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A NOD-NONSENSE APPROACH TO PACKAGING

A Rossotti produced macaron: package 1s a modern
markeling tool It will do these things for you, ethciently,

without fuss or fanfare

It will give you a sensible, hard-selling package not

only at the point ol purchase but all through the cycle of
distribution It will run trouble free on your equipment
It will yield cost cutting economies, withoul sac
nficing quahity or service

How can one sales tool do so much?

Because it utilizes the proper size
and construction faclors lor your

market. Because it 1s convenient

to stack and convenienl to use.

Because its recipes reflect the geographical laste
patterns of your own consumers.Because its design
is geared to an increasingly value conscious customer
Also. because i's been created by people who have
seen lhe inside of a macaroni plant  who have worked
in 11  who know macaroni production. And, be
. cause Rossotti 1s a name your company, and
others like 11, have trusted for three

generations
$\ No-nonsense speaking, Rossoth
gives modern macaroni mar

keters better merchandis-
ing through packaging!
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BETTER MERCHANDISING RDSSDTTImeUGH PACKAGING

LITHOGRAPH CORPORATION
EXECUTIVE OFFICES: NORTH BERGEN, N.J.

SAN FRANCISCO 24 CALIFDR
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Developing Executive Skills

by Dr. Charles C. Slater, Director, Executive Development Programs in
Mass Marketing Management, Michigan State University
at the 59th Annual Meeting, National Maccironi Manufacturers Association

OU have been exposed to a pretty

concentrated dose of market infor-
matlon. It has been a valuable and well
planned exercise in review of the re-
sources at your disposal,

The question thai has been running
through my mind is how you put all of
this to work for your firm's profit? In
short, how do you get a drink from this
firehose of information?

Executive skills in large measure
consist of getting value from informa-
tion—value in terms of better, faster
decisions that keep you making money
in a tough and changing competitive
environment,

Permit me to characterize your in-
dustry, as an outsider sees it. Perhaps
this quick sketch will shed some light
on what I see as the key problems, and
at the same time it will give you the
basis for judging the relevance of some
of my later comments on the develop-
ment of executive skills, Here's how
this outsider sees your husiness. It is a
cold view perhaps, but I want to get
down to reality rather than speculate
on how ideal executives would operate
in an environment of ideal Information.
There ls an impractical and costless,
timeless quality that my topic could
have if we didn't get down to realitles
of this business.

First, this looks like five businesses,
not one. As I see the segments, some
appear to be growing much faster than
others. Forgive me for detailing what
must be obvious to most of you, but
it is necessary to the thesis I hope to
develop.

Five Segmenis

First, the dry pasta or macaroni busi-
ness with $200 million in sales. There
are four or five large ($10,000,000 plus)
multi-regional firms which meet 10 to
15 (5-10 million) reglonal firms; then
about 20 local firms with $2,000,000 in
sales altogether account for 70% of the
industry's production. In any one mar-
ket three or four flrms compete for
most of the retail sales in a tight com-
petitive race.

Second, the canned spaghetti busi-
ness amounis to about $85,000,000 at
manufacturers' level, Two firms doml-
nate this business; the same two firms
dominate the wet sauce business.

The third segment of the industry is
the wet and dry sauce business, Dry
sauces are new, but {o date they have
been merely spice blends. Thus wet and

Dr. Cherles C, Sloter

dry sauces amount to about $30,000,000
a year but they are not dynamic sectors
of the industry.

Dry dinners are the fourth seclor of
this industry. Now at $35 to $40 million,
they are rapidly growing, This is the
most exciting and potentially most
dangerous sector of the industry.

The fifth sector is the frozen business.
A few firms are large in this field, bul
it is as a part of the frozen prepared
foods business—not the pasta business
alone. This sector is only $5 to $7 mil-
lion today.

Thus nearly half of the volume of
sales of the macaroni industry are now
accounted for by products not in the
traditional dry form. A new form of
product is growing rapldly. Will it add
volume or replace traditional sales?

Factors For Balance

This quick sketch of the industry can
serve as a platform for describing the
compelitive processes that appear to
operate and about which executive ac-
tion centers, The larger, low cost
plants, consisting of a battery of
presses, headed by 1,600 or 2,000 pound
units can produce at a slightly lower
cost. T have been advised that this dif-
ference may be as much as one to two
cents per pound in cost between the
large plant and the smaller plant doing
less than $2,000,000 a year. This pro-
duction cost advantage is quickly ab-
sorbed by the freight required to ship
the product from the larger plant into
the more distant markets of the smaller

plants, Thus a balance exists that ex-
plains the historic location of larger
plants in large cities and the preserva-
tion of smaller plants in smaller mar-
kets. Until the present day, these small-
er local producers have met the larger
interstate organizations on roughly
equal terms in their own local market.

Another constraint that controls the
competitive process today is the pattern
of supermarket display. The demand
for macaroni products Is such that a
self-service store, doing $20,000 1o $30,-
000 a week in food sales, can afford to
display two or three full lines of dry
pasta products and a sprinkling of
other items and partial lines, In general
terms this means that three or four
brands can be carried, not more. Most
cities, excepting perhaps three or four
of the largest, have the bulk of their
grocery business done by no more than
half dozen warehouse headquarters,
The pattern of consumer demand Is
such that the top local brand Is dis-
played and one or two of the larger
regional or near national brands will
be carried by all outlets. This means
that the third and fourth position will
be the bone fought over by five or six
secondary or distant brands, Thus com-
petition is intense, but relative to some
other food lines, rather stable.

Upsetting Competition

Competition in the long run may not
be so stable an affair. The prepacked
dinner is a new Item. Because of the
advent of freeze drying, it is possible to
include some quality ingredients that
were missing from the older cheese and
dry pasta dinners that have been on
the market since the 1930's. This busi-
ness is the province of the glants of the
food industry. It requires a sophisti-
cated research center to develop these
products and a marketing organization
of some depth to sell them, but it is
already crowded with big firms, Talks
with a few supermarket buyers suggest
that these items are now additions to
the regular line of pasta, dry and
canned. The growth is still rapld and so
it is safe to predict that they will some-
day cut into the dry pasta business, just
as cake mixes eventunlly cut into the
business of the local baker,

This competitive environment, sur-
rounds the serving of three classes of
demand: (1) traditional ethnlc demand

(Continued on Page 8)
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You couldn’t be in better hands

Behind the Peavey diamond is the most complete line of durum products in
the industry—the total range of grades and granulations. Behind the Peavey
diamond are the most complete laboratory facilities in the industry. A pilot mill
and macaroni press aid in the selection of the finest durum wheats. King Midas
quality durum products are backed by a continuing testing and quality control
program and a long-range, forward-looking research program.

You can't buy better durum products. .. or get a better value. . . or receive
better service . . . or be in better hands.

HngTMiclas vurum prooucts
4’ FLOUR MILLS

PEAVEY COMPANY ¢« FLOUR MILLS ¢« MINNEAPOLIS, MINNESOTA 55415
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Developing Executive Skills
(Continued from Page 4)

from families whose roots are in south-
ern Europe, where pasta is a staple;
(2) a low price market for the Ameri-
canized version of spaghetti; and (3) an
emerging gourmet market formed by
those whose fravel or restaurant ex-
posure is such as to make them appre-
clative of quality foods, among them
pasta dishes, The first of these markets
is often dominated by a local producer,
the retail outlets important to this class
of product are the only now dying
mom-'n'-pop slores. The second of these
market segments has been the preserve
of larger, low priced, mass marketers:
The new market is belng penetrated by
the better quality prepared dinners. It
is In this third segment that the great-
est opportunity and threat seems to
lurk,

In this competitive environment and
serving these market segments, mar-
keting management must use the infor-
mation that could be presented to make
some decisions, Let's return to that
question of how you get a drink from
the firehose of market information that
is potentlally available? To do this let's
look at the questions that marketing
management must deal—on a day-to-
day basis as well as on a longer run
basis,

Day-fo-Day Questions

For purposes of this exercise, it ir
convenlent to think of day-to-day ques-
tions as: (1) those that require action to
sell your product; (2) those that pop up
as opporiunities which must be seized;
and (3) those that consist of gathering
information upon whicn one must basge
future decisions. Most flrms are longor
on philosophy of aclions that are bro-
midic oversimplifications of the verities
of human nature, than on hardheaded
experimentally based knowledge of the
e Tect of sales, advertising, and promo-
tion expenditures on volume and prof-
its, The selzing of advantages is crucinl
in the nearly frozen state that competi-
tors find themselves locked into by the
fact that supermarket operations can
only accommodate about hall of all the
suppliers that would like to serve the
market. The game of musical chairs re-
quires that a chance to get on a chain
of store's shelves be quickly seized. The
timing of introductory offers is crucial,
if not vital.

The third of these day-to-day mar-
keling tasks is the gathering of infor-
mation that will serve as a market in-
telligence network in future decisions.
Recording systems to keep close track
of deals that are heard about, competl-
tive detailing that is done, and test
markets that are conducted all are a
continuing need that few firms take the

trouble to maintain. As a result expen-
sive and Inadequate surveys of trade
and consumer channels are often rush-
ed Into existence when tough decisions
pop up. The past blurs into a timeless
montage with the carllest experiences
in sharper focus than things that hap-
penxd one, two or flve years ago. One
exa:utive skill co.sists of the planning
needed to collect information when it
in cheaply available and storing it for
future use.

The longer run questions are thos:
{bat can wait for more information and
(hus be put off until tomorrow. Tuo
uften the urgent takes precedence o er
the important. Too many firms fail to
make the bench marks of information
that will be useful and sometimes cru-
clal in making future decisions. To il-
lustrate: today, dry dinners are appar-
ently not cutling into dry pasta sales.
How many of you have a really solid
base of information on these dinner
sales relative to the sales of dry pasta
products? Can the information collec-
tion method be reproduced two years
from now so that you can review your
present decisions about this business?
On this may hang the future of your
business.

Basic Considerations

So much for the background of ex-
ecutive skills, for it is in the market
environment and consumer demand
patterns that marketing management
must exerclse such #.{1l as they possess.
It is an environme.it of uncertainty and
risk, where self deception can look like
a plan, and no one can really tell the
difference unless some plain tough
questions are faced. I submit that exec-
utive skill consists of formulating ques-
tions and seeing to it that the answers
are timely and lead to actiors that are
judged by the profits they produce, It is
not enough to have all the research
available—that is, to have all the an-
swers, you have to know what the
questions are too!

Secretary of Defense MacNamara is
alleged to have started his tour of office
by formulating 86 questions — with
deadlines for his stafl. Using these as a
base, he formed an early plan for har-
nessing the Depariment of Defense,

Six broad questions encompass some
toples that seem to me to be significant
elements in executlve skill today:

1. How do You reach your market?

2, What are the borders of your mar-
ket?

3. What can you afford to spend to
extend the boundaries of the market?

4. What will be the competitive re-
sponse to changes in your marketing?

5. What are the emerging changes in
economic environment?

' & B

6. What impact will changing tech-
nology have upon your operation?

These are not questions that remain
answered for very long; events change
the answers to these issues. The ques-
tions can be ignored, but like an un-
wanted pregnancy, ignoring the prob-
lem may not make it disappear.

Allow me to review these questions
and to discuss them in terms of the
kinds of new research tools and con-
cepts that permit manaogement to de-
velop more profitable answers.

How o Reach Market

How do you reach the market? One
can classify the ways the market can
be reached in many ways. I like to
think of eight channels to reach the
market with the product itsell, or a
message designed to encourage some-
body to buy your product. How effec-
tive are expenditures in each of these
eight avenues? How should effort be
allocated among these eight alterna-
tives, and sometimes compeling, meth-
ods of spending money to make money?

1. Chain headquarters, both sales and
missionary calls.

2. Trade advertising and promotion—
including deals and price promotion.

3. Buyers at chaln and wholesale dis-
tribution centers.

4. Retail level retalling and selling,

5, Consumer in-store demonstrations
and samyling of product.

8. Consumer paid space advertising.

7. Consumer word of mouth promo-
tion and public relations activities.

8. Consumer and trade promotlon via
cooperative advertising.

The allceation of funds to these alter-
natives means of reaching and influenc-
ing trade and consumer acceptance of
your products is one of the key tasks
of management. Can you be satisfled
with the answer you now get to the
question of how much profit a dollar
spent In advertising or declailing re-
turns? The measurement of the effec-
tiveness of advertising is being pro-
gressively refined. Are you taking ad-
vantage of these developments?

Market Boundaries

The second of this list of questions—
the boundaries of the market, has sev-
eral dimensions, ie. geographic and
consumer market segments. The geo-
graphic limits of the market are usual-
ly clear cut, but one observes the reck-
less invasion of distant markets be-
cause they are beyond the present area
where consumer franchise prompts
seller to protect the price and image of
quality. Dumping, however, Is not a
very effective way to bulld volume;
little of it remains as continuing busi-
ness and retallation cuts down the

(Continued on Page 8)
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Now ... the
“BEST” L |
For the Ordering '

by Gene Kuhn
Manager:
AMBER MILLING DIVISION
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——————

Yes, the big durum crop
enables Amber to fill your
orders for the finest Amber
Venezia No. 1 Semolina and
Imperia Durum Granular.
Join the growing number of
discriminating macaroni
manufacturers who put “qual-
ity first” and who are reward-
ed by a larger and larger ber Venezia No.
portion of the market.

You'll find that Amber
products improve your qual-
ity at the same time they cut

production problems, Consist-
ent Amber color, uniform
granulation and uniform high
quality go hand in hand with
“on time" delivery of every
order.

A T S ST

Be sure and schedule your
Amber orders ahead for Am-
1 and
Imperia Durum Granular, A
phone call today will insure
delivery you want. Be sure—
specify Amber,

' AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn.—General Offices: St. Paul 1, Minn.
TELEPHONE! Mldway 8-8433
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Developing Executive Skills—
(Continued on Page 6)

pleasure too. Thus the geographic
limits are evident.

The concept of the market in motion
Is perhaps a more useful way to study
opportunity. At any given time there is
some fraction of present buyers who
will, because of habit and preference,
perziet in buying the brand they are
now busmng Other customers will.
switch brands, and others will enter the
market as new buyers. It is suggested
that you look at the market that is in
motion at any g'ven time as the target
market, rather than your share of the
total market. Concentrate promotion
on those segments of the market where
you have a better than average chance
of reaching the market In motion—
with as much or more promotion and-
advertising as your competitors. -

What to Spend

The amount that can be spent to sell
your product cannot be greater than
the discounted cash value of the future
stream of revenue that the customer
will return to you—until he has switch-
ed away from your products. At a 20%
switch rate und a 20% return on capi-
tal, it would mean that a customer con-
tributing a dollar in gross margin this
year wou'd be worth $2.65 In six years.

" chan,

Competitive Responses

The fourth of these questions—What
will be the compelitive response to
changes in your market?—deserves a
careful answer. It is the most treacher-
ous area of unce.fainty in a business as
tightly competitive as yours. To be able
to imagine tke cost structure of your
key competitors and {o use market in-
telligence to understand and even anti-
cipate 'the likely response of competi-
tors to losses in volume or reductions in
price can be very important. Modern
business games can be played, ones that
can be modifled to resemble your in-
dustry to help you anticipate the re-
sponses of customers and competitors
to such things as private label deals.
The so-called Bayeslan statistics will
let you approach these problems in new
ways that makes your common sense
knowledge of your business play a big-
ger rgle in deciding how to evaluate
2. in the market and the likely
responses of your competitors to

changes you may wish to induce,

Changes in Environment

The fifth question — What are the
changes developing in the total eco-
nomic environment? — needs constant
attention. Most executives action and
particularly marketing action is entire-
ly too casual about the matter, Here are
some concrete questions that need good
Fnswers:

Disc, § Bwilch-out
1,00 1.00+
.80 £0
04 04
51 51
40 40
32 a2

Discounted value of a
cusiomer spending one dollar
1,00
04
A1
25
.18
00

$2.55

Thus if your product has a material,
wrapping and labor cost of 10¢, and it
sells for 20¢ at wholesale prices, the
gross margin is 50%. If the switch rate
of new customers is about 20% per year
and you establish that you require a
20% return on capital you invest in
product promotion, we have the neces-
sary information to determine the most
you can spend on the garnering of new
customers, The calculations just run
through show that for $1.00 in gross
margin of current business, the most
that you could spend would be $2.55.
What is the switch-out rate of your old
customers; what age groups and eco-
nomic groups are entering the market
and which are leaving your market for
the new dry dinners? Executive skills
consist of trylng to create the ques-
tions and frame them so that you can
put to work the complex information
the modern research can put at your
disposal.

1. Will small local producers just
fade away quietly as new large scale
plants operate at lower costs and prices
fall to match the changes? Will these
small plants remain as standby capac-
ity and thus hold prices to marginal
cost of their operation, or will they
berome private label suppliers and re-
duce the market available for the new
larger plants?

2, Who will fall and who will suc-
ceed in the tough future of the pre-
pared dinners indusiry? Should you
seek supply contracts with the big
firms that make the dinners or should
you enter this business under your own
label? 3. The large multi-state maca-
ronl manufacturers may be expanding
their capacity and seeking to extend
their market into your territory. Should
you use present profitls {o modernize
and thus cut your costs In the future
or should you milk the business and
not give into illusions of grandeur?

Technological Impact
The sixth and final question, “What
impact changing technology will likely
have on your business?” requires
knowledge of technical change and the
vision to imagine the impact of these
changes upon the business. Most peo-
ple seem content to generally philoso-
phize nbout these changes—measuring
the rate of change by building simple
benchmarks is a more mundane but
more useful approach. Store audits,
consumer surveys ond other records of
product movement will be invaluable
if 12peated over time; done once they
are a curiosity, done twice they suggest
a trend, done three times they may
serve as the evidence needed for a basic
decision. Such technical changes as
new drying methods and packeging
methods are directly important, but
new roads opening up distant markets
and new inventory control methods are
of almost equal interest.

Conclusion

The conclusion that grows from this
exercise is that the research you have
just heard about can be just an idle
curiosity and a loltery 1o which you
pay a small sum to see If some great
truth will pop out liite a winning num-
ber—or—and more important, research
and marketing information can be the
basis for answering the crucial ques-
tions that underlie your marketing
strategy, but you must formulate the
questions, Management skill consists of
the brains to ask meaningful questions
and having the patience to await and to
demand constructive answers — and
keep on getting belter answers. I have
tred to suggest the broad soclal, tech-
nitzl and economic framework into
which meaningful detailed questions
about your business could be formu-
lated and hopefully answered by sus-
tained action.

These are blunt sounding words as 1
hear them, but I hope that my effort to
be briefl does nol cause you to feel that
1 do not racognize the profitable and
progressive management the Industry
enjoys. Growing and expanding shelf
space as your industry has over the
past 10 years is proof of executive skill
in your industry.

Quotable Quotes
The Russians forge nhead of us in yet
another fleld. They seem to have solve.d
the problem of how not to produce
too much food.
—Bill Vaughan In Kansas City Star

Truth is tough. It will not break, like
a bubble, at a touch; you may kick it
about all day like a football, and It will
be round and full at evening.

—Oliver Wendell Holmes
Tue MACARONI JOURNAL
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RAVIOLI
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THOROUGHLY KNEADED DOUGH
FOR YOUR RAVIOLI OPERATION

Clermont's Double Arm Kneader-Mixer has 200 Ibs,
capacity, stainless steel construction and

double arm agitator for complete kneading . . .
other models available with up to 500 Ibs. capacity,
with single arm agitators if desired.

IN ALL SIZES & SHAPES

UP TO 20,000 PER HOUR

Clermont's Ravioli Machine is the only one of its kind
constructed to accommodate varying sized

moulds which can be interchanged within minutes
(one machine makes all sizes) .
40 Ibs. of filling and all parts are easily removable
for cleaning.

. holds up to
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MANICOTTI-BLINTZ
OR EGG ROLL SKINS
FOR A PENNY A SKIN

Clermont's Douji': Skin Processor produces up
to 600 per hour . . . makes round sxins up

to 6" in dia,, also square or other shapes by
simply changing the dough discs . . . operates
automatically, requires only one operator

with no special skills,

REQUEST SPECIFICATIONS
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How | Would Promote Macaroni
to the Restaurant Industry

by Kathryn Bruce, Director of Educational Programs, National Restourant Associotion
at the 59th Annual Meeting, National Macaroni Manufacturers Association

ATURALLY, 1 feel very honored

to participate In the convention
program of the National Macaroni
Manufacturers' Assoclation. The nice
aspect of this invitation is the subject
which was suggested, “How I Would
Promote Macaroni to the Restaurant
Industry.” It relieves me of the respon-
sibility of having to be an expert on
promotion, It also gives me the oppor-
tunity to discuss the restaurant indus-
try and present our “lins and outs” as a
market.

The over-all theme of your program,
“Selling the Consumer” sums up an
objective which applies not only to
your industry but to the restaurant and
Institutional industry as well. There are
three general areas of Information
which I would like to discuss which re-
lote to this objective:

1. Some aspects of the food service
industry and the market it repre-
sents,

2, Why promolion of macarepi might
be of mutual benefit to manufac-
turers and restaurants.

3. Suggestions of possible woys of
promoting macaroni to the restau-
rant and institutional market.

The Food Service Indusiry Market

Many of you are well aware of the
size and characteristics of the market
represented by restaurants and institu-
tions, Anyone selling to this market
could tell me o great deal about the
market os represented by your custom-
ers. For this reason, I do not intend to
go into any refined statistical analysis.
The Natlonal Restaurant Assoclation
has done a great deal of research on our
market and the findings are available
in an excellent publication entitled
“Special Report for Institutional Food
Manufacturers.” This report delves in-
to all segments of our market, includ-
ing the wholesale or food manufac-
turers' market.

To briefly mention some figures on
our market showing its scope, there are
approximately 550,000 establishments
scrving food to people away from
home. Of these, 350,000 are what may
be termed “commercial restaurants,” In
vddition, there are hotel and motel din-
ing rooms, private clubs, college and

Kathryn Bruce

university food service, hospltals, and
institutions, and still others.

The market value of food consumed
away from home exceeds 18 billion dol-
lars a year and accounts for 25% of the
consumers food expenditures. Around
80 million meals are served daily in
public eating places and it is estimated
that there Is o ratlo of one restaurant
for every 700 people in this country.

Changing Trends

The changing trends in this market
merit watching by those selling in this
fleld. Some of these trends are the
growth of multiunit and chain organi-
zations, franchises, vending, conveni-
ence foods, and the methods employed
in marketing and distribution. An ex-
ample of this trend in marketing might
be illustrated in a recent research re-
port released by the U.S, Depariment
of Agriculture’s marketing service on
the feasibility of adapting low cost,
voluntary group wholesaling services
to the food service industry. This in-
dustry Is undergoing rapid changes and
indications are that it will continue so.

The major point to keep in mind re-
garding the food service industry is the
80 million meals served dally. The res-
taurant and institutional market is a
significant one not only as a purchaser
of products but, perhaps more impor-
tant since an even broader market is

4‘\*-5“!" L) )

presenied, as n “middleman” between
manufacturer and consumer,

Why Promotion of Macaronl Might Be
of Mutual Benefit fo Manufacturers
and Restaurants

The final selling to the consumer is
the prime objective of both manufac-
turer and the restaurant or institution
who purchases macaronl, Simply talk-
ing in terms of statistics is not .he an-
swer in determining how to motivate
the restaurant purchaser to increase or
expand his use of macaroni products.

If I am not mistaken, any salesman
would tell us that he does not sell to
“markets” but to Individuals. Perhaps
the most important information I could
relay to you would be about restau-
rant owners, managers, or purchasing
agents and what occupies their
thoughts and attentions. Most food
service establishments in this country
are small. Even in glant chain organiza-
tions, the individual establishments ore
small businesses from the standpoint of
sales volume, number of employces,
ele. Consequently, there are some com-
mon denominators that apply to the
majority of your present and potcntlal
customers in the food service field, The
average restaurant executive is con-
cerned with the “cost-price squeeze"
(sound familiar?); how to Increase cus-
tomer and dollar volume; how to re-
duce costs; how to increase employee
productivity, and of course, how to
please his customers.

You Must Sell Him

Yes, this sounds like a list that could
apply to any business. Keep in mind
that the person whom you wish to sell
is probably coping with these problems
by himself, It is not unusual in our
business to find the restaurateur execu-
tive either directly supervising or per-
forming a range of functions including
business manageinent, bookkeeping,
purchasing, menu-plunning, food prep-
aration and cooking, food service, mer-
chandising, personnel administration,
dishwashing and malntenance, cashier-
ing, and all else that might come up.
The point I wish to make is that he
needs to be sold on n product because
his schedule doesn't leave time to seek

(Continued on Page 12)
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so who wants
1 durum milled
by experts?

You do! And it doesn't take an old-timer
to realize that his macaroni products
miss the mark if his durum hasn't been
milled to meet exacting standards of
performance. Here's where ADM's 60
years experlence in processing agricul-

tural products really pays off. It's this
+ know-how that can guarantee you a uni-
form, consistently fine durum product
that's been individually bin blended to
your specifications . . . each and every
time. For your next durum order . . .
bulk or bag.. . call fora quote from ADM.

Where top performance counts, you can count on ADM

™ ADM

ARCHER DANIELB MIDLAND COMPANY DURUM DEPARTMENT MINNEAPOLIS KANBAS CiTY
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Promote Macaroni
To Restouronts—
(Continued from Page 10)

cut on his own the merits of any par-
ticular food item. The easiest way for
this busy man would be to stick to the
tried and true standard items which he
Is sure of and which he knowi wili zell,

The reason 1 belleve tl:ere are mu-
{ual benefits to be derived from our
industries working together is based on
the fact that you manufacture a prod-
uct already widely used In the restau-
rant fleld. We should jointly explore
ways of increasing the popularity and
value of macaroni productr eorved in
restauranis. We have a com:non inter-
est in quality, cost, variety, originality
and profitability of your pruducts bascd
on consumer acceptance and sales. A
point not to be overlooked is that the
restaurant market can have a definite
influence on the popularity, quality,
and taste standerds of mecaron! dishes
prepared at home,

Some Suggestions for Possible Ways of
Promoting Macaronl in The Restau.
rant and Institutional Market.

Now, for a hodge-podge of ideas that
1 would explore in promoting macaroni
to the restaurant fleld. First, I would
examine all promotional projects that
have been accomplished in other flelds
to see if they would relate to adapta-
tion in the restaurant market. Basie
product information, nutritional data,
historical tid-bits, food photographs,
trade press releases, cost informatlon,
recipes, cooking instructions.

The next step I could take would be
to determine what type of projects
might best be done collectively to pro-
mote basic macaroni products, and
what individual projects might be un-
dertaken to promole my particular
brand. For collective projects, I would
work through the Assoclation.

Among the types of projects I would
investigate are:

Menu Planning Suggestlons

Quantity Recipes

Cooking Instructior:

Special and Convenient Packag-

ing for Restaurants

Merchandising Tips

Cost Studies, including product

plus labor costs for various

recipes

G. Booklets on sizes, shapes and
characteristics of all macaroni
prrducts with information on
huw to use them imaginatively

H. Films ond fillmstrips covering

such topics as quantity cookery

information, basic product facts,

employee training, serving sug-

gestions, ete.

mm pawE>

Increased demand for macaroni prod-
ucts In the home. The promotion of
macaroni products in the restaurant and
institutional fleld could be of mutual
advantoge to your industry and mine,
if the promotion Is designed to create
an increased consumer demand based
on quality, originality and velue. There
are many ways in which macaronl
might be promoted, however, explora-
tion should be undertaken to determine

the best method. Long range goals
should be established keeping in mind
the interest on the manufacturer, the
restaurant and the restaurant customer.

La Rosa Adds to
Institutional Line

With the Introduction of nine new
items to its institutional line, V. La
Rosa & Sons, Inc., Brooklyn, New York,
has catapulted in less than two years
into top ranking with one of the most
complete lines of Italian-style prepared
foods for mass feeding.

The new products make a total of
27 La Rosa Italian specialties available
for the institutional fleld. This is in
additlon to a variety of 25 bulk spa-
ghettl, macaroni and egg noodle prod-
ucts,

Heading the list of tasty new foods
are hors d'oeuvres-style meat balls,
packed in No. 10 size cans in either
sauce or rich brown gravy. The meat
balls in sauce average 110 to the can;
meat balls in gravy, 102 to the can.

There are also three new beef items:
beef and gravy, beef-polatoes ond

glance what quantity purchases they
require for thelr individual operations.
This chart was developed as the re-
sult of a survey which broke down the
national average portion served for
each of the prepared foods. It shows the
fotal net quantity per can, including
precise costs down to the individual
ravioli ple or meat ball, together with a
suggested serving portion. It also eval-
uates approximate servings per can.
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AMERICA’'S LARGEST

MACARON

DIE MAKER
SINCE 1903

'QD#& QLT 8B T 0yP = Qo S5 47 %

® BRONZE ALLOYS

® SPECIAL ALLOYS
e TEFLON

Management continuously

FREE catalog

to supplement your
presant products. Written in
SPANISH, ENGUSH ITALIAN,

557 THIRD AVE.

BROOKLYN 15, N.Y., US.A.

® STAINLESS STEEL
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I. Advertising in Trade Press gravy, and cubed beef in gravy. . " .
The word “promote” can mean many J. Press Relcases to Restaurant Four high-quality soup and gravy retai ned in fhe same fam ||y_

things to many people, but for the sake Trade Press specialties also are expected to win ?

of my comments it is used to mean K. Convention Exhibits widespread acceptance, They are chick-

“helping to grow or develop inrank or 7' Brochures designed as hand-outs €7 Soup base, beef soup base, continen-

1mpct)ﬂinnce." Renchéng the goal of sluc- for salesmen tal-style onlon soup and instant brown

cessful growth or development in im- . gravy.

poriance of macaron! products in the s i::::::lsvg:r::ns:{:zl :: I;ﬁefn Both the chicken and beef soup bases

food service fleld will necessarily in- Restaurants” come in 16-ounce jars and make four

volve the manufacturer, the restaurant N. Research Projects With Colleges gallons each. The onlon soup, in an 8-

and the customer. Therefore, any pro- or Trade and Vocatlonal Schools ounce jar, and the gravy, in a 13-ounce

motlonal project needs to be based on Offering Restaurant Training jar, each make one gallon.

mutual advantages it offers to the three Courses ! ’Il':ie mlrinz' 92::1-‘:?&1 popularity o; Satisfied customers in over twenty-five countries

groups, . “Welght-Watchers" ' talian-style owest cost an

Knowing your market is the first . reclp:: for éf:len P highest markup dishes—Is giving them ¢ ENGLAND ® BRAZIL e ITALY

rule of thumb in sales promotion. Be- P, Children’s menu's featuring Mac- 8 Proferential place on menus for ® GREECE o CHILE * MEXICO

cause of this, my first suggestion would aronl Dishes schools, restaurante, in-plant catering ® JAPAN s PERV ¢ VENEZUELA

be for the exchange of information be- Q. Contests for Best Macaroni 8nd hospitals, according to Robert J. ® UNITED STATES o ARGENTINA ® ISRAEL

iween the Macaroni Manufacturers and Reclpe Spence, La Rosa institutional division o PUERTO RICO o ECUADOR o HAWAII

the Food Service Industry, This could R Scholarship Awards for chef's or 5818 manager. o CANADA URUGUAY = COLOM

best be done by a meeting between the Restaurant Management Stu- He points out that La Rosa's Italian- * miA

presidents and executive vice presi- dents style prepared Institutional foods are s PANAMA o CUBA © DOMINICAN REPUBLIC

dents of the assoclations representing g Tje-in With Restaurant Promo- TNot highly seasoned. They are packed ® SOUTH AFRICA ¢ AUSTRALIA e SWEDEN

our industries. This is, in my opinion, a tions bland, so that they may be fluvored 1o o HAITI
#, way in which well;ce!slahmhed l;)ing— ithe chef's taste, This is particularly
2+ range objectives could be accomplish- To summarize briefly, the restaurant important in acquiring final identity in
% cd. Implementing projects designed 10 and institutional mn,;{eg does offer ‘: restaurants, every die Im‘ﬂl""ﬂlﬂ"’ ﬂlﬂfﬂﬂ““ ! 1
* reach the cbjectives could also be de- yary significant opportunity to Increase ~ Mr, Spence credits La Rosa's special

veloped through mutual understanding  {he sales and consumption of maca- portion control chart as a major ald to 9

and agreement. roni, and, also, o nssist in creating an institutional buyers. It tells them at a send for our Q

S

oY
: -D. mnwnm & Sons, Inc. ¢
[0
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The Big Wheat Deal

Russia's crop failures figure signifi-
cantly in the United States export out-
look, Bad weather has trimmed harvests
not only in Russia but almost all across
Europe this year,

These points stand out in summariz-
ing the impact of this deal on the durum
situation:

Bumper crops In the United States
and Canada make the North American
supply of durum wheat about 169,000,
000 bushels, With domestic use of about
82,000,000 in the United States and 3,-
000,000 in Canada, there remains 134,
000,000 bushels for export. This should
be more than adequate to supply any
conceivable need for durum in the world
this year.

On Seplember 16 Russia signed an
agreement with Canada to purchase
240,000,000 bushels of wheat at a price
of approximately $500,000,000. Included
in this total was 8,000,000 bushels of
durum, of Canadian No. 3 and No. 4
grades. Canada sold 185,000,000 bushels
of wheat to China in August. Australia
has sold 58,500,000 bushels of flour and
wheat to Russia.

Europe’s Crop Down

The European wheat crop is about
15 per cent below last year; France is
about 33 per cent short. Durum im-
porting countries have needs covered
for approximately six months. The
North African durum crop has been
about average, which will take care of
Algeria and Moroccan exporis to
France.

A group of American grain traders
have been negotlating with the Russians
in Ottawa to sell quantities of wheat
variously rumored to be 100,000,000 to
200,000,000 bushels. The blg question
was whether this wheat can be sold at
the world market price which would
require a subsidy of 50 to 60 cents a
bushel.

On September 18 Great Plains Wheat,
Inc. passed a resolution stating that the
the government should take a hard
look at its foreign policy and its rela-
tion to sales of wheat, based on the
polnts that (1) the government cannot
afford to disregard the interests of the
wheat growers; (2) Increased sales of
wheat would aid in the balance of pay-
ments; (3) the United States should not
git idly by while competing nations
bulld up wheat production facilities and
trade distribution channels; (4) there

14

has been an easing of tensions in the
old war as {llustrated by the test ban
treaty; and (6) it is difficult to justify
hanging on to wheat when many people
in the world do not have enough bread
to eat,

Meanwhile, although approval is ex-
pected, the White House has postponed
temporarily any statement of its policy

;regarding wheat saoles to Russin be-

cause of domestic politles and Soviet
confusion as to the timing of a formal
bid for United States wheat.

December wheat futures in Chicago
rose from a price of $1.83 at the end
of August 1o $2.0625 the last week ol
Seplember. But the market has been
skittish, taking a drop of four points
when news from Ottawa Indicated nego-
tiations with Russia were having diffi-
culty.

Durum is always affected by the gen-
eral wheat market, so the long-term
effect on supply and price may be con-
siderable. Most macaronl manufacturers
are booked until the first of the year
and are walting until things settle
down before extending themselves
further,

Grain Market News reported offer-
ings of durum continued light during
the month of September, and by the
third week of the month Hard Amber
Durum ) .ices had climbed nine to 10
cents in a range of $2.30 o $2.40, with
most of the sales near the top of that
range. By the last week of the month
buyers were bidding two cents over the
previous week's level, with an occa-
slonal edge pald for a special quality
car.

The Minneapolls office of the Com-
modity Credit Corporation reported the
first export sale of durum, amounting
fo 287,333 bushels, September 23, at
$2.415 per bushel, f.0.b Duluth-Super-
for.

Prize Durum

A 4-H youth from Callway, Minneso-
ta, was named the grand champion
graln exhibitor at the Minnesota State
Fair,

Nineteen-year-old Jerome Flotte-
mesch walked off with the purple rib-
bon In the 4-H competition for his
showlng of durum wheat,

Jerome also demonstrated effective
weed control on his wheat crop. He
earned more than $900 from 18 acres of
small grain in 1063,

High Test Weight

The Cereal Technology Department
of the North Dakota State University
has tested over 400 samples of current
crop durum, and reports the indication
of very good quality. Test weight at 58
pounds per bushel averages about 3.6

pounds less than th. remarkably high
average reported last year, 61.8 pounds
per bushel.

Protein at 13.8 per cent average is
approximately one per cent higher than
a year ago. Shrunken and broken ker-
nels at 1.2 per cent and dockage at 3.5
per cent are only slightly higher.than
the corresponding values reported last
year and are within a reasonnble range
for good quality.

Coast-Dakota President

Mark W. K. Heflelfinger was elected
president of Coast-Dakota Flour Coin-
pany to succeed Willlam M. Stelnke,
who retired July 1. Coast-Dakota Is the
Pacific Coast sales affiliate of Peavey
Company Flour Mills.

Help to Hong Kong

A team of macaroni and packaging
suppliers has joined forces lo provide
spaghettl sauce for Chinese refugees
in Hong Kong.

Through the collaboration of Golden
Grain Macaroni Company in San Lean-
dro, California and the Rossottl Califor-
nia Lithograph Corporation in San
Francisco, a shipment of American
made spaghetti sauces has been sent to
Msgr. John Romaniello of Hong Kong.
Msgr, Romanlello is known as the
Noodle Priest throughout the world. He
is attached to the Maryknoll Mission-
aries and one of his most important un-
dertakings Is the manufacture and dis-
tribution of a million pounds of noodles
a month to hungry Chinese in Hong
Kong. As a result Msgr. Romanlello is
also weil-known to the members of the
Macasoni Institute, He recently attend-
ed the convention of the National Mac-
aroni Manufacturers Association at
Mackinac Island, Michigan.

The donation was made through the
heads of the two organizations, Vincent
DeDomenico of Golden Grain and Rob-
ert Van Gelder, Sales Manager of Ros-
solti California, The Golden Grain Mac-
aroni Company manufactures a line of
Rice-a-Ronl dinners, spaghett! sauces,
candy and other food iteins. Rossotti
California is the west coast manufac-
turing and sales divislon of Rossoiti
Lithograph Corporation, packaging pro-
ducers, whose executive offices are In
North Bergen, New Jersey.

Msgr. Romanlello is now attending
the Ecumenical Council in Rome, Italy.
Before leaving, hé¢ sald, "Our noodles
are still the most pppular thing in town.
They are a great hlessing to the refu-
gees who have td work long hours for
low wages:*Our le machines are
running full“time ‘ind bringing happi-
ness to hungry people. I am grateful &%
cur friends In the United States for all
their kindi.»sses.” ol
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This is where we learned about durum.
Have you talked to him lately?

The world’s best durum is grown by the North Dakota farmer. Even other durum growers
will tell you that.

We have lived by and with the growers of the world’s best durum for half a century. North
Duxota farmers know the North Dakota Mill and Elevator looks for the best of his crop.

It's not hard to mill the best durum products when you have the best durum to start with.

It might be easier for you to make the best macaroni products if you had the best durum
products to start with, too,

Our products made from Dakota durum are: Durakota No. 1 Semolina, Perfecto Durum
Granular and Excello Fancy Durum Patent Flour,

Try our service. Shipments go forth as scheduled,

Notth Dakota Mill and Slevator

Floar Miling Division Graad Forks, Norik Dekela
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I n October, The Weiss Noodle Com-

pany held open house for their
new plant in suburban Cleveland. Lo-
cated al 31313 Aurora Road in Solon,
“a well planned and regulaled commu-
nily,” the Williamsburg Colonial struc-
ture was crected last year. It was con-
ceived and planned by Albert S. Weiss,
president of the company, 1o carry out
his idea that a food plant should have
aspects of being homelike rather than
being purely functional, stark, and
cold,

Visitors are charmed by the subur-
ban setting and impressed with the
expanse of lawn before the factory as
they swing into a brick gate entrance
leading to ample parking area. The
entrance is graced with white colonial
columns and an Early American door.

Hand Press

As you enter the reception room, im-
medinte attention is focused upon an
old style noodle press which commands
the center of atlention in a tastefully
furnished sitling room in Williamsburg
decor.

The executive offices are wood panel-
ed and are flanked by an attractive test
kitchen that would do credit to any

- ®
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home. This is of adequate size to take
care of preparing food for demonstra-
tions for customers, good sized meeting
groups, or for handling routine quality
control tesls.

A dining area on the other side of
the kitchen is attractive and roomy. It
serves the employees as a lunchroom
during working hours and can be con-
verted Into an attraclive meeling room
or dining set-up for special occasions.

The production area is efficiently
Jaid out from the receiving of raw ma-
terials to the shipment of finished
goods, It is a tribute to excellent plan-
ning and construction with the stress of
time created by the catastrophic fire
that swept through the old Woodland
Avenue plant in Cleveland in July of
1961,

The fire was devastating., Everything
was destroyed exceplt the spirit and
will to continue the Weiss Noodle Com-
puny. Within days after the fire, tem-
porary production was set up In quar-
ters in Newburgh Heights. Plans for the
new plant in Solon were accelerated.
They were already on the drawing
boards because of a contemplated high-
way coming through the Woodland
Avenue area.

HOODIE COMPANY

Established in 1923

The Weiss Noodle Company was es-
tablished in 1923 by Gaspar and Bertha
Weiss. He was a high school principal
in Hungary, who came to this country
in the early 1900's. He first started work
as a bookkeeper and then went into the
dry goods business, and finally into the
manufacture and selling of the good
Hungarian noodles that his wife, Ber-
tha, could make.

Gaspar and Bertha sent son Albert to
Chio State University on an athletic
scholarship. Al played everylthing —
halfback and fullback on the football
squad, right wing and left wing on the
soccer team, and varsity tennis,

Al had intended to study medicine,
but in 1828 thought he could be of
greater help to his family by working
in the noodle plant. Most of the plant's
output went to restaurants and the
bulk trade. It was Al's idea to put the
noodles into cellophane and sell them to
stores. Visible packaging made Mrs.
Weiss' Noodles popular, and soon they
were available all over the Cleveland
arca. Today they have a strong con-
sumer franchise within a two hundred
mile radius of Cleveland. His mother,

Ex :eutive Suile,
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Al and Richard Weiss

Executive Education:
Folklore and Fact

The notion that th2 successful busi-
ness execulive is often a man of little
schooling who overcama his academic
shortcomings through hard work and
ability is now more folklore than fact,
a recent study indicates,

‘While hard work and ability are, of
course, still prerequisiles for success,
a study made by th2 Council for Finan-
cial Aid (o Education points up that
most of the nation's leading executives
have solid educational backgrounds.

The study checked on the presidents
and board chairmen of the nation's
hundred largest manufacturing com-
panies. Of (wo hundred execcutives
whose backgrounds were examined,
173, or 86.5 per cent, had attended col-
lege. When the council made a similar
study in 1953, the comparable figure
was 75 per cent.

The Instinct for Workmanship

Most people get satisfaction out of
meeting challenges successfully. No
increase in wages will ever make up
for loss of happiness and contentment
at work. It iz a principle of good man-
agement that pooole must not have
their self-esteem injured by any action
Anat may lower their status in relation
to others. This is personal and basic.
! Beyond all reasonable doubt, human
beings need to possess o philosophy of
life within which their work “makes
sense.” They need o sense of purpose,
enthusiasm, and a durable feeling of
self-identity. Let the machine do the
hard and boring work which comes
naturally to it, but preserve in human
beings the instinct for workmanship,
the assurance of being needed, the will
19 achieve.

fumin Mostnly Letter, The Royal
Lk of Cunulo

NOVEMBLER, 1963

Weiss Noodle Company—

(Continued from Page 16)

Bertha Weiss, is still an active partner
in the business, and his son, Dick, has
joined him on the completion of his
education and military service,

Al and his wife, J. B, have a married
daughter, Carol, who is Mrs. Robert
Taylor, as well as two other daughters,
Susan and Janie,

Al has been an active member of the
Board of Directors in the National Ma-
caroni Manufacturers Association for
many years. He has been chairman of
the Trade Practice Rules Committey,
the Nutrition Committee, and is cur-
rently serving on an Inter-Industry
Committee to study research that will
improve the image of wheat products
in human nutrition.

While he no longer plays tournament
tennis. he puts up a good game and
does well in golf. He is also interested
in skating, and is a director of the
Elysium Ice Skating Club.

Management by Objective

One of the major problems faced by
executives today is getling men under
them to assume their share of responsi-
bility for running business, according
to Ralph M. Hartmann, manager, cdu-
cation and development, The Quaker
Outs Company.

Initially, he expressed the view that
there is not much disagreement among
business leaders today that new, im-
proved management methods are es-
sentinl 1o solving problems caused by
the rising complexities and increased
rate of change which typified this pe-
ried in which we are now living.

How would Mr. Hartmann achieve
his “"management by objective™?

He would seek more effective meth-
ods to encourage the desire for achieve-
ment, using the “resulls” approach to
management. In essence, this is his in-
terpretation of management by objec-
tive. Mr. Hartmann admitted that the
concep! is nol new in theory, but that
it is quite new in application,

*In our economy it is almost axio-
matic that business must improve ev-
ery year, but many managers fuil to
tauke this approach to their assigned
responsibilities. 1l properly executed, o
management objective program can be
a major stimulus lo every management
person and a most effective way to
build progress throughout the vrgani-
zation,” said Mr. Hartmann. lle con-
cluded by stating that “setting objee-
tives for each position will result in
greater accomplishment, and will pro-
vide @ business environment which
permits and encourages growth and
development of the management or-
ganization.”

Attrgctive Kitchen.

Milk Consumption Up

Americans drank more nonfat and
low fut milk in 1962 than they have in
any of the previous 15 years, aceording
to the National Dairy Council

The council’s Litest annual statistical
review, How  Americans Use Their
Dairy Fowds, showed that Americans
consumed 1646 quarts per person of
these products last year, the highest
Tevel of use in 15 years. This was true
of nearly all of the nation's major mar-
kets, sald the report.

The  per-person  consumption
previous yewr was 1S quarts.

Over=all consumption of fAuid milk
wis down slightly 1o 129 quarts in
162 against 130 quarts in 1961, But
cheese, other than cottage cheese, was
up to %1 pounds from 8.5 pounds.

lee eream and other frozen dairy
Tomds are always favorites, the council
sited, with total consumption last year
cquahing the all-time high of 20 quarts
recorded in 159, This was o 0.2 quart
pain from 10461

that

Total milk production last year hit
a high of 1258 hilhen pounds, with
production per cow increasing to 7,370
potnds.

Food Facts

Preference for fuod i products ap-
pears to be shifting toward greater use
of liquid-type oil products, such as
cooking and salad oils, and vegetable
il produets with less use of hutter and
lard, says Furm Index.

Irradited sealoods will be avalable
in 1964, 1 was announced ot the Na-
tional Frozen Foods Convention. Pre-
dictions were made that clams, had-
dock and shrimp will be the first ir-
rinhiated seafomds 1o go on sale 1o the
publie.
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NEW SANITARY CONTINUOUS EXTRUDERS

4 A new concept of extruder construction utilizing

£ tubular steel frames, eliminates those hard-to-clean areas, For the first

i time a completely sanitary extruder . . . for easier maintenance . . . increased by

{3 production . . . highest qualiiv, Be sure to check on these efficlent space-saving machines.

4

14 SHORT CUT MACARONI EXTRUDERS

3 j23 ModelBSCP .............cc.... 1500 pounds capacity per hour

i Model DSCP.................... 1000 pounds capacity per hour
E Model SACP...........cccc.c.. 600 pounds capacity per hour
| Model LACP ........ ..coooee. 300 pounds capacity per hour
;

LONG MACARONI SPREADER EXTRUDERS

—— e ——

Model BAFS .........c.c.cc.c.. 1500 pounds capacity per hour
Model DAFS........... ........ 1000 pounds capacity per hour
A Model SAFS .................... 600 pounds capacity per hour
........ COMBINATION EXTRUDERS
Short Cut ..o, Sheet Former
MODEL BSCP — Short Cut ..o, Spreader
e ool Three Way Combination

5 FRMPREIER IR SR

QUALITY ... u:ess A controlled dough as soft as desired to enhance texture and

MODEL BAFS — 1500 Pound Long Goods Continuous Spreader appearance,

] &}!’w T o Y R SRR

PRODUCTION . . . Positive screw feed without any possibility of webbing makes for posi-

, y tive screw delivery for production beyond rated capacities.
POSITIVE SCREW FORCE FEEDER improves quality and CONTROLS ..... 5o fine—so positive that presses run indefinitely without adjustments.
increases production of long goods, short goods and sheet forming continuous extruders.
y ssammEeN i
3 STICK 1500 POUND LONG GOODS SPREADER | SANITARY 5:1‘::;:::]“" tubular steel frames give you the first truly sanitary
increases production while occupying the same space as a 2 stick 1000 pound spreader.
{
|
1500 POUND EXTRUDERS AND DRYERS LINES i For Information regarding these and other models, prices, ; A
now in operation in a number of macaroni-noodle plants, occupying slightly more space material testing and other services, write or phone: ‘
than 1000 pound linas. 5
e AL AL -~-:-| o
THESE EXTRUDERS AND DRYERS ARE o i i
These ExRUDGES AN oRvs At -y BRETTE MACHINERY CORPORATION, |
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‘ QUALITY CONTROL TESTS

by James J. Winston, Director of Research, N.M.M.A,

quality control program is becom-

ing Increasingly important in our
industry. In the past ten years, mora
and more manufacturers have insti-
tuted such a program, aided by either
members of their own staff or by out-
side consulling laboratories, Here are
some of the techniques that are em-
ployed os diagnostic tests to help the
manufacturer be more selective in his
choice of raw materials.

Moisture Determination: One of the
first tests to consider Is the moisturz
content of both your farinaceous ma-
terial and your finished product. This
test, similarly to many other procedures,
has been standardized by both the
A.0.AC. and the American Association
of Cereal Chemists, It consists pri-
marily of utilizing either the air oven
or the vacuum oven. The air oven
procedure takes a period of one hour
and the substance Is heated at a tem-
perature of 130* centigracle. The loss
in weight constitutes the moisture that
has been volatized. The other method,
which is also offered, makes use of the
vacuum oven where the material is
heated for a period of five hours at
100* centigrade under vacuuin.

Both of these methods agrve very
closely, In the past few years there
have appeared on the market aeveral
types of moisture meters, which riepend
upon the electrical conductancr. or re-
sistance created by the sample under
investigation. These meters will gen-
erally give you the results in several
minutes, and will be in agreement with
the official procedure within one half
of one percent. It is important to bear
in mind that these different moisture
meters should be calibrated periodi-
cally against the official oven test in
order to produce the most reliable
r..alts,

Ash Test: The ash determination
plays an important part in determining
the quality of the farinaceous mater-
ial. Generally speaking, the higher the
ash, the poorer is the quality since the
Ligh ash Indicates that more of the
bran has been included in the milling
process,

Bran is undesirable because it pro-
duces a brown product, which is more
susceptible to checking and breaking
during the drylng process. At the same
time, it will tend to produce a poorly
cooked product, owing to its effect on

.the starch, resulting in more sliming

s+ and stickiness. The ash determination

} wle in a muffle furnace, where the
1 tinl is heated until all the organic

Jomea J. Winston

matter is oxidized, and destroyed. This
leaves behind a residue consisting pri-
marily of minerals, such as phosphor-
us, iron and calcium combined with
oxygen in the form of oxides,

There are two methods of determin-
ing the ash, long and short procedures,
In the short procedure, use is made of
an ashing re-agent, such as magnesium
acetate, which permits the ash process
to take place at 700° centigrade, with-
out any loss of material which may be
caused by fusion of the ash. The long
procedure requires a temperature of
550* centigrade, and thus incineration
is generally done overnight.

In either case, you will get compara-
ble results,

Protein: Protein is one of the most
important factors in wheat, since it
constitutes the vital ingredient neces-
sary to promote a good cohesive and re-
silient dough. The proteln quantity Is
determined by using the standardized
Kjeldhal method. The nitrogen present
in the protein is converted by means
of digestion with acid Into an ammon-
ium compound, which is then distilled
as ammonia Into standard alkali.

This constitutes the procedure for
determining the quantity of protein
present, However, something that
should be considered in addition to the
protein quantity is the quality of the
product. Wheat consists primarily of
these two proleins, namely, glutonin
and gliadin, These products when work-
cd with water and kneaded and hy-
drated, will yleld the material known
as gluten. It is Incumbent upon the

manufacturer to make certain that he
is getting a semolina or flour with good
quality characteristics, as characterized
by its cohesiveness and resiliency,
These can be determined in one of
two ways, (n) the manual procedure
and (b) the mechanical method, In the
manual procedure, the technician takes
a certain welght of flour or semolina,
generally about 26 grams, kneads it in
a mortar and pestle to make a cohesive
dough, and then kneads it by hand
under running tap water, until all the
colloidal starch has been washed away,
leaving behind a small ball of wet
gluten. This wet gluten, to the experi-
enced techniclan, will glve evidence as
to its quality. It should have good re-
siliency without tearing, and cohere
very well after being pulled apart. In
addition to this, good quality gluten
shows high water absorption or water
imbibition, and the following test is
reliable in predicting the quality, This
refers to the ratio between the wet and
dry gluten. The wet gluten is weighed
and then placed in an oven and dried
to constant weight (bone dry), At this
point, the weight of the dried gluten
is then determined. A semolina or flour
of good gluten quality, and durum,
should show 'a high ratio between wet
and dry, approaching the value of 3.

This indicates that the gluten, which
is the essential ingredient, then ylelds
a firm network or binding to the pro-
duct, and has not been de-natured or
weakened by any external factors or
undesirable wheat blends.

Color Bcore: Yellow or Brown, In the
current book of methods of the Ameri-
can Association of Cereal Chemists, a
method has been introduced which we
have suggested to this scientific body.
This is the disc colorimetric for evalu-
ating the color of farinaceous materials
and reproducing the data in terms of
the color yellow and the color brown,
in reflectance of color, This yellow and
brown color Is influenced to a great ex-
tent both by the blends of wheat used
in the grinding and also as to whether
or not more or less clear flour has been
admixed with the raw material. The
lower the grade of flour, the higher is
the enzymatic activity, owing to the
presence of lipoxidases, This enzyme
has the property of oxidizing the yel-
low carotenold pigments, thus ylelding
a product with a low yellow and a high
brown, which is undesirable to the
manufacturer. The technique Involved

(Continued on Page 23)
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rful sales

SPAGHETTI
NOODLES

Good and Easy Main Dish Recipes
by Betty Crocker of General Mills

something to noodle over

More than one million of these colorful unique folders produced by General Mills have already been distributed by
the Macaronl Industry, This collection of plain and fancy menu entrees from the famous Betty Crocker Kitchens
Includes helpful tips for the preparation of Macaroni Foods. It's been a real “housewile-pleaser” In thousands of
American homes, .

General Mills again offers this prime sales booster. The convenient size meels your merchandising requirements
and lends itself fo easy filing for the housewlfe. And, the folder Is center-punched for use of gracers’ shelf hangers
and it will fit standard size grocery shelf racks.

You get these outstanding reclpe folders at less than cost—approximately 1¢ each—and your brand name and com-
pany address can be imprinted for only ;¢ aplece extra in minimum quantities of 5,000,

To o;dar your full color Macaroni, Spaghetil, Noodle recipe folder, see your General Mills Durum representative
or write:

DURUM SALES

MINNEAPOLIS 26, MINNESOTA
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a colorful sales stimulator: 5.
(5 ) :

7 or B oz pkg. uncooked
1 thsp. poppy seeds
PARSLEY BUTTER
Melt 1§ Ib. butter; add 1 clove garlic, minced or

squeezed through garlic press. Toss in 1 bunch

parsley, minced.

cut up (if desired)

Y% cup butter
Try it for a change on hot drained cooked

spaghetti or noodles (7 or 8 oz. uncooked) with
grated Parmesan cheese on the side.

%mpn.i tad ol

POPPY SEED NOODLES
1% tsp. butter S
Cook noodles as directed on page .. Melt butter

poppy seeds and stir gently until heated through.
Arrange around edge of serving plate and pour
sea food or meat in gravy in center, Garnish with
parsley bouquets. 6 fo 8 servings.

in heavy skillet. Add almonds and stir over low
heat until lightly browned. Add butter, noodles,

ve
ked

noodles, toasted almonds, white sauce and toss

A e gt I

tly. Remove from heat.

CRUMBS
Heat 14 cup butter in heavy skillet. Add 114 cups
fine dry bread crumbs and leave over low heat,
stirring frequently, until lightly browned. Add

hot drained cooked noodles (7 or 8 oz. uncooked),

Macaronl foods are a primary source of
‘' the proteln you need for body growth and
“. repair, Most macaroni products are
enriched with vitamins

ta minerals, and

Wﬂmﬂ llul:uh "h“Jc';'.’ lowin e:lnrlu.
macaronl prod you good
-+ eating and good nutrition, too. i

stirring
Sprinkle lemon juice over salmon. Add cool
NOODLES WITH BROWNED

+

in"sancepan. Blend inﬂo&r, seasonings. Cook’ accompanied with a fruit calal. 6 to 8 servings.

over low heat until smooth and bubbly.
gently mixing crumbs through noodles. Heap on
hot platter. Sprinkle with minced parsley. Serve

piping hot with pot roast and gravy, wieners and
sauerkraut, or baked pork chops and gravy, etc.

Note: This may be baked in a 1-qt. baking dish
8 to 10 servings.

baking dishes. Top each with crushed Wheaties.
20 minutes. 4 family-size servings.

lightly. Turn into 8 individual shells or buttered
Bake 10 to 15 minutes. 8 servings.

fr?mhut.Sﬁrinmﬂk.Bri.n‘tobnil;bvill
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~ something to noodle over

More than one mllllﬁn of theil’ colorful unique folders produced by General Mills have already been distributed by i
. the Macaronl Industry. This collection of plain and fancy menu entrees from the famous Betty Crocker Kitchens
-AIncludes helpful tips for-the preparation of Macaroni Foods. It's been a real "housewlfe-pleaser” In thousands of
1American homes. ) |
. .General Mills again offers this prime sales booster. The convenlent slze meets your merchandising requirements i
I and lenda iteelf to easy filing for the housewife, And, the folder is center-punched for use of grocers' shelf hangers {
and |t will fit standard size grocery shelf racks, y . w
- You get these outstanding recipe folders at less than cost—approximately 1¢ each—and your brand name and com- |
. pany address can be imprinted for only )¢ aplece extra In minimum quantities of 5,000,

- To order. your full color Macaronl, Spaghettl, Noodle recipe folder, see’your General Mills Durum representative
or write: -
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assures perfect results.

around kettle until fully submerged.

HOW TO COOK MACARONI, SPAGHETTI, AND NOODLES

1. Using 7 or8-oz. pkg. macaroni, spaghetti, or noodles (about 2 cups), follow
manufacturers’ directions or drop gradually into 3 quarts boiling salted water
(1 tbsp. salt). For larger amounts, increase water and salt proportionately.

2. Coo’ uncuvered ‘at fast boil; stir accasionally to prevent sticking. Cook until
tender but still firm (see time on pkg.). Test by cutting piece with fork against
kettle. When done, strand cuts easily.

3. Drain. If macaroni is to be used in hot dishes, dot with butter; seive immedi-

ately. If used for salad rinse with running cold water.

"~ EASY COOKING METHOD
FOR MACARONI, SPAGHETTI, AND NOODLES
Less water means a'smaller kettle, less watching, avoids danger of overcooking—

1. Using 7 or 8-oz. pkg. macaroni, spaghetti, or noodles (about 2 cups), follow
manufacturers’ directions or drop into 6 cups rapidly boiling ralted water (4 tsp.
salt). Bring back to rapid boil. Cook, stirring constantly 3 minutes.®

2. Cover with tight-fitting lid, remove from heat, and let stand 10 minutes.

3. Drain. If used in hot dishes, rinse with hot water, dot with butter, serve im-
mediately. If used for salad, rinse with running cold water.

*For thicker walled products, such as Lasagne or Kluski noodles, etc., use conven-

tional cooking method. Follow manufacturers’ directions.

: TIPS

® If spaghetti is left whole, place one end in boiling water and, os they soften, gradually coil them

® Spaghetti and macaroni are ot their best when slightly chewy—do not overcook.

% For hot cassercle dishes, undercook macaroni slightly since macaroni is cooked more while baking.
® Macaroni and spaghetti double in volume when cooked; noodles remain the same.

® Macaroni, spaghetti, or noodles are best when cooked just before serving.

. MACARONI Recipes

OLD-FASHIONED -MACARONI
AND CHEESE ;

7 or B-or. pkg. uncooked 1 tsp. salt
elbow macaroni (2 cups) Vs tsp. pepper
2 cups cut-up sharp processed © 2 cups milk
cheese (12" cubes) (%4 Ib) . poprika
Heat oven to 350° (o derate). Cook oni as

directed above. Place cooked macaroni, cheese,
salt, and pepper in alternate layers in buttered
oblong baking dish, 1115 x 714 x 1'5", ending
with layer of cheese on top. Pour milk over all.
Dot with butter. Sprinkle with paprika. Bake

35 to 45 minules, until golden brown on top.

Serve hot from baking dish garnished, if desired,
with parsley sprigs, pimiento strips, papper rings,
etc. 6 servings.

With Tomatoes and Tomato Sauce: Follow recipe
above—except use 8-oz. can tomato sauce and
no. 2 can well seasoned cooked tomatoes (cut
up) in place of the two cupe milk. Add the tomato
sauce and canned tomatoes to top layer of maca-
roni; tup with remaining cheese.

Page 1
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CHICKEN-MACARONI
EN CASSEROLE

3 cups cooked elbow

1 cup sliced canned

macaroni (1% cups mushrooms
uncooked) Y cup chopped

2 cups grated A pimiento
Cheddar cheese 1 can cream of chicken

1% cups cooked cut-up soup plus enough
chicken or 12-0z. can milk to make 2 cups

Heat oven to 350° (moderate). Mix all ingredi-
ents together. Pour into buttered 2-qt. baking
dish. Bake 60 minutes. 6 to 8 servings.

-

9

o @

COMPLETE DINNER SALAD

An inspiration for hot summer days . . . delicious
and satisfying any time of year.

2 cups cooked ond cooled 1 tbsp. grated
elbow macaroni (1 cup onion
uncooked) 1 thsp. minced

1 cup diced cucumber parsley

*1% cups cubed, leftover % cup mayonnaise
cooked meat (chicken, % tsp, salt
veal, etc)) Ya tsp. pepper

Combine all ingredients; toss together until
blended. Serve on lettuce. Garnish with additional
chu?p-ed parsley and paprika, if desired. 4 to 6
servings.

Note: Salad may be served immediately or chilled.

*8-oz. can salmon, flaked may be used in place of cooked
meat.

CHIPPED BEEF CASSEROLE
This is really different! You do it ahead and relax

at dinner time. There's o bonus, too . . ., extra
nutrition for the family.
10%2-o1. con densed 1 cup ked elbow
cream of mushroom macaroni
soup % Ib. dried beef, cut in
1 cup milk bite-size pieces
1 cup processed (if dried beef is
American Cheddar overly salty, pour
cheese, cut finely boiling water over it
(about % Ib.) end drain well)

3 tbsp. finely chopped 2 hard-cnoked eggs,
onion shced

Stir soup to make a creamy consistency. Add
milk, cheese, onion, uncocked macaroni, and
dried beef. Fold in eggs. Turn into buttered 1 14-
qt. baking dish. Store covered in refrigerator at
least 3 to 4 hours or overnight. Heat oven to 350°
(moderate). Bake I hour uncovered. 4 to 6 servings.

SPAGHETTI Recipes

ITALIAN SPAGHETTI
WITH MEAT BALLS

1 dove garlic, cut fine

Y Ib. ground pork Va2 cwp milk

1 cup fine dry bread 2 eggs, beaten
crumbs 1% tsp. salt

%2 cup grated P Ys tsp. pepp
chaese 7 or B oz uncooked

1 thsp. minced parsley spaghetti

Mix all ingredients except spaghetti lightly and
shape into 1 balls. Brown meat balls on all sides
in hot fat. Pour off fat as it collects. Add meat
balls to sauce 20 minutes before sauce is done.
Cook spaghetti as directed on page 1. Drain.
Serve on warm platter topped with Tomato
Sauce (below) and meat balls. Serve with grated
Parmesan cheese. 4 to 6 servings.

TOMATO SAUCE

¥ cup chopped onion &-ox. can tomato paste

1 dove garlic, minced 1 tsp. basil
3 tbsp. olive oil 2 tbsp. minced parnley
two no. 2 cams tomatoes, 2 tp. salt
rubbed through sieve Y4 tsp. pepper
8-oz. con tomato sauce 1 cup water (if
necessary)

Sauté onion and garlic until yellow in olive oil.
Ad¢ rest of ingredients. Simmer over low heat
1 hour.

QUICK SAUCES

For unexpected company or quick fam-
ily meals why not try some of the com-
mercial sauces with your hot buttered
macaroni, spaghetti, or noodles? Exam-
ples: meat and gravy, meat balls and
gravy, chicken fricassee, chicken & la

king, spaghetti sauces.

QUICK ITALIAN SPAGHETTI

1 small onion, chopped 8 or 10-0z. con mushroom
1 thsp. hot fat spaghetti sauce
4 Ib. ground beef 7 or B oz uncooked
B-oz. con tomato spaghetti

savce (1 cup)

Sauté chopped onion in hot fat. Add ground beef
and brown. Stir in tomato sauce, mushroom
sauce, and onion. Bring to boil; reduce heat,
simmer 5 minutes. Remove from heat. Cook
spaghetti as directed on page 1. Drain. Pour the
hot sauce over cooked spaghett latt

ion hot p 5
Sprinkle with grated sharp American or Parmesan
cheese. Serve immediately. 4 generous servings.

HOLIDAY
SPAGHETTI

1 cup minced onion 1 tsp. sugor

3% cup minced green pepper 3% cups cooked

1 cup sliced mushrooms tomatoes, cut up
3 thsp. hot drippings (no. 2% can)

1 Ib. ground beef 7 or B oz uncooked
2 tsp. salt spaghetti

Heat oven to 350° (moderate). On top of range
sauté onion, greem pepper, ms in hot
drippings until onions are yellow. Add ground
beef and cook until browned. Cook spaghetti as
directed on page 1. Drain. Add rest of ingredients
and heat. Pour into well greased 2-qt. baking
dish. Sprinkle with grated sharp cheese. Bake 30
minutes. Serve hot, garnished with crisp bacon
and parsley sprigs. 8 servings.

Page 2
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GENERAL MILLS AND THE MACARONI INDUSTRY

partners in progress

General Mills has continually worked with the Macaronl|
Industry In cooperative programs aimed at increasing
consumer macaroni food usage. These objectives have
been achleved in several ways:

1. The Internationally famous Bett; Crocker Kitchens have
developed many new reclpes for macaroni foods—spa-
ghetti, macaroni and noodles. Many housewives partici-

- pate In the Betty Crocker teste-testing programs, and in

this way, have helped make avallable an ever Increasing
varlety of macaroni recipes to American families.

2. Ever since 1928, consumer Interest In macaronl prod-
ucts has been stimulated in many ways. General Mills has
furnished scores of Betty Crocker recipes to nationwide
newspapers. Special radio broadcasts by Betty Crocker
have been devoted 1o macaronl, spaghei!l and noodles.

General Mills has published five recipe folders for use by

the Macaroni Industry. Many millions of these are now In

consumer cookbooks and recipe files all over the country,

The folders are:

[H10 Main Dish Recipes for Spaghetti, Macaroni and
Noodles

MMacaroni-Spaghetil and Noodles—Good and Easy
Macaronl Dish Reclpes

WMacaronl-Spaghetti-Handbook-Tempting Maln Dish
Reclpes

M Six Macaronl Reclpes Typical of Geographical Areas—
Macaroni U.S.A.

W Sauces/Quick and Easy—8 delicious culsine sauces
for macaroni foods

Seven pages of the Betty Crocker Picture Cookbook are
devoted exclusively to macaron} food recipes, Estimated
distribution for all these Cookbooks Is nearly 13 million.

3. General Mills works closely with the Macaroni Insti-
tute, the DurumWheat Institute, Crop Quality Council and
other groups to support the many promotions designed
1o broaden the markets for Macaroni foods.

4, To help provide the finest semolina and durum flours,
General Mills annually conducts a Durum Wheat Survey
of each new crop. We work closely with grain buyers
and technicians to develop Durum Semolina and Durum
Flours of highest quality for the macaroni industry.
General Mills, together with lts PARTNER IN PROGRESS,
the macaronl Industry continues such actlivities as these
to generally broaden the market for the most versalile of
foods: macaronl products.

Askyour Durum Sales representative for furtherinforma-
{ion, or write:

DURUM SALES
MINNEAPOLIS 26, MINNESOTA

A

.

iy *

.

Quality Control Tests—
(Continued from Page 20)

in this determination is to treat a disc
of smooth flour or semolina with water
under certain standardized conditions.

This is then subjected to drylng in
an oven which combines air velocity
and heat in order to simulate the actual
drylng process that goes on in your
plant, The finished dry slicks are then
compared to a standard Munsell solor
chart in a spinning position, and match-
ed accordingly. The color Is then read
off directly by means of a protractor.

Speck Counti The speck count con-
sists of counting the number of bran
specks and black point fungus specks,
which will appear in your semolina or
middling particles, The miller has at
times a most difficult problem of re-
moving the fungus that comes in with
the wheat, and which causes the black
specks. However, from the point of
quality control it is in your interest to
receive a semolina that contains a mini-
mum of these specks.

In our laboratory we make use of
4 x 4 Rat glass which provides us with
an area of 16 square Inches, This glass
is scored into 18 one inch squares,
which facilitates the reading of the
specks. It is a good idea to read the
specks at least three times and take
the average. In our laboratory we are
aided by the use of a bright light that
furnishes a magnification of five times.

Maliose Value As An Indicalor of
Sprout Damaget Another test which
should be performed is the determina-
tion of sprouted wheat that may have
been used in the blend of the manu-
facture of the farinaceous ingredient.
Sprouted wheat Is a condition that often
occurs in the fleld, prior to harvest
time, where an abundance of molsture
will be conducive to some of the car-
bohydrate material being converted into
sugars. This phenomenon results in a
condition where the flour tends to lose
some of its cohesive qualities. This will
produce dough with poor binding
qualities, resulling in a poorly manu-
factured product. Chemists determine
the diastatic value by performing the
analysis for maltose, which Is a form
of sugar. The maltose value naturally
will vary from crop to crop, depending
upon the mount of sprouted wheat
which is produced and used.

Egg Solids Ingredient

James J. Winston, the Association's
director of research, reports that the
Standards of Identity for Eggs and Fgg
Products have been amended to pro-
vide for the addition of sodium silico-
aluminate as an optional ingredient to
whole egg and egg yolk solids.
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The purpose of this additive is to
prevent the caking of powdered egg
products and to permit free flowing of
the egg solids. When the optional anti-
caking agent is used, the label shall
bear the statement, “Less than 2%
sodium silicoaluminate added as an an-
ticaking agent.”

In whole egg solids, the maximum
molsture content if this optional in-
gredient is used, should not exceed 5.0
per cent. If the anticaking ingredient is
not used, the maximum moisture con-
tent should not exceed B.0 per cent.

In yolk solids, the moisture should
not exceed 3.0 per cent, if the optional
anticaking Ingredient is used. If the
anticaking Ingredient has not been used,
the moisture content should not exceed
5.0 per cent.

Egg Processing
Continues Decline

Production of liquid egg and liquid
egg products (ingredients added) dur-
Ing August, 1963 was 46,417,000 pounds,
five per cent less than in August, 1002,
according to the Crop Reporting Board,
Statistical Reporting Service, USDA.
The quantity used for immediate con-
sumption was larger than in August
last year. However, the amount used for
drying and freezing was smaller,

Liquid egg used for immediate con-
sumption was 4,146,000 pounds as com-
pared with 3,810,000 in August last year,
Liquid egg frozen totaled 25,350,000
pounds, down seven per cent from Aug-
ust, 1962, Quantities of liquid cgg used
for drying were 16,821,000 pounds In
August, 1863,

Egg solids production during August
totaled 4,688,000 pounds, consisting of
2,530,000 pounds of whole and blend
egg solids, 837,000 pounds of albumen
solids, and 1,312,000 pounds of yolk
solids. In August last year, production
was 2,363,000 pounds of whole and
blend solids, 808,000 pounds of albumen
solids, and 1,446,000 pounds of yolk
solids.

Egg markels have remained very
firm during the month of September
with a tendency to gradually increas-
Ing prices. Shell egg prices for current
receipts in the Chicago market moved
up about a cent and a half at the top of
the range during September, to finish
the month at 33.5 to 34.25 cents.

Frozen whole eggs were up a penny
at both ends of the range from the
previous month, to finish the month
in a range of 26.25 to 26.76 cents per
pound. Frozen whites were at thelr
highest level of the year in September
with prices well above last year's price
high and also well above the five year
average, winding up the month in a
range of 16.25 to 16.75 cents. Frnzen
Ullu with 45 per cent solids and a No.

3 color remained steady all month at
53 cents, with No. 4 color bringing a
three cents premium.

Dried whole egg prices advanced to
slightly over the cost of dried yolk
solids prices during the month, with
whole egg prices ending the month in
a range of $1.14 to $1.21 a pound while
drled yolk solids were being quoted at
$1.11 to $1.10.

Harry Bullis Mourned

Harry Bullis, an Internationally
known business statesman, died in
Minneapolis on September 28, after a
long illness.

Born at Hastings, Nebraska in Oclo-
ber, 1890, he was raised in Council
Bluffs. After working his way through
Simpson College Academy, Indianola,
lowa, and the University of Wisconsin,
he joined the Chase National Bank in
New York City in 1817, That same year
he enlisted as a private in the U. S,
Army. While serving in France, he ad-
vanced to the rank of Captain.

Following the war, he joined Wash-
burn Crosby Company, a predecessor
of General Mills, in 1919, and his carcer
became one of rapid progress. He
served as Secretary and Comptroller
when General Mills was formed in
1028, He became a member of the
Board in 1030, a Vice President in 1843
and Chalrman of the - ard in 1048,

Mr. Bullls retired as Chairman in
1059 but continued as a member of the
Board of Directors until August 20,
1063. At the company's annual meeting
on that date, he was honored with a
plaque commemorating his 44 years of
distinguished service with General
Mills and the Washburn Crosby Com-
pany and his 33 years on the Board of
Directors,

When he left the chairmanship of
General Mills, he announced that “I am
looking forward enthusiastically to de-

‘voting a large part of my time to the

furtherance of the International

velopment Advisory Board,” a ™

that, “I believe there Is nothing of more
immediate importance than the protec-
tlon of our national security in inter-
national trade, technical aszistance and
economic development.” He was a di-
rector-at-large of the Chamber of Com-
merce of the United States and served
a8 chairman of its committee on eco-
nomle policy. The Committee on Eco-
nomic Development named him for an
honorary trustee. He found tim =
energy to serve on government over-
seas assignments, The Depariment of
Commerce made him a member of its
World Trade Advisory Committee. His
scholarship was reflected in his electis-
to Phi Beta Kappa. His personality »
be a lasting memory to his collea;

Eev—ry




San Giorgio Soupcttes

A clissie example that shows how
packaging can mject new hile and open
e markets for g tradat e o bood item
s llustrited s the redeagn progracs
developed by US ramme & Lathos
graph, Division ot Dhamond . Nanonal
Corp. for San Gcrcas Macaronn’s “Soup-
ettes™ folihing o

Unntl o fow months ago the “Soipes
etes” e was unknown Instoa b the
hine ot tove macirony produets wis going
o market e simple three-colon toliding
vartons The cartons performed then
selling job well enough bat ar was dit-
fleult for shoppers untamithar warh -
Iahan macarom names 1o know 1
these tvpes of macitonn were Presiieed
for use I soup

San Guorgio created the “Socipettes
name as i means of deseritbing the e

o

vividly to consumers hoth tanulin ol
unfamiliin with s use Then the Le-
banon, Pennsvivante based firm asked
USP&L 1o design o group ot tolding
cortons that would introduce the hine
o new customers

USP&L's Art Department went ta
work and sugpested o series ol lou
mond settings, showme the produet o
use and butldimg the sllustration arvourd
a soup Ladle finted wath o show-throaeh
window  Sun Guorgio apreed and the
result was o group ol five
printed by four-color lithography

valtons

Although the new contons have taan
on the market baoondy o sleat tina
carly returns indicate that San Groreae

expects o substantial inerease o sales

New Jewel Packages

Three, new, look-alike paceage e-
signs, teaturing temptingly  teal pro-
duet-mn-use iustrations, hate been e
veloped and produced tor Jewel Tea
Co, Inc, by Gardoer, A Division ot

What o Dilference! San Giorgio's redesigned  Soupettes
trast 1o the way the same items presously reached geocery shelves The carton
duzed by United States Printing & Lithograph disssion

Diamond Natwmal Corporation slddle
town

The colorful, new Gardner-designed
cartons provide hiving color, photogra-
phie reproduction of Jewel macaron,
spaghett, and egg noodles. showing
them Just as the homemaker might es-
peet to serve them on her dinner table

The new seal and cartons are printed
dacolor ithography on 018 Coated Lith-
wite board by Gurdner

Carnation Acquires Contadina

Avquisition of Conmtadimie Foods, Tne .
San Jose, Calif . by Carnation Company
was pantly announced by 11 E Olson
proesubent of Carnation, and Anthony C
Muorier, president of Contadina. Finan-
vl detinls were not revealed  bevond
a statement that the purchase was o
vash transaction

“The Contadina line of quality can-
ned toods will provide an excellent ad-

O1taging

e ia

ACING 01 pEpy
[

cartons Wit arc @ sharp oon
were
1 Diamond Navenal C orporgton

dition to Carnation’ s incieasin g
fication an the tood fickd,” A
~and

tiver
s

Prneipal produers ol Conta bing an
tomate paste and other tanata pie
duets, peaches and specialty gen -

Contading Frods, Ine wall b
el as adivasion of Carnation swith Al
tred Moren, o Contadimage exevative, e
manager  Plants are focated  ar San
Tose, Woodland and Hverban's, Cal
Tornma

(LML YR

Contadina was tounded 60 years agn
near Hhghlmd, New Yok, and moved
1o San Jose o 19T Contadimg produet s
are distrabuted throughout the United
States, i GCanadie amdd e exported i
Germany, England, Belgiam
and Sweden.

Denman g

New Sauces

Grora Macirom Company ot Bultalo
has Liunched two new  sauces with o
free plastie straner prenaum Quan
bottles of meathall and mashoom <aue
with an attached stramer retals L o
suggested prce of 69 ¢ent -

Sauce Mix Promotion

Linwrey's Foods ol Los Angeles hinve
been promoting then spachettn saue
mix o wath colortul pont-ot-sale puaes
and o pramation allowancee during
pertod September 9 through Octobuer
1 Dump-hins. a proven sales-produe-
er, were made avialable along with thee
casyeto=lin story on backeards o fall
color, etared = o sasucepan with the
[l envelope ot Lawry's Spaghetn
Sauce Mix and o ocan of tomato sauce
Copy says “Just Mix, Simmer - Serve
with Prade.” The timshed dish ol spa-
phetti topped with sauee ooks  gomd
cnough o eal

Tue Macarost Jouvrs i

}

VWA KN

INGo NICO E MARIO

90 Minute Pre-Dryer extracts over 50%
moisture.

Forced drying alternated with rest in an
atmosphere of increased heat and
moisture.

Product coming from the Pre-Dryer has
both Elasticity and Strength.

Space Saving — Only 20" Long by 4° 9~
Hi.

Designed for highest
efficiency.

A size and capacity to suit any Produc-
tion Requirement.

attainable
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Jenny Lee Expands Line

It has been announced that Lee's
Food Products Corp. has been purchis-
ed by Jenny Lee, Inc., St Paul. Minn.
Eugene T, Villaume, president of Jenny
Lee, said the purchase was made to

brouden the Jenny Lee line of foods, = ) g ( g 3 N AR aUtomatlc ChECR WE|gher and SOI’ter

which presently ineludes macaroni, spa- e -
Products Corp . also of 8t Paul makes o 4

ghetti and cee noodles. Lee's Food o ¥ v

variety of salod dressings and season- B & T rfw ‘ : \
ings. Both manufacture and distribu- "HINNER, J ] PomToES 1

tion ol all items m the line will be
handled by Jenny Lee, Ine. o] g d 2 ——

Spots for Sauce

Bill Britten, o dedicated character
actor, plays four roles in a new La Rosa

o s G G oo 4 (CREHAL R MTE S 0 - el A0 L CREE I |
The S Fanate st The Souee At i o e s b A S s il A, provides for weighing and classify-

el 5% ‘ » MGl pRYSAgRS Bensrately Ea

e e e U SRRl

This commercinl and 12 others form a
saturation spot. TV campaign of min-
utes, 10 and 20 second spots being aired
50 10 60 times & week in 13 major mar-

All components are dust tight
transistorized type resulting in

kets.

e interchangability and simplified
" New Prince Soup Mix : . . d 4
A A new complete soup mix—split pea service and maintenance.
4 alphabet—-has been added 1o the Prince
‘ : line heing marketed in the New York- The initial, low cost investment in
’ New Jersey-Southern Conneetieut aren '
i by Prince Macarom Mfg Co. Lowell,

an ASEECO CHECK WEIGHER is
returned in full in a few months.

Mass. The cellophane package contains
the dry mgredients and an indicdual
bag with seasonings. Cooking time s
25 minutes. 11 serves six. Sugeested re-

k il
¢ Z ; ‘o for 31 o . Macoroni merchandising in Shell's City, Miami's largest supermarket. The Rice-A-Roni dis- \ R ) [ = e
K tail price is two for 31 cents Other play matenal topped an assortment of macarem products at the end of a 24 loot gondaola \ | (@) €
. Prinee soup mixes introduced carlier  Sign on the left offers “Four New Kitchen Quick Dishes,” Golden Grain's flavors lor Rice-A. S . ! I ¢ 5
this year are egg vernncelli and mush-  Romi chicken, beef, Sparish rice, and cheese. A cash refund was offered for box tops from \ LI % I i
voum, barley and muboee: and mine- 9™ twa different flavors in the amount cf thirty-five cents ' — |'<"E‘—{ "" ! I — Infeed Conveyor (by customer)
e - - T \ — 2 — Weigh Section (gravily discs or plate)
. .l (i Venezia Specialties \ amammaacas 3 - Range Setting Dials
ene | - ’ ’
P o I'“'l':'!'(':;/(ﬂ Venezin Nalian Foods of Redwood L g 13 4 — Over. Under and Total Counters
g- - ”iflﬂ "":Saucg- City. California, is taking advantage of b — ~Over.” “Under” and “On" Indicatrn Lights
] —~ increased consumer interest in ready-
y to-cook Ialian specialties with o new 6 — Photo Flectnie Heads
series of items for Minestrone Soup,
Raviolini, Goldolini, Gnocehi, and tal- s e s
iun Style Sauce. ] I

The lines come puckaged in four-color

‘. lithographed  cartons  produced by Why Not Write Today for information on your st
5 b g i oy i particular problem. ASEECQ o™
e o S ASEECO engineers with many years of experi- e il i
§ “li’l‘l‘:"."‘]‘t‘r:g:m‘;::';’l‘ .:(‘;:'ﬁ“:ﬁfls‘_' reclon; ence in weighing and checkweighing are ready :2;:5;?.\;
Feiir o ths AV ileim featiite s Beils - to analyze your requirements and data and offer B BT S RBERRS GG B

in-bag interior product container. All
the consumer does is remove the bag,
heat and serve.

suggestions without any obligation, LG4 ANGILES 8 CALIFORNIA
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' MERCHANDISING METHODS

W. C, Ethridge of Boutheastern Brok-
erage Company, Raleigh, handled the
question “How Do Brokers Merchan.
dise Conlfllcting Itoms Buccessfully?”

First, let's establish the sources of
this problem. In recent years manufac-
turers and brokers alike have been in-
creasingly faced with the problem of
conflicting accounts, This is due to two
main factors:

1. An increase in the number of
mergers among both manufacturers
and brokers.

2. The broad scope of the develop-
ment program of new items, and the
desire for diversification on the part of
manufacturers,

These two factors have their origin
in the desire of both the manufacturer
and the broker to provide consumers
with more and better products and
services at the lowest possible cost.
Hereln lies the Conflict of Interest,

How have brokers and principals al-
ways resolved their problems in the
past—through mutual recognition that
they are in partnership. Each must un-
derstand the problems of the other.
Each must work closely with the other
In order to achieve the greatest benefit
from their relationship. Each must be
dedicated to the solution of the prob-
lems affecting both,

Changes Affect Market

Within the framework of this rela-
tionship, there exist certain realities
which must be confronted by both
wanufacturer and broker, The appoint-
ment of a new broker by a manufac-
turer represents a tremendous Invest-
ment in indoctrination and training
which when translated means time and
money. Even a temporary disruption
of representation in a market usually
results in a disturbed market and loss
of trade confidence to a certain degree.
For the broker the loss of an account
means loss of income and he becomes
the unfortunate victim of circum.
stances beyond his control. So neither
manufacturer nor broker benefits from
such a change.

Policles should be established to
avoid all possible unneccessary con-
flicts, To accomplish this, brokers
should keep principals advised of po-
tential conflicts and not conceal ex-
isting ones, By the same token, prin-
cipals should acquaint brokers with
their policy on conflicting accounts and
should afford them fair and tolerant
consideration regarding the solution to
conflicting accounts. The answers by
the manufacturer to the following
questions should be helpful in arriv-
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Comments by Panelists Befors a Recent National
Food Brokers Association Manaogement Conference.

ing at a final conclusion:

"1, Is achievement of the market
objectives of each product prejudiced
by single representation?

2. Is the product category broad
enough to warrant the trades' stock-
ing of both items?

3, Are the quality and price fac-
tors of conflicting items comparable?

4. Should the food broker be giv-
en an opportunity during a trial period
to prove his ability to sell and merch-
andise both items effectively?

5. Will the operating ability of the
broker, due to increased personnel, be
improved by addition of the other
item?

8. Has consideration been given to
the realization that the test item of a
manufacturer may not prove to be a
regular item of the line?

7. What is the history and relation-
ship between the broker and both prin-
cipals concerned?

B. Is the broker's organization ca-
pable of devoting full sales effort to
both items?

9, Does the conflict arise on major
items or on minor isolated items of the
lines?

10. Is the conflict caused by a new
principal of the broker?

11, Does the conflict item directly
affect the market under consideration,
or is it merely a conflict due to re-
glonal distribution elsewhere?

12. Is dual broker representation
Justified and practicable? Is one manu-
facturer's line broad enough to war-
rant having two brokers in the same
market handling different portions of
his line?"*

However, there is one—and only one
tool available to the broker in fully
convincing the manufacturer that he
can satisfactorily continue representa-

tion even with conflicting items, This
tool, gentlemen, Is your organization
—the people behind jt—and their
abllity to do the job—irrespective of
the clrcumstances. You can talk end-
lessly and hopefully about your finan-
cial investment In the account over a
period of years but unless you can con-
vince the manufacturer on the basis
outlined above, your arguments are
wasted.

* Quoted from Vol. I, GMA-NFBA
Report on Joint Workshop Sessions,
Pages 21 and 22,

Every manufacturer or principal
feels or likes to feel that he has the
best broker in the market for hls prod-
ucts, Such being the case, why should
he consider settling for the second
best, 8ell the past, present, and fu-
ture performances of your organiza-
tion, and a principal worth having for
the long pull will give you fair and
considerate treatment, irrespective of
confllcts,

Your first reaction may well be that
this can't be done when conflicts en-
ter the picture. And you may well be
right. However, I assure you that It is
being done every day in kindred pio-
fesslons where operational conditions
are quite similar, How many commer-
cials for competitive products do you
hear or see dally on your leading radio
and TV stations, and in printed media
such as newspapers and women's mag-
azines? How many advertising agen-
cies represent conflict'ng clients as we
would define them? Some egencles
even speclalize In categories such as
automoblles, cigarettes, or soft drinks
just as some food brokers do In canned
foods, frozen foods, or speclaltles. Ad-
vertisers want to use the best in the
market for their products just as prin-
cipals do—after all, aren't they one
and the same?

So—for the long pull—Selll Sell
quality—quality of performance—qual-
ity of personnel—both of which add
up to top quality representation—past,
present, and future. That and that
alone is the combination that will ac-
complish the job and solve this prob-
lem.

Elmar A. Briggs, a broker from
Grand Rapids, had this to say for bet-
ter sales meetings for consumer prod.
ucts, Some time ago I began 1o sense a
changing of conditions in that the re-
sponse to advertised features on in-
store displays and merchandlsing
events were not bringing about the
kind of results we had enjoyed, and
feeling that we might be at the turn-
ing point when we would enter a
periocd where the need of true sales-
manship would be paramount, we de-
cided to change our policles in the
function of our sales meetings, First
of all, we decided to eliminate the
weekly sales meeting and go to a sales
meeting every other week. In order to
properly plan for the meeting, in ad-
dition to my partner, I called in the

(Continued on Page 30)
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AUTOMATIC SPREADER (Type TSH) has water jacket
with 8 inlets to produce o perfect extrusion pattern. Die
locked by

lly turning iwo hand wheels.

Fluidlift actuator

Machinery und
cquipment and
complele engi-
neering service for
bulk storage and
handling systems.
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PRE-DRYER ond FINISHING CRYER for Long Goods de-
signed 1o produce automatically, with almost no super-
vision, a first class product and to yicld an optimum color
effect. Sanitary construction with swing-out panels, better
insulation and new positively controlled stick transfer
are the features of this new and unigue machine,

PRE-DRYER ond FINISHING DRYER for Short Goods
and Noodles. Automatically, with almost no super-
vision, these dryers produce a first class product with
oplimum color eflect, Sanitary construction, swing-
oul panels, betier insulation and new S-Element drying
conveyors are features no other make can offer,
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THE BUHLER CORPORATION, 8925 Wayzota Blvd., Minneapolis 26, Minneiota. Phone Liberty 5.1401
BUHLER BROTHERS (Canada) LTD., 111 Queen Street East, Toronto 1, Ontario. Phone EMpire 2.7575
Sales Office: NEW YORK CITY, 230 Park Avenve. Phone MUrray Hill 9.5446
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day's production in one shifi, Cuts cleaner than uny other
cutter. Automatic feed from automatic storage unit or
manual feed from truck unloading.
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Merchandising Methods—
(Continued from Page 28)

three junior partners for a Planning
Meeting starting at 7:00 o'clock on
Thursday night the day before our
Friday meeting. The Thursday night
planning sesslons proved to be very
fruitful, We established a program of
selecting one of the men to give the
sales presentation of the A-1 item on
the current sales push and we made
certain that sufficient time was spent
in going over all of the important reas-
ons why the item should be given
v+ ner consideration by the retailer.

Group Participation Benefits All

This had a very stimulating effect
at the sales meetiug and the indi-
vidual’s participation created more en-
thusiasm, also an opportunity for cor-
recting faults before they developed.
In the discussion period we found that
by encouraging all to participate stories
of success with in-store displays
brought out some good merchandlsing
ideas that all of the men benefited by.
We also found that many of the com-
munications that had taken up consid-
erable time In the meetings were han-
dled at the planning sesslon meeting
the night before, so we were able to
streamline this portion of the meeting
which formerly had taken up so much
time,

We have given our Sales Supervisor
more responsibility in the presentation
of the two weeks' work program. This
has helped him In stature with the
other men. He Is more consclous of the
responsibilities and the end resulls
have proven to be a very much im-
proved spirit of cooperation. We also
found that on promotions of new items
for distribution each man could just
about predict what he would sell to
his customers enabling the wholesale
men to tell the buyer at wholesale level
what would be sold making it possible
to obtain faster distribution at the
wholesale level, moving new products
and deals to market faster and with
less out of stock problems. Our ability
to perform has created a seller-buyer
confldence we always hoped for,

Special Demonstrations

On their own the men have had some
special demonstrations set up on the
Friday afternoon of the "“off week” in
which we did not hold a sales meeting.
Heretofore there was a feeling that
they couldn't work Friday afternoon
because of the business in the retail
stores, but they have found that there
are many things that can be accom-
plished to promote business at this
time of the week, especially when the
retailer knows of our desire to help
him. One of the real problems that we
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have to be careful of on the part of
our retail men is thelr assuming that
the retailer on whom he is calling
knows the answer to a lot of the points
in the sales presentation that he is
going to give., Consequently, the men
get into the habit of making slipshod
presentatione,

It is our idea thai {f we are going to
maintain and improve our posiiion in
the market as food brokers, we must
be better than the best. Our sales story
must be sharp and crisp and have the
nbility to get through the maze of
things in the retailer’'s mind, and so
capture his attention that he will re-
member what we have told him and
have the kind of iInterest established
that he will follow through with the
programs we have presented when the
merchandise is received. We have
proven that if the proper enthusiism
can be created In the retailer, in many
instances displays will be built by the
store personnel rather than waiting
until our men come in to make the
display becouse of the desire to get
the profits rolling in from the promo-
tion.

I would like to close with this state-
ment that perhaps I should have start-
ed out with, We prepare our hearts
and minds with a 20-minute devotional
period before the start of each regular
Friday afternoon sales meeting. This
places us all in the proper relationship
with our Lord, Tenslons are eased, jeal-
ousies overcome, and the true spirit
of man's service to others with com-
passion and understanding for our fel-
lowmen prevails,

Ben O. Hindman of Dallay, Texas,
sald:

“Preparing and Conducting Better
Sales Meetings as relates fo Institu.
tional Producis” can, fortunately, be
applied to sales meetings of a broker-
age organization, or equally, to the
sales meetings of the Institutional
wholesale jobber, I offer my thoughis
to you in this light, along with a prod-
uct demonstration as an action ex-
ample of a demonstration sales meet-
ing. Those interested only in consumer
sales can find points that can apply if
an opportunity to get past the presen-
tation sheet ever arises,

An important feature of a sales meet-
ing, especlally one with jobber sales-
men i3 to have it at a time at which
the men have completed their routine
work, but yet are not in a rush to
leave.

A clear and graphic way to discuss a
line or an item is by demonstration.
The details of case pack, weight, cash
discount, fob point, freight rate, cost
per case, etc, should be presented to
each salesman on previously prepared

sheets and covered in the meeting with
little or no comment,

What should be emphasized is ad-
vantages the product offers to custom-
ers. The quality, number of servings
per container, the approximate cost
per serving to the institutional user.
Mcthods of use and ways of prepara-
tion that are new and beneficial to the
institutional user, Point out and list
the type of cunsuming outlet to which
the item is particularly adaptable. If
it is advertised in trade journals, give
details show tear sheets and explain
how salesmen can use the advertising
to their advantage, If it is a cuisine-
type item—if for schools—mass feed-
ing—medium price restaurants—state
eleemosynary Institutions or prison.
The goal in this is to direct their think-
ing, not their actions. If you give a
good salesman a clue that activates his
curiosity and imagination, he will ac-
complish much more than if given a
step-by-step set of rules to follow.

Controlled Participation

By having action in the presentation,
easily handled individual portions to
pass to each salesman — it serves to
bring them into participation of the
meeting, yet you maintain control of
the subject at hand and the continuity.

You can easily see the adaptation of
the demonstration to fruits, vegetables,
whether frozen or canned, Even an
jtem such as Lea & Perrins Sauce can
be discussed by combining the sauce
with butter and quickly sauteing small
sukiyoki strips of meat and passing to
the salesmen.

I have previously stated that this
method of conducting a sales meeting
can be equally applied to the sales
meeting of a brokerage organization or
to the sales meeting of an institutional
jobber. Most of us would gladly take
the trouble to present such a meeting to
a customer — you will find it much
easler to get invited to subsequent sales
meetings after conducting the first,

However, we are all prone to give
our own salesman a “quick go over" on
an item; and then we expect our sales-
man to go out and do an inspired job.

Let's remember to conduct our own
sales meetings in a manner to get de-
served interest and that will leave our
own men with a wlill and desire to sell.

Budd Mayer, a food broker from
Miami, commented on the Introduction
of new items to the institutional field:

1 imagine there are as many different
avenues and methods to the introduc-
tion of new items as there are food
brokers. Each has his own ideas—and
this is the Individuality so necessary
and vital to the progress of our in-
dustry.,
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Before outlining specific approaches,
there are three major problems to be
solved to better insure a continued flow
of information o the volume feeding
markot:

1. Develop salesmen to become mars

keting specialists. This should not

be an "added” duty, but rather a

full-time job.

. Devole time to research products
and process new methods o serve
the Industry's needs, The food bro-
ker ls the missionary media who
must test, Introduce, develop and
cultivate the institutional outlets.

3. Arrange for better communication

between all facets of operation.

Ideas formulated by the producers

must be conveyed in the same

basic interest through all stages to
final preparation and ultimate use,

As a general rule, our sale is made
to the distributor. In some Instances,
we must sell to a direct customer. But,
we will limit our new item Introduc-
tion to distributors alone, There is a
single basic formula that we might ap-
ply to the introduction of all new
items:

ABILITY 4 PRODUCT KNOWL-
EDGE 4 SALES KNOWLEDGE =
PROFITABLE SALES

“Ability" alone is not suficient; it
must be the application of your ability
for the desire intended.

“Product Knowledge" is the founda-
tion of any sale. Whalever eclse is
variable—the product, and your infor-
mation about it, is not. You must have
a complete and thorough understand-
ing of the items you are presenting.
How?

1. By studying the packer you repre-
sent; know the area of localion;
the policies of the company; his
strengths and his weaknesses.

2. By testing and sampling the item
first and comparing it with similar
i‘tems now being sold in your mar-

et.

3. By knowing all facts and figures
concerning your item without the
necessity of referring to notes. This
includes case cost and portion cost;
markups; freight; case weight and
drained weight, variety, methods
of preparation and ultimate result.

4 By being prepared to sample and
point out the advantages and val-
ues of your product.

“Sales Knowledge" is the individual
approach consistent with the policies of
your company and that of your packer.

1. Speak with authority, You are the
authority to whom the buyer must

look for guidance. A firm or com-

pany distraught with indecision

Inspires no confidence from th

purchaser.

Know the entire program: intro-

ductory offers, available advertis-

ing and promotional materials;
sampling program; cooking charts,
menu aids, ete,

3. Explain the benefits and advan-
tages derived in handling your
product; how it will help him and
how it will help his customers.

4. Offer to conduct a sales meeting
for the buyers' sales personnel to
show, sample and pass on full par-
ticulars so that they will have full
knowledge and confidence in the
product.

5. Avall your company's services o
the buyer and his salesmen for the
purpose of assisting in making
sales on new items,

L

“Profitable sales” are either the re-
sult of what we extract from our busi-
ness or what we put back into it to
further our operation,

Most of us fear what we don't know.
And it is this fear that prevents many
food brokers from breaking the barrier
Into Institutional sales. But dive in—
the water's fine!

Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Novemeer, 1963

Phone 246-2101 e

DOUGHBOY INDUSTRIES. INC.

SINCE 1836
NEW RICHMOND, WIS, .
Craftsmen In Plastics — Packaging Machinery — Farm Feeds — Electronics — Printing

Quality Since 1856
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ENGINEERING DOES IT......

THE ULTIMATE IN
LONG GOODS DRYERS
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1500 LBS. PEF HOUR

Unconditionally Guaranteed
Production—1500 Ibs. per hour
Demaco’s new straight line

drying and storage in one
straight line from entrance to
exit. Complete with Accumulator,
sticks, and automatic stick return.
FULLY ACCESSIBLE FOR
SANITATION.

===
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THE NEW DEMACO STRAIGHTLINE CONTINUOUS DRYER

Letranciecr/ acrive

Can be seen in operation by appointmenl
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International’s Bulk Handling of Flour

Durum products customers of In-
ternational Milling Co. are able
to receive complete bulk service —
either by truck or railroad car — from
cach of International’s three durum
mills,

International’s bulk handling and
shipping facilitles represent a giant
stride forward from the early days
when durum products were packed in
wooden barrels and delivered by horse-
drawn wagons.

Years of Experimenting

Behind International’s first successful
bulk movement lay years of experimen-
tation and working closely with build-
ers of railroad and trucking equip-
ment., “Building sanitary railroad cars
and trucks and loading them in bulk
with flour or semolina was simple,”
according to A. L. (Tony) DePasquale,
durum products sales manager for In-
ternational. It was the unloading that
presented the real problem. Since semo-
lina is a more free flowing product, it
presented a lesser problem than flour.
When the floor of a car was inclined
sufficlently to make flour unload jtself
by gravity, the payload area was too
small to be practical. Then, too, it was
never possible to get all the flour out of
the car because of ils tendency to cling
fo the walls.

A breakthrough came when equip-
ment manufacturers finally developed
a practical unloading system. Here's
how it works. Low pressure air is ap-
plied through a porous fabric installed
in the bottom of a low pitched hopper.
This causes either flour or semolina
to flow like water out of the car.

But the Alrslide car requires a rail-
road siding at the customer's destina-
tion. This posed a problem to many
macaroni manufacturers who were not
located on railroad tracks. It was im-
possible for them to unload durum
products directly from an Alrslide car
into one of thelr plants. This obstacle
was met and overcome with the de-
velopment of pneumatic equipment
which unloads the durum products
from a bulk rallroad car into a bulk
truck at a siding which then makes
the delivery to the plant of the ma-
caroni manufacturer. International's
bulk trucks are outstanding in their
simplicity, ease and economy of opera-
tion. “These trucks can make bulk de-
liveries anywhere within reasonable
distance of a mill, bulk storage depot
or railroad siding . . . and each contains
its own built-in unloading equipment,”
according to DePasquale,

P
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Macaroni manufacturers who are not located near one of International’s durum mills, bulk

stations or railroad sidings are able to receive deliveries ot their plants via truck. This photo
shows a bulk truck being loaded pneumatically from a bulk railroad cor,

Storage Needed

Sultable bulk storage facilities and
an electrical outlet are the only equip-
ment a macaron! manufacturer needs
to take advantage of International's
modern bulk delivery by truck, he said.
Up to 400 cwt. of flour or semolina can
be unloaded from truck to customer in
one hour's time — day or night.

For a number of years, International
was also an industry leader in the en-
gineering and building of bulk installa-
tions for its customers. “We got into
this bulk engineering program In 1054
when bulk flour handling by bakers
and macaroni manufacturers was still
in its Infancy,” said DePasquale. At
that time, there were few engineering
services available to customers at a
reasonable cost, he recalled. To break
the “log jam" International decided to
organize its own bulk flour engineering
department to service the baking and
macaroni industries,

*This service was instrumental in in-
teresting more and more bakers and
macaroni manufacturers to use the bulk
handling of products. In the next four
years International's engineers com-
pleted approximately 30 bulk installa-
tions at bakeries and macaroni plants
in the eastern and midwestern U, S.

Installations included exierior steel
and concrele bins and interior hori-
zontal type bins. As a result of this
growing popularily of bulk handling
and shipping, several engineering com-
panles also began to design and install
practical bulk systems and to provide
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high class bulk installation service. In
view of this, International decided that
its mission had been accomplished; and
in 1058, the company released to the
baking and macaronl industries the re-
sults of its research in bulk durum
flour and semolina handling. As a re-
sult of this move, the company re-
linquished all rights to its original ideas
and pending patents on bulk handling
techniques. The macaronl industry is
now free to use all the creative ideas
and technological contributions which
International has made to the bulk flour
movement.

Although International continue* ti
lead the durum industry In bulk f.ur
shipping today, research conlinues witly
a view toward still greater improve-
ments in the future. Because of our
cexperience with bulk handling and
shipping, the counseling services of our
engineers to cuslomers who may be
considering the installation of bulk
handling in their plants Is always avail-
able,

International feels that bulk systems
have much to offer to the macaroni
industry, and there will be savings for
most businesses. Installations made to
date have been very gratifying to all
parties concerned. Generally speaking,
the bigger the usage, the greater the
advantages for bulk, since bulk is es-
sentially a volume operation In itself.

Before a company decides to install
bulk facilities, DePasquale suggests
that the following things be consider-

ed:
(Continued on Page 36)
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HERE'S YOUR MARKET!
Improve your image,
Increase your impact.

Support the
NATIONAL MACARONI
.. - INSTHTUTE.- ...

.

T For details, write:
P.O. Box 336 Palatine, IIl.

Wil

HOW TO KEEP

YOUR
VITAMIN ASSAYS
IN LINE

[
Al

Start right with Wallace & Tiernan's quallty controlled “N-Richmani-
A"®, Whether you feed It in powder or waler form, NRA glves
you unifarm enrichment,

With a uniform product, the next step is uniform addition. The W&T
NA Feeder has been proved by over 30 years of mill operation,
Set it for & few ounces 1o 10 Ib, per hour and It never varies. It
feeds "'N-Richment-A" consistently, accurately, dependably,

The right enrichment . . . the right feeder. Combine them, and
you can't miss on vitamin amays.

Offices and warehouse stocks In principal clties,

Or write Dept. N-122,53,

WALLACE & TIERNAN INC.

NOVADEL FLOUR BERVICE DIVISION
35 MAIN STREIT, BELLIVILLE 9, NIW JIRSLY

JACOBS-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 Insect Infestation Investigations.
Microscopic Analyses,

5--SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

AUTOMATIC RAVIOLI MACHINE

PRODUCES
1,000 TO 3,000 RAVIOLIS PER MINUTE.
Ravioli Machinery Manufacturers

ALSO:

Western States Representative for macaroni fac-
tory suppliers and repairing specialists for dies
and macaroni presses.

Bianchi's Mackine Shos

221 Bay Street, Son Francisco 11, Calif,
Telephone Douglas 2-2794
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WAY BACK WHEN

40 Years Ago

® Macaronl manufacturers were urged
to cooperate with the Toast Week
movement sponsored by the national
wheat council, bakers and other allied
interests, A recipe for Elbow Macaroni
on Toast was suggested to tickle the
palate.

® At a meeling in Chicago maca-
ronl manufacturers agreed unanimously
that during the year some consumer
educating advertising sould be done.
The plan called for each manufacturer
to voluntarily give 10c per 100 pounds
production to be pai. quarterly.

® On Setember 27, 1¥23 in the King
George Hotel, Toronto, the new Cana-
dian Mngnronl Manufacturers Associa-
tion was organized. The purpose of the
organizalion was to solidify the mac-
aronl manufacturing interests in that
country and to cooperate more effec-
tively with the American manufactur-
ers through the NM.M.A. for advance-
ment of the industry on this continent.
® An improved strain of Kubanka
wheat named Nodak had been develop-
ed which combined to a high degree the
deslred characters of durum wheat such
as resistance to stem rust, ability to
yleld well and sultability for making
macaronl.

30 Years Ago

® On November 7, 1033 Fiorello La-
Guardia was elected mayor of New
York City. This was not of primary con-
cern to macaroni people, but the fact
that he was quite able when it came to
cooking spaghetti was. Almost daily he
enjoyed a dish of spaghetti which he
preferred to fix himself by following a
recipe handed down to him by his
mother.

@ Figures released by the U. S. Bureau
of Agricultural Economics showed Ital-
jan consumption of macaroni products
at 40 pounds per person. The total num-
ber of pounds consumed in Italy was
1,543,220,000.

® American per capita consumption of
macaroni products was at five pounds
per yea~ According to the Bureau of
Labor 5:ctistics the average consump-
tion of racaroni per family for the
country as a whole for the period 1909
to 1913 was approximately 23 pounds.

@ The durum wheat production for the
year was estimated at 17,338,000 bushels
against 40,000,000 bushels in 1032 and
66,000,000 bushels for the previous five
years, The yleld per acre in 1933 was 6.9
bushels per acre and in 1932 it was 10.3
bushels per acre,
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20 Years Ago

@ The War Food Administration pulled
together all food programs under the
banner “Food Fights for Freedom,”
Macaroni-noodle manufacturers, pro-
ducers of one of the countrys best non-
rationed foods went along with the
“Health for Victory” campalgn. Through
this cempaign Americans were becom-
ing more appreclative of macaroni prod-
ucts,

® The Wage and Hour Division of the
United States Department of Labor is-
sued a recommendation that wages of
not less than 40 cents an hour should
be pald by every employer to each em-
ployee. This recommendation was made
concerning the Bakery, Beverage and
Miscellaneous Food Industries which
Included macaroni.

@ According to a report from the Crop
Reporting Board of the United States
Department of Agriculture the 1943
durum wheat crop was the second
highest since 1000. Production was at
26,251,000 bushels for the year com-
pared to 44,560,000 bushels in 1942, The
yearly average from 1032-1041 was
20,802,000 bushels,

® One of the casualties of the war was
the prelzel. The War Manpower Com-
mission declared that pretzels were a
non-essentlal according to them and it
was feared that there would be little
likellhood that this would be changed.

10 Years Ago
® The Natlonal Macaronl Institute
conducted three merchandising meet-
ings across the country, one In New
York, one in Chicago and one in San
Francisco. Macaronl manufacturers
were told that it takes merchandising
equivalent to a Sherman tank to jolt
chains and supermarkets into giving
cooperation they need to influence con-
sumers at the retail level. They were
also advised to team up with other
manufacturers to develop a multiple
item promotion powerful enough to get
top level dealer cooperation,
@® An exhibition of food industry and
food trade equlpment opened in Paris
in November, Trade publications and
books of reference from France and for-
eign countries were on display and the
Macaroni Journal was among them.
® A memorial described as unique in
American agricultural history was pre-
sented to the Lisbon Park Board, Lis-
bon, North Dakota. It commemorated
the first known flield of durum and was
affixed on a standard to the millstone
from the mill that ground the first dur-
um flour.

CLASSIFIED

ADVIERTISING RATES
Display Advertising ..... Rotes on Applicstion
Wont Ads .........oooc0 i 75 Cents par line

FOR SALE—Buhler Press, like new, Box
175, Macaroni Journal, Palatine, III.

FOR SALE—Macaroni Trucks, All steel con-
struction, 4-inch ball bearing swivel wheels,
Height 81 In,, width 36 In., length 55 In.
John B, Canepa Co., 312 W, Grand Ave,,
Chicago 10, 11l 644-1061,

FOR SALE—Equipment for a complete maca-
roni plant 1000 Ib. production. Long goods
ress, short goods press and noodle cutters,
ong goods and short goods preliminary dry-
ers, macaroni dies, stamping machines, and
Flour Handling System. Reasonably priced,
Box 208, Macaroni Journal, Palatine, I1l.

WANTED—Used but in good working con-
dition, One Ricclarelll Appia 8 Vermicelll
Folding Machine, for trays 2334 wide,
36%2" long, for o production of about 400
Ibs. per hour, to be connected to @ 1000 b,
per hour DeMaCo press; and

One Pavon Type PSA Three-Knife Cutter for
Dry Long Macaroni ond Spaghetti, Box,209,
Macaroni Journal, Palatine, 1ll.

INDEX TO
ADVERTISERS

Amber Milling Division, G.T.A. .........
Ambrette Machinery Corporation ..

A-D-M Durum Department ................ 11
A Corporetion 27
Bianchi's Machine Shop ............... — 33
Buhler Corporation, The ...ooee.. 29
Clarmont Machine Company, Inc, ... ¢
DeFroncisci Machinary Corporation ...32.33
Doughboy Industries, Inc. N
Ganaral Mills, Ine, oo .21.22
Intarnational Milling Company ......... i
Jacobs-Winston Laboratories, Inc. ...... 35
Maldarl & Soms, Ine., D. ... 13
National M | Institut k1]
North Dakota Mill & Elevator .......... 15
Paven, N. & M, oo a5
Peavey Company Flour Mills ............. 5
Ressotti Lithograph Corparation ........ 2
United States Printing & Lithograph .... 37

Wallace & Tiernon, Inc. ....—............. 35

Bulk Handling—
(Continued from Page 34)

1. Establish accurately, present costs.

2. Work out the details of a bulk in-
stallation in accordance with re-
quirements,

3. Using bona-fide proposals, compute
costs of a complete bulk flour in-
stallation.

4, Compute savings and return on
the investment required.
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T'S GOOD!"

Sometimes there's no need to ask about customer
satisfaction. Sometimes satisfaction is so great
that it's written all over in M‘f’ bold type. .. even
though you can® read a word,

At USP&L, no one applauds or sends flowers when
we deliver another standout printing job of n
folding carton . .. label ... display . .. poster...
or other advertising materials. But we don't need

- applause. We know how to measure customer sat-
isfaction, It's in the repeat orders . . . requests
for new packaging ideas , , , increased consumer
sales which our customers credit to the packaging
and advertising materinls we produce,

Unspoken praise like that is no ensy trick to earn.
It goes beyond words to results — results which
speak for themselves, Next time you have a pack-
aging or advertising problem, why not ask USP&L
to help. We have an office near you and plants
coast-to-const,

UNITED STATES PRINTING AND LITHOGRAPH
Division of Diamond National Corporation
Executive Office: New York 17, N. Y.

Qfficess Atlanta « Baltimore » Bevarly Hills * Boston » Chicago » Cincinnatl « Cleveland s Dallas

Detroll ¢ Indlanapalis * Loulsville * Milwaukee « Minneapolis + New Yotk » Omaha » Philadsl-
phia = Pillsburgh « Portland * Rochester * San Francisco * Sesltle « St, Louls * Tulsa
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If i's QUALITY, you get the best
from International!

For International puts at your disposal 70 years of

milling experience , . . exacting products control . . ,
Saint Paul,

LA Miiinesste and careful selection of only the choicest amber durum /'

wheats — milled to your specifications,
So remember, for “milled-in" quality, be sure to order
durum products from...

SR @
y lle,
o Internationo!
MILLING COMPANY
DURUM-DIVISION

GENERAL OFFICES: MINNEAPOLIS 2, MINNESOTA




