except in
instances of a mnational emergency
when the threat to our security may
warrant such drastic steps. At the
same time representatives of the De-
pariment were working with legisla-
tive leaders in the drafting of wheat
‘legislation for the 1062 crop. The De-

. partment actively supported “the .

++amendment of Senator Young of North
&Dakota: to this legislation which pro.
vided the Secretary with authority to
increase marketing quotas and acreage
allotments of durum wheat | for the

1902, :1063 and 1064 crops, . if ‘supplies’

were found to be Inadequate, This
amendment was adopted and subse-
quently enacted as part of the Agri-
cultural Act of 1861,

It is significant to note that durum
wheat is the only class of wheat which
has been provided with this authority,
even though requests have been made
for similar treatment on other classes
of wheat, The success or failure of the
durum wheat program will be closely
watched by legislative, trade and gov-
ernment representatives, and it may
become the pattern to be followed in
our future considerations to bring
about a better balance between the
production and requirements of the
various classes of wheat. It is there-
fore essential that we collectively
apply every effort to making the
durum program be a signal success.

Following pessage of the special
durum wheat provisions, Department
representatives carefully studied the
durum wheat outlook and on October
18, 1861, the Secretary invited growers,
millers and manufacturers of semolina
products to present thelr views and
recommendations as to whether or not
acreage allotments for the 1962 crop
of durum wheat should be increased.
Written responses were recelved from
almost 100 different persons represent-
ing all segments of the durum wheat
Industy, The acreages recommended
for the 1062 crop ranged from the 1.8
million acres planted in 1861 to a high
of four million acres. Department rep-
resentatives also met with a repre-
sentative group of the durum wheat
production and processing industry at
the United States Durum Show In
Langdon, North Dakota, on October
18 and 10, followed by & meeting with
these sanie representatives in Minne-
apolis on November 3, 1861.

Industry Meetings

At these meetings frank and open
discussions were held and the Infor-
mation which was supplied by the
industry leaders was most helpful in
guiding the Department in its review
of the situation. In this connection, I
want to personally, and In behulf of
the artment, particularly thank the
mem of y‘lhr Assoclation for the
assistance you provided in this review,
and to commend you' for‘your excel-
lent spirit of cooperation In working so
closely’ with producer and miller rep-
resentatives on this common problem.
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The spirit of cooperation which is dis-
played by your working group is quite
unique in the wheat Industry and is an
example I hope will be more generally
adopted.

Acreage Allotments

On December 5, 1961, the Secretary
announced that durum wheat acreage
allotments and durum wheat support
prices would be increased for the 1062
crop. Producers were authorized to
increase their 1862 wheat allotments
for durum production by an acreage
up to 40 per cent of their 1060-61 av-
erage plants of durum, which could
have resulted in plantings on up to
2.4 mlilllon acres. The price support
premlums authorized, In addition to
the basic county wheat price-support
rates were 10 cents per bushel for
ordinary durum, 25 cents for amber
durum and 40 cents for hard amber
durum.

In reaching this decislon we recog-
nized the risks in it because the
weather in coming months would be
the major factor in determining the
size of the 1862 crop. If weather con-
ditions were extremely favorable and
yields reach the 24 bushel per acre
average they did In 1858, we could
have a production in excess of 55 mil-
lion bushels, or approximately 20
milllon bushels more than is required
to meet our anticlpated domestic and
dollar export requirements, On the
other hand, if the weather and mols-
ture conditions continued as unfavor-
able as they had been and ylelds in
1062 dropped to the 12 bushels per
acre they averaged in 1061, we could
have a production of approximately
28 million bushels. This could again
call for a tight supply situation during
the present marketing year,

Our decision was almed at striking
a middle course, recognizing that the
margin between undersupply and over-
supply of durum wheat is quite nar-
row, It Is still too early to tell with
reasonable certainty what this year's
production of durum wheat will be,
although the outlook at the present
time is very favorable,

Though the seeding was generally
late because of late spring and early
summer rains, the ample moisture con-
ditlons resulted in heavy stands. We
share the hope of the producers that
the favorable weather conditions hold
through harvest, although it is still
posalble that continued hot and dry
weather in late July and August could
adversely affect production because
ample moisture during the period fol-
lowing seeding has resulted in a shal-
low rooted corp. It is also possible

- that the weather may be cooler than

normal during the growing period
.SEPTEMBER, .1962

thereby increasing time of maturity
and placing the harvest subject to
more risk of frost damage because of
the generally late seedings.

I can assure you that people in the
Department will not be disturbed In
the event that the 1862 productlon
reaches levels in excess of domestic
and dollar export requlrements, and
resulls in CCC acquiring some stocks
of durum wheat under the price sup-
part program In March, 18683, At the
present time CCC has no stocks of
durum wheat In inventory and we do
feel that the production level should
assure adequate carryover stocks from
one crop year to the next. As previ-
ously stated we, however, hope that
durum wheat merchandisers and
processors will to the maximum de-
gree possible carry a major portion of
carryover stocks rather than to expect
CCC to primarily discharge this
responsibility.

Such durum wheat as CCC may ac-
quire in March, 1863, may be used In
one of several ways. In the event that
1963 production, because of adverse
weather should be inadequate to meet
market requirements, it can be offered
for sale into the market at 105 per cent
of the support price plus reasonable
carrying charges. If on the other hand
the level of 1963 production is ade-
quate to supply both domestlc and
dollar export requirements, CCC stocks
can continue to be held as a carryover
reserve into the 1064 crop year, or they
can be made available for export in
redemptlon nf payment-in-kind export
certificates, The Department's decision
with respect to disposition of durum
wheat stocks CCC may require will
depend upon supply and demand de-
velopments during the intervening
period.

How About 18837

A question we are frequently asked
s, “how will acreage allotments and
marketing quotas for the 1983 durum
wiicat program be affected by recent
actions of the Congress on the ‘wheat
legislation?" The Agricultural Act of
1961, which iIncludes the speclal durum
wheat provisions, authorized a one
year lemporary emergency wheat pro-
gram fcr 1682 which provided for a
mandzlcry reduction of.10 per cent in
farm aliotments. It is anticipated that
this will reduce the total wheat crop
by atout five and one half million
acres. The 1962 temporary wheat pro-
gram also provided that producers
could retire additional acreage up to
40 per cent of their allotment or 16
acres, whichever was higher. The di-
verted land may be put to land con-
serving uses for which the producer

. recelves nominal cash paymenls.

.

In the interest of obtaining perma-
nent legislation in an effort to bring
the production of wheat into better
balance with demand, the Administra-
tion drafted and had Introduced the
Food and Agriculture Act of 1002. The
wheat provisions contained in this Act
it enacted into law and approved by
producers in a referendum would have
provided for a permanent wheat mar-
keting certificate program, Under the
program wheat certificates with a
value of approximately $2,00 per
bushel would have been issued on
about 925 million bushels of wheat,
‘Wheat produced in excess of this under
acreage allotments would have been
supported without certificates at a
price of about $1.30 to $1.40 per bushel.
The proposed Act also contained a pro-
vision which would have authorized
the Secretary to increase allotments
for any kind of wheat which he de-
termined to be in short supply. This
would have provided the Secretary
with continuing authority to have de-
temined the production requirements
of wheat on a class basis.

The proposed 1062 Agricultural Act
was passed by the Senate but was de-
feated by a vote in the House of Rep-
resentatives approximately two weeks
ago. It is unlikely that this legislation
can be reintroduced in its present form
during the current sesslon of the Con-
gress. Efforts are therefore presently
underway to obiain a one year’s ex-
tension of the Agricultural Act of 1961,
and It oppears likely that this may
be accomplished.

Bimilar Conditions
If such is the case, durum wheat
acreage aollotments und marketing
quotas for the 1003 crop will be sub-
ject to the same considerations and
study as they were for the current
crop. Sometime this fall, the Depart-
ment will again solicit the views and
comments of all segments of the durum
industry in an effort to determine de-
sirable acreage levels for the 1863 crop.
I sincerely appreciate having had
the opportunity to meet and visit with
you and we shall look forward to
continued close working relationship
with members of your industry in the
common interest of bringing about a
better balance between the supply and
demand for durum wheat.
e L »
Eastern Representatives
North Daokota Mill & Elevator at
Grand Forks has appointed McCarthy
& Associates,}Inc., 60 East 42nd Street,
New Yok 17, 5New York, ass gheir

~eastern dirum :sales representative.

Jerry ‘Mc@arth¥. president ¢f the
firm, has announced Alexander Frank,
formerly with DiMartini Macaroni (.u.,
will cover the macaronl trad-.
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YOU CAN COUNT ON
COMMANDER LARABEE

Fishing for new wavs to bring you faster.
“on-demand” delivery is a full time job at
Commander Larabee. Yes—with thousands
of shipments of all kinds and sizes, Com-
mander Larabee is constantly angling for
more efficient routes and shipping methods
to serve yvou better. You'd be amazed at the
lines they'll untangle to bring an order
to your door on time. So. next time you're
casting around for top quality durum
products—delivered to your door on time—
why not drop a line to your Commander
Larabee salesmun (a phone call's OK,
too)—and wateh him run with the bait.

«g» ADM

COMMANDER LARABEE DUAUM DEPARTMENT

AHCHER DANIELS MIDLAND COMPAR. - MIZINEAPOLIS KASAS CitY
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<00l Conditions

The United States Department of
Agriculture Weather and Crop Report
for North Dakota for the end of July
stated: “Crop development continues
behind the average due to the cool,
ralny weather, Temperatures aver-
aged one to four degrees below normal.
Occasional showers gave heavy
amounts southeast, east-central, and
central, light to moderate amounts
elsewhere,

“The molsture situation continues
the best in the 13 years these records
have been maintained. Topsoil mois-
ture is adequate in all of the state
except the extreme northwest, ranging
{o surplus over much of the southeast.
Subsoll molsture is adequate to plenti-
ful in all sections.

Late Crop
¢ “Durum wheat is late with cnly two
per cent tumning to ripe, 53 per cent
in the milk to dough stage, 33 per cent
headed to flour, and 12 per cent not
headed. The 10 year average is only
one per cent not headed.

“This i{s much later than last year
and also behind the 10 year average.”
*The Northern Pacitic Railway Agri-
culture Department said in July that
barring heat and disease, excellent
yields and test welghts for spring
wheats should be made. Both leaf rust
and stem rust have been found on
spring wheat and durum, but the
heavy rust epldemic of the lower Great
Plains is Race 56 to which the new
strains of durum are resistant. How-
ever, durum is a good 30 days late in
the major portion of the durum area
and may not be harvested till after
killing frost which could do damage.

Recovery in Canada

“Wheat prospects in Canada siage a
sharp recovery,” reports the Wall
Street Journal. Drought slashed the
1961 crop to 262,000,000 bushels, the
gmallest in 24 years. Dry weather
continued until late spring this year.
But heavy rains in most parts of the
wheat producing Prairie provinces put
the crop in the best condition for July
in five years, and the crop could well
reach 500,000,000 bushels. There was
cdireprny, )m-'ma that moisture would
be needed out the erop year,
1 wau u o/ that almost 2,500,000
acres, WerL' ted to durum in Can-
~udu§ ‘i  the, Prospective crop would

900" 19:45,000,000 bushels,

B i e

Low Biocks

J durum stocks were reported
as 54,7 bushels on farms and
3,218,000 at mills, elevators, and ware-
houses, for a total of 4,055,000 bushels,
Favorable crop prospects and spotty
macaroni business kept semolina sales
at a standstill with most of the trade
booked through the crop year. The
Northwestern Miller reported the du-
rum mill grind at 9,060,486 cwis. com-
pared to 9,655,777 the year before, a

drop of 5.8 per cent.

Breaking Passes Peak

With shell egg production on the
decline, egg breaking passed its peak
In July.

With the purchase of 702,000 pounds
of dried whole egg solids in mid-July,
the Department of Agriculture an-
nounced the termination of its current
egg purchase program. The program
was announced March 2 as a means
of helping to remove excess supplies of
eggs from the market, with the dried
whole egg solids being distributed to
school lunch and Institutional outlets.

Total purchases amounted to 13,-
014,000 pounds at a total cost of $13,-
297,000, The program was financed
with Sectlon 32 funds.

In announcing conclusion of the pro-
gram, the Department said shell egg
production will continue to decline sea-
sonably for some tlme to come. On
July 1, the United States laying flock
was less than one per cent ahead of a
year ago, while on May 1 the flock was
more than 1.5 per cent ahead of 1861,

The Depariment also noted that the
hatch of egg type chicks in the first
five months of 1862 was nine per cent
smaller than in the previous year. “The
situation is expected to assist in raising
prices to producers for quality eggs in
the months shead,” the Department
stated.

Storage Btocks Down

For the second straight year, the
number of eggs in storage has de-
clined, and for the present the egg in
storage figures seem no longer repre-
sentative ms a hedge against future
egg prices. Traditionally, there was
heavy storage of shell eggs In the
spring for fall and winter months. An
absence of eggs'in storage during the
summer was considered an Indication
that normal fall and winter demand

0 clent supply

rﬁpldly ad-
g, ¢» however,
v :\ er pmducuun were
nough Yormest the demand, sud/the
sime; unndon is expected to. pnvan
thh yoar, . .‘,.J s

Chicago Markset

In the Chicago market, current re-
celpts of shell eggs ranged 22 to 25
cents in July compared to 20 to 32
cents a year ago. Frozen whites were
firm in a range of nine to 10 cents
or a fraction above, with frozen whole
eggs 22 to 23 cents, Dark colored yolk
ranged 51 to 56 cents with color be-
coming scarcer, Dried yolk solids
ranged $1.10 to $1.20 with dried whole
eggs $.07 to $1.10.

Large June Pack

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing June, 1062, was the largest for the
month since June, 1947, Production to-
taled 101,436,000 pounds, compared
with 93,173,000 pounds In June, 1961,
and the 1956-60 average for the month
of 81,427,000 pounds, The quantities
used for freezing and drylng were
larger than in June last year. The
quantity used for immedlate consump-
tion was slightly smaller, Liquld egg
used for immediate consumption to-
taled 7,152,000 pounds, compared with
7,283,000 pounds in June, 1961, Liquid
egg frozen during the month totaled
61,723,000—up 156 per cent from June,
1861. Frozen cgg stocks increased 26
million pounds during June. The in-
crease in June was 32 million pounds.
Quantities of liquid egg used for dry-
ing were 32,661,000 pounds, compared
with 32,171,000 pounds In June, 1061.

Egg solids production during June
totaled 8,248,000 pounds, compared
with 8,088,000 in June, 1881, Current
production consisted of 5318,000
pounds of whole egg solids, 1,276,000
pounds of albumen solids and 1,654,000
pounds of yolk solids. In June, 1961,
production consisted of 5,500,000
pounds of whole egg sollds, 1,108,000
pounds of albumen solids and 1,381,000
pounds of yolk solids, Most of the pro-
duction of whole egg solids in June
this year and last year was produced
under Government contract.

Prince Introduces
Mushroom Sauce
Prince Macaroni Manufacturing Com-
pany, of Lowell, Massachusetts is in-
troducing Mushroom Sauce in quart-
slze glass jars on a national basls, It
will retail at approximately 69 cents,
The mushroom sauce, as other Prince
sauces, can be used “as is” or os a base
for “home-made” spaghettl sauce rec-
ipes. It also lends itself to use with sea
food dishes. The label on the new quart
jar with its twist-off cap carries a two-
point value In the Red Sclssors Pre-
mium Plan, Other Prince sauces, pre-
pared foods and imported grated
cheeses also carry the Red Sclssors cou-
pons.
L 73
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FROM AIRSLIDE® CARS. ASK GENERAL AMERICAN. CHICAGO, Fl 6-4100.
WHEN YOU SHIP FLOUR, SUGAR, STARCH AND MANY CHEMICALS IN BULK, YOU ELIMINATE CON-
TAINERS, YOU SAVE TIME, MONEY AND EFFORT. BUT THESE LADINGS CAN BRIDGE AND PACK.
THAT'S WHY WE DEVELOPED THE AIRSLIDE CAR. COMPACTED LADINGS FLOW LIKE WATER WHEN
“FLUIDIZED” BY THE ACTION OF THE AIRSLIDE. UNLOADING IS SIMPLE AND FASTyINTO ANY
KIND OF CONVEYING SYSTEM. IS THE AIRSLIDE CAR PROVED? SIX THOUSAND ARE IN SERVICE OR

ON ORDER. IS IT IN DEMAND? WE'RE NOW IN OUR TWELFTH PRODUCTION RUN. IS IT' FOR YOU?
ASK GENERAL AMERICAN. CHICAGO, FINANCIAL 6-4100 OR OUR NEAREST, DISTRlC'l' OFFICE.

,-'-,, H RIS )

AIRSLIDE & D&/*F1,0 CAR owisips

GENERAL AMERICAN ...AﬂgPQ?TATH.“l LOR£0R31’0N

(.‘ wcet i prir Jip iy

135 South LaSalle Street « cn .86 90, lllincis
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CONVENTION REGISTRANTS

Macaroni Manufacturers

Mroand Mis. Lo 8 Vagnimo Meoand Mrs = dney J. Grass
American Deauty M ocivom Co Troand Mrs. vin Karhin
S1. Lows, Missoun JoGrass Neo tle Company

Mr. and Mrs, Josepl Scarpact I and Mrs fagene T Villiome
Bay State Macoaronm Mie Co. Iroand Mrs Calter FoOVillaume
Lawrence, Massachusotts cnny L, I
v Paul. Mime sota
Mr.and Mrs. Horaee 1 Gioa
Brave Macaroni Company Aheoand Mres ineent B LaRosa
Rochester, New Yok Meoand Mres Uinlip P LaRosa
Me Mario Pra zolla
Mr. and Mrs. Kenneth o Forbes vV Laltosa & Sons, Ine
Catelli Food Products, Ltd. B dyn, New York

Muontreal, Canad:
I e Miond Mrs C W Walfe

Mr. and Mrs, Sam Arena Mt ond Mres Lo R Thursten Jy
Mr. and Mrs. Vineent J. Arena Mo Macarom Company
Conte Luna Foods, Ine i sburg, Pennsyivania

Norvistown, Pennsylvania
M: Paskey DeDomenien

Mr.ooand Mrs. J. T, Williame, Jr M on Macarom Company
The Crenmette Company D sion of Golden Grin
AMinneapolis, Minnesota S ttle, Washington

Mr, and Mrs. P J Viviane Mooand Mrs. 11T Edwind Tone
Mr. Joseph P Viviano N St Setler

Delmonien Foods, Ine. ¢ F. Mueller Company

Lowsville, Kentueky v City, New Jersey

Mroand Mrs. Leonard M. Siv Mooand Mes ) L Tagoga
Lesmard M, Sive & Assocutes N onal Food Yroduets, Ine
Cineinnati, Ohio N Orleans, ' oudsitni

Mroand Mrs. Vineent DeDomenien Mioand Mrs Cake Marano

Golden Grain Macaron Co
San Leandro, California

Phaladelphia M ocarom Compiny
Philadelphia, 1 nosvivani

Mrand Mrs. Robert L Cowen Wt
A Goodman & Sons, Ine.
Long I<lund City. New York

Harry Mo ke
nee Macare o Manufacturing Co
cell, Mass. husetts

[ -

Mr. ond Mrs. Leo lppolito, precetieg o ap v Daen Hal™ frver and woiner o the bog

vt Tope 1 Gy B vt donthta D Raee Teacs Cleselamd, b Thee e ties

T R LR R L | crs te v o tod plonty 1 el for Me ot presde
Ifeal KUge rome Con ny ol b paarty You ue ame n e e chirmgn e he bl
Daen A aephe 00 boowe o] ot thae s s wth P Spa bty =t v a champon in
teld, 1wol”
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Mr. and Mrs. Nicholus A, Rossi
Procino-Rossi Corporation
Auburn, New York

Mr. and Mrs. Albert Ravarino
Ravarino & Freschio Ine.
St Louis, Missouri

Mr. and Mes. Emanucele Ronzom, Jr.

Mre. and Mrs. Roger F.o DiPasea
Ronzoni Macaroni Company
Long Island City. New York

Mr. Henrey D, Rossi
Peter Hossi & Sons
Braidwood, Hlinois

Mr oand Mrs. R. J. Guerrisi
Mr oand Mrs. John W. Sheetz
San Grorgio Macaroni, Ine
Lebanon, Pennsyivania

Mr. and Mrs. Richard Schimidt
Schndt Noodle Manufacturing Co
Detroit. Michigan

Mr. and Mrs. Lloyd E. Skinner
Mro and Mrs. Ho Geddes Stanway
Mr. Clete Haney

Skiner Macaromy Compuny
Omaha. Nebraska

My, Russell Hounshell
Bozell & Jucobs, Ine
Omaha. Nebraska

Mr. Alfred Spadafora
Superior Macaroni Company
Los Angeles, Californin

Mr. Robert William

Mr. Marvin Pearlman
Western Globe Products, Ine
Los Angeles Californin

Mr. and Mrs, J P Zerega, Jr
A Zerega’s Sons, Inc,
Fairlawn, New Jersey

Associates

Mr. and Mrs. E. W. Kuhn
Amber Milling Division, GTA
51, Paul. Minnesota

Mr. and Mrs, Edward J. King
Ambrette Machinery Corporation
Brooklvn, New York

Mr. and Mrs. C. W, Kutz

Archer Danicls Midland Cuo.
Commander Larabee Duram Dept,
Minneapolis, Minnesota

Mr. and Mrs. Leonard P Ballas
Ballas Egg Products Corporation
New York, New York

and Mrs Vo Jus. Benineasa
AV ods Bemineasa Company
Zanesvilie Ol
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Associates

Mr. Charles F. Moulton
Braibanti-Lehara Corporation
New York, New York

Mr. Willinm Berger
The Buhler Corporation
Minncupohs, Minnesota

Miss Mary Campanella
S Campanella & Sons
Jersey City, New Jersey

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

Mr. Donald G. Fletcher
Crop Quality Couneil
Minneapolis, Minnesotu

Mr. and Mrs. Ignatius DeFranciser
DeFranciser Machine Corporation
Biooklyn, New York

Mr. and Mrs. Ray Woentzel
Doughboy Industries, Ine.
New Richmond, Wisconsin

Mr. H. Howard Lampman
Durum Wheat Institute
Chicago, inois

Mr. Thomas F. Sunicola
Faust Packaging Corporatinn
Brooklyn, New York

Mr. Evans J. Thomas
Fisher Flouring Mills Company
Seattle, Washington

Mr. and Mrs. Lee Merry
Mr. B. N. Hempel
Mr. R L. Vessels
General Mills, Ine.
Minneapolis, Minnesota

Mo and Mrs. Charles M. Hoskins
Hoskins Compuny
Libertyville, [Hinois

Mreoand Mrs. A, L. Del’nsquale
Mr. and Mrs. 8. F. Maritato
Mr. A. M. Rondello
International Milling Company
Minneapohs, Minnesota

Mr. Ralph Maldari
D. Mulduri & Sons, Ine.
Brooklyn, New York

Mr. Jerome F, McCurthy
Mr. Alexander Frank
MeCarthy & Assoviates
New Yark, New York

Mr. and Mrs. Wm. A. Brezden
North Dakota Mill & Elevator
Grand Forks, North Dakota

Mr. and Mrs. William H. Oldach
William H. Oldach, Ine
Pluladelphia, Pennsyivican
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A new concept of extruder construction utilizing

tubular steel frames, eliminates those hard-to-clean areas. For the first
fime a completely sanitary exiruder . . . for easier maintenance . . . Increased
3 production . . . highest quality. Be sure to chuck on these efficient space-saving machines.

B Y ST P PR TR VR ST - 98

than 1000 pcun:l lines.

e S VB
THESE EXTRUDERS AND DRYERS ARE
NOW GIVING: EXCELLENT RESULTS
THROUGHOUT TiiR UNITED STATES
IN A NUMBER OF I'LANTS,

i e s ey i e kil

15

. }“

by 1

POSITIVE SCREW FORCE FEEDER improves quality and

i lﬁttaules production of long goods, short goods and sheet forming continuous extruders.

3 STIGK\'S POUND LONG GOODS SPREADER
increases production’ vihile occupying lhe same space as a 2 stick 1000 pound spreader.

1500 POUHD Exrnuninsmun RYERS LINES
new in operution in a number of macaroni-noodle plunh, cOpying * nligln{y more space

4

4 S

*patent pending
* *patented

MODEL BSCP —
Shart cut macaroni
extruder

ARV TG B BN A G IR s A0 PRy e Y S 1L
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SHORT CUT MACARONI EXTRUDERS

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

LONG MACARONI SPREADER EXTRUDERS

Model BAFS ... ............... 1500 pounds capacity per hour
Model DAFS.................... 1000 pounds capacity pef hour
Model SAFS ... ............. 600 pounds capacity per hout

COMBINATION EXTRUDERS

Short Cut .. ..o, Sheet Former
ShertCut ................... Spreader
Three Way Combination

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

PRODUCTION ... Positive screw feed without any possibility of webbing makes for posi-
tive screw delivery for production beyond rated capacities.

CONTROLS ..... 5o fine—so positive that presses run ind:finitely without adjustmants.

SANITARY....... Easy to clean tubular steel frames give you the first truly sanitary

extruder.

'{,':

: 166-16' BXTH STREET. BR

FA

¥

P or Information regarding these and other models, prices,
s material tesling and other mmces, wrile or phone:

lll‘ln’@'rﬂs ™M éumu.nv CORPORATION

L.YN 15, N.Y. . PHONGE: TRtangle 5- 5226
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RESEARCH

by James P. McFarland, Vice President, General Mills, Inc.

"l
HE food industiy exi.ul.u because it
serves the consumer, When it
censes to serve, it will cease to exlst.
Today, it is axiomatic that the individ-
ual member of the food industry that
aen'g:s the best will profit the most,

Bervice Through Ressarch

Historically, the ability to serve has
grown largely through one human ac-
tivity—that which we today call re-
search. At the dawn of ecivilization,
man pulled his meal of parily charred,
partly raw meat, still smoking, from
the embers of a fire. He and his family
tore savagely at every morsel, eating
with a speed that can be born only of
hunger and of the fear that what little
you have may be taken away. At this
prehistoric dinner party, mother, fa-
ther, teenage son and infant daughter
were #1 fashionably dressed in skins
hacked crudely, and perhaps freshly,
from ¢reatures of the forest. The un-
born word, “service,” would have had
no menning—except as one member
of:u family might give service or aid
to another member,

Now from these crude days at the
beginning of the culture of mankind,
let's gaxh through time to the early
days'of the twentieth century,

The family of 1800 sat down at a ta-
ble in & reasonably ' comfortable,
though probably drafty, house to a sim-
ple but’ \varled meal. The meal likely
came frofn the local butcher who had
slaughtered animals he had purchased
from nearby farmers. Fruits and vege-
tables on the table were home grown
and came from glass jars over which
Mother had worked for long, strenuous
and steamny hours. If it was the right
day of the week, the house was fillled
with the never -to - be - forgotten fra-
grance of bread fresh from the oven,
and there;was fresh bread on the ta-
ble. The breld might be good—it might
be bad. It ﬂv&bx' six days had elapsed
since Mother's weekly struggle with
the hot oven, that bread was almost
sure to be dry and stale. Phon.

James P. McFarland

is a short one—only a tiny pinpoint in
the span of man's history, But in the
changes it has wrought In men's way
of lving, it Is far greater than all the
centuries that have preceded it, It is
not necessary to enumerate thece
chonges for you; they range from the
synthetic wonder textiles that we wear,
to the vehicles that soon will take us
into the far reaches of outer space. In
material things ,our progress in the past
60 years has been dazzling.

And food has kept pace! For this
group I surely need not go into detall.
The modern supermarket is a living
showcase of the progress—from farm
to table—thut has made modern eating
in the United States the wonder and
the envy of the rest of the clvllized
world.

Catalyst for Change

This change, this progress, has come
tarough research — first, through the
naturally inquisitive human desire to
learn the “how" and the “why."” Later,
to this inquisitiveness were added the
precise tools of sclence,

Over the ycaors, research has Jearned
that it cannot be merely a driving

Like the family of the cnveman. thud\- Mrce—lt must lead the way—for man

citizens of 1900 were likely to be wear- 4
" i given to him. Who}-at the dawn of

ing a great many hand-made clothes,
However, Father had not killed the
terial” on the!
hands, nor had MotHer woven the cloth,
She had started with'a variety of at-
tractive, mill-produced textiles and had
worked from patterns born of delib-*
erate thoug’ht and experience,
In years, the jump from 1900 ‘lo 1061
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of with his bare:

dom knows what he wants until it

clvilization, or at the turn of thagh
tury, would have told you he was look-
ing for 'a nyjon cloth or a cake in a
package? F thnt matter, which of you
men here knew that you might prefer
to' shave ‘wili an electric razor until
someone invented it?

Research, backed largely by the food

5%

% ni thtﬁm.? ‘Mbnufacturers'of America Annual Meeting

manufacturer, has had to show the
way to effective, acceptable service,
And today a company that refuses to
change with the changing times, that
fails to adopt research as one of ils
major toolg, is on the road to absoles-
cence if not to oblivion.

This hard but true fact is reflecled
In the life cycle of products that all of
you have observed, A somewhat typlcal
example is cake flour, Introduced in
the mid-twenties, cake flour followed
an upward sales curve, In 1047-48,
when good statistics on the subject be-
came available, 1,440,000 hundred
weight of cake flour were sold In this
country. By 1855-56, eales had de-
clined to 560,000 hundred welght, and
in 1860-61, to 375,000 hundred weight.
Cake mixes—convenience In a pack-
age—had converted cake flour to a sec-
ond-line product—still profitable, with
many adherents, but with much lower
sales and consequently demanding new
types of promotion and advertising.

According to the “Statistical Abstract
of the United States" for 1961, in which
these figures appeared, 82 million dol-
lars were spent for research and devel-
opment In food and kindred producls—
almost all of it by private industry.

Why Spend So Much?

Now, why does any member of the
food industry feel it necessary to spend
80 much for research? Each company
probably has its own answer to that
question, but I should like to eaumer-
ate several reamsons, to which I think
most of the food manu!acturers of this
couniry would agree:

1. To increase company sales (and
thus company profits) by giving the
consumers Improved services and prod-
ucts,

2. To keep abreast, or one jump
ahead of competitors, Because of the
strongly competitive nature of our free
enterprise system, every food manu-
facturer knows that it he doesn't de-
velop and market new products, his
competitor will, and the competitor
will get the business,

3. To improve the company's posi-
tion in the eyes of the investing pub-
lie. 0. C. Roehl, vice-president of

Y ne Cu dlnn Funds of Boston
sald In'a recen azine article, “The
securities ' merkets ue to glve

great weight to the research and de-
velopment factor in evaluating the se-
curities of industrial companles, If a
company is not technically sound, then
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its future is not sound. Such a com-
. pany is not a good investment, and this
fact is reflected sooner or later in the
price "action of the company’s secur-

itles. . . . Research today Is consldered
by most investment analysts as much a
corporate function as are sales, pro-
duction and finance."

4, To meet the needs of a rapidly
rising population by developing new
foods that will still satisfy natural
taste buds,

5. To meet man's quest for speed
and ease in an nge of automation.

8. To improve nutritional formulas
to make a healthier and better-fed pop-
ulation and assist through diet Il the
war In disease,

Research Must Go On

The price industry pays for research
may seem high—and doubly so because
of the great financlal risks involved.
For every product that becomes a
spectacular success, there are many
creations of research that fall by the
wayside. And the failures may have
involved greater research expenditures
than the successes. I am sure you all
know of many such unsuccessful prod-
ucts.

Without leaving my own organiza-
tion, I can point to Betty Crocker Ap-
ple Pyequick and Betly Crocker
Meringue Mlx, two high-quality, well-
researched products that obviously did
not serve in a way that would justify
their continued existence,

Yet we know that despite the great
financial risks involved, research must
go on if we are to maintain a fair re-
turn to stockholders on thelr Invest-
ment, and continue to be one of the
leaders in the food industry.

The beneficiaries of modern food re-
search and the risk it represents are
the consumers, Through the years, they
have gained in countless ways—many
of which are probably not realized.
Here are a few:

Better Nutrition

(1) Better nutrition. Dr, Frederick
Stare of Harvard has sald, “Nutritlon
is, in fact, the most Important environ-
mental factor affecting our health."
Through the research efforts of the
American food Industry, better nutri-
tion has brought to our nation better
health, Infant mortality has dropped
sharply in the last 20 years, People
are living about nine years longer, on
the average, Children are growing tall-
er, and a quick look at the athletie
fields will show they aj
coming heavier _and 7 stronger: new
sports records are being 'established
every, year. <"

Every doy' we arc learning more
aboul the relationships between certain
food elements and particular condi-
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tions of health and disease. For exam-
ple, we are now in the process of try-
Ing to find out what part fat, or fat
of the wrong type, plays In heart dis-
ease, The role of diet has been demon-
strated, or at least suspected, in the
development or prevention of certain

see a possible connection between diet
and mental outlook.

Behind such progress are many fac-
tors, including the spectacular advance-
ment of medical science, also as a re-
sult of research. Authorities universal-
ly, however, give a great part of the
credit for the growing good health of
our nallon to improved eating— im-
proved eating that has resulled from
research, both basic and applicd,

Leisure and Varlety

(2) Research - created advances in
foods have unshackled the homemaker
from the kitchen, leaving her free not
only for leisure, but for increasing cul-
tural, civic and political participation
that Is having far-reaching influence on
our nation. It has been estimated that
it takes the average homemaker about
00 minutes or less to prepare dally
meals for a family of four. Less than
20 years ago, it took over five and one-
half hours.

(3) Mrs. America buys this frecdom
from kitchen chores at bargain prices.
The United States Department of Ag-
rlculture tells us that while most peo-
ple of the world spend half of thelr
disposable income for food, we spend
only about one-fifth. If we bought the
same kinds and quantities of food that
we ate in the period from 1835-1038, we
would be spending only about 14 per
cent of our present income for food
stuffs. In short, our incomes have gone
up more than the price of food. As a
result, we have more left for the other
products of industry—and for educa-
tion, recreation, housing and medical
care.

(4) Research has given the American
family u dazzling number of new prod-
vcts from which to choose. Our super-
markets tell much of the story. In 1939,
the housewife found from u 1,000 to
1,200 items in her local grocery, In to-
day’s supermarket, she can choose
among 7,000 to 8,000 items. Forty per
cent of these were not in existence 10
years ago—in fact 60 per cent of them

did not exlst at the end of World War -

Il—just 15 yes,(s,ngn 3

certalnly;be-/'r\ i Makes More Business

While making the American break-
fast, lunch and dinner taq]rx a health-
giving delight, this great Vnrle!y from
research has also enlarged business.
Many companies, who during the last
16 years have been active in the re-

search and development of new prod-
ucts, can today trace from 50 o 60 per
cent of their earnings to products that
weren't even being made in 1845, Thus
has research built jobs and pumped
vigor into_ the ucnnomle structure of

‘}hn natlon. o
types of cancer. And sclentists today ¥

With all of its other virtues, research
has the additional and unusual quality
of tending 1o perpetuate itself. One new
concept or idea often leads to the de-
velopment of still further improved
concepls, ideas or products. Knowledge
learned in producing dehydrated foods,
for example, led to applications of the
more advinced technique of freeze-
drying. Similarly, studies of the use of
anti-oxidents to stabilize shortening: In
mixes have now forged ahead until
antl-oxldents are used in a wide va-
riety of products, from breakfast ce-
reals to Instant potatoes.

A Look at the Future

What, under the magic of food re-
search, does the future hold? The past,
which drzzles the Imagination, makes
it obvirusly hopeless to predict the fu-
ture, But we can do some dreaming,

Some of our research scientists have
already stuck their necks out on such
things as cold pasteurization with jon-
lzing radiatlon to protect food ecrops
between harvesting and processing, r-
radiation of food with high energy par-
ticles may well take its place along-
slde heat In food processing. And In
the preservation of processed foods, sci-
entists predict a much greater use of
freeze-drying, which, Incidentally, is
basically an application of the Eski-
mos' method of exposing fish to chill-
ing Arctic winds. As adapted by mod-
ern scientists, the product is first frozen
and then desiccated by a high vacuum
which changes ice to the vapor state
without formation of water as an in-
termediate product.

Man, crowded on land, may eventu-
ally be forced to tap the food resources
of the ocean. "One hundred years from
now a man who goes to dinner may tell
the walter he would like 500 grams of
atmie brolled algae,” one scientist has
soid, not altogether facetiously. “He
m: v say, I had it In pork chop form
last night. Tonight make it sirloin for
variaty."”

Does that sound fantastic? Even more

fontastlc are some of the visions of our

food markets of the future.

A homemaker of the next century
(and our children will be llving in that
century) may go'to her food market
to buy the wherewilhall for a dinner
party for 10 guests. She fills out a mul-
tiple cholce form designed to describe
the guests —male or female: young,
middle-oged, or old; approximate

(Continued on page 42)
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2000 Ibs. per hour . i i g |l
DEMACO’S NEW TWIN DIE SHORT CUT PRESS

1
) with the same qualit gr ‘[
of the present 1000 Ib. -
(or more if quality is
not essential).

The k“ew Demaco Short Cut Press with two extrusion heads assembled

in orr compact unit will produce over 2000 pounds per hour of short
cuts. | Here the accent is on quality, producﬂon with slow, slow extru-

sion ;over two dies, Before you buy, investigate the many outstanding
faan'.lres offered by Demaco. This new Demaco 2000 pound per hour
prasﬂ Is planned for tomorrow's needs, today. This is the key to better

rodtction capacity needed today. Over the past 20 years, the out-
standing performance of the 1000 Ib, Demaco short cut presses have
proved their value in longest service and lowest operating costs.
Demaco’s 2000 pound per hour press has even higher standards of
quality; Aind still lower maintenance co:ts. For more Information write
or call De Francisci Machine Corporotion,

.-

DEMACO

the "fﬁllgine:

SHORT CUT PRESSES, AUTOMATIC -*
SPREADERS, SHEET FORMERS, SHORT

'CUT DRYERS, NOODLE DRYERS, LONG
GOODS PRELIMINARY DRYERS, DRY.
ING ROOMS, EGG DOSERS.
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I COME SEE IT IN OPERATION -
THE NEW DEMA co ;PAcufm

Reduce packing time and increase productivity. Demaco’s new
Spaghetti Weigher has all the time savings innovations that will re-
duce your packing time — here's why — Speed — average over 40
packages are accurately weighed per minute. Versatility — can
handle the full range of dried goods: straight, curved, hooked and
short ends. Now weighing Spoghetti, Spaghettini, Macaroncelli,
Perchatelll, Vermicelli, Linguini and Linguini Finl. Adaptability—
designed for all standard carton packaging machines. Can be sup-
plied with a completely automatic feeding and conveying system
direct from stripping machine. Accuracy —is maintalned by
Demaco's unique strand per strand dribble mechanism. Final weight
Is insured by highly sensitive opto electrical principle of friction-
less weight indication, scales.

Demaco Spaghetti Weigher can also be adapted for V2 pound pack-
ages, 2 pound packages or 3 pound packages.

De FRANCISCI

MACHINE CORPORATION

45-46 Metropolitan Avenue
Brooklyn 37, ng‘Yod:

o
. @

" Phone sv.rgui@‘ 6-9880
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Color Changes in Macaroni

4 ! st e S e B L o
from an article in Diagram, P,ubll"e'ction by Buhie¥ Brothers; Uxwil, Switzétland
R ol Yo

The Cor,:lumn Generally
Judges by the Color

ACARONI products which are
ade from high quality durum
wheat“semolina under normal manu-
facturing conditions, have a clear yel-
low color, The expert who s passing
judgment considers this color along
with other factors such as elasticity
and surface texture, i

In the retall store, however, color is
the most important single factor, for
when price and quality are equal, the
consumer will nearly always choose the
product which has the most attractive
appearance. Most consumers assoclate
color with egg content, although in re-
ality, differences in color are more
likely to,be the result of differences in
manufacfuring methods,

The macaroni or spaghettl manufac-
turer urideavors to preserve, as far as
possible, the natural coloring of the
raw material and attaln the best pos-
sible color in his final product.

Throughout most of the world, egg-
goods are generally preferred. In Ger-
many, for example, up to seven eggs
are added to each kilogram (2.2 pounds)
of semglina, This amounts to about 8.2
per cefit eggs by dry welght. The goods
are packed In attractively colored cel-
lophane 6r polyethylene bags in order
to display the contents in as attractive
a manner, as possible.

Investigation Shows How
Color Is

Macaroni manufacturers, as well as
our own speclalists, have been ex-
tremely Interested in sclentific studles
regarding decomposition of the nat-
ural color, matter during the manufac-
ture of mfcaroni products. Comprehen-
sive knowledge of the theoretical. proc-
esses Is very necessary in order to fur-
ther improve the equipment and meth-
ods for making these products. Buhler,
in cooperation with the agricultural-
chemical sectlon of the Federal Tech-
nical Institute in Zurich, has made a
series of Investigations concerning this

problem. . “and level of fllng of the mixing

These studies were concerned only °
with the natural pigments present in
the raw malerial, since in most coun-
tries.it is illegal to add artificial color-
ingimatter to foodstiiffs. The addition
of eggs, however, does’ jmprove the
color while at the same time it im-
proves the quality of the goods.

In these investigations, the flour pig-

- ments were extracled with an agueous

solution of butanol, and the color in-
tensity of the solutlon thus obtained
was determined colorimetrically or
spectrophotometrically,

It was formerly assumed that flour
pigments consist exclusively of B-caro-
tene. This Is why even today, the pig-
ment cunient Is usually expressed in
terms of B.carotene, although it Is now
known that flour pigments consist
mainly of xanthophyll or its esters.

The pigment content varies greatly
in the raw material, amounting to an
average of only three to six mg, of B-
carotene per kilogram of semolira,

Most interesting of all are the ob-
served (hanges in the pigment content
durt 1z ‘nanufacture of Cornettl (el-
bows;.

Pigment content

expressed ay
B-carotene (mg. per
1000 g. of dry
Material substance)
Semolina I 44 100%
Dough (after
mixing) 26 60%
Cornettl (pressed) 1.9 43%
Finished product
(Cornetti dried) 19 ' 43%
Semolina II 4.8 100%
Finished product
(Cornettl drled) 35 13%

The oxidative decomposition of the
pigments during the manufacturing
process s caused to a great extent by
the enzyme lipoxidase which is nat-
urally present in the wheat. The pig-
ment content of the finished goods
therefore depends not only on the plg-
ment content of the initial semolina,
but also on the lipoxidase activitiy.
This varies considerably between one
kird of graln and another, and In the
test described nbove, this caused dif-
ferent degrees nf change In the pig-
ment.

The greatest loss in pigment content
(up to 41 per cent) occurs during the
mixing operation. It'is therefore im-
portant that the speed, blade setting,

trough should always b& sultably co-
ordinated with respect to one anothem,
50 that mixing time Is reduced to'a-
minimum. ¥ y

The latest er presses are there-
fore designedtd provide sufficient wet-
ting and dissolving of the semolina par-
ticles in an average mixing time of
only 20 minutes.” In rare instances

L

where longer times are required, the
level of the dough can be raised and
the mixing time increased by means
of baffle plates,

During the pressing operation, a fur-
ther amount of the pigment s de-
stroy>d. This loss can be as high as
16 per cent of the original content. It
is interesting, however, to note that
there is no further reduction of pig-
ment content during the drylng opera-
tion.

Distribution of Pigments
in Dried Goods

Our series of investigations also de-
termined whether or not the coloring
matter in spaghettli was evenly dis-
tributed after the drying.

It is not unusual for products of dif-
ferent shapes, made of identical raw
materials but dried under different
conditions, to show distinct differences
In color,

Sclentists have stated that this ap-
pearance had to be attributed to non-
uniform enrichment of plgments at the
edge zone, and that thls was caused by
diffusion from the core during the dry-
ing operation.

To check these conclusions, various
fests were made with spaghettl, whose
plgmant content had been enriched
before manufaciure by adding a defi-
nite amount of B-carolene, This was
done so that any changes would be
more easily recognized,

The samples were drled at moderate
temperatures up to 60 degrees Centi-
grade (140 degrees Fahrenheit) and
without sny great differences In hu-
midity. Tuv determine pigment content.
cores one mm. in diameter were bored
out of the spaghettl (which had an ex-
ternal diameter of 1.85 mm.). Finally,
analyees of plgment content were made
on the hollow cylinder as well as o
the whole product.

Resulis of these tests were as fo'-
lows:
Plgment content

in paris per
Products million
¥ Sample 1 Sample 2
‘Whoi?'hpaghe‘tu_.‘.‘
(185 mm, o e
dlameter) 55. 805

Hollow cylinder
(Spaghetti wall
0.425 mm. thick) 6.1 7.5

(Continued on page 32)
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T More EyeAppeal in the package!
More TﬂStﬁ'A[lllﬂﬂl on the table!

On the grocer's shelf they reach for it first, .. at hume they
go for it most — if it’s macaroni or spaghetti made from
quality semolina and durum flours milled at the North
Dakota Mill and Elevator from 100% durum wheat.

Py Growa and m]"l‘ In the hecrt of the world's graatest durum orea

o s

AND ELEVATOR
I l Graad Ferks, Nerth Daketa

NORTH DAKOTA
Floar Milling Divisiem “H
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Color Changes—
(Continued from page 30)

These figures clearly disprove the
theory of edge enrichment; in fact, a
slight reduction’yn pigmentswis ob-
served, The diminishingyof the pigment
in the edge zone can only extend over
a very thin surface layer and has no
measurable influence on the total pig-
ment’ content, Otherwise, the theory
would, contradlet the experimentally-
proverl facts which we cited in the
first part of this report.

Those losses must therefore be at-
tributed mainly to bleaching from the
action of light as well as to oxidation
by atmdspheric oxygen.

The apparent color of macaroni and
spaghetti products Is nots exclusively
determined ' by the pigment content,
but also depends on surface quality
and homogeneity of the goods.

For qample, further investigations
have shown no significant differences
in pigment loss when goods were
manufactured with or without a vac-
uum, Since no press operates with’ an
absolute vacuum, there is always suf-
ficlent ‘oxygen to further reduce the
color to a small degree. Therefore the
attractlve color of products made with
a vacuum process cannot be attributed
to a higher pigment content, for it Is
vurely an optical effect.

In general, we can say that the more
homogeneous the surface, the better
the reflection and the color effect.

Conclusions

Our inyestigations show how, where,
and to what extent the coloring matter
is reducedl, By taking special precau-
tions during manufacture, and by
choosing ‘raw materials with low lip-
oxidase activity, these losses can be
kept within acceptable limits,

Laboratory Equipment for
Quality) Control

The manufacture of macaroni prod-
ucts offers many problems, some of
which have not yet been fully solved,
says H, Spreiter in a recent issue of
“Linea,” a publication printed by Buh-
ler Brothers, Uzwil, Switzerland.

Even with modern, fully automatic
production lines, an experienced dry-
ing for -.wn and strict control during &
manufacti.¢ are necessary.

In modern factories, different qual-
ities of raw materlal§ are stcred sepa-
ral and, If necessary, suppi=mented
by additives or blended for the 1nost
satisfactory combination.;’ During . the
manufacturing process, the goods nre
checked according to a planned schid-
ule, At regular intervals, samples, are
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Pictured In the ing laboratories of Buhler Brothers ot Uzwil, Switzerland are (left to

right) Wllllnm Bergor, Buhler representative in the United Slulu, Albert Ravarino of St

Louis, and Ferdy

gll of Uzwil. They are stonding beside o new long goods dryer. Mr.

Ravarino visited plants in Germony, Italy and Switzerland. While in Milan, he attended the

IPACK exhibition.

taken from each stage of manufacture,
from fresh pressed goods up to to the
final product, and subjected to careful
inspection, This systematic inspection
is especially Important when changing
shapes or when manufacture is inter-
rupted, in order that any deviations
may be detected and rectified.

Valuable aids to the manufacturer
making tests are found in the many
different types of laboratory equipment
now available. Buhler Brothers has de-
veloped and manufactures a full line
ol testing equipment for quality con-
trol,

The rapld molsture tester quizkly
and accurale ; measures the moisture
conient of flour, semolina, fresh and
dried “macaroni products, and waler
residue In cooking tests, Measuring
range on the dial is from zero to 30 per
cent,

A cooking quality tester tests resist-
ance to bolllug, swelling obility, and
dissolved solids in the water in which
the product has been boiled.

A laboratory grinder grinds semolina
and dry manufactured goods with mois-
ture content up to 18 per cent, so that
moisture, gluten, and acid may be de-
xtermined. -

‘A gluten wuh-r h avallable for re-
pmduclble determination’of the gluteq,
content of flour, semolina, and ground
manufactured goods.

Laboratory djplansifiers are used for
making siftin d granulation’ tFnu.

Laboratory ‘equipment manufactured
by Buhler for use in determining ash
content, gluten gquality, and molsture

content also includes rotary thermo-
stats, photometers, analytical balances,
drying cupboards, ash-test ovens, and
dessicators.

Macaronl stress testers have been de-
signed to make bending tests on dried
goods as well as tensile strength tests
on cooked goods, The equipment can
determine the breaking force of the
product and the deflection or bend that
is made before breakage, thus showing
resiliency of the product.

The dried product to be tested is
clamped into position on one end of
the scale. A welght is moved as a bal-
ance to exert n constantly increasing
lateral force against the product. The
curve on the graph recorder quickly
shows any deviations from normal. By
simply changing the clamping device,
the same apparatus can be used for
tensile tests on cooked goods. How-
ever, this test is somewhat more com-
plicated in that the pieces to be tested
must be coocked under identical con-
ditions, and therefore it is better adapt-
ed for laboratory purposes,

Egg Exports

Poultry and eggs pour out to forelgn
markets, threatened only by European
Common Market tariff barriers. United

‘StateS shipments, a record $04,000,000

last year, may go even higher in 1062,
Washington predicts. The,1851-55 aver-
age was only $34,000,000, West Euro-
pean countries take almost two-thirds
of total United States poultry and eggs

"exported.

THE MACARONI JOURNAL

VOB FRESL EPNTATHTOR0T L §

ﬂif“"w"’ﬁ N

Q.y*w*v.z/ WO\ Vg =2 e 5 X

o BRONZE ALLOYS
o STAINLESS STEEL
"« SPECIAL ALLOYS
o TEFLON

=
&
¢

Ydre

AMERICA’S LARGEST

MACARON

DIE MAKER
SINCE 1903

Management continuously

retained in the same family.

Satisfied customers in over twenty-five countries

o ENGLAND o BRAIIL e ITALY
o GREECE e CHILE o MEXICO
o JAPAN e PERV o VENEIUELA
o UNITED STATES o ARGENTINA o ISRAEL
o PUERTO RICO ¢ ECUADOR o HAWAI
o CANADA e URUGUAY e COLOMBIA
o PANAMA e CUBA e DOMINICAN REPUBLIC
® SOUTH AFRICA o AUSTRALIA e SWEDEN
o HAITI
every die unconditionally guaranteed!
send for our

FREE catalog

to supplement your
present p cts. Writben In
SI'ANIHI' ENGLISH, ITALIAN,

D.. nLDnm & SO

il 557 THIRD AVE. BROOKLYN 15, N.Y,, U. WA,
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The largest and latest automatic long goods production unit by Pavan has been Installed ot

Fatti's and Moni's,

HORTLY after the turn of the cen-

tury, Mr. Giacomo Moni and Mr,
Lulgi Fatti started the manufacture of
macaroni products in South Africa, At
first in opposition to each other, they
soon combined to place on the market
the famous “Fatti's & Moni's” brand
of macaronl products which has be-
come a household name to consumers
in the Republic of South Africa and
the Rhodeslan Federation.

The United Macaroni Factories,
Limited, which company was formed
from the union of the two competing
organizations, today operates three
factories, and these are situaled at
Cape Town, Johannesburg and Bula-
wayo, Southern Rhodesia. This de-
centralization has enabled the com-
pany to operate economically by cen-
tering Its production in the more
densely populated areas, without sac-
rificing the advantages inherent in
lurge scale production. Although there
are three management centers, the
manufacture of macareni products Is
combined with other industries which
form part of what is today known as
Fatti's & Moni's Group of Industries,
whose activities include flour milling,
barley processing, wafer biscuits and
ice cream cones (the Group's associate
company, Rand Wafer Cones, Limited,
has exclusive franchise of cone ma-
chinery manufactured by Turnbull
Cune Muachine Company of Chatta-
nooga, Tennessee), as well us large dis-
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tillerles and wineries for which the
Cape area s famous, Included in the
Group Is South Africa's largest single
high-class food market which caters
for the varied and fastidious tastes of
Johannesburg's cosmopolitan popula-
tion.

The macaroni division Incorporates
equipment manufactured by Pavan,
Braibanti, Buhler and Meneghinl, each
tvpe having been selected, as being the
o5t suitable for their purpose. Pa-
~un's largist and latest automatle
' ng goods »roduction unit (incorporat-

S p———
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Cortons recently Introduced under the brond name ILVA are printed in o variety of lon-

guages,

i B i I 2

+g the P. 600 Press) is fully auto-
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@ matle and includes the automatic re-
turn of the canes from the end of the
tunnel where the dry product Is re-
moved to the press head.

The Managing Director, Benito Rob-
ert Monli, undertook an extensive fact-
finding trip to Europe and North
America in 1060, where he visited such
pre-eminent names in the macaronl
industry as Barilla, Riccardi, Panta-
nella in Italy, Birkel and Knorr in
Germany, Catelli in Canuda and
Mueller and Prince in the United
States of America,

The company's products cover the
vast range of standard and fancy
macaroni products in order to satisfly
individual tastes and to maintain its
lead in the manufacturing field which
it has pioneered.

In the packaging fleld it was decided
to substitute window cartons in place
of cellophane as it was felt that a well
designed and illustrated window car-
ton would have more “shelf appeal”
than a cellophane bag, an important
matter with the development of the
self-service food market in Southern
Africa,

Quite recently a small variety of de
luxe lines such as Tagliatelle Verdi,
Farfalle, etc., were introduced under
the brand name “ILVA" in order to
cater for the country's cosmopolitan
population, and cartons are printed in
a variety of languages.

The United Macaronl Factorles,
Limited, is the largest manufacturer
of its kind in Southern Africa and
production Is larger than all other
manufacturers combined. Statistica in-
dicate that the company supplies
obove 80 per cent of the local con-
sumption of macaronl products,
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MANUFACTURERS — ENGINEERS — DESIGNERS
MACARONI PROCESSING MACHINERY

AVAN

NICO & MARIO

Galliera Vencta — Padova — ltaly

Dott. Ingg. TELEFONO 99.155.99.176.99-149  TELEGR/ ‘MI: PAVAN - (.« IERA VENETA

C. C. I. A, PADOVA 50129 F¥ CITTADTLLA

SHAKER DRYER — TP 60
Cut Goods and Noodles

Prevents Sticking In Preliminary Dryer

Prevents Flattening Of Product On
Special Shape Products

PRE DRYER — TR 51
Cut Goods and Noodles

Extracts 10% of the MOISTURE
(45/509% of total amount to be
extracted)

The Smallest and Most Efficicnt
Dryer on The Market
Only 6 Ft. Wide

‘ 11 Ft. Long
e . 10 Ft. High

Nylon Belt Contour On Sides
To Prevent Leakage

For 1,000 Lbs.
Capacity

Speed Adjustable For Any Type Product
ALL METAL CONSTRUCTION

U.S. and Cnaodian Representativas P
i
nse

AVAN

Pt !

it

Automoted

Aluminum Covered Exterior G
Easily Removable For Cleaning i g‘s;r;n':e:'
Engineering
May Be Charged Or Discharged g .
From The Same Ends Or Opposite Ends R aeiie s caLmomua o
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Matzo Mdking of‘Goqqun's

GOODMAN SONS, INC, of Long

s Island City, New Yorl, the old- .

est exlsting matzo bakers in this coun- '
try ard one of the largest manufac-
turcrn of matzos, noodles, macaroni,
spaghettl, matzo and cake meal, and
the like, is an establishment that had
its origin in a German family kitchen
in Filthne, in the province of Posen,
Germany, '

Chanah, the Matzo Baker

It was in 1768 that the honor of bak-
ing the Passover matzos for the Jew-
ish populution of the village of Filehne
fell to Chanah, the matzo baker, as she
came {o be called. Her seven children
helped to carry in the watér from the
village pnmp and to prepare and roll
out the duugh. It took two children at
cach end to manage the rolling pin,
And when the matzos were ready,
Chanah's ' husband sold them in the
front room where-he had his grocer's
shop, '

One hundred years later, Chansh's
grandson, Augustus Gutkind, set sail
from his native Germany for the
United States. Upon arrival he went
to Washington where he found a job
as master baker for the Union Army
and changed his surname, which means
“‘good child” In German, to Goodman,
The war over, he moved to Philadel-
phia in 1865 and opened his own bake
shop. After a while, he began to bake
matzos for Passover in the tracition of
his grandmother, Chanah Gutkind.

Moves to New York

From 18685 to 1883, Augustus oper-
ated his bakery in Philadelphia-and
then moved it to No. 12 Avenue B, in
Manhattan, New York City, where,
upon nolicing that a number of his
customers bought more matzos than
sufficientjfor thelr Passover needs, he
concelve«‘ the idea of making matzos
for year-round consumption. This
marked a great step forward in the
output of his shop, Anotlier turning
point came when he began the manu-
facture of noodles, Soon a number of
related products followed, Expansion of
the business necessitated moving the
factory and offices to Avenue C in 1886
and, again, ir: 19846, to the present site
at 21-07 41st Avenue, Long Island City.

The company's principal products
now number 28 and include four shapes
of matzos, 11 of noodles, five of spa-
ghettl and cight kinds of dchydrated
soups. A fleet of 10 trucks delivers
these goods to some 12,000 grocery
stores and supermarkets in metropol-
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Eric Cohn lIrighﬂi grelldanl of Goodman, and rabbis participate In an onnual ceremony in

the production of Passover matzos.

itan New York 24 hours after orders
are placed,

Rabbinical Laws Observed

In the making of matzos for Pass-
over use, the water, according to rab-
binical law, must be drawn the day
before and set aside overnight. This
tradition goes back to Biblical days in
Palestine when it was necessary to cool
the water drawn in the heat of day for
the making of matzos, or unleavened
bread, The theory behind this proce-
dure was tho. cold ‘water delayed fer-
mentation, a:d matzos must be made
o/ unfermented dough.

n the Goodman plant, the water
ani flour, which has been ground un-
d-: rabbinlcal supervision, are sent
s:;qultaneously into automatic mixers,
tl 2 hands of which are washed every
15 minutes, From the mixers, the
dough moves to rolling machines which
flatten it into single sheets. The sheets
grow gradually thinner and thinner
until they reach rollers provided with
teeth which pul hemstitch-like impres-
slons on them. Automatic cutters cut
matzos into the sheets which are then
sent through 100 foot ovens on a wire

conveyor rack in less than two min3,

utes. Rabbinical law states that not
more than 18 minutes may elapse from
the moment @,e flour and water meet
in the mixers to the time the dough
goes into the osen. The Coodman
process takes 12 minutes.

Regular Passover matzos are made
of two ingredients: flour and water,
but no water may be used if another
Ingredlent is added to the flour, as in
the making of egg matzos, and only
fruilt juice or wine may be substituted
for the water. Goodman's egg matzos
are made of flour, eggs and sweet ap-
ple cider,

It is a long way from Chanah Gut-
kind's hand-powered rolling pin to the
‘automatic mixers, rollers, perforators,
cutters and conveyors operated by 120
factory workers, who Include 40 matzo
bakers, in the Queens plant. Thirty
sales and deliverymen handle the prod-
ucts which are made under strict rab-
binical ~supervision. Chanah’s high
standards are maintained on a large
scale by the use of high grade eggs,
expert baking and drying skill, and by
laboratory testing of the flour that
goes into each batch of matzo dough.

Carry On Family Tradition

Family pride in thelr products is the
driving force behind several of Cha-
nah's descendants ‘who head Good-
man's, among whom are Erich Cohn,
president, whosa grandmother was Au-
gustus Goodman's sister, and vice
president angds secretary, Robert I
Cowen, Augustus' grandson and a vice
president’ of the ' National 'Macaronl
Manufacturers Assoclation, Also’ aétive
in executlve capacities are R.'A. Cohnj:.
Melvin Golbert, and Robert I
Jr. ¥ i
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OVERLAPPING BUCKET
ELEVATOR

1. Heavy Duty Cast Buckets . . . One Piece,
no Pins or Rollers.

2. Llarge Roller Chains that roll instead of
slide . . . Reducing friction and wear.

3. Made in Sections . . . For rearranging
to suit fulure needs.

4, Simple Operation . . . No cams.

CHAIN ROLLS
ON TRACK
INSTEAD OF
SLIDING

5. Optional Discharge . . . End or Side or
Both.

ASEECO CORP. has helped these and many more
leading firms with its ‘ERTI-LIFT.

Anthony Macaroni Co, ® Ame Ican Beauty Macaranl Co., Kunsas City
« Amerlcan Beauly Macaron: Co., los Angeles ¢ American Beauty
Macaroni Co., Dallas ® Ameri. an Home Prod. ® American Nut Co. *
Bell Brand Foods # Bel Alr Foous, Inc, ® California Date Gravers, Inc.
e Catelli Foods Ltd,, Canada * D and R Nut Co. * Dumak Inc.
¢ Emery Industries, Inc. * Elliot Mig, Co. * Fresno Macaioni Mig. Co.,
Inc. * Gallo Macaroni Co. ® Germain Seed Co. ® Golden Dipl. Co.
e L, A. Nul Co. ® L. A. Service Packing Co, * Major ltalian Foods

i
Il Automated
1 [5{5 Systems &

il_}j Equipment

L?:-" 'cgt::";c :::_'::;:‘mf DU 8:2081 Mfg. Coi * Preparer, Foods Products ® San Georcio fMacaroni

Englineerin
' g Co. * Molino Harinern, Herwosillo, Mexico ® Paiter tacaroni

Co. * Service Packing Co., Canada * loura Scudder’s * U.S.
Me - wonl Mfg. Co. ® Valley Dole Gardens, Inc. ® Venus Foods, Inc. *
Walerman Loomis Seed Co.
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The mast important unwritien rule
of business monners is: act according
lu your common scnse and your con-
sideration for others, writes Peter C
Reld in the American Management As.
sociation's Supervisory Management,

In the article he lists some of the
variables determining social behavior
on the jub as follows:

. The degree of infuormality in your

organization.

2. The rank of the person you're

dealing with.

3. His personality.

4. Your own personality.

A, The specific situation.

Despite these variables, he has some
common-sense suggestions that can be
applicd to many problems of busmess
manners that may come up during the
day:

The flirst-name dilemma. — Some
bosses frown on the first-name basis,
Take your cue from the general at-
mosphere, from the way other super-
visors handle the problem, and from
the kind of person your boss i1 The
timing is o matter of social intuition—
wait for the moment when a first-name
response comes ninturally and comfort-
ably. Colling @ top executive by his
first name s always out, but even
here are exceptions—in Texas theie's
an oil company president who urge: the
rawest neweomer to “call me Phil”

Behind closed doors,—To interrupt ot
not G interrupt—it's often o delicate
decision. The answer is usually no if
vour boss's door is closed when it's or-

dinarily open. Same verdict if he's got
a visitor. Phone ohead to find out if
he's free. Whe n you do have to inter-
rupt, make it brief, come to the poim
and leave us on as it's settled.

Visitors, wolcome, and otherwise.
Handling vis ors courteously yet firm-
Iy takes cons derable finesse and self-
restraint. If » u can't see a vizitor who
has o definit. appointment, either go
voursell or send someone else to ex-
plain the preblem to him and let him
know about how long it will be before
vou'te free. I he decides to wait, make
sure he's comfortable. Even il you're
tied up with sumeone else, you should
be notified when on expected  visitor
has arrived. You can then try to wind
things up so the visitor isn't kept wait-
me If you can't see a visitor who does
net have an appointment, you might go
out to the reeeption room for a fast
1o and explain you are tied up and

peest when you might be free.

To get rid of a visitor who has over-
“ayed his time, if you have an inter-
cam svstem,  press  the  button  (by
vrearrangement)  which  will - bring

mebody in with o little note, at which
vou frown and say, “Tell him I'll be
v th him in o few minutes.” Also effec-
1 ds @ phraoe like, "Next time you're
in the neighoorhood, let's talk aboul
it further ' O, follow the silent tech-
nique—simpl. get up from the chair
und stend u 1l the visitor gets the
idva,

“Tsial M {.r manners.” — The tele-

wne has  n ill-deserved reputation

Matter of _M_a'n’nori". :

o s S i ik skl

for impeding communication through
the fault of those who misuse it. Here
are some of their favorite habits:

1. Failing to identify themselves
when they answer the phone. Giving
your name snd department saves the
caller from having to find out if he's
got the right number.

2. Failing to be clear. Speak clearly
and distinetly. Be careful of humor that
depends on your facial expression—it
can be misinterpreted. Explain and ex-
cuse all interruptions, such aos being
called from the phone. Offer to call
back if you must look something up.
If you're making the call, have all the
pertinent information in front of you
s0 as not to waste time.

3. Failing to return calls. Unless you
have a good reason not to, try to re-
turn a call as soon as possible. If you're
the unrequited telephoner, call again
after allowing a reasonable lime for
the return call. And don't put people
to the trouble of returning your call
unless they have some knowledge of
you or the subject of your call.

4. Talking on the phone while you
have a visitor. If you can, have your
calls screened so you will only have
to take the urgent ones, If that's im-
pussible, answer the phone after a con-
trite “Excuse me" to your visitor and
ask the telephoner if you can call him
back later, If your visitor is a sub-
ordinate you might dispense with the
business of a call that you know won't
take more than o few sentences—but
don't extend it more than a minute.
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POTATO FARMERS

Potato farmers rank as the nation's
number one agricultural gamblers, o
povernment study she vs, Year-to-year
price changes averaged 47 per cent in
the last decade, the spud students say,
a fluctuation at least five times greater
than most major crops. Because potato
appetites change slowly, a one per cent
output incrense brings an average five
per rent price drop.

OLD MOTTO

The old moutto “try, try again” gets
new support from the results of a re-
cent survey on salesmanship. Half of
all salesmen are reported to give up
on a prospect after a fruitless first call.
A fourth quit after two calls, an eighth
after three calls, but a tenth keep
calling. These write 80 per cent of the
orders—80 per cent of all soles are
made after the fifth call,
. ——Industrial Distribution
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modern installation for a
modern macaroni plant

INSTALLED IN THE NEW PLANT OF
SAN GIORGIO MACARONI, INC,, LEBANON, PA,
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The picture shows two GPL/Stick Storage S:ction Continuous A tomatic Lines: one line is in
operation, the other one is in course of erection. Over 140 similo lines are in operation in 21
different countries.

Send your inquiries to: LEHARA CORPCRATION, 60 E. 4. St., New York 17 N.Y.

1
|
s.r.l. Dott. Ingg. M., G. |
BRAIBANTI & C. |
Milano Largo Toscanini, | |
T tomd 79 2093 48 1
190531 79 48 0) |
1
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The Hong Kong
Noodle Priest—
(Continued from page 6)

left ,the on-gushing watersshad waghed .
everything nwny.‘“ll%re was nulhh-gﬁ
but ;mud holes. Turning to the old
man ‘he asked, “What are you going to
bulldyyour huts with? There lsn't o
stlck there. Look and seel” '"Don't
worry," he replied, “we will go into
the? streets and alleys and plck up
sticks, nails and tins and build them
agaly * Having done it once, we have
experience,” and with a big smile on
his fage he continued, "“we will do a
better! job this time,”

Relief SBupplies

Through the United States Foreign
Ald Program 52,000,000 pounds of
American Relief in the form of milk
powder, cornmeal and wheat flour are
ship annually to Hong Kong valued
ot re than $6,000,000. Using this
raw material, Father Romaniello has
hel establish 18 planis that are
making 600,000 pounds of noodles a
month. . The noodles are cut into 12
inch lengths, weighed on a scale and
bagged in five pound paper bags. The
paper bags are marked in English and
Chinese: “Donated by the people of the
United States.".

The American Relief supplies are
distributed through several religious,
social and ' benevolent organizations
with the cooperation of the Hong Kong
Govergment. Hundreds of members
are cl:gled in these organizations who
participate in the distribution on a
completely voluntary basis.

Through their joint effort, this Sup-
plementary Food Program reaches
thousands of needy refugees, Hence
it contributes greatly toward the main-
tenance of social order in Hong Kong,
one of the most crowded and liveliest
cities Jh the world.

Why Make Noodles?

Why) make noodles? Noodles are
easy to cook and easy to eat; and that
is a great blessing for the refugees who
work long hours, and who live in close
quarters with hardly any breathing
space,

Naturally the refugees appreciate
the American Relief Flour, when it is
distributed to them. However, they are
a thousand times more grateful when
they receive readgy_ -cook-noodles ing;
five - pound - packages* of nourishing - *
goodness which provide the essential
energy they need in their struggle of
life. :,__:_,5

Recently, a little refugee girl, wear-
ing a made-over American dress, and

1HAS g5 PR ERIR) e A TRLTITO S

Al
located on the sidewalk, explained the
advantages of having noodles to Mon- -

signor Romaniello. "I am the oldest in condition since the dnwn._q[l hist
our family and I look after mysbroth. Hmu%pecr* “do"nat/have he"physi-
1 8" ‘cal orfmental energy to work to pro-

eg,lnd‘-ngqrql-w m’.fpnrems al

away at ork’%w day at five
o'clock in the afternoon I feed them;
and when 1 have noodles it makes it
so easy for me. I drop them in a pot,
1 add a little salt, I boil them until
they are cooked, and I serve them in
rice bowls, Really, it's wonderfull”

The ingredients used in making
Hong Kong noodlen are 5 per cent
milk powder, 20 per cent cornmeal
flour and 75 per cent wheat flour.
These are churned in the mixer for 156
minutes until they form into little
dough balls. The dough balls are then
pressed into sheets like a carpet and
rolled on a spool, The roll of dough
Is next carrled to the culter, and pass-
ing through the knife comes out in
long sirings, The strings of noodles
are caught on to bamboo sticks and
put on racks to dry in the sun. The
sun drying process {akes about four
hours,

In rainy weather it Is necessary to
use an artificial electric dryer. This
machine can dry one hundred pounds
of noodles per hour.

Equipment used by the Catholic Re-
lief Services is manufactured in Hong
Kong, One unit can produce a thou-
sand pounds of noodles a day.

The people of the United States
donate the flour. Friends around the
world donate the funds to convert the
flour into noodles. The investment
necessary to put an establishment into
operation Is as follows:

1 mixer .. .. .. $ 200,00
2 rollers .. ... . 200.00
1 cutter + 100.00
Motors and bells ... 100.00
Flectrie ncodle drye 500,00
hecessories: racks, scales,
pails, etc. 100.00
Monthly wages for four
noodle-makers ... 100.00
TOTAL werenenneieeses $1,300.00

The target is to reach 10,000 refugees
every day, which requires the daily
production of 50,000 pounds of noodles,
This can only be done by setting up
more machines through the gencrous
help of fricnds, and by interesting
other organizations in Hong Kong to
establish, noodle-making operations of
* their own.

Hungry People |
Monsignor Romaniello told the con-
vention: “Too many people die because
they lack physical energy and food to
survive untll their fortieth birthday.
This program Is needed for hungry

standipg in front of her hut which was  peoples all over, the world. One halt

]
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of the world is under-fed, They are
unorganized and have been in %in
ory,

duce wealth, If we fight the battle of
hunger, we will Increase the chances
for peace and productivity and save
the United States vast sums of
money."

The directors of the National Maca-
roni Manufacturers Association elected
to contribute $2,500 to the work of
Monsignor Romaniello, and one indi-
vidual who did not choose to be iden-
tified will contribute $10,000, while
others have arranged to help send
needed equipment and funds.

The Monsignor will be in the United
States until October and can be
reached in care of hls brother at 39
Vaughn Avenue, New Rochelle, New
York. When he returns to Hong Kong
his address will be: Monsignor Ro-
maniello, M.M,, Man Yee Building,
Queen's Road, Central, Hong Kong.

His story “Escape From Red China,"
thinly disgulsed as fiction, Is told sym-
pathetically and vividly in a paper-
back edition published by the Avon
Book Division of the Hearst Corpora-
tion, 572 Madison Avenue, New York
22, New York,
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Why Food Is a Bargain

The cost of food is of world-wide in-
terest, “Why Food Is a Bargain in the
USA" is, therefore, an appropriate key-
note for the Fifth International Food
Congress, Paul S, Willis, President of
Grocery Manufacturers of America,
Inc., and Vice-Chalrman of the Con-
gress, says that, “it sets the stage for
the food industry to show the consumer
how it coniributes to make life easler,
better and more rewarding at bargain
prices.”

The Fifth International Food Con-

Reserved For
THE WORLD'S FINEST SEMOLINA PRODUCTS

euriched mutritionally with
gress will be held at the New York
Coliseum in New York City, Septem- . . ROCHE VITAMIN B,
ber 8-16, under the general auspices * (Finimminz)
of the International Association of Food i 8% and
Distribution. This is truly an interna- 4 Y
tional organization; its Congresses hav- ROCHE YIT‘,“"N B,
ing been held in Paris, Ostende (Bel- (Ribofieels)
glum), Rome and Lausanne,

This is the first occasion at which all
segments of the United States food in-
dustry have united to play host to this
mammoth International event and to
participate in its program and exhibi-
tion.

1t is expep that participants in the
Congress . will” from 30 or more
countries ‘and will represtyit allgducets
of the world-wide food indu ro-
ducers, manufacturers, wholesaléts,
brokers, retailers, suppliers, trade: as-

(Continued on page 42)

Plus wiacin aud iron

(Availableas "N - Ri.bmewi= A" by Wallace & Tierwan)




Food Congress—
(Continued from page 40)

soclations and government agencics.
In addition to those on the program,
upwards  of- 30,000 executives of. the
food and allied indistries and several
hundred thousand consumers are ex-
pected to visit the exhibition.

The'major purpose of the Congress
and exhibitlon is to show the world
how food, the most bagic need of hu-
manity, can be brought to the people
cMciently, convenlently and abundant-
ly at a consiantly decreasing percent-
age of total personal income. Further-
more,}this is being done under a sys-
tem of free enterprise, free competi-
tion ahd through the teamwork of all
segments of the food Industry—from
farm to table. This takes place while
leavipg manufacturers and distributors
a profit to employ & large number of
peoplg and to continue to increase re-
search for additional improvements in
pro ng and distributing food. This,
of coufse, lifts the standards of nutri-
tion while leaving a fair return on the
capital Invested in the food industry.

According to Mr. Willis, the subject
of the first session of the Congress will
be “Why Food Is a Bargain in the
USA."/This session will be chnired by
Herrell P, DeGrall of Cornell Univer-
sity, who is one of the most widely-
known authorities on food economics
in this country, He will have an im-
portant hand in emphasizing the theme
of the Congress “The Life Line of Hu-
manity—Food from Farm to Table."

This’ opening session will stress the
teamwoprk relationship within the in-
dustry ' and will show how this works
to the ultimate benefit of the consumer,
by bringing an ever widening variety
of products from the farm to the table
at bargain prices—prices that make it
possible for consumers to spend a con-
tinually decreasing proportion of their
income for food. It will give strength
to the industry's story of how competi-
tion under a free enterprise system
makes food such a bargain in this
country.

People in the food industry—{rom
farm to table—can do much to gain
friends by helping troubled nations
feed their people. They can also help
people from other countries who want
to learn now we, in this country, are
able to feed our pecple so generously
and have so much left over to help
feed the rest of the world. Showing
people — from this country and from
others—"Why Food Is a Bargain™ at
the Fifth International Food Congress,
should help win friends and sell more
food both at home and abroad.
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Research—
(Continued from page 27)

weight; their activities, etc.—and the
approximate amount herjgrocery budgs
et will allaw her.to spend for the meal.
This will be punched on cards at a
Menu-Planning Center in the food mar-
ket. The cards then will be “read” into
a computer. Reading from magnetic
tapes at ultra high speeds, the process-
ing unit forms an electronic image of
the people who are to eat that dinner,
1t then elcctronically scans another
magnetic tape on which is recorded a
complete description of the items avail-
able in the store. Guided by its image
of the guests, the computer selects the
items that will give a tasty, nutrition-
ally adequate meal. The menu selected
is then printed by an inter-connected
printer and sent down to the shopper.
She takes this printed tape, inserts it
into an nutomat-like machine, and her
whole dinner, in correct proportions,
pre-wrapped and ready to be heated,
comes out to her,

Does that sound like a marijuana
dream? Neiman-Narcus in Dallas ac-
tually has a set-up, called the Gift Ad-
visory System, by means of which the
shopper can sclect gifts for friends and
relatives, It does not include the auto-
mat delivery feature, but several super-
markets are already experimenting

with automatic machines for deliver-
ing foods to shoppers at the check-out
counters. So—who can say the Menu-
Planner-Meal-Preparer is,impogsible?

‘5 Orybere 1§ another” intriguing dream
for day after tomorrow's homemaker.
She buys a complete meal in a pack-
age. The boxtop of the package is n
computer card which she tears off and
inserts in a slot in an automatic kitchen.
The card tells the kitchen equipment
what to do, while she gets in another
hour of bridge before her husband
comes home for dinner,

You don't belleve it? Would your
grandfather have believed that in sev-
en or eight years a man will literally
fly to the moon?

As Emerson once sald. “Sclence sur-
passes the old miracles of mythology.”
As long as scientists continue to dream
and say why not, I'm ready to believe
that nothing is impossible — with re-
search. And, fortunately,—the best Is
yet to come!

CRITICISM
While you can put up with criticism
from some people, there are others who
insist on making theirs constructive.
—Changing Times

Violence ever defeats its own ends.
When you cannol drive, you can al-
ways persunde.—Hazlitt.

!
Shodes of Toonerville, Mr. and Mrs. Robert

V. Nicholsonand their six year old daughter

Lani are the proud owners of the LaRosa Trolley—a gasoline-powered replico of pub-
lic cars that once plied New York strects. They are shown here being congratulated By Mr.

Vincent F, LoRoso, senlor vice president of V. LoRosa &

Sons, Inc. For copping first prize

ina V. LaRosa & 5ons, Inc. “Name the Trolley” contest, the Nicholson family wos owarded
the nine-foot, 10-passenger trolley—filled with dozens of Marx toys. Some 10,000 chil-

dren in the Melropolitan New York area en

tered the LoRosa contest,
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We like to talk about the awards we have won, but even more to
report on the twenty-two sales success stories that stand sehind these
awards. The next time your U-S sales representative cu Is, ask him
for details on our award winners. . .. ask him to explain I w the U-5

formula for success can be applied to your packuging and

marchandising needs.
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WAY BACK WHEN
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q‘ Yeari’ Ago
e A jsmooth” running machine gives
good ppwer, editorializes M. J. Donna,
likenip# Industry support of a trade
assoclation 'to that smooth running
machine,

e Business conditions at home were
not'so bad in 1822, but the world po-
sition! falled to Inspire confidence,
Europy was dependent upon America
for fogdstuffs until Russia returned to
producgion, “In Russia conditions were
not mising, and agriculture had
undergone Important changes in the
distribution of large estates among
small{ holders."

¢ In §witzerland and France they were
manufgcturing a fairly good macaronl
produgt using considerable American
semolifi, The same was true of Italy
which ised to get its Semolina from
Russin, Noodles were off the market
In Germany because they were too
expensive. Macaronl was being used
in large quantities, but quality was
not good.

® On August 18, 1022, the Senate
passed a tariff bill raising duties on
macaroni from one. cent to two cents
a pouhd,

e The publication “Modern Grocer”
suggested a push on macaroni prod-
ucis during the last week of August,
suggesifhg they would find particular
favor during the summer months, Also
recommended was the featuring of re-
lated items and a recipe contest to
stimulate consumer interest.

30 Years Ago
e Indusiry pays a penalty when It
lowers "prices and cheapens quality,
The 193] census showed macaronl pro-
duction down 234 per cent from the
census of 1020, Reason: inferior maca-
roni atridiculous piices.

e Price cutters must be cured. The
Californin Retail Grocers Advocate
wrole: “The hole that is gelting us
deeper and deeper into the mire Is
profitless selling—not only selling with-
out profit, but selling at an actual loss.
Somebody cuts a price and a dozen
others go him one better. Let's plug
up that holel”

e Tiny macaronl pagkages are imprac-
ties!, said Miss Gfadys Russell, con-
vention reporter. “The consumer s
rarely conscious of macaroni prices—a
most economical staple food, Give
ample quantity and quality at a rea-
sonable price, and you will boost con-
sumption.”
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¢ War is waged on the five cent pack-
age by the Elka Noodle Company of
Maspeth, Long Island, in newspaper
advertising and letters to the trade
announcing that high quality noodles
could not be sold profitably or ethi-
cally at five cents a package.

20 Years Ago

¢ More production was called for by
Donald M, Nelson, chalrman of the
War Production Board.

e Assoclation President C. W. Wolfe,
noting that macaroni manufacturers
were busier than they ever have been,
outlined industry policy for the dura-
tion as follows: Don't overload the
buyer; don't lower quality; don't over-
look products publicity,’

# Meat rationing was announced, and
M. J. Donna declared: "Opportunity
knocks for the entire macaroni indus-
try, “noting that the country's press
expected a promotional campaign with
recipe suggestions,

o How long should spaghetti be? At
the meeting of the National Food Dis-
tributors Association Charles Rossottl,
Albert Ravarino, and M, J. Donna
tackled the task of commenting on the
preferable length for spaghettl; the
cholces—the 21-inch strand wanted by
connoisseurs; the 10%-inch length
called for In rapid packaging; and the

seven-inch strands which seem to be:

galning some favor,

10 Years Ago
¢ The 1052 durum crop escaped a de-
structive stem rust epidemic by a very
narrow mirgin, The early drought
condition was a blessing in disguise.
Nevertheless, production was cut from
cver 36,000,000 bushels in 1851 to 23,-
166,000 in 1852,
» The National Macaroni Manufac-
turers Asgoclation sent representatives
to Washington to inquire about the
possibility of Importing Canadian
durum to alleviate the shortage, Agri-
culture officlals refused to place an
embargo on durum exports, noting the
differential between prices of durum
and spring wheat. -
o Shelf talkers released for National
Macaroni ‘Week sald: “Relax, maca-
roni saves time and effort; spaghetti
goes well with everything; stretch
your food dollar with egg noodles.”
e Boston is not “Beantown" any more.
Joseph Pellegrino, the New England
spaghetti king, uncovered statistics
showing Hub folks consume more than
60,000 tons of spaghetti, three times
the amount of baked beans.

CLASSIFIED ;
ADVERTISING RATES o

7 Display Adnrﬂlb& ;. Rates #&m

FOR I.l—Buthr Preu, like new. Box
175, Macaroni Joumal, Palatine, Il

WANTED—Good used 20 Inch Noodle Cut-
ter, Also Carton Sealer for use on 16 oz.
Spaghettl and Elbow Macaroni Carton, Box
196, Macaroni Journal, Palatine, Il

INDEX TO
ADVERTISERS
Page
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Carsline Kenn

was haomed the No-
tional Maca nufacturers Assoclation
a3 the .'Mos Glirl of the Year, The

daughter of the President wag.selected be-
couse she Is America’s Jun th

because of her love for unlmoll, po arly
a pony named “Cacaronl.” Robert M, Green,
NMMA secretary, holds o portrait of “Maca-""
ronl," done In macaronl shapes, which |s
bclng shipped to Caroline os o gift.
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$ 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, ll.

HOW TO KEEP

.= YOUR
VITAMIN ASSAYS
IN LINE

&l

Start right with Wallace & Tiernan's quality controlled **N-Richment-
A"®, Whether you feed it in powder or wafer form, NRA gives
you uniform enrichment,

With a uniform product, the next step Is uniform uddlllnn The WAT
NA Feeder has been proved by over 30 years of mill operation.
Set it for a few ounces to 10 Ib. per hour and It never varies. It
feeds “N-Richment-A"" conslstently, accuralely, dependably.

The tight enrichment . . . the righ! feeder. Combine them, and
you can't miss on vitamin ys.

Offces and warshouss iocks In princlpal citles,

, ,DQ:N-IH 00.

WALLACE & TIERNAN INC.

NOVADEL FLOUR SERVICE DIVISION
38 MAIN STRIET, BILLIVILLL 9, NEW JiRSLY

b e i b S e bea e R

FORMS 162 11" x 11" RAVIOUIS on sath
ravolution ol the broaze die

221 Pay Street, San Francisco 11, Calif,
Telephone Douglas 2.2794

JACGOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing
in all matters involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egg
Products.

1—Vitamins and Minerals Enrichment Assays.

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

- 3—Semolina and Flour Analysis.

4—Rodent and Inscct Infestation Investigations,
Microscopic Arolyses,

S5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

¢

James J. Winston, Director
156 Chambers Street

New York 7, N.Y.
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Neow BUHLER long goods dryer Installed at the naw Skinner Mocaroni

Company plunlln Omaha, Nebraska,

New from

BUHLER

the Industry’'s finest
long goods

DRYER

11581}
VORI s

+ Contrel canter for dryer line ot Skinner Macaron! Company,

@ Sanitary off-the-floor construction
prevents condensation on the floor
underneath and allows for easy
cleaning.

@ Now nositive-control stick eleva-
tor with ipeclal stick guides prevent
rolling or slipping of long goods
in transfer,

@ Swing-out pansls make Inspec-
tion and cleaning easy.

@ Centralized control panels con
tain unique climate control system
which allow the product to set I'
own drying temperature accordin;
fo its water release capability, anc
also all electrical conirols,

@ Posllive alir circulation produce:
uniform controlled drying.

@ New design paneling with spe-
cial thick insulation stops heat and
vapor,
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PN Speclally deslghed
wto., produce long

Here is a long goods dryer that features the
latest techniques and developments in the in-
dustry. Ultra modern and fully automatic,
this new dryer was designed from the begin-
ning with the quality of the long goods prod-
uct in mind. Precise control of temperature,
humidity, and air circulation insure the even
and thorough drying necessary to producing
uniform and sturdy long goods.

Custom-engineered. Buhler long goods dry-
ers are custom-engineered {o fit your floor
space requirements and can be adapted to
handle stick lengths from 54 to 80 inches with
capacities up to 1500 pounds of long goods
per hour. The entire long goods line need not
be installed end-to-end. If floor space docs
not permit it is possible to arrange the vari-
ous units side-by-side or on different floors.

Pre-dryer. Drying of the product begins im-
mediately at the entrance to the pre-dryer to
prevent stretching of the long goods on the
drying sticks. The Buhler “Mammoth"” pre-
dryer handles up to 1600 pounds of long goods
per hour and can reduce moisture by 10%,.

You can improve your present drying

a &

< Complete

goods of finest '

New paositive-control slick elevator. This new
stick elevator is an exclusive Buhler feature.
The sticks are actually picked up by special
stick guides which conltrol them positively in
transfer. Unlike conventional stick elevator
chain devices, these guided sticks can't roll or
slide from the chain at the transfer point to
the drying tiers, thus practically eliminatin:
mechanical breakdowns,

Swing-out panels for easy access. Individual
panels on each of the dryer units swing out
to provide quick and simple cleaning or in-
spection. It takes only seconds to get at the
interior of the dryer. The panel swings out
far enough to give sufficient room for clean-
ing and maintenance equipment.

operation by installing 1 Buhler pre-dryer In
your present production line,

Inquire now. If you are interested in produc
ing the finest quality long goods while at the
same time increasing the efliciency of yow
operation, call or write BUHLER (today.

THE BUHLER CORPORATION, B923 V'oyzora Blvd,
Minneapalis 28, Minncsola, Phone: ibert,  5.1401

BUHLER BROTHERS (Canada) LTD., 111 Quren Street

f Eowl, Toronto 1, Ontario. Phone: EMpir= 2-2575
Macaron’ Planfs B“H LE R I::-I O:I.c::‘ :uw Yul;‘ City, 230":;& Aven.e. Phone:
by MUrioy Hill 95448
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Th
" Informer!

e has his car to the ground, his o
on the durum wheat, He's part of o
Cintelligenee serviee,” helping us |
cate the hest durum wheat while i
still in the fiell L, . keeping us in
formed ahoat the new crop,
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Our men in the ficll wateh thi
wheat from the time it hegins o
ripen until it is haoevested, Parly o
the vear they're in the durum whe
growing arveas, They follow the vipen
ing crop through the Dakotas, Mo
vienae and the Canadiam Jdwram s b
helt,

Hundreds of durum s heat <anipde
cach identitied iy specifie location i
the duram swheat growings areis,
sent o our Central Lalwaatory in
Minneapolis, Tere they undergo e

tensive analyvsis by our cereal cheme :
i=t= and laboratory technicians 1
determine their desivability < 1o
basic raw  material  for maciro
produet s,

As o result we know the chapraeter-
i=tics of all the durum whean grow
thronghout the upper midwest, th
greal porthwest and the Capneli
provinees, We know wiere the best
durnm wheat s, and cxaetly wnee
Tvpes are nesded oo maintain e
quadity and oniformite for whicl
Lt rnationad Daram Praduct < o
o=,

This enretul selection of the durun s
wheut i st one stepein the quals ¥
control of International Durom el r
netse Al of our guality eonteal pr

codures lave i common purpese
bring you durum products that wil
nsure: your maearoni prodnet o
e Best o gpony paledd!

Anternationa

MILILING COMPANMNDIY
DURUM DIVISION

Gencral Oftices Minncapolis, M nnrsola

Mills at
St Paul, Minncsota

Baldwinsville. N ‘w York




