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BRAHAM Lincoln is one of the
best examples in history of a man
who refused to stop fighting for what
he wanted from life after many blows
to his career, as well as to his personal
life.
o He failed in business in 1831;
e was defeated for the Illinols legisla-
ture in 1832;
e falled again in business in 1833;
® his sweetheart died in 1835;
@ he had a nervous breakdown in 1836;
® he was defeated for Speaker of the
House in 1838;
was defeated for elector in 1840;
defeated for Congress in 1843;
again defeated for Congress In 1848;

® was defeated for the Benate in 1855;
@ defeated for Vice President In 1856;
and was defeated for the Senate again
in 1858,

But in the face of failure, Abraham
Lincoln became the sixteenth president
of the Unlted States in 1860,

No man knows what is in him until
he tries. Some people are gifted with
more ability than others, but often the
person who Is less gifted but willing to
work hard may go even further because
concentration and effort are, in them-
selves, qualities in great demand on
any job.

You may never know your real abili-
ties and potential until you try.

Abraham Lincoln, born in 18089, kill-

ed in 1885, was one of the world's truly
great men. Under his leadership, the
American Unlon was preserved. War
only made Lincoln believe more
strongly that democracy Is the best of
all form of government. Lincoln cre-
ated some of the finest examples of
American literature. In his Gettysburg
Address, and in other speeches and
writings, Lincoln expressed the deepest
beliefs of the American people.

On November 19, 1863, he gave what
he described as a “short, short, short”
address amld the newly made graves
of soldiers killed at Gettysburg. In the
ensuing one hundred years his 268 well
chosen words have become the best
known speech in our history.

Founscone and seven years ago our fathers
brought forth on this continent a new natlon
conceived in liberty and dedicated to the
proposition that all men are created equal.
Now we are engaged in a great civil war
testing whether that nation, or any nation
30 concelved and so dedicated, can long en-
dure. We are met on a greal bautlefield of
that war, We have come to dedicate a por-
tion of that field as a final resting-place for
those who here gave their lives that thai
nation might live, It is altogether fitting and
proper that we should do this, But, in a
larger sense, we cannot dedicate, we cannot
consecrale, we cannot hallow this ground.
The brave men, living and dead, who strug-
gled here have consecrated it far above our

poor power to add or detract. The world
will little note nor long remember what we
say here, but it can never forger what they
did here. It is for us the living rather to be
dedicated here to the unfinished work which
they who fought here have thus far so
nobly advanced. It is rather for us to be here
dedicated to the great task remaining be-
fore us—that from these honoured dead we
take increased devotion to that cause for
which they gave the last full measure of
devotion—that we here highly resolve that
these dead shall not have died In vain, that
this natlon under God, shall have a new
birth of freedom, and that government of
the people, by the people, fur the peaple,
shall not perish from the earth.

{ ‘li“

Lincoln had great power as presi-
dent, but he never lost touch with the
common people, He never hated any-

one, and never wanted revenge. In spite as “Honest Abe” and “Father Abra-
of Lincoln's high position, millions of ham.
people, even In his own time, knew him
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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.
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The Food Industry Turns In a Good Performance
by Paul S. Willis, president,
Grocery Manufacturers of America, Inc.

QOOD industry sales climbed to a

new high in 1863. Manufacturers
offered many new products which were
enthusiastically welcomed by consum-
ers. Food prices at the grocery store, as
measured by the government's stand-
ard market basket, remained relatively
unchanged from a year ago.

The value of total food consumed in
1063 amounted to $82 billion, an in-
crease of more than $2 billlon over last
year, The outlook for 1864 is that this
amount will reach $84 billion, as food
supplies remain abundant in the year
ahead. Ten years ago food consumption
totaled $58 billion, and in 1939, $16
billion.

The food industry is convincing proof
of the benefits of our free enterprise
system, It is the largest privale business
jn the world. More than one-fourth of
all working people in this country are
employed in some part of the food in-
dustry, from the time food is grown on
the farm until it reaches the consumer’s
table.

With growing pressures for more
government controls of industry, the
need for preserving our freedoms s one
of our most challenging jobs. We must
retain our freedoms to innovate, to
create, to market, and to provide em-
ployment if we are to keep our econo-

my constantly moving #hd expanhding, *

and do a continually betfer job of serv-
ing the consumer better.

Prices at the grogery.store®of the
government's standard market  basket
of food are abouf the sarie as they were
. year ago. There was d temporary ins
crease earller in the year as a result of
shortages in'some fresh frult and vege-
tab'e crops because of advergse weather
conditions. This raised the food price
index at that time. Since then, prices
have gradually declined. a0

For the flrst time in history, the
American factory worker's average
weekly earnings in 1863 rose above
$100. This plus the stability of food
prices enabled him to buy the govern-
ment's monthly market basket of foods
with the earnings from 37 hours of
work compared with 48 hours required
in 1853 and 62 hours in 1847,

Lower Share of Income Spent For Food
Today, food s a bargain for the con-
sumer. She gels more value for her
dollar spent for food than for virtually
any other ifem' In’ the" corisimet price®
index. On the average consumers are
able to buy their food requirements for
only 10 cents of their after-tax income
dollar compared with 22 cents 10 years

Bl

\\
Paul S, Willis

ajo. This is the lowest percentage in
all history, and lower than anywhere
else in the world.

If the American family wanted to
buy the grocery basket of the 1830's,
which provided a healthy, nutritious
dlet, it could do so for only 14 cents of
i‘s after-tax income do'’ur. But today's
homemaker is no longer satisfied with
the ‘same foods purchased in the 1830's.
Sihe pgln_ been increasing her food pur-
chases and upgrading the quality. The
foods she buys today are of better qual-
ity, In "greater variety, easier to pre-
pare, more nutritious and above all
safe to eat.

+ More New Products, Greater
.. Convenlence

People In the United States have the
cholce of the greatest variety of safe,
tasty, convenlently packaged, highly
nutritious foods of any nation in the
world. This year, as-befor¢, many new
products continued to move into the
market in response to the ready ac-
ceplance of new items by consumers.

Because of consumers’ interest In
new products and the need for expand-
ing business, manufacturers invested

. more thap $120 million in 1963 in re-
- search for new products, new uses, and

improving the old ones. They employ
more than 8,000 speclally {rained peo-
ple for this purpose.

Some of the new products which
weré Introdticed and marketed during
1963 include: froven breads and cakes,
cornflakes with strawberries, window
cleaner in a dry tablet form in a squeeze
bottle, frozen dinners for three, ethnic
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food items, “instantized" all purpose
flour, new dehydrated soups, chiese
packaged in flexible aluminum ftubes,
safer aerosol oven cleaner, chicken
stick and tuna baby foods, plastic re-
closure lids for coffee and shortening,
new boil-in-bag foods with sauces
freeze-dried shrimp and mushrooms
and pull-tab lids for a number of
products.

Today, consumers have the oppor

tunity to choose from some 8,000 {lems
on grocers' shelves. Two-thirds of these |S&

are new or have been basically im.
proved within the past decade. This
compares with about 1500 items some
20 years ago. In not too many years
ahead, the consumer can reasonably
expect to find as many as 12,000 items
available in the supermarket.

Rising Costs

There has been virtually no increas
in over & decade in the average o
prices charged by food manufacturers.
The food industry, along with other in-
dustries, has faced the problem of con-
tinuously higher operating costs be-
cause of higher wage rates, higher
taxes, higher transportation rates and
50 On.

To meet these conditions, our food
manufacturers have continuously in-
vested heavily in new equipment and
in new and modern plants. Since 1346,
they have invested more than §10
billion. Additional capital investment
in such facilities this year alone will
total some $700 milllon. Food manufac
turers have a total capital investment
of more than $20,600 per production

worker, as compared with a 1846 In- |2

vestment of $8,500.

In 1939, just before World War II
grocery manufacturers, who produce
the various products that make up the
standard market basket, retained an
average net profit of 4% cents on dollar
sales. This rate has steadily declined
over the years and currently is about
3 cents, a reduction of 1% cents. This
means that the price which consumers
pay for today's grocery basket s ap-
proximately 114 cents less per each
dollar spent than it would have been
otherwise.

In addition to this good news for con-
sumers, there is good news for stock-
holders. While the profit rate declined.
food manufacturers were ‘able to stead-
fly increase their total dollar earnings
and to Increase their dividends. This
was accomplished through moderniza-

(Continued on Page 35)
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Retail Grocery Store Trends
A review by A. C. Nielsen Company

N a twelve-year span of time, during

which the population of this country
hts increased nearly one-fourth, both
the available spending capacity of U.S.
population as well as the total volume
of all purchrees in retail stores have
fncreased shurply. Retail sales since
1050 have incrensed 62 per cent on an
annua! basis, and disposable personal
Income lius expanded B4 per cent.

Topping both of these major eco-
nomic indlcators is the growth in an-
nual sales of retail grocery stores.
Paced by such developments as in-
creased handling of non-food items and
by sharp gains in sales of new, im-
proved and more convenient products
for the kitchen, grocery store volumes
in 1062 were 02 per cent greater than
in the base year of 1850. These volume
gains were ochieved with little or no
help from increased or inflated prices
for staple food commodities.

Using the new base composed of the
1957-50 averages, all goods and services
included in the Cost of Living Index
renched & combined index level of 105
during 1862, Many types of consumer
expenditures reached higher levels
than this under pressure from increased
costs of doing business. Apparel for the
family remained in the “bargain” cate-
gory with only a three per cent increase
in general clothing price levels over the
base averages.

Stable Food Prices

But the best showing, and the basic
living cost easlest on family budgets,
was the ¥iod-At-Home price level of
only 102 for 1062. Food-At-Home prices
are primarily grocery store prices for
foods prepared in family kitchens and
consumed at home. The retail food in-
dustry has Leld the line, and continues
fo moke a major contribution to hold-
ing down living costs for the average
family.

The sum total of all business activity
in the United States as measured by
Gross Natlonal Product, made a sub-
stantial gain of 7.1 per cent In 1962,
over the previous year. This represent-
ed an increase of nearly $37 billion in
the value of all goods and services pro-
duced during the year.

On top of this new record high level
of activity, further gains in the GNP
were foreseen for 1983. The quarterly
estimates of total production on an an-
nual basis were $571.8 billlon for the
first quarter and $570.0 for the second
quarter. At present writing, it would
appear that the astonishing GNP total
of $600 billion will be achieved In the
not too distant future,

Paralleling the eupansion of GNP s
a similar growth in Personal Disposable
Income totals each year, This is buying
power, money available for spending
or saving after taxes. The great rise in
discretionary spending in recent years
has had great influence on many lines
of business activity, including grocery
stores,

1962 Disposable Income reached the
new record level of $384.4 billion, and
from the quarterly estimates released
so far is headed to still greater heights
by the end of 1063, There was $20 bil-
lion more available disposable income
in 1962 than the previous year, and a
further gain of that much or more is
indicated this current year. At the mid-
point of 1083, the total had expanded
to just under the $400 billion level.

Steady Food Biore Growth

Each year has witnessed a slow,
steady growth in the share of total re-
tail trade of the country accounted for
by food stores. This is in keeping with
the better-than-average gains for an-
nual food store all-commodity sales
volumes. In 1850, food stores held 22.8
per cent of the retall trade volume for
that year. By 1860, thelr share had
grown to 24.8 per cent and on the basis
of the first six months of 1063, the food
store share this year will be 24.8 per
cent or better., These share gains are
measured In fractions of a point, but,
considering the huge dollar volumes in-
volved, are very significant.

In 1857 and again in 1959 the all-time
record for the numbers of live births in
the United Stales was established. The
number of newcomers has varied little
for the past 10 years, after the steep
rise which took place in the late '40's
and ecarly '50's.

In 1862, the annual total declined
slightly, and 1963 (based on the first six
months) indicates another small drop
in the number of birth for the year. But
this dc s not invalidate the repeated
warnings of a population explosion
during the latter half of the decade of
the '60's. Every year it draws closer;
time is growing short; the huge mass of
almost-adult teenagers is rapidly ap-
proaching marringeable ages, Before
too long, the effects of rapid gains In
the marriage rate, and the formation
of new families will be felt in no un-
certain fashion.

Populations on the Move
Where are the expected added mem-
bers of our United States population
going to live?
With only two exceptions, increased
populations will be found in all of the
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states, including Alaska and Hawaij B

Some states will gain rather small num.

bers and grow at smaller rates, Other B
states will almost double thelr 19¢) B3

populations by 1975.
In the decade from 1850 to 1940, the

seven-state Pacific area Increased over R

40 por cent in population, more thay
double the growth rate of the next

area, which was the elght state South. B

eastern section of the country. There

the gain was 10%. In the Southwes,
17.6; East Central, 16.7; Middle At B8
lantle, 14.6; West Central, 13.4; and §

New England, 12.9%.
Projecting these growth patlerns
ahead to 1975, shows that the Pacific

area will continue to lead, with o 5 §§

per cent increase; 20 per cent in the
Southwest, 28 per cent in the South.
east; East Central, 28; Middle Atlantic,
25.5; West Central, 24.5; and New Eng.
land 24.4. What all this means Is ovu
50,000,000 greater population by 1975

Young Adults Spark Boom

In line with the table below is the §
oft-repeated disclosure that the present 4
age groups most likely to influence the @&

coming population expansion are the

20-24 year group, closely followed by Sl
the 15-19 year group, From these groups QSE.

will come the persons who will reach
marriageable ages and who will form
new familles and thereafter produce
millions of bables in a comparatively
short term of years, This is of inlcnse
inten! to all engaged in the retaii food
industry, since these newly established
families will be very important cus
tomers before many more years pass.

Population Push—1880 1o 1875

Rate of Increase %
Total U, 8. Population ..........31
20-24 years—Families Forming ..71
15-19 years—Teenagers ......... 56
Over 64 years—Senlor Citizens . .39
0-14 years—Youngsters .........H
25-64 years—Adulls ............ 17

Sales of all retall grocery stores In
1862 were 4.1 per cent ahead of 106!
volumes. This was a fractionally better
gain than the 3.6 per cent increase In
1081 over 1960 sales. For the first six
months of 1863, sales were $27% bil
lions, which was 3.3 per cent ahead
the same six month period in 1962
Projecting this volume ahead for the
remainder of 1063, we can foresee 3
total for the year of around $55% bil
lions, or about 3.5 per cent more
the $53.7 total for 1062. For the past
several years food stores have averages

(Continued on Page 10)
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We do! ADM stores bushels by the million.
Not baskets, but grain. Seventy million bushels
_ in steel and concrete elevators located through-
.' out our agricultural heartland, It's capacity
: like this that makes ADM a leader in buying
and milling durum and other grains. It's
capacity like this that makes ADM a sure bet
for semolina that extrudes and shapes smooth-
ly, cooks firm . . . and stays firm and tasty.
For your next order . . . bag or bulk . . . call for
H a quote from ADM.

i Whers L0 performance counts, you Can count on ADM

W

ADM

, ARCHCA DANIELE MIOLAND COMPANY DOURLIM DEPARTMENT MINNEAPDLIS KANSAS CITY




Grocery Store Trends—
(Cuntinued from Page 8)

around $2 billion sales increases each
year

The Southwestern siales disclosed
the best sales growth for grocery stores
in 1062, with a volume seven per cent
greater than the previous year. This
trend has oxtended into the first half of
1003, The Pacific orea stores made con-
sistent volume gains of five per cent
both in 1062 and 2 far in 1963. The
East Central area, Metro Chicago and
the West Central area have likewise
chalked up good increases both lost
year and this year.

Other territories have not displayed
this consistency. The Middle Atlantic
states and the Southeast showed sub-
stantial gains for 1962, but have made
only small gains in 1963. New York
lagged in sales gains in 1802, but did
better the first half of 1863. New Eng-
land grocery stores increased volume
only one per cent in 1962, and indicated
no gain so far in 1963.

Volume Gains by Store Type

A comparison of 1062 sales trends for
chains and independents revealed some
rother unusual patterns, For the entire
United States chain sales were five per
cent ahead of 1981, while independents
were up four per cent .Generally, in the
Eastern arcas of the country, increases
for chains were below average, while
in the West Central, the Southern and
the Pacific areas, chain volumes were
from six per cent to nine per cent ahead
of 1861, In Metro New York, 1862 chain
sales were two per cent below the pre-
vious year.

independent grocers in New England
did not fare so well in 1862, as ther
volume declined one per cent. How-
ever, among the other territories, inde-
pendent stores made surprisingly good
volume gains in the Middle Atlantic,
Metro Chicago and Southwest arezs. In
the remaining five territories, inde-
pendent sales increases ranged from
two per cent to four per cenl

Household Buying Power

The lotest estimates for disposabla
personal income in the nine Nielsen
territories, divided by the latest family
or household counts for each area, show
incrensed average annual buying in-
comes after taxes. As before, these
averages vary widely. While the aver-
age 1862 income for the United States
was $6865, the range was from $8672 in
Metro~Cmcago-to $5473 in the South-
cast.

Houschold purchases in grocery
stores during 1962 showed smaller
variations. The United Slates average
was $975, with o low of $903 in Metro

10
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Average Household Purchases in Grocery Stores
and Shares of Buying Incomes by Area—1962

Average Annual Averags Annusl

Buying Incomas Purchases In Shares Of

(After Taxes) Grocery Slores Annual Incomes i
Tolal UB. ciccivennarinnssrsssnssns $6B65 $ 075 14.2% 41
New England ........ooeeerennnn, 7651 1087 14.2 1
Metro New York .....ococvvnininanns 8398 003 10.8 L
Middle Atlantic .... 7438 1015 13.0 |

East Central ....... 6acs 966 14.2 1
Metro Chicago ... 8672 1018 1.7 '{
Weat Central .... 6445 938 14.6 Y
SOURBREL :orvwicsomsnna s marmsisn 5473 022 10.8 i
Southwest ...... . 5717 985 17.1
TACIIC: 1oreis o h Y A TR 5 R 7341 1028 14.0

New York and a high of $1087 in New
England. The cating hobits of New
Yorkers, who eat out more frequently,
plus their high income, resulted in a low
of only 10.8 per cent of their incomes
being spent for groceries last year, com-
pared with the high of 17.1 per cent for
households in the Southwest. The
United States average share of income
fell midway between these two ex-
tremes, with 14.2 per cent.

The average number of members in
households in each section of the coun-
try naturally influences the average
annual expenditures per household
member in grocery stores. The figure

for the entire United States is $287 per
person. Compared with this figure, the
low is $256 per member in the South. |
west, and the highs are $320 in New |
England and $321 in the Pacific region.

The United States average housechold
size is 3.4 members, This 1s matched by
the average household sizes in New
England, Middle Atlantic and Fast Cen-
tral. Four other territories avcrage
smaller households, 3.3 in Metro Chi-
cago and West Central, 3.2 in New York
and the Pacific. Larger families are evi:
dent in the Southern areas. The South
west average is 3.5, and the Southeast
lcads with 3.6

Package Redesign

A package redesign program featur-
ing new color conception with appetite
appeal has just been completed for the
entire line of Ippolito’s Ideal Macaroni.
The cartons were designed and pro-
duced by Rossolti Lithograph Corp. of
North Bergen, N.J.

Because of intrinsic marketing prob-
lems in the introduction of the re-
design, Rossottl developed the design
program in a manner which erabled
Ideal to introduce the line in orderly
stages. The trading area thus stabilized
around each item as il appeared.

The first feature of the redesign was
the logolype which Rossotli's design

strengthening for increased brand
identity. They devecloped the more s
dominant logo by placing it on a white | .j.é
medallion in a blue field, ornamented {‘;};
by a banner of red, yellow and green. i
For the specinlty items, Rossctis '}.t’.’
creative group designed visuals with tﬂ‘é—:{
eye-level perspectives of the prepired ;}‘ i |
product. The heaping, mouth-wate:ing
mounds of delicately sauced prosuct
are shown with decorative table el
tings in the background for heighte ed
prestige appeal.
The entire line shows a new cont p:
tion of flavor invitation. In addition 2

(Continuer on Page 38)

and marketing team v ommended g
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Our only interest is to serve you
and to provide you with

the finest quality ingredients

DURUM DIVISION o QUALITY

MILLING COMPANY INC.
General Oflices: Minneapolis, Minnesola
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ACARONI sales posted a 6.5 per

cent galn In 1962 accoxding to the
annual survey of Food Field Reporier
on what consumers spend for grosery
products.

Spaghett! dollar sales were $144,560,-
000—up 7.8 per cent

Macaronl dollar sales were $117,180,-
000—up 5.1 per cent.

Egg Noodle dollar sales were $100,-
480,000—up 6.3 per cent.

Total value of domestic consump-
tion—$362,230,000.

Sixty-eight per cent of this volume
moves through grocery stores. Thirly-
two per cent goes into institutional
channels and for industrial uses, such
as soup mix which posted a 32.2 per
cent gain in 1962, probably because of
heavy advertising and promotion of
new lines.

For macaroni, 1883 was the year of
promise and disappointment, The prom-
ise lay in the bumper crop of durum on
the heels of last year's record-breaker,
for macaroni pricing policies hinge on
flour rather than the other costs such
as packaging, labor, marketing and
overhead which are going constantly
upward, But lower flour cost did not
mean better profits, although sales
were up. It provided more room for
wheellng and dealing which was done
with a vengeance.

The durum millgrind reported by
the Northwestern Miller topped a year
ago for the first six months by 10.6
per cent. For the second half, it was
ahead 8.5 per cent. Total gain for the
year: 9.5 per cent.

Are You Kidding Tourself?

“Are you kidding yourself about your
profits?” asked the New England Gro-
cers magazine. *Net profit is probably
the most important indicator of the
success of a business operation. Hence
you should be concerned about the re-
liability of that figure. You can be
surer of its accuracy by understanding
the principal ways in which profits can
be erroneously stated. Basically, there
are four areas in which you can kid
yourself about your profits.”
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1, The existence of a profit. Key
question: Are such items as deprecia-
tion and inventory handled realistically
in the accounting system?

2, The sufficlency of the profit. Key
question: Although you may be making
a profit, can it be considered sufficient
for your size and {ype of operation?

3. The profit mix, Key q':istion: Al-
though you may be showing a good
profit from your total operation, are
there lines or departments in the com-
pany which are actually losing money?

4, The profit trend. Key question:
Does the trend of profit show healthy
progress, or is the tendency towards
less and less profit?

Basic to accurate profit determina-
tion is a »ystem of accurate and mean-
ingful accounting. The words accurate
and meaningful are very significant be-
cause not all accounting systems convey
a realistic picture of the results of op-
erations, Although the proper mechan-
ica of accounting may assure a balanc-
Ing of debits and credits, this procedure
will not of itself tell the whole profit
story., Such information must be in-
terpreted to provide the manager with a
sound basis on which to direct future
operations,

How Much Is Enough?

How much profits are enough? Time
Magazine's Business Section had
story in August, 1963 on favorable
second-quarter reporis from U, 8. cor-
porations observing that the showing
makes a corporate tax cut difficult. But
the President's Council of Economic
Advisers argues that no matter how
high profits are, they are not adequate
if they do not Induce businessmen to
invest in expansion programs.

The Federal Power Commission and
state agencles that regulate blue-chip
utilities figure that a net profit of about
@ per cent on jnvestment is adequate,
and the Federal Communications Com-
mission begins to chisel down A.T.&T.'s
inter-state phone rates if its profits
creep above 8 per cent. In the more
volatile airline business, however, the
fare-setting Clvil Aeronautics Board
says that the four big airlines are en-
titled to a 10.25 per cent return on
investment; the big four actually earn-
ed only 6 per cent last year. In the
high-profit soap and cosmetics indus-
try, the return on investment hit 16.2
per cent, pharmaceuticals earned 14.4
per cent, motor vehicles and parts 10.7
per cent, chemicals 9.5 per cent, pub-
lishing 9 per cent. At the bottom of the
heap of manufacturers were the foun-
dering shipbuilders and railroad-equip-
ment suppliers, who came off with a

e L -

meager 4 per cent profit.

Some companies follow a rule of
thumb, developed by experience, that
aims for a return on investment equi.
valent to twice the cost of borrowing
money. Since interest rates on cor
porale borrowings average about 5 per §
cent, this would make an adequate re. §
turn 10 per cent. Fortune's 500 biggest
industrial corporations avernged only

 —

 CLERMON
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an 8.9 per cent return last year, which, (S8

by this definition, buttresses arguments
that profits are too low., Those who
argue for this thumb rule to determine
“adequate” profit contend that it als
amounts to a ceiling, for If earnings in
any fleld get to be more than twice the
cost of borrowing, competitors rush in §
and soon send corporate profits tum.
bling,

Some regulatory agencles, like the
Federal Power Commlssion, are mov-
ing away from proclaiming a flat figure

for profits, now say that their goal is to L
set a rate of return that is high enough [

for companies “to stay In a healthy
financial position and be able to ralse
new capital.” Fred R. Kappel, chairman
of AT.&T,, thinks some of the mud is

belng scraped off the word profits. “It &
seemy to me that around the country {5

there is coming to be a better under

standing of the function of business [G8

profit. I haven't any attitude surveys to
prove it, but I think there are indica
tors. It also seems to me that some o
the strongest come through from Wash-
ington.”

Fortune's 500

Fortune Magazine for July had & di-
rectory of the 500 largest U.S. indus
trial corporations, with a record of their
sales, assets, net profit, invested cap tal,
and number of employees. We lLave
tabulated from this list selections from
the food Industry with their rank with
in the 500 as to sales and thelr p1ofis
as a percentage of sales and invested
capital:

Profit as % of

Invested

Rank  Company Sales Capifal
10 Bwift' coovvvriienras 07 42
20 Armour ....o0ei.. 0B 72
22 National Dairy Prod, 28 106
28 Procter & Gamble .. 6.8 15.0
34 General Foods ...,. 6.1 173
47 Borden ............ 31 108
59 Corn Products .,..., 58 161
70 Ralston Purina ..... 3.3 122
71 Colgate-Palmolive .. 34 85
81 Campbell Soup ...., 76 128
92 Coca Cola .......... 82 164
95 General Mills .,.... 1.0 6.2
98 Beatrice Foods ...., 22 8.1

(Continued on Page 14)
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(Continued from Page 12)
Profit as % of
Invested
Rank Company Sales Caplital

100 National Biscuit .... 5.8 16.3
101 Standard Brands .., 39 119
106 Amer, Home Prod. ..108  27.2

115 Hygrade Foods ..... 0.1 1.9
117 Continental Baking . 1.8 88
120 Carnation ...vvvvev0 28 104
123 Foremost Dairles .., 1.2 8.9
128 Lever Brothers ..... 25 8.1
131 Pillsbury ....000000 1.8 8.1

135 American Sugar .... 28 7.2
138 California Packing . 4.5 10.5

139 H. J. Heinz ......... 38 8.9
140 Hunt Foods ........ 3.7 71
142 Quaker Oats ....... 4.2 120
156 Anheuser-Busch .... 5.2 104
160 Central Soya ....,.. 20 9.7
181 Kellogg ..vvvvveves. 85 205
187 Libby McNeill &

LIbby st s vrivees . 11 33
196 Oscar Mayer ....... 1.0 7.5
211 "Archer Darilels

Midland ........ vie-1.8 47
222 Pet Milk ,.%c0v0vass 1.9 6.7
227 Land O'Lake’ " - '

Creameries ....vvv. 26 15.7
244 Campbell Taggert

Bak &l iries PRSP 3 12.8

252 Sunshine Biscuits .. 3.0 10.1
256 Stokely-Van Camp . 14 42
250 Pepsl Cola ......... BO 105
265 Schlitz Brewing .... 53 8.8
209 Hershey Chocolate ..120 194
278 Btaley ..iieisveeees 27 84
286 Fairmont Foods .... 2.5 93
302 American Bakeries . 1.1 41
308 Gerber Products .... 6.1 183

325 Frito-Lay .......... 37 180
334 Lipton ...... vieeee. 54 159
352 United Biscuits ..... 1.8 5.5
355 Pabst Brewing ..... 5.0 8.1
364 Falstaff Brewing ... 48 129
434 Canada Dry ........ 49 108
408 Duncan Coffee ..... 1.2 124

Combined sales for the companles In
this directory were a record $220.1 bil-
llon, 8.5 per cent higher than the 1061
total. Only 55 of the companles report-
ed lower sales than in 1881, and eight
more joined the “billion-dollar club,”
bringing the total with sales over $1
billion to 49, Profits were up even more
sharply than sales.

Despite a rise In aggregate profits,
the median profit margin remained at
the 1861 level of 4.2 per cent. There
were varying moves in’ industry mar-
gins, In the food and beverage industry,
for example, the Incresse was 7.3 per
cent on sales that were up 5.1 per cent.
The industry median for food and bev-
erages has a return on invested capital
of 84 per cent; 2.7 per cent ag return

on sales, Food followed the aircraft in-
dustry as the second highest for sales
per dollar of invested capltal at $3.17.
You might check your own company
figures to sce what your percentage of
return was on Invested capital and on
sales.

Individual Cases

Campbell Soup {s not only the largest
producer of canned soups but the big-
gest canned spagheitl packer and is big
in production of blended vegetable
juices and frozen prepared dinners.
With their fiscal year ending July 31,
1863 earnings were $43.85 on $038.19
net sales (in millions of dollars). In
19682, net Income was $38.67 on $610.12
Earnings per share were $3.84 in 1063
compared with $3.47 the previous year,

American Home Products is a di-
versified producer of ethical drugs,
cosmetics, food and household prod-
ucts. They have shown steady growth

through means of new product de-

velopment, acquisitions, and a strong
marketing organization. Their food
products divisions recorded better than
average gains last year with the volume
of the Chef Boy-ar-dee line enhanced
by the ad?'tion of frozen foods, Final
net for their last fiscal year was up 7.1
per cent. Earnings were equal to $1.23
a share compared with $1.15 in the
year earlier period.

Stouffer Foods has a good record of
growth in the restaurant field, but
earnings in recent years lagged because
of rising costs and development ex-
penses. Diversification moves, particu-
larly into frozen prepared foods distri-
bution, and expansion of restaurant
operations Including more ornate loca-
tions, are now making increasing con-
tributions to earnings. Last spring
Stouffer announced a guaranteed profit
plan for retallers selling its frozen food
line. This line of 13 key items had sev-
eral macaroni, spagheitl and noodle
combinations. Sales for the year ended
July 31, 1963 were up 134 per cent
from those of 1961-62. The frozen foods
divislons sales galned some 24 per cent
on expansion of lines and marketing
areas and sharp growth of Institutional
business,

Good Management

What makes good management?
Dun's Review has been running a series
on the 10 best managed companies in
the United States, and recently listed
six tested rules of the blue chips:

1, Abundant working capital—a form
of corporate insurance policy for both
the fast expansion and the overnight
entrenchment that must be provided
for in a cyclical business climate,

2. A truly decentiralized corporate
siructure, as opposed to the lip service

that passes for decentralization in s
many companies.

3. A proliclent communications sys.
tem, a particularly tricky device :hat
vast segments of industry have yei to
master.

4, An active fraining program thal
keeps young managers continually
pressing to the fore and established
managers on their toes.

5. High executive salarles and om.

ployee benefits, to retain the output of

the training program and to assure con.
tinuity of management.

6. The willingness fo risk impressive
sums of money on research and new.

product development and fo risk still

more capital by following through on
the output of the laboratories.

The 10 companles selected by Dun's
Review, with the ability that led fo
their selection, is as follows:

1, Organization—General Motors.

2. Growth Power — International
Business Machines,

3. Financial Efficlency—E. 1. Du-
Pont.

4. Corporate Vitality — American
Teleplione & Telegraph.

5. Long-term Record—Standard Oil
of New Jersey.

6. New Products — Minnesota Min-
ing & Manufacturing.

7. The Quality Imoge — Eastman
Kodak. '

8. Marketing and Merchandising—
Procter & Gamble.

9, Performance and Planning —
Sears, Roebuck.

10. Management—General Electric.

Lest the idea be given that only large
companies van do the job, the ultimate
objective of any business enterpris- is
profit. And, as it is sald in a slide pre-
sentation from the United States Chum-
ber of Commerce on “Who Profits From
Profits?" available on loan from us
“Earnings are not automatic—they are
not easily gained. Since they repre:ant
the difference between income from
sales and all costs of doing business,
just a slight decrease in sales, with
costs remaining fixed, can throw a com+
pany into the red; or a slight rise in
cost, unmatched by higher selling
prices, or In productlvity, can do the
same. Even in prosperous years, 30 per
cent to 40 per cent of all corporations
make no profit at all, That's why it Is
called a profit and loss system.”

Profitable Merchandising

Profitable merchandising has been
paraphrased from a talk by Bill Bkid-
more, a soft wheat miller, before his
national association meeting:

1. The first step in any program of
profitable nisrchandising is fo evaluale
potential markeis, It Is necessary to de-

- (Continued on Page 16)
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termine areas in which distribution is
most practical for your company and to
measure these areas in a manner which
establishes their value to you.

We would very likely be in agree-
ment that ALL markets do not offer
comparable potential . . . and it follows
that there are areas which are imprac-
tical to serve.

We need to do a better job of pre-
liminary market research before blun-
dering expensively into a new area,
and all too often failing to achieve
desired results, Here's what we look
for:

a, Is the new area so situated that it
can be served WELL by your
company, on a reasonable basis of
cosis?

b. Is it reasonable to assume that
when the ple is cut by the intro-
duction of another brand — your
brand—there is enough to permit
the slices to be sizeable enough to
make the effort worthwhile?

¢, Do you make the type of product
preferred by consumers in the area
being considered for expansion?
If not, is there some outstanding
quality about your product glving
reason to believe consumers will
change their preferences?

d. What is the true competitive situ-
ation in this market? Is it a “hot-
bed" of slashing and cut-throating?
Is it a strong-hold of one particu-
lar, long established brand? Are
the brands in the market being
fully exploited? Is there a well
established old brand that is slow-
ly dying a natural death, leaving
the area “ripe"” for “plucking?”

2. Consider as the second basic step
constant quality control of the product,
Make it good, keep it clean, package it
attractively. Improve whenever pos-
sible, and keep a watchful eye peeled
for ways to do so first . . . before your
competitor, not after he has already

exploited such improvements.

3. Be sure your sysiem of cost ace
counting leaves nothing to chance, It is
unbelievable that any company would
knowingly establish a selling price
which does not reflcet even cost recov-
ery, let alone profits. Yet we see this in
industry every day.

4, Whatever your plan of distribu.
tion, It is essential fo remember its pur-
pose: to make your product available
to consumers to the greatest possible
degree commensurate with costs, Some-
times a little more cost to go a desired
route enables one to reach his maxi-
mum objectives ., . . if so, it could be
wise to employ even the mnst expen-
sive of methode. If such a course results
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in unreasonable, or prohibitive costs, it
would most certainly be unwise to pur-
sue.

Plan your distribution . . . develop a
program to getl the most in results with
costs in reasonable bounds, Don't be
bound by convention—don't be a crea-
ture of habit—but do chart your course
rather than proceeding in a haphazard
manner.

5. Employ effective advertising. Con-
sumers MUST be drawn to our prod-
ucls., Yet, because of the intense com-
petition within our industry, we do not
enjoy the gross margins which enable
others in the food fleld to budget great-
er amounts for advertising their prod-
ucts. So let's live with the truth, be
more efficient, more selective, and get
a dollar and a half in mileage for every
50 cents we spend.

a. We must measure every initial ad-
vertising expense in the light of
anticipated effect on consumers of
our products—will it sell?

b. Draw a sharp line belween ex-
penditures which are donations
and those which are actually ad-
veriising. Budget what you can for
wonations but don't take money
from your necessary advertising
program that doesn't sell your
product.

¢. Remember this—in advertising,
the biggest waste of money is to
spend too little. Either spend
enough to produce some results,
or you are throwing it all away.

6. Bound promotion of a product is
almed at creating “plus” sales mt con-
sumer level, and “plus” distribution at
the point where the promotion takes
place, An offer continued over a lengthy
period of time Is no longer a promo-
tion, but becomes a part of the regular
sales effort.

Originality isn't easy, but there are
new ideas being developed constantly.
Try putting on a contest in your own
organization asking for promotional
ideas with sell. Make it worthwhile for
your personnel to try out their brains.
You'll get some doozles in the realm of
impracticability, but you could come
up with some winners.

Overpromotion isn't the answer.
Know what each promotion can cost
and be sure you can afford it—there are
many traps of delayed redemptions, ete.
which can throw a budget out of kilter.
Declde exactly what a particular pro-
motion should achleve for you, then
measure results against the goal set.
Remember, If we all stopped promoting
it wouldn't help our cause. We would
simply permit other foods to encroach
on our potential markets. But if we
would all give more thought to our
promotions, strive for more originality,
5. als, carefully analyze costs, fol-
lovw «nrough at all levels, then measure

results before repeating, or going on
to something else, we would certainly
improve the quality of our promo-
tional activity, and benefits for
would accrue.

7. Superior selling starts with peo.
ple. Many of us need better sales per-
sonnel men with sound educations who
don't mind getting their hands dirty,
We need to train these men better; to
help them establish work habits which
will lend themselves to a salesmon's
success, Keep their reports and delall
work at a8 minimum, but be sure you
have a system which gives you facts
and permits effective control. Establish
incentives. Don't take just the com-
pany into consideration, for this is
short-sighted. These men are our fu.
ture and we must be sure compensation
provides more than the bare necessities
if we are to compete with others in the
food field for the best In salesmen. Be
sure there is incentive within reach
which offers real opportunity to pro-
gress financlally.

If we select men properly, train them
thoroughly, and compensate them ade-
quately, then the law of averages alone
will work in our favor to improve our
sales force. Good men are needed to
establish the proper image in the minds
of merchants and distributors. Good
men are needed not only for your
brands but for your company and your
industry.

If each of these things is considered
in the light of your particular problems,
your specific needs, and reviewed pe-
riodically, then you will be well on
your way to profitable merchandising.

The Teen-Age Market

Teen-agers are sold short on food,
Mrs. Sigana Earle, director of food and
home making education for Seventecn
Magazine, told the National Youth-
power Congress which met In Chicapo
last Spring. A Seventeen survey of
adults, she said, “substantintes coni-
plainis of teen-agers that people in th2
food field have them pegged all wrong."
They are more concerned about nutri-
tion than either the food Industry or
educators think they are.

In adverilsing products with sound
nutritional value, stress skin care and
weight control. Quoting a teen-ager,
Mrs. Earle sald, “If adulls would put
the emphasis on beauty rather than on
growth, teens would pick foods as they
do cosmetics.”

The executive noted that 44 per cent
of adults and educalors agreed that
pictures of gay party situations were
the type of food adveriising most ap-
pealing to teen-age Teaders, but less
than one-fifth of Seventeen's panel
(girls 13 to 18) and boys and girls of
the Congress, favored this type of ad.

(Continued on Page 18)
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The survey also disclosed that teens are
more concerned about price of foods
than adults assume.

By 1070, the teen girl population will
reach 13,000,000 compared with the
present 10,685,000.

The teen girl is the housewife of to-
morrow. She Is impressionable for ad-
vertising, promotions and brands, Mrs.
Earle said.

To help the food industry court the
teen-age market, Mrs, Earle suggested
that advertisers appeal to teens instead
of the housewife, develop products
especially for that market, and estab-
lish certain foods as status symbols (for
example, astronauts get in shape with
high protein dlets),

The Children's Market

Time Magazine recently told of “The
Children's Market." They reported the
small army of researchers who analyze,
appeal to, and reckon with children
say that the 40,000,000 Americans aged
two-to-twelve strongly influence the
spending of one consumer dollar in
seven, and affect family purchases of
everything from cars to soap. “Once
children become impressed,” sighs a
Chicago advertising executive, “they
are vry succesful naggers.”

Marketeers have to surmount one
curlous problem: Many children old
enough to choose among brands are too
young to read or have limited vocabu-
laries. But 85 per cent of all seven year
olds are avid televiewers, and TV has
made the market what it is,

Children dislike being talked down
to. In advertising its Keds shoes,
United States Rubber employs “Kedso
the Clown" for the 2-t0-6 year audience
and space-minded “Captain Keds" for
the 7-to-12 group. Children's tasles
change so rapldly that companies cater-
ing 1o the market survey it constantly
to detect each flicker of interest. Pop-
eye is currently out; so are Doctors
Kildare and Ben Casey, model trains
(they are considered old-fashioned),
and tuna fish, Among the current ins:
Mr. Magoo, kosher foods, pizza ples,
and Frankenstein monsters.

And Negroes

The negro market for selected food
products (not including macaroni) has
been made by the American Research
Service among the Ebony Magazine
audience. Interesting findings: 57 per
cent of wives are employed full time,
10 per cent part time, 50 per cent of
the homes have from 3 to b occupants;
35 per cent are single or couples; and
156 per cent have 8 or more, Average
household income was $6,220.

Foreign Favorites

Foreign dishes have become dinner-
table favorites. In a National Family
Oplnion survey of 7,885 homes, two-
thirds of the families were serving
Ntalian foods such as spagheiti and
pizza with some frequency, Chinese
dishes were second in popularity, with
Mexican food third. Spaghettl was the
favorite foreign dish served by 42 per
cent of the families. Chop Suey and
Chow Mein rated 7 per cent; Pizza §
per cent; Chili 4 per cent; Enchiladas,
Goulash, Tacos, and Lasagna, 2 per
cent; Rice, Stuffed Cabbage, Tamales,
and Ravioli, 1 per cent; All Others, &
per cent.

Large city dwellers serve {oreign
dishes more often than farm families.
Generally, younger homemakers serve
them more often than older women,
and high-income familles have them
more often than low-income families.

Forelgn Dish Ital- Chi- Mex-
Popularity fan ness ican
National Average .,.06% 36% 22%
New England ....... 72 45 5
Middle Atlantic ..... 76 38 ]

South Atlantic ......08 31 13
E. N, Central .......06 43 13
E. S. Central .......54 14 20
W. N. Central ......58 33 21
W. S. Central .......40 20 54
Mountain ...........60 36 45
Pacifle ccvvenvvinnnen 72 48 49

Markoting Revolution

A recent ad by Time, the weekly
newsmagazine, caught our eye—it said
in part; “Never a time when so many
companies were 50 keenly appraising
their advertising investments—so care-
fully studying the nature of thelr mar-
kets and the effectiveness of the media
which reach them.

“Increasingly, advertisers are defin-
ing thelr most logical prospects. In-
creasingly, they are seeking the most
productive, profitable ways to talk to
them, influence them, sell them.

“Never has the American population
been so large and so largely prosper-
ous—nor so highly mobile, both physi-
cally and culturally, Never has market-
ing been so complex—nor the demand
for marketing efficlency so great.

“For America today is no longer one
mass market. It Is a myriad of markets,
stratified not only by age, sex, income,
education and occupation, but by vari-
ous combinations of these factors and
the family environment, taste and attl-
tudes that result. Each of these many
markets is sizable, the most select of
them consumiag an outsize share of the
output of many entire industries, ac-
counting for a wholly disproportionate
share of many services.

“Consider only a few of the things

that have happened to the Ameriran
people in the past 10 years alone:

The number of families with incomes
of $10,000 or more has almost quad-
rupled—and income provides the means
with which we buy.

The number of managers and pro.
fessionals in U.S. business and industry
has increased by a full third—and pe-
sitlon determines our standard of living.

The number of college - educated
adults has swelled from 115 to 165
million—and education conditions the
values we place on the goods and serv-
jces offered in the marketplace.

“Add means to standards to values—
in quantity—and you have a Qualily
Revolution in Marketing."

Fighting Private Labels

HE recipe for fighting private l-
bels, according to Greg Sherry, a
Chicago advertising executive speak-
ing before the Salad Dressing Assocla-
tion, is a mixture of heavy advertising
and industry innovation.
Private brand labels will continue to
thrive “because there aren'i =nough big
brands really battling for Pusiness”
Generally, there’s a definite pattern to

private label success. It occurs whenan [

industry produces so little in the way
of advertising or product, packaging

and merchandising innovation that the ’

public starts to believe consequently
that it can influence brands just through
price and display.

He continued: “You don't find many
private labels in the soap and detergent
field because Procter & Gamble, Lever
Brothers and Colgate have made the
game too rough. Through the weight of
their advertising and their Innovations,
they've established convictions about
most of their products that price and
display can't overcome.”

Sherry also supported his argument
by mentioning other marketing aieas
where private labels face strong cum-
petition from nationally advertised
brands. He noted how Kellogg, General
Foods, Nabisco and Quaker Oats domi-
nate cereals, and the reign of Duncan
Hines, Pillsbury and Betty Crocker in
the cake mix field. “And you don't fird
private labels in baby food," he added,
“because of Gerber, Helnz, Swift and
Beechnut.”

Where you do find private labels I8
where there aren't enouph big brands—
fields where there have been virtually
no innovations in the last 10 yearsi—
“and they've been sitting ducks for
private labels.”

Criticism is something you can avoid
by saying nothing, doing nothing, and
being nothing.
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TO INSURE THE QUALITY W’ IN ANY MACARONI

PRoDUCT (Y
WHETHER YOU'RE MANUFACTURING LONG GOODS

P

g ) OR SHORT @D@@,Eee

asrowing AREANIH WE caN suPPLY

@l? AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOQCIATION
Mills at Rush City, Minn.—General Offices: st, Paul 1, Minn.
TELEPHONE: Midway 8-8433
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NEW SANITAR !om"muous EXTRUDERS

B T - O TR

A new concept of extruder consiruction utilizing il o - i

tubular steel frames, eliminates those hard-to-clean areas. For the firs o £
: b by

time a completely sanitary exiruder . . . for easier maintenance . . . increased §
production . . . highest quality. Be sure to check on these efficient space-saving machines.

SHORT CUT MACARONI EXTRUDERS

“

Ty i S T At L R A Mod@lBSCP ............c...... 1500 pounds capacity per hour
Model DSCP................... 1000 pounds capacity per hour
Model SACP.......ccoecnnns 600 pounds capacity per hour
Model LACP ....oooervvivninnne 300 pounds capacity per hour

LONG MACARONI SPREADER EXTRUDERS

Model BAFS ........cocooounnes 1500 pounds capacity per hour
Model DAFS........c.. ccconun. 1000 pounds capacity per hour
Model SAFS ... 600 pounds capacity per hour

COMBIHATION EXTRUDERS

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

QUAI.ITY. v euuaas Acontrolled dough as soft as desired to enhance texture and

MODEL BAFS — 1500 Pound Long Goods Continueus Spreader appearance

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

<,
POSITIVE SCREW FORCE FEEDER improves quality and

increases production of long goods, short goods and sheet forming continuous exiruders.

CONTROLS .. ... So fine—so positive that presses run indefinitely without adjustments.

i}

v SANITARY....... Easyfoclean tubular steel frames give you the first truly sanitary

A TRas A S A e H as —— -

3 STICK 1500 POUND LONG GOODS SPREADER

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

1500 POUND EXTRUDERS AND DRYERS LINES

now in operation in a number of macaroni-noodle plants, occupying sli htl z
than 1000 pound lines. plants, occupying slightly more spac

Y
|

THESE EXTRUDERS AND DRYERS ARE
NOW GIVING EXCELLENT RESULTS
THROUGHOUT THE UNITED STATES *patent panding
IN A NUMBER OF PLANTS.

extruder,

§

For Information regarding these and other models, prices,
material festing and other services, wrile or phone:

HINERY CORPORATION

5 G 'P...-"*ONE': TRiangle 5-6226




Here is @ Lanten suggestion for delicious eatl
and crab meat with dalry products—butter, milk, Swiss cheess and sour cream,

HE Merchandising Calendar sent

by the National Macaroni Institute
to grocery distributors urges Lenten
tle-ins with macaronl, spagheiti and
egg noodles with dairy products in
February and sea food in March.

The American Dairy Assoclation
started the new year off with a drive on
“Thrifty Meal Mates," budget - saving
combinations of easy-to-fix compati-
bles. Here are some of the recipes sug-
gested by them.

Oyster and Macaronl au Gratin

Saute' ¥ cup chopped onion in 2
tablespoons butter, Add 2 cans (10%
ounce each) oyster stew. Stir in 1 pack-
age (8 ounce) elbow macaroni and 2
tablespoons chopped green pepper.
Cover and cook over low heat, atirring
occasionally, until macaroni is tender,
Stir in 1% cups (6-ounces) shredded
Cheddar cheese. Cover until cheese
melts, Makes 4-8 servings.

Fettucini Americano

tablespoon salt
quarts water
pound fettucini noodles
(or spaghetti)
cup (1 stick) butter, melted
cup grated Parmesan cheese
tablespoons chopped parsley
pound luncheon meat, sausage or
ham

Add salt to rapidly bolling waler.
Gradually add noodles. Cook uncov-
ered, stirring occasionally, until noodles
are tender, Drain in colander (rinsing is
not necessary). Place in serving dish
and add melted butter, Parmesan
cheese and parsley. Using two forks,

B -
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In o casserole combining wide egg noodles

quickly toss noodles, thoroughly coat-
ing each with butter, Parmesan cheese
and parsley, Serve with grilled lunch-
eon meat, sausage or ham,

Buttermilk Stroganoft

¥4 cup flour
1 teaspoon salt

Y teaspoon pepper

% pound beef stew meat, cut in small

cubes

2 tablespoons butter

¥4 cup (2-ounce can) mushroom stems

and pleces

1 cup sliced onlons
Dash garlic powder
1 cup water
1 teaspoon Worcestershire sauce

3% cup buttermilk
4 ounces noodles
3 tablespoons tomato catsup

Combine flour, salt and pepper; coat
cubes of meat with mixture. In one-
quart saucepan melt bulter; add meat
and cook slowly until browned on all
sides, Drain mushrooms; save liquor.
Add onions, garlic powdrr, water,
Worcestershire sauce, catsup and mush-
room liquor, Cover; simmer until meat
is tender, about two hours. Stir in
mushrooms and buttermilk; cook only
until heated through. Cook noodles ac-
cording to package directions; place in
ring around edge of serving bowl. Fill
center with meat mixture; serve im-
mediately.

Taoke a Magoazine

AKE almost any nationally dis-
tributed consumer's magazine, and
you will find editorial suggestions for

THRIFTY

the preparation and serving of maca-
roni products. Usually this is accom.
panied by a liberal supply of relaled
item advertising. McCall's, which ealls
itself the "First Magazine For Woman,"
in January, for example, had a beauti-
ful work of art color photograph on a
double-page spread captioned “Meal in
1" The plcture is dominated by a
steaming pot full of noodle soup with
golden brown chicken and luscious.
looking meat on a carving board com.
pleting the composition.

Copy said: “Every nation seems to
have at least one great, hearty meal-
in-a-dish (supposed to be for families
only, but relished by guests)—a slow-
cooking, well-seasoned, tender combi-
nation of meats and many vegetables,
served in its own broth or gravy, and
all piping hot. In our photograph, you
see such a one: France's beloved Petite
Marmite, eaten with fork and soup
spoon. The recipe Is given elsewhere
along with Osso Buco, Itallan wveal
scented with wine and herbs; rich meat
ples; Orange-Glazed Shortribs; and
other meal-in-itself dishes.” McCall's
Food Department has Mercedes Bales
as editor, Mary Eckley and Barbara
Sealand as associates.

Huut Advertises Minestrone

Hunt's Tomato Paste adverlises
Minestrone with this copy: “Today, in
your own kitchen, you can make the
best-loved soup in all of Italy! Seo
hearty and satisfying, Minestrone is a
meal in itself. Just serve with bread
sticks and salad. To make it the Italian
way, be sure to use rich, thick Hunt's
Tomato Paste. It's the one made with
real Italian-type tomatoes.

Minestrone

¥4 cup Wesson, pure vegetable oil
clove garlic, minced
cup chopped onion
cup chopped celery
(8-ounce) cans Hunt's Tomato Paste
1 10%4-ounce can beef broth
quarts water
cup chopped cabbage
10-ounce package frozen peas and
carrols
teaspoons salt
teaspoon pepper
teaspoon rosemary leaves

1-pound can kidney beans, not
drained
1  cup small elbow macaroni
Grated Parmesan cheese

Cook garlle, onion and celery in Wes-
son in large kettle, Stir in Hunt's To-
mato Paste and next seven ingredieats.
Bring to boll, cover and simmer slowly
one hour. Add remaining ingredients
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MEAL MATES FOR LENT

except cheese. Cook 16 minutes longer.
Garnish with Parmesan cheese, Serves
six,

Canned or Combination

Chef Eoy-Ar-Dee pictures an attrac-
tive Italian scene with a seiting of
hearth bread and grapes backing up a
serving of Ravioli Casserole. They say:
“When an Italian cook treats her fam-
ily to ravioli it's an occasion. But you
can serve it any time at all, in no time.
Chet Boy-Ar-Dee makes these bite-
size macaronl ples with browned beef,
true Italinn seasonings and sunny to-
mato sauce. Heat them for your main
dish, side dish or appetizer. Or try this
easy-bake dinner—Beef Ravioli Stuffed
Peppers requires two large green pep-
pers and one 15%-ounce can of Chef
Boy-Ar-Dee Beef Ravloll, plus ¥4 cup
grated Parmesan cheese.

Start oven 376° F. Cut peppers in half
lengthwise. Remove membrane and
seeds. Cook in boiling salted water five
minutes. Drain. Fill with Beef Ravioli,
top with cheese. Put in shallow dish.
Cover, Bake 30 minutes.

General Mills plictures the ingredients
in attractive photography and says:
“Simmer celery, onion and a plump
young chicken to make broth. Stir in
flour, butter, milk, green pepper. Pour
over cooked noodles. Blanket with al-
monds and bake. Making time: 3
hours” Then they show the finished
dish, and say: “Or make Betty Crocker
Noodles Almondine in 15 minutes—a
great new dinner ideal”

For Pariles

Campbell Soup advertising is ad-
dressed “To: The parly hostess—Lub-
ject: Feasts for a group made easy with
soup.”

The recipe for Chicken Paprika
served over noodles is as follows:

Chicken Paprika

4 pounds chicken parts

¥4 cup seasoned flour

¥5 cup shortening
2 cans Campbell's Tomato Soup
Vi cup water

2 cans (4-ounces each) sliced mush-

rooms, dralned

¥ cup chopped onlon

1 tablespoon paprika

1 large bay leaf

1 cup sour cream

Dust chicken with flour; brown in
shortening in large skillet. Pour off fat.
Stir in remaining Ingredients except
sour cream, Cover; simmer 45 minutes
or until tender, Stir now and then. Re-
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move bay leaf. Blend in sour cream.
Heat. Serve with noodles. 8 to 10 serv-
ings.

Or Sitters

Stouffer’s Frozen Prepared Foods ad-
vertises an “easy supper for the sitler
to serve." Copy says: "Mom and Dad's
night out? Here's a wonderful way to
keep the kids happy, and wholesomely
fed: Stouffer's delicious Macaroni %
Bee! with Tomatoes. So simple to fix,
your sitter can heat and serve this tan-
gy treat in minutes. And no wonder the
small-fry eat it up! Stouffer's hearty
homespun flavor hits the spot. Anytime.
Guess why all the teen-agers in fown
will want to baby-sit at your house?
Get Stouffer’s Frozen Macaroni & Beef
from the quality section of your grocer's
freezer. It's one of Stouffer’s Restau-
rants' most popular recipes.”

We don't know their recipe, but one
from the National Macaroni Institute
for this dish is as follows:

Macaroni and Beef with Tomatoes
(Makes 4 to 6 servings)
1 ‘tablespoon salt
3 quarts boiling water
2 cups elbow macaroni (8 ounces)
1% pounds ground beef
¥4 cup chopped green pepper
¥4 cup chopped green onlons
1 can (8 ounces) tomato sauce
1 can (1 pound, 4 ounces) tomatoes

% teaspoon crushed oregano
1 teaspoon sugar

V4 teaspoon crushed basil
Salt and pepper to taste

Add 1 tablespoon salt to rapidly
bolling water, Gradually add macaroni
so water continues to boil, Coock un-
covered, stlirring occasionally, until
tender. Drain in colander.

Meanwhile, cook beef in skillet until
browned, Add green pepper, onions, to-
mato sauce, tomatoes, oregano, SUgar,
basil and salt and pepper; mix well,
Cover and cook slowly 20 minutes,
stirring occasivnally, Add macareni and
cover and cook 10 minutes longer.

Tuna Tie-in

A beautiful full-page ad in color for
Chicken of the Sea, “the tuna that's all
prime fillet," shows a luscious looking
casserole for Tuna Mediterranean. Copy
is as follows:

Mix one cup commercial sour cream,
% teaspoon ground oregano, two B2-
ounce cans or one Glant 12¥a-ounce can
Chicken of the Sea tuna, 2 cups cooked
elbow macaroni, %4 cup sliced ripe
olives, ¥ cup sliced mushrooms, ¥4 cup
chopped green pepper, % cup chopped
cashew nuts and 2 tablespoons chopped
pimiento. Spoon into 1%-quart casser-
ole. Sprinkle one cup grated process-
type American cheese on top. Bake in
moderate oven (350° F.) 25 to 30 min-
utes. Serves 4 to 5.
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THE DEMACO LINE
is the complete line’

Demaco assumes full responsibility when you order
Demaco equipment. We are responsible for the
engineering, construction and initial operation.

Demaco engineers stay on the job until the
equipment performs exactly as desired. Our experts
understand the important details of macaroni extrusion
¢ and drying which assures you of top performance, low
¢ maintenance and low down-time operation.

Come see our new equipment. . . . The Demaco long goods
i continuous line. . . . The fully automatic line that takes
semolina and water, extrudes the mix under full mixer
vacuum, preliminary drys the product, then goes through
the new Demacc revolutionary one tier finish dryer,
to an accumulator, to a stripper and finally to
Demaco’s amazing spaghetti weigher. All at 1500 Ibs.
per hour (based on dried product).

NEW DEMACO SHORT CUT DRYERS UP TO 2000 I PRODUCTION

ne FRA“clscl “AG"I.E mmPORATION ‘ | NEW DENMACO NOODLE DRYERS UP TO 2000 Ih PRODUCTION

45-46 Metropolitan Avenue ®  Brooklyn 37, New York NOODLE CUTTERS. CONVEYORS. t GG DOSERS
Phone EVergreen 6-9880
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S wc go to press, the announce-

ment has just been made that
nearly 13,000,000 bushels ¢f United
States durum wheat has been sold to
Russia.

This huge amount of durum repre-
sents a sizable portion of the 1,000,000
metric tons of wheat (about 37,000,000
bushels) Russia has purchased from
Continental Grain Company, New
York. Total purchase price has not been
announced, but informed sources say
the wheat is worth about $80,000,000 at
government price-suppotted domestic
prices. Federal officials sald it Is the
largest commercial sale of wheat ever
by a single United States company.

Huge Bubsidy Alds Sale

Closing of the deal In Mascow was
undoubledly aided by a U.S. decision
to grant the company an abnormally
large subsidy so it could offer higher-
priced American wheat at lower world
quotations and also soak up some ship-
ping costs the Russians had balked at
paying.

For years, the government has paid
subsidies on export of wheat because
the domestic price, due to price support
programs, is higher than the world
price. However, authorization for sub-
sidy sales of wheat to Soviet bloc coun-
tries was only approved a few months
ago by the late President, John F, Ken-
nedy. Shipping cost has been the main
roadblock to conclusion to large scale
sales of American wheat to the Soviet
Unlon which has been reported inter-
ested in up to $275,000,000 worth of
more American wheat. Mr. Kennedy
had ruled that half of any wheat sold
to Communist bloc countries must be
carried in American ships.

Wall Street Journal reported that
Continental's president, Michel Fri-
bourg, “attested to the Administration's
deep interest in helping the company
overcome the iangle of bureaucratic
and political obstacles.” He was quoted
as saying, “We have maintained close
liaison and cooperation with officials of
the U. S. government in each step of
the negotiations.”

Trade circles speculate that the gov-

5
2

ernment was subsidizing — through a
back-door approach—part of the cost
of shipping the wheat to the Soviet
Union. Wall Street Journal points out
that the extra-large durum subsidies
“amount to $5 or $6 a ton more than
the §8¢ subsidy granted on an export
sale of 30,000 bushels of durum on
December 18, This $5 or $6 a ton figure
happens to be just about equal to the
current difference between Amerizan
and forelgn shipping rates.”

Wheat Kinds Involved

Continental, one of the nation's larg-
est graln exporters, has agreed to sell
Russia the following:

500,000 metric tons (18,372,000 bush-
els) of No. 2 Hard Red Winter Wheat,
1o be shipped from U. 8. Gulf ports to
Russian Black Sea ports. The United
States will pay Continental a subsidy
of 65 cents a bushel.

100,000 metric tons (3,674,333 bush-
els) of No. 2 Hard Red Winter Wheat,
subsidized at 51 cents a bushel, from
the West Coast to Siberian ports,

50,000 tons (12,860,050 bushels) of
No. 2 White Wheat, subsidized at 51
cents a bushel, from the West Coast to
Siberian ports.

350,000 tons (12,860,050 bushels) of
No. 2 Hard Amber Durum Wheat, sub-
sidized at 72 cents a bushel for half
delivered through February, and 73
cents a bushel on the rest delivered
through April 15, from the East Coast
to the Black Sea.

Subsidles are paid in the form of
surplus U.S.-owned wheat; actually the
governimment Issues negotiable certifi-
cates representing the surplus grain to
the company, which has the right to
redeem them in either wheat or in cash
by selling the certificates to other
traders.

Neither the company nor the govern-
ment have disclosed the exact net price
of most of the wheat. Presumably, this
depends on the day that Continental
actunlly purchases the wheat probably
in commodily markets, since prices
fluctuate dally.

Durum Price Known

However, in the case of the durum
wheat purchase, it is a different story.
As the Agriculture Department sold
the durum wheat to Continental from
its surplus stock, the statutory mini-
mum price, according to the Govern-
ment, of $2.505 a bushel, was paid.

Commenting upon the expected rec-
ord export year for the United States
wheat indusiry, James Ole Sampson,
chairman of the North Dakota Wheat
Commission, stated: *“Record export
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sales will focus recognition on the na.
tion's wheat production capacity s a
means of strengthening the econnmy
and bringing its balance-of-payment
deficit into balance,”

Rising world food needs, coupled
with severe crop losses, particularly in
Russia and eastern Europe, has brought
on an unprecedented wave of interna.
tional wheat trading, Sampson de-
clared. Russia, traditionally, a major
exporter, is today the world's leading
importer, Australia and Argentina have
placed “all sold out" signs on their
wheat bins. Canada's marketing and
transportation facilities are badly
strained In filling orders. As a resuli,
the United States, although a residual
supplier, has emerged as the most de-
pendable source of supply for the world
wheat market.

Canadians Urge Durum Curb

Prairie grain growers have been ad-
vised to case up on seeding Durum
wheat next spring—despite prospects
of excellent wheat export demand for
another two ycars at least.

Canada has an estimated 100,000,000
bushels of Durum for the year ending
next July 31 and average use annually
has been about 25,000,000 bushels.

“Despite the prospects for expanded
markets, carryover supplies will re-
main large and a further reduction In
seeded acreage in 1904 would appear
warranted,” says a background grain
paper prepared for the recent fedeial—
provincial agriculture conference.

Prairie farmers in 1962 had a record
crop of nearly 66,000,000 bushels of the
so-called macaroni wheat, a typ: in
growing demand for such food producls
in Europe and North Africa.

Farmers cut plantings In 1963 but
still had a bountiful yleld. Prices have
fallen from $3.45 a bushel to avout
$2.17.

Most Durum—growing areas also had
fair to good crups in recent seasons 50
that this wheat varlety hasn't been in
the same demand as hard spring wheat
whose record exporis spring from Rus-
slan and European crop reverses.

The grain review says that the good
wheat export rate generally will last at
least until July 81, 1065. For the year
ending next July 31, it has been pre-
dicted that exports will exceed 550,000
000 bushels for a substantial gain from
the previous peak in the late 1920s.

Agreements with Communist coun
tries will guarantee about 75,000,000
bushels In cach of the next two years
and normal demand should  remain
firm.
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We thought we’d take you to our leader.
Bring your problems.

The North Dakota farmer, who lives by (and with) us, grows the best durum wheat in the
world. Nobody disputes that, Not even other durum growers,

He is helped out by the icientists who study durum and what makes it tick, and who de-
velop, along with him, better durum varieties. They all live by us, too,

He is also helped by the millers who mill his durum into the world's best semolina and other
durum products. The millers he looks to first, with the best of his crop.

That's us. We know him, He knows us. We've been neighbors for half a century,

}V%'éi?be most happy to make It a threesome. How good do you want your macaroni products
0

i Our products made from Dakota durum are: Durakota No. 1 Semolina, Perfecto Durum Gran-
o ular and Excello Fancy Durum Patent Flour,

Try our service. Shipments go forth as scheduled,

_ North Dakota Mill and SLlevator
JL 0 L TIM THE HEART OF THE BURUM BOLT" ' .
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For Deferred Export Sales

The Southwestern Miller, respected trade
nagazine, recently made this editorial state-
nent:

One highly significant result of the
current turnabout in the world wheat
market—from burdensome surpluses to
intensive demand from practically all
areas with cxport facilities taxed to
capacity—is the active study now un-
der way in the Department of Agricul-
ture of a method of encouraging long-
term forward sales of wheat and flour.
This study is the result of a recent con-
ference between lending exporters and
top officials of the Depariment of Agri-
culture, including Secretary of Agri-
culture Freeman, At this conference,
United States exporters presented com-
pelling reasons for a forward pricing
mechanism to permit them to compete
with the forward selling alrepdy being
conducted by other countries and to ini;
tiate such business. They pointed out
that the present export subsidy system
can be utilized to open the doors to the
forward business, which would meet
competition that is becoming increas-
ingly important in world trade. Need
for action In this fleld is urgent, and
now hope is high that a favorable de-
clsion will be forthcoming in the near
future.

Adoption by the Depariment of Ag-
riculture of a forward pricing subsidy
system would mark a complete reversal
from its previous stand. Behind this
expected change ‘is the extraordinary
shift of recent months in world wheat
trade dealings. In May, 1962, when the
Department last spelled out its refusal
to pave the way for a deferred subsidy
system, it was able to point to the fact
that little export business was being
done beyond immediate shipment.

Competition Confronts Exporiers

Now, with an expanding volume of ex-
port sales by competing exporters that
call for shipment for periods that in
instances extend far beyond immediate
bookings of the past, new competition
confronts United States wheat and
flour exporters. To a degree, this com-
petition has been met by sales for
clearance into May, six months ahead.
The buyers engaging in these transac-
tions reflect concern over the possible
exhaustion of surplus wheat stocks.
Only six months ago concern of this
noture was non-existent. An indication
of the extent of the current interna-
tional deferred wheat business is pro-
vided by a statement of Mitchell Sharp,
Canadian minister of trade, to the ef-
fect that long-term sales entered into
by this country “assure a good level of
exports until July, 1966.”

In the opinlon of the exporters who

ALl i a1

mel with Department of Agricullure
officials on this pressing matter, only a
simple device—an incremental subsidy
that would take account of carrying
charges on long-term sales—is needed.

Two Proposals Buggested

The Department, the exporters sug-
gested, should make the daily an-
nounced subsidy applicable for 80 to 00
days ahead and include a provision that
workings beyond that period be en-
titled to an additional subsidy of around
one and a half to two cents a bushel
per month. With such a subsidy system,
exporters would have no hesitancy In
entering Into long-term supply con-
tracts with foreign buyers. Another
propusal would supplement the 80-to-
80-day peniod with a provision for the
determinativn of forward export pay-
ment rate on a bid basis. Proponents of
the bid approach maintain that it
would glve exporiers considerably
more flexibility in negotlating with
foreign buyers and would provide the
Department of Agricullure with the
benefit of trade ideas of world wheat
values and trends. Obviously, either
approach would be a definite and wel-
come improvement over the present
rather limited subsidy period of the
United States, with current rates ap-
plicable only to shipments cleared by
May 15, 1984, in face of the bookings
being reported abroad in Increasing
volume for two and three years ahead.

Along with discussion of a deferred
shipment subsidy program, study is un-
der way in the Depariment of the es-
tablishment of export subsidies to ap-
ply on new crop wheat and flour, in-
volving shipments after the present ex-
piration date of May 15. New crop sub-
sidies are normally announced at this
time of year, and the current excellent
demand from abroad necessitates an
carly decision. Some look upon the es-
tablishment of new crop subsidies for
1064 as a highly precarious undertaking
in light of the great uncertainty over
actual price support levels arising from
new legislative planning, but such con-
cern ignores the price guides of the new
crop wheat futures now belng actively
traded on markets,

Strengthen American Trade

Action for the adoption of an incre-
mental subsidy system probably will
usher in a new era in the American
wheat and flour trade. It will bring an
end to the concern of the private trade
here not only over the loss of deferred
business to other export countries, but
will allay fears that the competition
can be met only through added govern-
ment Intrusion. Elimination of the lat-
ter fear will truly mark a milestone in
the strengthening of the private trade
in international business. Among other

things, it reflects warranted apprecia.
tion on the part of the Department of
Agriculture of the possibilities of the
commercial trade systems In expanding
markets for wheat and flour abroad,

Furthermore, the incremental sub.
sidy system portends a major modifica-
tion of the highly successful payment-
in-kind export program on wheat and
the cash subsidy system on flour in.
augurated almost exactly seven yuvars
ago. Under this system, commercial ex-
porters of the United States have mer-
chandised an expanding volume of
wheat and flour into foreign markets
throughout the world, a growth that is
being climaxed in the current scason
by the greatest aggregate in all history,
The incremental subsidy plan will add
to the capabilities of the American
trade in holding and gaining foreign
markets.

Wheat Sales to Japan

The United States was the only major
grain supplier lo increase its sales of
wheat and flour to Japan during 1063,
reported a recent International Federa-
tion of Agricultural Producers bulletin.
Total 1863 Japanese wheat imports were
2,800,000 tons. About 025,000 of this
amount came from the U.S,

Jess Cook Retires

Jess Cook, durum buyer for Farmers :

Union Grain Terminal Assoclation,
long-time expert on the Minneapolis
Graln Exchange floor, retired at the
end of 1063. His successor is Reyce
Ramsland formerly with General Mills.

Kenner Recuperating

Alvin Kenner, president of the Dur-
um Growers Association, was a patient
at Rochester, Minnesota for a spinal
fusion operation to relleve a pinched
nerve in October. He has been spending
a quiet winter while things knit, Active
in civic and agricultural circles his
nelghbors and colleagues all wish him
speedy recovery.

Crockett Assumes New Post

Richard Crockett of Langdon, North
Dakota, active director on the board of
the Durum Growers Association has
moved his family to Fargo as he takes
over the post of executive director
the Greater North Dakota Association
as of January 1. He will maintaln his
durum producing operation and keeP
his post as a director in the Durum
Growers Association.

THE MACARONI: JOURNAL

RTINS STy L RS AT

STOR-A-VEYOR FOR NOODLES

Recently Installed
at

SAN GIORGIO MACARONI PLANT

Battery of 3 Stor-A-Veyors with 24 Hr, dryer capacity —3
Control Conveyors with dual discharge feeding 2 Packag-
ing Lines,

Nots — Ceiling Mount allows free storage area under the
Stor-A-Veyors,

OF the many macaroni firms that have solved Storage
and Handling with Stor-A-Veyor are: American Beauty
Macaroni Plants at Dallas, Denver, Kansas City and
Los Angeles. Anthony Macaroni Los Angeles;
Majorette Seattle; Skinner Omaha and

U. S. Macaroni Spokane.

Latest installation: Mueller Jersey City.

1830 W. OLYMPIC BOULEVARD DU 5.8091
Verti-Lift Bucket Elevator picks up from the Noodle Dryer LOS ANGELES 6, CALIFORNIA
and delivers to the pre-selected Stor-A-Veyor,
FEBRUARY, 1964 1 29
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Quality Factors of The 1963 Durum Crop

K. A. Gilles and L. D. Sibbitt, Cereal Technology Department, North Dakota State University

During the 1863 harvest county
agents collected durum wheat samples
and dispatched them for quality evalu-
ation to the Cereal Technology Depart-
ment of the North Dakota'Experiment
Station. According to a statistical plan,
420 samples were obtained directly
from the combines from the durum
producing counties in the state.

For the state as a whole the average
values follow: dockage 3.5 per cent,
shrunken and broken kernels 1.2 per
cent, test welght 58.3 pounds per bush-
el, protein 3.9 per cent, and moisture
12.2 per cent.

More than 10 per cent of 1L« samples
from each county were taken at ran-
dom following an approved statistical
procedure and graded by licensed grain
inspectors. The crop graded as follows:
No. 1 Hard Amber Durum 17 per cent;
33 per cent No. 2; 40 per cent No, 3;

Dr. Kenneth A, Gilles

1863 Crop: A Comparison of Marketing Quality Factors
Within Durum Wheat Grades.
No, 1 No. 2 No. 3 No. 4 No.5 No.4

Quality Factors HAD HAD HAD HAD HAD AD

Protein, %

Low ... SRR A12 124 12.7 13.8 123

High it G s .. 148 15.6 16.9 16.7 135

Average ......... vess]3d 14.0 15.0 14.8 129 12.5
Test weight, 1bs/bu

LW oot eesannniins 60.0 57.8 56.3 55.5 52.0

High  ieidiiiees veies.024 61.0 57.9 55.6 50.8

Average ....... eeses.010 59.0 57.1 55.5 55.9 b55.7
Moisture, %

LW s ysa s eascass 108 111 11.3 121 120

Highi e ... ceees 123 125 128 127 13.0

AVETORE ..vvvvauaneaa 1T 11.8 119 124 125 11.8
Shrunken & broken, %

Low .....vs R O 02 0.2 0.2 0.5 04

HIgh iy vsivaas 1.7 5.0 33 0.9 1.6

AVErage +.vvvrenianes 0.7 1.3 1.0 0.7 1.0 03
Damage, % ? X

LW e s ranqessanansns 0.1 0.1 0.1 0.2 20

High i e ey 17 22 2.5 3.0 2.6

AVErage oiiiiaieniin 0.7 0.8 0.7 1.6 23 16
Forcign materisl, %

Low !\ iteaaines veeaee 00 0.0 0.1 0.1 0.0

Highissiveriieeiieires OB 1.0 15 0.6 4.0

Average .iiieieeas . 02 0.4 0.4 04 24 03
Wheats of other classes, %

LWl e s s e s an ety 0.0 0.0 0.0 0.2 25

{1 Y PR e U 34 1.6 11 25 44

Average .......i00000 04 03 0.2 14 34 04
Dockage, %

LW e iavPisasen vevs 0.2 03 0.6 28 49

High .....iivviieea. 100 7.8 » B4 4.0 74

Average ... sapeteress 28 3.0 3.0 34 6.2 a1

i¥ 2oy

4 per cent No. 4; and 4 per cent No, 5,
Two per cent graded No, 4 Amber
Durum.

A comparison of each of the market.
ing quality factors which were tesled
within the durum grade {s shown on
the table, It is apparent that the awv-

rage test weight tends to decrease

progressively with the grade. Protein
content Increases and reaches a maxi

mum with the grade No. 3 Hard Amber |

Durum. Dockage appears to increase
with decreasing grade classifications,”

On the average, the 1863 durum crop
appears to be of good marketing qual-
ity; it appears to be of better quality
than the corresponding hard red spring
wheat crop. All samples were below 14
per cent moisture. Four per cent of the
samples submitted for laboratory in-
spection were degraded due to foreign
material, 2 per cent were reduced by
subclass due to starchy kernels, and no
samples ' were degraded because of
shrunken and broken or damaged ker-
nels or wheats of other classes.

Sixty-flve per cent of the total sam-
ples had less than 1 per cent damaged
kernels; 88 per cent had less than 2 per
cent, Six per cent of the samples were
free of forelgn material, and 90 per cent
of the submitted samples had less than
1 per cent. In the category, shrunken
and broken, 59 per cent of the samples
had less than 1 per cent, 88 per cent
had less than 2 per cent, and 98 per
cent had less than 3 per cent. Eighty:
four per cent of the samples had less
than 1 per cent of wheats of other
classes,

Annual Crop Summary

Durum 'wheat production for 1963
was 40,763,000 bushels, 20 per cent less
than the 1062 crop but 81 per cent abave
avernge.

There were 1,836,000 acres haryested

in 1063 compared with 2,361,000 In
1062 which produced 69,732,000 bushels

In North Dakota, the major produc
ing state, the average yleld was placed
at 26.5 bushels, exceeded only by last
year's 31 bushels in a 45 years of record
The average durum yleld during the
five years 1957-61 was 18,7 ' bushcls
Durum ylelds benefited not only, from
two new varieties, Wells and Lakots,
but from heavy precipitation through-
out the main’ durum section lb°::

Swing-Out Panels provide easy access
i for inspaction and cleaning. Requires less
Mt than a minute to remove.

S-Element Aluminum Drying Belt.
Stronger, more rigid ‘thon ony screen
conveyor, Stays clean for there's no wire
mash in which dirt can lodge, No bells to
lodsen, no screens to mend.

when it first enters the |
evenly over the

i

Modern Avtomatic Dryer gives you
stronger, better-looking short goods

Inside this efficient, modern Dryer, temper-
ature, humidity, and air circulation are
precisely regulated to produce short goods
of finest quality.

By matching temperature to the product's
capacity to release moisture, BUHLER Dryers
are able to use higher temperatures, thus
cutting drying time to as little as 4 hours
for certain products.

Sanitary. From entry to discharge, the
product touches mon-corrosive materials
only. BuLER swing-out panels make clean-
ing an easy task, and off-the-floor construc-
tion likewise simplifies sanitation,

Pre-dryer. You can also improve your
present drying operation by installing a
BuHLER Preliminary Dryer in your present

production line,

More than 200 BuiLER Dryers are now
operating in the United States and other

countries, It will pay to investigate how you,
too, will profit by drying the BUHLER way.

¢ Specially-designed swing-out panels

® Super-afficient insulation stops hoth
heat and vapor

o Sanltary off-the-floor design prevenis
condensation on floor underneath

¢ Patented aluminum alloy conveyor

* No mixing of different iype products
because conveyor elements emply
completely

¢ Posliive alr circulation dries unitormly
over entire width of ball

¢ Needs practically no attendance

» Economical. Requires relotively little
power, heat, or maintenance

; bl : IB!
5 y t
1, £ ar] L -

Complete Macaroni
Plants by

THE BUHLER CORPORATION, 8925 Wayzata Blvd., Minneopolls 28, Minnescta. Phone Liberly 51401
BUHLER BROTHERS (Caneda) LTD., 111 Queen Street East, Toronto 1, Ontarlo, Phone EMpire 2-2575

Sales Office: NV YORK CITY, 230 Park Avenue. Phone MUrray Hill 9.5446
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International Milling Co. has an-
nounced the reorganization of its dur-
um products sales activities according
to A. L. DePasquale, U. S, durum prod-
ucts sales manager.

International's durum products,
which were previously sold through
the company's bakery sales department,
are now sold direct to the macaroni
industry by a separale sales organiza-
tion.

The new organization, headquartered
in Minneapolis, will enable Internation-
al to better serve ita durum customers
by utilizing a special fleld sales force to
exclusively service the requirements of
all customers using durum products,
said DePasquale.

Heading the firm's eastern durum
products sales region is Sal Maritato,
who headquarters in New York City.
Maritato is responsiole for all of Inter-
natlonal's durum sales in the eastern
U.S. He is assisted by Andy M. Ron-
dello.

The central stutes will be directed by
George E. Hacitbush, recently pro-
moted from bakcry products manager
in Chicago. Hackbush, who joined In-
ternational in 1030, will make his head-
quarters in Chicago and will be respon-
sible for all durum sales in the central
states area.

Terry M. Butorac has been promoted
to a newly-created position of assistant
to the U.S. durum products sales man-
ager in Minneapolis. He will work with
Del’asquale in servicing customers in
the midwestern and southern states,
Butorac, who joined International in
. 1059, has been manager of recruiting
"and training for the past two years.

General Mills Net Up

General Mills, Inc, in its semlannual
dtatement to :lt##deu. reported net
\. L £ o “ *
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Reorganizes Durulh Sales

KL’ 3

Durum Sales Team. Left to right, Sal Maritato, New York City; George E. Hackbush, Chicogo; A. L. DePasquale, United States Du
Products Sales Monager ond Terry M. Butorac, Minneapolis, i .- i o] gl

earnings of $8,407,000 for the six months
from June 1 through November 30,
1883, This compares with §7,086,000 for
the same period of the previous year.

Net Income per share of common
stock was $1,10, as compared with $1.03
for the first half of 1062-63—an increase
of seven per cent. Sales, totaling $254,-
068,000, were $14,764,000 below the
$260,732,000 reported a year ago.

C. H. Bell, Chairman of the Board,
and Gen. E. W, Rawlings, President,
sald this decrease in sales resulted from
several factors, calling particular atten-
tion to three:

“First, the selling price of flour, in-
fluenced by lower wheat prices, was be-
low that of the same period a year ago.
Second, the Magnaflux Corporation, a
wholly owned subsidiary, was sold to
the Champlon Spark Plug Company at
the end of last fiscal year, Third, Gen-
eral Mills, during the six-month period,
sold its aerospace research and devel-
opment business to Litton Industries
and began liquidation of its other elec-
tronic operations.”

Chairman Bell and President Raw-
lings expressed confidence that 1963-64
will be another good year for the com-
pany. “General Mills," they sald, “looks
forward to continued improvement in
operations as we expand in our areas of
strength: consumer foods and speclalty
chemicals. Our new products, such as
the revolutionary Gold Medal Wondra
Flour, the Betty Crocker noodle and
rice casserole dishes and the versatile
new line of Versalon resins for high-
strength adhesives, are further improv-
ing our competitive position.”

IPACK-IMA 1964

The third IPACK-IMA Exhibition
for packing and packlging. mechanical

hardling, and ruachinery for the food
industry, will be held in Milan, Italy
from June 4 to 11.

Various technical meetings and con-
gresses at the international level will
be held during the exhibition. The
IPACK-IMA Exhibition, as well as
the Packaging Show of Paris, will be
one of the major International events of
the food industry in 1864,

The show will cover an area of aboul
72,000 square meters and will have the
technical collaboration of the Milan
Fair authorities. The Exhibition will be
arranged in three major sections and
20 sub-sections,

Braibanti Displays Equipment

Braibanti & Company, of Milan, ad-
vise that they will have a large display
of their equipment at the Exhibition,
and expect to show all of their produc
tion lines in a most effective man:er.
Dr. Giuseppe Bralbanti is a vice-prosi-
dent of this international exhibiticn.

The European Committee of }ood
Machinery Manufacturers is one of the
sponsors of the exhibition, which will
Insure the participation of foreign in-
dustries in an increasing number. Be-
sides a complete range of packoging
machines and plants for all types of
food production, there will also be dis-
plays of conveying systems,

There will probably be more maca-
ronl manufacturing equipment on dis-
play here than any other place in the
world during the year,

A large ottendance is predicted, 50
it is not too early to make plans and
reservations. The Secretariat General
of IPACK-IMA is located in Milan, 13
Via G. Glacomo Mora. IPACK will be
glad to make reservations at comfori:
able hotels for delegates who plan 10
attend. :
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HOW TO KEEP
YOUR
VITAMIN ASSAYS
IN LINE

A2
¢

Start right with Wallace & Tiernon's quality contrelled **N-Richment-

‘_ A"®, Whether you feed it In powder or wofer form, NRA gives
§ you uniform enrichment.

With a uniferm preduct, the next step is uniform addition. The WAT
NA Feeder has been proved by over 30 years of mill oparation.
Set it for a few ounces fo 12 Ik, per hour and It never varles. It
fesds “'N-Richment-A" cunsistently, accurately, dependably,

k The right enrichment . . . the right feeder. Combine them, and

you can't miss on vitamin assays,
Ofces and warehouse stocks In principal cities,

B8! Or write Dept, N.122.33.

WALLACE & TIERNAN INC.

NOVADEL FLOUR SERVICE DIVISION
23 MAIN STREIT, BILLEVILLL 9, NIW JERSEY

“PROFITABLE"

Three words that MACARONI JOUR-
NAL subscribers use to tell us why they
read our magazine from cover to cover
. . and find both its advertising and
editorial pages informative.

Twelve monthly numbers $5; add $1.50
for foreign postage.

“USEFUL"
“PRACTICAL"

DONT MISS A SINGLE ISSUE

MACARONI JOURNAL
P.O. Box 336, Palatine, lil. 60067

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.

Beanchi's Mackine Shog
221 Boy Street, San Francisco 11, Calif.
Telephono Douglas 2-2794

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing
in all mattera 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 Inve«::.gations.
Microscopic Analyses.

S—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street
New Yoik 7, N.Y.
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R. Herbert L. Herschenschn re-
cently wrote a medical report for
Parade, the magazine supplement. He
started out b:- asking what would hap-
pen to a heaithy man that ate B0 eggs
a day! And he answered: “The chances
are—nothing!"

Eggs have always been held in high
esteem as nature’s perfect food. Sealed
within its shell an egg has everything
necessary to take a single microscople
cell and transform it into a fully de-
veloped chick. It has all the proteins,
carbohydrates, fats, vitamins, minerals,
water and whatever else is necessary
so that the chick can peck its way out
of the shell and walk away well pro-
portioned, in perfect health and very
much alive.

Anyone who ate an egg felt that he,
too, was absorbing into his body all
these wonderful, health-packed, nutri-
tious substances which were so quickly
and smoothly digested, commented Dr.
Herschensohn.

Cholesterol was a word once known
only to scientists. “Today,” he said, “it
rolls off the lips of grade school chil-
dren, many of them, together with their
parents, thinking that cholesterol s
something bad, something we must try
to avold. Since we know that egg yolk
contains cholesterol, it seems logical
that we should stop eating eggs or eat
fewer than we would like to."

Dr. Herschensohn's terse comment to
this idea is, “Nonsense!" The only time
a person should eat fewer eggs, or
none, is when a doctor orders him to do
s0 because of an allergy to eggs or a
condition such as 8 heart-kidney-blood
vessel combination of disease.

Life cannot exist without cholesterol,
If not enough Is eaten, the body manu-
factures whatever additional it needs.
The supply can never become deficient.
Not a single bit of cholesterol ever has
to be eaten. However, if a large amount
is eaten, the body automatically cuts
down its own production.

The doctor reports that to test the
eficlency of this regulating system,
enormous amounts of cholesterol—up
to 20 grams per day — were fed to
healthy humans. There was no signifi-
cant effect on the blood. The yolk of a
medium-sized egg contains ¥ gram of
cholesterol. N’Qlf grams of choles-

a4 [ iy

Give the Egg A Break

terol is equivalent to the amount in
80 eggs.

If eating eggs and other cholesterol-
rich foods does not affect the level of
cholesterol in the blood, why do many
persons have a higher-than-average
amount?

In the first place, Dr. Herschensohn
states that a single test for cholesterol
proves nothing. Tests should be done
repeatedly over weeks or months to be
considered significant. If the amount of
cholesterol is really high and stays
high, it could be due to many condi-
tions. There may be something wrong
with the regulating sysiem. It could be
caused by liver trouble or gall bladder
disease, Or it could be due to stress.

A constantly high cholesterol level
does not necessarily mean that heart
trouble will result. There have been
many cases of heart attacks in which
the cholesterol level was low, And there
have been many cases where the level
was high for years, yet a heart attack
never occurred.

“And we debate about whether we
should have one egg for breakfast or
twol"

Dr. Herschensohn advises: “If exces-
slve cholesterol in the blood does play
a role in heart trouble, it does so only
in combination with other conditions.
These conditions are heredity, over-
welght, high blood pressure and, per-
haps, sudden spuris of excessive physi-
cal exertion.

“The doctor can't do anything about
the heredity factor. Nor can he do much
about bull-headed executives who sit
rooted In chairs all week and then in-
dulge in competitive sports or strenuous
projects around the home on week-
ends. But he can do something about
overwelght and high blood pressure—
and the egg can help.”

High blood pressure and overweight
often go hand-in-hand, When one loses
weight the blood pressure usually
makes a corresponding drop.

Eggs can play an important part in
reducing diets where overweight is re-
sponsible for hypertension. An egg has

only 77 calories. But calorie for calurle,
compared to most other foods, the egg
is a powerhouse of nutrition.

Most authorities at present ngree
that we eat too much fat. The saturaled
fats seem to upset the regulating sys.
tem which controls the amount of cho-
lesterol in the blood, thus permitting
the level to rise. This rise, together with
the fat which appears in the blood, is
potentially bad for the lining of the
arteries. Fatty deposits occur, 30 that
the arteries become narrowed. If this
happens to a coronary artery so that
blood cannot get through, a hear
attack occurs.

“Where does the egg fit into the pic
ture?” asks the doctor. In a diet of 2500
calories, 30 per cent of which are fur
nished by fats, he says that the fat of
one egg yolk represenis only 1/14 of
the allowed intake. Besides, all of the
fat in an egg Is not saturated. A por-
tion is of the polyunsaturated variely,
which reduces the amount of choles
terol in the blood. So the two types of
fat neutralize each other to a great
extent,

Furthermore, the egg Is particularly
valuable in reducing diets because It
gives a satisfled feellng, so that less
hunger is felt.

The egg is a part of every other diel
as well, In the diet manual of the Mayo
Clinic, for example, eggs are recom-
mended from infancy to old age. What-
ever the purpose of the diet, the eygis
in every one of them.

Even old people without teeth have
maintained good nourishment, because
they could easily cat boiled or poached
eggs—and had no trouble digesting
them. Children occasionally are allergic
to eggs, but most quickly outgrow the
allergy.

Dr. Herschensohn concludes his re
port by saying that only your doctor
can glve you advice about the numnber
of eggs you can eat. If there is nothing
wrong with you, he will probably tell
you to eat all the eggs you like—10
your heart's content!

Eggs in Cold Storage

Dec. 1, 1883 Dec, 1, 1862 5 yr. Avg
Shell Eggs—Cases .........00000.. 108,000 162,000 184,000
Frozen Egg Whites Lbs. ......... .13,421,000 16,924,000 25,456,000
Frozen Egg Yolk Lbs, ............19,367,000 22,001,000 21,475,000
Frozen Whole Eggs Lbs. ..........33,219,000 36,001,000 34,606,000
Frozen Unclassified Lbs. ........ .. 1,828,000 1,709,000 3,584,000
Total Frozen ......... ol e S 67,635,000 76,725,000 35,211000
Case Equivalent .........ceeeeen. . 1,820,000 2,104,000 2,354,000

Egg whites continue in short supply.

position, but are not likely to improve.

Albumen will probably continue at firm  The market is thin and is influenced by

levels for sometime. Yolks are in good

weather at this time of ycaor.

THe MACARONI JOURNAL.

8 The Food Industry—

(Continued from Page 6)

| tion of plants, increased efficiencies,
. marketing skills, and the expansion of

business.

Competition
Grocery product manufacturers con-

(8 tinue to operate In a climate of intensi-

| fied competition. The continual intro-

duction of new and improved products
cach year serves as a constant challenge
to existing products on the market.
This serves as a never ending motiva-
tion for manufacturers to improve their
products and to offer them at the low-
est possible price.

Additionally, the food industry faces
increasingly stronger competition for

i the consumer's dollar from products
i outside of this industry, many of which

are supported by tremendous advertis-
ing and promotion programs. There is
keen competition for the consumer's

.dollar from automobiles, TV, clothing,

ele. and from such “leisure-time" prod-

i ucts and services as playing cards and

movie admissions, to swimming pools,
recreation and travel all over the
world.

Advertising is, of course, a necessary

i ingredient in connection with the mar-

b

g

keting of new products, Through ad-
vertising, manufacturers convey infor-

s T

mation to the consumer about new
products, and increase the consumer's
knowledge and demand for existing
products, Food manufacturers invested
an estimated $1,3 billion in advertising
in 1063. The total advertising invest-
ment by food and manufacturers of
other grocery products such as paper,
soap and other household products,
totaled $1.9 billion.

Overseas Markets

Improved economic conditions In for-
eign countries and a fast-growing in-
terest in American food products over-
scas have encouraged food manufac-
turers to expand their facllities and
operations during 1963.

European interest in U.S. food prod-
ucts was further evidenced at the U.S.
Food & Agriculture Exhibit at Amster-
dam, Holland, November 7-21. At the
request of the U.S. Department of
Agriculture, Grocery Manufacturers of
America, Inc. again cooperated in the
display, demonstration and sale of
processed foods at the exhibit. This Is
the 11th international exhibit in which
GMA has cooperated.

More than 225,000 people attended
the fair and purchased about $63,000 of
American food products offered for
sale, This is about three times as much
as was sold at previous international
falrs. They expressed particular inter-

P REAp P

est in such commonplace American
items as cake mixes, pizzas, instant
potatoes, crackers, rice dishes, gelatin
moulds, canned meats, Chinese foods,
canned corn, corn on the cob, conned
fruits and fruit cocktails, maple syrup
and so on.

Foreign natlons provide excellent op-
portunity for growth because consum-
ers there like American food products.

American food exports were valued
at more than $3'4 billion in 1963, al-
most 7 per cent greater than last year
and more than double a decade ago.
Shipment of food made under the
“Food for Peace” program continue to
account for about one-third of these
food exports. Some 72 per cent of Food
for Peace shipments are paid for by the
country receiving them either in the
currency of the country, American dol-
lars or on long-term credit agreements.

The Future

The outlook for the food industry's
continuing growth is very promising.
In the years Lo come, the food industry
looks forward to serving the consumer
more efficiently than ever. New proc-
essing methods hold out hope for rapld
development of many new products in
the years ahead. Emphasis on conveni-
ence for the homemaker will continue
to be an important objective of the
industry.

TIME-AFTER-TIME...

MONARK BRAND ASSURES YOU OF HIGH QUALITY

DEEP YELLOW EGG SOLIDS!!!

Al” L
Prompt Shipment on Froxen Dark Yolks ® Whole Eggs ® Dried Albumen

CUSTOM
PASTEURIZATION.

t Nea Monars Ceffomer Service Dur |
Can Meel

ton Methods

Pauteun
bur Fract Specrticalions

fCrE A

anu.uur. 1964

Write — Call — Wire;

b

ﬂll East Third Strest

ORDER WITH CONF IDENCE Lowe.r.r Prices Alwﬂ)s!

Monatke £9g e

SAVE TIME

Shipped in 50 to 200
pound drums . . .
easy to handle . . .
order the size for
your exact needs.

SAVE MONEY

No waste—
no storage problem!

-~ Kansas City =, Missourl

I'im- Am nm llli—lllnison 11970

.,1“ il o
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rom 5000 v
50,000

Ibs. per day

a complete line of continuous
and automatic equipment to
meet every capacity
requirement for the production
of long, short and coiled goods.

Braibanti

DOTT. INGG. M. G. BRAIBANTI & C.5.p.A,, MILAN—LARGO TOSCANINI NO, 1—Tel. 792.393 (Three
il.me:) 780.931 (Three Lines)

SOLE AGENTS IN THE U.S5.A. AND CANADA
LEHARA CORPN,, 60 EAST 42 ST., NEW YORK 17, N.Y: (TEL. NO. MU 2 6407).
FEnruary, 1964
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WAY BACK WHEN

40 Years Ago

® “"Waste Is everywhere.” The lead
editorial urged busincssmen to cut
down waste of time, money, effort, or
materinl, Saving at one end while a
greater loss is sustained through wastes
at the other end is sure to bring about
failure.

® An enthusiastic meeting of macaroni
manufacturers was held at the Hotel
McAlpin Iin New York to consider vari-
ous questions of interest to the trade.
Strong opinions were expressed on the
coloring of macaronl and the vexing
question of dumping. A strong resolu-
tion was adopted opposing the change
of semolina quotations from barrels to
hundredweights. The strongest attack
was on the big spread permissible on
the one-eighth of a cent variation on
the per pound basis of price quotations,
which automatically brings about a 25
cent per bushel differential. The jump
was considered too big.

® Macaronl Notes — The Italo-French
Produce Company of Pittsburgh claim-
ed to be the original owner of the trade-
mark label “Italo-French.”

® New Orleans was one of the buslest
ports in the country for macaroni prod-
ucts going Into export trade to Central
and South America.

e Windsor Locks macaroni plant in
Massachusetts was gutted by fire.

30 Years Ago

® The Macaroni Code was proclaimed
law of the industry. “It will be admin-
istered carefully and intelligently by a
Macaroni Code Authority elected by
the whole industry.”

e Members of the Macaronl Code Au-
thority included Glenn G. Hoskins,
Code executive; Louis S. Vagnino;
Henry Mueller; John V. Canepa; Wil-
liam Culman; M. DeMattei; Leon G.
Tujague; V. E. Jiatti; and Frank A.
Ghiglione.

e A Chicago get-together was well
aitended. While macaroni manufac-
turrcs reviewed business conditions
aru took a look at the Macaronl Code,
Vice President Louis 8. Vagnino chalr-
ed the meeting.

® Public hearings were called on the
proposed revisions of the Federal
Standards for durum wheat. It was
suggested that durum be divided Into
two subclasses—namely, “Durum” con-
sisting of 50% or more but less than
756% of hard amber kernels; and “Soft
Durum” consisting of less than 50%
hard amber kernels. L el

A

“paring ‘spaghetti platters in ‘ti.2 front
¢ ‘.wImlJ ﬂ!’."‘,'"' s S A TV

20 Years Ago

® Food fights for freedom, and the in-
dustry was rallying behind the “No
Point-Low Point"” food campalgn. Con-
sumers were to be encouraged to “eat
more ' macaroni, spaghettli and egg
noodles,” leading “no point-low point”
foods.

® J, Sidney Johnson, advertising di-
rector of the War Food Adminlstration,
was the principal speaker at a mid-
year conference of the National Maca-
ronl Manufacturers Association held in
Chicago, The $6,000 requested by WFA
as the industry’s share of the cost of
printing posters and printed material,
was promptly subscribed.

® Jim Driscoll and Lt. Robert Mikus
reported on purchases by the Chicago
Quariermaster Depot.

® There was concern on the relatively
low protein content of semolina in 1844,
and Earl Heatheringlton of General
Mills explained to the conference how
protein content was affected by cli-
matlc conditions prevailing during the
growing season.

® Sgt. Ralph A. Maldari, with the
Headquarters of the 1st Bombardment
Division, U, 8. Army, stationed some-
where in Great Britain, was pictured
dressed in Scottish kilts—a handsome
soldier to see.

10 Years Aro

® “You can score in '54” was the theme
of the Winter Meeting. On the agenda
was an address by John M. Mock on
“Selling to Make a Profit;" a panel
discussion on durum; a panel discus-
sion on profits; and a report of four
foods teaming up for Lent by Hal
Jaeger of the Can Manufacturers In-
stitute.

® Palmer Dahlgren of Adams, North
Dakota, was named International Dur-
um King at the International Hay &
Grain Show held in Ci.icago.

® Egg production is big business, wrote
the Wall Street Journal, while the
Council on Egg Solids told their inside
story.

® In San Francisco, three restaurants
had developed a flourishing business in
delivering piping-hot Italian dinners to
the consumer's door — they called it
Spaghetti Express,

® On the Rialto of Boston, the Prince
Spaghettl House was catering to the
heavy traffic of Washington Street, pre-
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Mrs. Gaspar Waiss

Mrs. Gaspar Welss, 75, board chair-
man and co-founder of the Weis
Noodle Company of Cleveland with her
late husband, passed away on Decem
ber 20,

Mrs. Weiss helped found the noodle
manufacturing firm In 1923. Survivors
include a son, Albert, president of the
firm, and a grandson, Richard, sales
manager. Sympathies are extended to
the family.

Package Redesign—
(Continued from Page 10)

completely different treatment «{ the
egg spaghetti carton was developed,
featuring yellow baby chicks a: the
illustration instead of the prepared
product, to tie the product to its egd
content,

The overall design is clean and sim*
ple. The attentlon-getting color theme
of the line is a vibrant blue and white.
The back panels tie in the Ideal maca
roni sauces to the packnge product
This Is another merchandising tech:
nique for packaging developed by the
supplier and called Rossotti Ad-Pack.

Mr, Leo Ippolito, president of Ideal
remarked, “The redesign is the fl
completion of a stepped-up packaging
program in keeping with our sales
aims. We have every reason to belleve
the package will now be one of oW
most important selling tools. So faf
we've -had a fine reaction to the new
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Does it REALLY

Pay to Stretch it?

Of course. No businessman worth his
monthly stipend denies that it's smart oco-
nomics to get the most out of every dollar
spent. But like all things, It's not only what you
do, but how you do it. Get the most out of every
dollar, sure, but be careful not to stretch so
far that you forget what you're buying in the
¢ first place.
| At USPL we stretch dollars—your dollars —
I to deliver as much as possible for every dollar

spent on packaging and advertising materials,
But we never lose sight of the fact that our
customers need high quality packaging to stay
ahead in the battle of the grocery shelves. This
is why we have a satisfied selection of cus-
tomers who get more and sell more with pack-
aging by USPL. ¢

May we help with your next packaging prob-
lem? We have offices in 21 cities coast to coast
and one is near you,

.
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WESTERN SPAGHETTI BARBECUF

Betty Crocker Presents . Western Barbecue Sauce W ocup water

recipe below o eup chopped
15, 1 ground baeet I phe 1210 1t

Western /'g 153 mp il Spmhetts
o Usp pepper B oreen peppers

Prepare Western Harbecue Sauce this may I
ahead and retrigerated  Make hamburger-
ground becet, salt. peppers water and cnion Lo
hghtly with o tork Davide and torm ante
patties Thondle as hintde as possible Areange
on cold brodder pan or on outdoor grill Brush

A hearty inspiration of the’ i’
7 i b Western Barbecue Sauce: Hrold 3 from
SOUthweSt = taSty a'rld ro ﬁw :\llll"l:lllu ultr:nllru:h apan with ~.ml:‘n- D n':-l' 1
i o s 4
fl."}-}: _t i

Allow 5t s nun covking per side. While hamlbs
are hroalimg, ook spaghette and green peppers

Conh spagghettfolloos g manutacturers’ dieect
Drevne: and dot warh butter Place immediateds
vomked green pepper shells

T prepare green peppers wash oand shit o
lengthwise Hemine seeds, stems and ribs O
Dohing water 4 Lo 5 nuncL untl just tork tender -
spaghettn stutled peppers and broaled hamburger-
Western Barbevue Sauce toser g

WESTERN BARBECUE SAUCE

Sthap tat o tspodey must
v chopped cmien Stbsp broswn sug
1 bove garkio, nuneed Foaspe b proseds
Toan 7o mushrooins s barbes i -
whiced reserse ligund o Ispreosalt
PR cabs Tosipales sy " I-l- |il'li|ll'|
masheosan Lgaor ol woater duash ool Labuise
tes ke T cupprated 8
vup diced creen popper o hieeeme

1 med peppeer

Saute onionsgarhie cond miashieooms et Lt ant
s transpaarent Nd rest ol mgredients exoept
Cheese and sinmner 20 mon St o cheese untl o

I I RN I BT RIS

Nigrress T

IoSpragha e as tast

A spiey mann dish with spaghetts ser

i green pepper shells tanked by hros

hamburgers and hot bharbeoue soo

Coeneral M= ol Bt Crow ber prvadly o e
g venr vustotn rs o fobist dish b et e
Tieenr oo Nrnera Phis o ot = Woaestorn =
Foarhes o Troam Pl Dt ol thie ~ant b

s this el b s revape anlde alber ex e i

tests gneer bty O rw her Boete biens aned o t
Becetniees i Phe Seathwe=t Mo oot Hhs wildl

haet seoir west atgier= o an it feegse Uhear oo

Aot pevdue s vasid s ettt b e e
Ao bendhimg pevd oo ol the o=t Sendie
Ihariimn Mot - was an sy 1o morvee thie
industes oo o el VU E R P et
MAC ARSI vopr s bbb e e ot
throwah the troade 1ol bse ol voir paesl

For more informaton on this new 1?

Crocker recipe progrian, itsle yonn
Durum Saldes representative or write

DURUM SALES
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