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That s because s predictable packaging Because d's the kand of pack
aging only protessionals can produce Because 1l captures
eye-catching visuals with

. the bright look of newness to sell on sight
‘buy-it-now, serve-it-today appeal trademark designs lo say nice things
gaboul your product calor usage in exciting, attention-winning ways.

\ That s why modern macaroni marketers across

the country know that ROSSOTTI delivers

ETTER MERCHANDISING THROUGH PACKAGING!

Write us loday lor details; there's,
an obliging sales olfice near you{
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LITHOGRAPH CORPORATION ‘

\
|

Execulive Olices
NORTH BERGEN, NEW JERSEY
ROSSOTTI ClLleﬂNM LITHOGRAPH CORP ROSSOTTI MIOWEST LITHOGRAPH CORP
SAN FRANCISCO 24 CAITHORNIA CHICAGD 10, ILLINOIS
« DOSTON PITTSBURGH

Sales Offices: ROCHESTER * PHILADELPHIA =
ORLANDD ®» HOUSTON * LOS ANGELES » SEATTLE ¢ SAN JUAN
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Consumer Study Unveiled at Convention.
Board Cecides to Appeal FTC Decision.

T the 00th Annual Meetirg of the
National Macaronl Mani facturers
Association held at Hotel Broadmoor,
Colorado Springs, a study of consump-
tlon of macaronl products prepared by
Market Facts, Incorporated, of Chicago,
was highlighted by Executive Secretary
Robert M. Green.

New officers were elected to lead the
Assoclation In the coming year. They
are Fred Spadaforn, president; Robert
Cowen, first vice president; Peter J.
Viviano, second vice president; Vin-
cent F, La Rosa, third vice president.

The National Macaroni Manufactur-
ers Association will go to the Circuit
Court of Appeals to protest the Federal
Trade Commission charges of fixing
prices of durum wheat during the short-
age of 1961,

The Board of Directors elected not
{o oppose the addition of Myverol to
the list of optional ingredients in maca-
roni Standards of Identity, but to recom-
mend a label declaration on products
containing it. The Federal Register of
June 3 carried notice of a proposal to
amend the Standards to permit glyceryl
monostearate as an optional ingredient
not exceeding two per cent by weight
of the farinaceous ingredients used. The
petition was filed by Distillation Prod-
ucts Industries, a Divislon of the East-
man Kodak Company.

At the First Session

Outgoing President Al Ravarino re-
ported on two active years of his ad-
ministration. His address follows on
poge 8. He was presented a plaque
on behalf of the members of the Asso-
ciation by incoming President Fred
Spadafora at the banquet, commending
him for his leadership and service,

Ray Pritchard, multiple association
manager from Chicago, reviewed re-
search you can do yourself, from market
datn obtained from trade magazines and
newspapers to information that can be
gothered by the association, such as op-
erating cost ratios.

Loyd Thrapp, past president of the
Denver Associntion of Manufacturers
Representatives, observed that the
graveyard of business is filled with
those who thought they were ahead of
competition. “Do you talk to your em-
ployees about profits?"* he asked, point-
ing out that in grocery chains the em-
phasis today Is on profit margin rather
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NEW OFFICERS: Robart |. Cowen, new first vice-president (laft), and Vincent F. La Rose,

new third vice-president (right), wotch | diate past president Al Raverino (in white jecket)
congratulate the Assocletion’s new president, Fred Spadafora. Peter J. Viviano, nawly alected

sacond vice-president, Is not pictured,

than volume, Creatc an image, he urged,
for your company and its products, of
quality, service and fair price.

Becond Session

Julie Kay Dunkirk, the Durum Queen
from Fargo, North Dakota, gave a typi-
cal college classroom presentation on
macaronl as presented in the Home
Economics and Cereal Technology De-
partments of North Dakota State Uni-
versity.

Howard Lampman, of the Durum
Wheat Institute, outlined proposed re-
search that may be an opportunity to
upset the calorie image of macaronl.
The research frontier offers the greatest
promise for the wheat industry which
could be on the verge of a new era.

Ted Sills, public relations counsel to
the National Macaronl Institute, dis-
cussed the dynamics of change in mar-
kets In a constant state of flux. He ob-
served the rapid growth of the teen-age
group changing into young marrieds —
the best consumers for macaroni prod-
ucts. He sald macaruni is a growth in-
dustry if it maintains the acceptance of
this group, He commented on the im-
poriance of the growing Negro market
and mentioned special efforts should be

aimed at it. For the dieters and weight-
consclous, he said a great deal of effort
is needed to build a low calorie image
for macaroni products.

In reviewing changing themes for
product publicity from 1858 to the
present, he pointed to “Youth Will Be
Served,” Low Caloriec Menus, Macaroni
Meals in Minutes, Merchandising Cal-
endars stressing related item promo-
tion and profitability to the distributor;
convenience, versatility and economy to
the consumer.

Based on the consumer profile study
just completed, emphasis in the near
future will be laid on low calorie meals,
youth, and greater use of noodles which
were shown to be in better balance for
overall usage but in lower volume than
either macaronl or spaghetti,

Iustitutional Selling

A panel discussion on institutional
selling brought out that this is a rapldly
growing segment of the economy, and
the one in four meals consumed outside
the home will soon be onz in three. As
a special market, the Lstitutional fleld
requires special effort, with special
copy, packaging, cooking instructions

(Crgg_llnued on page @)
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MARKET
P ANALYSIS,,

you get it from
Internationall

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

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

International

MILLING COMPANY
DURUM DIVISION

GENERAL OFFICES: MINNEAPOLIS 2, MINNESOTA
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Convention Report—
(Continued from paje 4)

and recipes. 1t has been te long neg-
lected by the macaroni indi stry. Labor
costs are more important than food
costs lo the restauranteur, so portion
control in consumer type p .cking may
soon replace the old 20-pourd bulk box.

Farelists included Don Bennett, gen-
eral manager of the TiMn tnn In Den-
ver; Mario Lalli, of Mario's in Denver
and Aspen; Ed Watson, vice president
for purchasing, Knoebel Mercantile
Company, of Denver. Macaroni manu-
facturers Arvill Davis of Gooch Food
Products, Norman Anseman of Nationr.,
Food Products, and Vincent DeDomeni-
co of Golden Grain asked questions to
stimulate discussion. Mr. DeDomenico
served os moderator.

Retailers Comment

In a panel discussion with retail gro-
cers, Ross McCotter of King Soopers,
suid: “We are interested in items that
miake money for us — we display what
we think will sell.” Earle Simms and
John B, Kennedy agreed that displays
sell four times normal shelf movement
and are more important than price in
the movement of merchandise. Com-
ments: “The package has to do the sell-
ing — we take for grunted that quality
will be good."” “Advertising allowances
help — selling more volume helps
create more profits.” “One hun-red dif-
ferent merchants will givc you one
hundred different answers o your ques-
tions."

Which way do you cat spaghetti? Seated o
the left is Mrs. Albert Ravorino, demon-
strating the fork-and-spoon method, At the
right is Al 5. Weiss slicing his spaghetti into
bite-sized picces. In the background, Charles
Rossotti throws caution to the winds and
takes o man-sized helping. He is aided by
Miss Julie Dunkirk, the Durum Macarori
Queen.
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AT THE Spaghetti Buffet: Mr, and Mrs. Fred Spadofora, Mrs. Al Ravarino, Mr, and Mn.

Charles Rossotti, Robert |, Cowen,

This discussion was moderated by
Vincent F. La Rosa of V. La Rosa and
Sons, assisted by Nick Rossi of Pro-
cino-Rossi and Peter F. Vagnino, Jr. of
American Beauty.

Successful Socials

On the social side, festivities began
Sunday evening at Rotten Log Hollow
with a western-style steak fry complete
with cowboy music, neckerchiefls, and
western apparel.

The following evening the traditional
Rossottl Spaghetti Buffet was held in
all its glory. This festive spread was re-
poried in u color pictorial in lhE Empire
Magaozine of the Denver Post June 21
by Food Editor Helen Dollaghan,

Entertainment was provided by the
troupe of Mario Singers, who entertain-
ed the crowd with light classics and
operatic selections.

At the Dinner Dance the final eve-
ning, the new officers of the Association
were introduced and awards presented
for the Golf Tournament. The Ted Sills
Silver Bowl went to Bill Brezden of
North Dakota Mill and Elevator with
low net.

Supplier Hosts

Each social event was preceded by a
Cocktail Party and Reception sponsorad
by the following hosts: Amber Milling
Division, G.T\A., St. Paul, Minnesota;
Ambrette  Machinery  Corporation,
Brooklyn, New York; Archer Danicls
Midland Company, Minneapolis, Minne-
sota; Ballas Egg Products Company,
Zanesville, Ohio; V. James Benincasa
Company; Zanesville, Ohio; Braibanti-
Lehara Corporation, New York City;
The Buhler Corporation, Minneapolis,
Minnesota; Clermont Machine Corpora-
tion, Brooklyn, New York; DeFrancisci
Machine Corporation, Brooklyn, New
York; Doughboy Industries, Inc.,, New
Richmond, Wisconsin; DuPont Film De-

partmzat, Wilmington, Delaware; Faust
Packaging Corporation, Brooklyn, New
York; Fisher Flouring Mills Company,
Seattle, Washington; General Mills,
Inc., Minneapolis, Minnesota; Henning-
sen Foods, Inc., New York City; Hoskins
Company, Libertyville, Illinois; Inter-
national Milling Company, Minneapolis,
Minnesota; D. Maldari & Sons, Inc.,
Brooklyn, New York; Monark Egg Cor-
poration, Kansas City, Missouri; North
Dakota Mill and Elevator, Grand Forks,
North Dakota; William H, Oldach, Inc.,
Philadelphia, Pennsylvania; Peavey
Company Flour Mills, Minneapolis,
Minnesota; Rossoiti Lithograph Cor-
poration, North Bergen, New Jersey;
and United States Printing and Litho-
graph, New York City.

The Broadmoor attracted a record
attendance, and perfect weather en-
hanced the charm of the site. It was
voled to return there for the convention
in 1967.

One good golfer to another: Bill Brezden of
North Dakota Mill & Elevator occepts the
Ted Sills’ silver bowl for low gross in the
golf tournement. Donor Is on the right.
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% Quality

* Service

Our customers may avail themselves of
immediate service when required as well as

our co-operation in the research ond development

of new products.

D.MaLbaR! & Sons, Inc.

BROOKLYN, N.Y,, US.A. 11215

557 THIRD AVE.

America’s Lc-gest Macaroni Die Makers Sin

“We stand behind every extrusion
die we produce.”

e

TAKE ADVANTAGE

UNCONDITIONAL GUARANTEE

on % Extruded Results
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* Workmanship

ce 1903 - With Manogemen! Continuou+'v Ratained !r. Seme Family
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President Al Ravarino’s Address

UR convention program has real
meat in it so we can take back
ideas with us to help u= solve the prob-
lems of our business pnd the macaronl
industry as a wholr. However, before
we plunge into the problems that face
the industry today I would llke to
quickly review some of the highlights
of the past two years,

I was elected president of this or-
gonization two years ago at the Home-
stead, That year’s discussions emphasiz-
ed fundamentals, just as this year’s con-
vention is concerned with the funda-
mentals of production, consumer trends,
research, merchandising, promotions
and related phases of the industry. Only
after that convention's discussions of
wheat and macaroni products research
did the NNM.M.A. establish a fellowship
at the Cereal Technology Department
of the North Dakota State University.

At the Homestead a representative of
McCall's magazine reported on con-
sumer attitudes. We have just complet-
ed a consumer study of our own. This
will provide a gold mine of ideas and
opportunities for expanding the market
for, macaroni and noodle products.

Of course you are all familiar with
the Federal Trade Commission charges
of fixing prices of durum wheat which
were reviewed at the Homestead con-
vention. All of you who have been close
to the sltuation know how ridiculous
the charges were. We are glad to report
we have pled our case in the past two
years and the Commission has since
modified the charges.

Noodle Priest

We first met Monsignor John Ro-
manlello at Homestead two years ago.
The story of how Monsignor Romaniel-
lo, the noodle priest, used U. S, surplus
flour, cornmeal and milk powder to
make noodles to feed the hungry peo-
ple of Honk Konp, eventually reached
nlmost every media in the United States
crealing great sympathy for his cause
and publicity for noodles, as well as
doing a vonderful public relations job
for the industry.

Emphasis at the January 1063 con-
vention was agaln on research and as
a consequence at a scries of Board
meetings we started to list projects that
needed atlention in the areas of man-
agement, marketing, research and pro-
motlon. That list is still being worked
on as new problems arise every day.

The meeting at Mockinac and many
regional meetings we have held around
the country - at San Francisco, New
York, Cleveland and Chicago - we have
further considersd these matters plus

the increasing impact of governmental
activities on business such as welghts
and measures, labeling, the Hart Bill,
the wheat certificate plan, Tarift Com-
misslon matters and many others.

We have increased the tempo of our
promotional efforts with the merchan-
dising brochures developed by the Na-
tional Macaron! Institute Committee in
conf=rence with Sills & Company. We
have :1s0 gone Inlo new areas such as
the Sta-.1i color advertising to the gro-
cery trade.

We have increased our efforts with
other groups: as for instance with the
National Restaurant Association and
the American Dairy Assoclation to
make a combined impact on the market.
In cooperation with the Durum Wheat
Institute a presentation was made at
the National Restaurant Show on how
to present durum macaroni foods and
how to use them as money-makers.

Throughout the past two years the
Durum Wheat Institute and the North
Dakota State Wheat Commission, with
the National Macaroni Institute, has
had excellent distribution of the film
“Durum - Standard of Quality,” and
the fllm strip “Tricks and Treats With
Macaronl Foods,” as well as a wide va-
riety of educational materials.

Cooperation with Growers

In our cooperative efforts with the
durum growers, we have participated
ot the U. 8. Durum Show, on the
Durum Industry Advisory Committee,
and with the advisory group to the
Ccranl Technology Department of the
Noiils Dakota State University.

Yes, it has been an active two years,
but these two years are only a begin-
ning. Now we must move to meet the
challenge faced by the food business
here and abroad.

I would like to pause here to remind
you that the many activities I have just
mentloned just didn't happen. After due
consideratlon of policy matters by your
directors, the organlzation and manage-
ment of assoclation programs are car-
ried out by your quiet and faithful ex-
ecutive secretary and his stafl,

American Industry and free enter-
prise are the backbone of this great
country. In these times of big govern-
ment, big business and big labor we too
have to be big in order to survive. As an
united Industry association, we are big.
The macaroni industry is & force in to-
day's economy but the association is
only as strong as its individuals. You
and I, everyone of us, is important to
this association, To mnintain this asso-
clation for the benefit of our industry

and our own businesses we have to
work together for a common cause. We
must take a stronger Interest in our
government, not just in Washington
but we should get to know and talk
with the people in our state and city
offices. Learn thelr views and let thsm
know yours. We must know our con-
sumer, who she is, what she wants and
why she buys.

Al Raverine

We must keep abreast of the trends
in our own industry. Fer instance, we
know the macaroni industry can
roughly be divided into three groups:
first there are producers who sell on
price alone; then there are manufactur-
r+4 who merchandise a quality product
and try to do a consumer educational
and promotional job; thirdly, there are
producers of packaged prepared din-
ners and frozen macaroni products, We
tend to let this last group scare us.
Store shelves are full of convenience
foods. We read articles about conven-
lence foods, We know that approxi-
maltely thirty per cent of all wives In
the United States are working wives,
So, we assume that this vast market
wants convenience foods, but it ia not
necessarily so, Research shows that
women are creative and that they es-
pecially like to create dishes for their

families. In fact, 75 per cent of the:

women newspaper readers read consist-
ently the recipes in food sections, and
some 60 per cent actually save and
use them. Why? Because women like
the praise and satisfaction they get from
the fact that it is just a little bit better
with that little individual touch. Work-
ing women get pleasure and relaxation
in working in their convenient, attrac-
tive kitchens, Just let them know how
delicious, how nutritious and how quick
and easy macaroni foods are to fix and
(Continued on page 34)
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WHETHER YOU'RE MANUFACTURING LONG GOODS
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IS ALWAYS UNIFORM

IN COLOR AND GRANULATION.
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FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn.—General Offices: St. Paul 1, Minn.
TELEPHONE: Midway 8-8433

O'EIEO AMBER MILLING DIVISION
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Through Merchandising Without Giving

His Profits Away

. by Loyd L.Tllng&, pﬂt pnddolil',-_ Denver Association of Manufacturers Representatives,

ot the. NMMA
Memhnndlnlng for a profit is the

responsibility of every depart-
ment, starting irom the time the raw
materials are purchased, to the time the
consumer throws the empty package
into the waste basket. Thc secret is to
get the package into the waste basket
faster and in larger quantities. Not only
must the product itself be merchandis-
ed, but the people who manufacture it
—the people who buy it to resell it to
make a profit — and the people who
consume the item, must also be mer-
chandised.

First, let’s look at our organization
and see how the different departments
can merchandise your item at a profit.
Administrative or office personnel are
extremely important for good public
relations. Telephone couriesy, especial-
ly by those who take orders on the
phone and answer the phone, is ex-
tremely important. Many firms do not
take flve minutes nf their time to ex-
plain to their employees their import-
ance to the company and how they
might affect the company’s business by
not being courteous on the telephone.
1t would be discouraging to work for
years on selling an important account
and then to lose the account berause
of a discourteous telephone conversa-
tion or an unfriendly letter by some
misinformed person In the office.

Telephone Courlesy

You can impres: upon your office
employees the importance of telephone
courtesy. Your telephone company has
a film and a very short course, which
does not take more than two hours to
view, on the proper use of the tele-
phone, and which they are glad to show
to office personncl, This does not cost
your organization one cent, except for
the small amount of time your em-
ployees attend the showing of the film.
It would possibly reap you hundreds
of dollars In dividends.

The spoken word is very important,
but it is a fleeting thing. However, writ-
ten words last several thousand years.
When we hear words, we often have
diffculty recalling exactly what was
said or the Inflection and tone of voice
used a few hours afterwards. On the
other hand, the written word is a ter-
ribly lasting thing — to bless us or to
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burn us, It lasts as long as the paper
on which it was written. If it is a good
letter, it will be read and re-read again
and again, and sometimes preserved as
a cherished document. If it was con-
celved in anger and born of spite and
malice, it could become a festering sore
that cannot help endangering—and
even destroying — the goed will and
friendship between people, or between
organizations. Put smiles in your let-
ters, and they will sell your orgoniza-
tion, Put courtesy in your telephone
calls, and they will sell your company.

Talk fo Balesmen

Not only because I am in sales — but
because I am a firm believer in such a
policy — I feel that people who buy
goods for their companies should talk
to all salesmen, Some good ideas come
from salesmen from whom yuu buy no
goods at all, because they are trying
harder to get your business. I think a
purchasing agent should report to man-
agement on those good qualities and
also the undeairable characteristics of
those calling upon him. He should bring
to his company's attention extremely
good policies and practices of the com-
pany which he does business with, and
adopt them to his organization. Your
company certainly wants to be treated
properly by buyers, and so do the
people who call on you. Every person
who comes into your factory is a con-
sumer — treat him as such.

The productior. department is con-
cerned with the quality of merchandise,
proper packing of the item, high speed
equipment to work with, and the manu-
facture of a quality item at the lowest
possible cost. Most production men find
it much easler to take a wrench or a
screwdriver and adjust the speed of a
wrapping machine or a filling machine
than they do to increase the speed of
their employees. Therefore, you must
find some other means than a wrench
to improve your employees.

Most people find a job in a manufac-
turing plant monotonous, doing the
same thing over and over. A great num-
ber of factory employees start feeling
unimportant, and I believe this is one
of the great causes of inefficlency In fac-
tory work., Every person is human; he
likes to be treated as such; and If hand-
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Loyd L, Thrapp

led properly, he has a feeling of accom-
plishment and importance to his em-
ployer.

I call on a factory that has approxi-
mately forty employees in production
who are the most loyal people to their
company I have ever met. The manage-
ment takes great interest in their em-
ployees, and once a month management
turns their ten minute coffee break Into
what I call a sales break. They sell the
company to the employees. They attend
the coffee break and salute those em-
ployees who had a birthday during the
month; most generally a birthday cake
is purchased at a nomiual cost, which
everyone enjoys with thelr coffee, At
the same time, the owner of the com-
pany tells the group how important
they are to his organization; the im-
portance of their particular job; how
much he apprecintes them; and the
things he would like to see accomplish-
ed in the future. Each employee who
has a birthday is given a small gift
package of products made by the com-
pany.

Merchandising People

I might add that this company has
been in existence for over 35 years and
has never been organized by a union.
When organizers come to the company,
they are told by the employees that
they could not ask for any better treat-
ment than what they are getting, and
that they do not need a union to repre-
sent them. Absenteelsm (unless for
sickness) is nil, and this company gets
a good day’s work from each employee.
I believe this Is a good example of mer-
chandising people. "
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Producticn managers must be aware
of the fact that the package he produces
to put cn the grocers 'shelves is a plece
of advertising. In reality, a display
plece. It comes at no extra cost to the
company, and it is also the final sales-
man to Mrs. Consumer,

Even though 1IBM and Unlvac ma-
chines may affe~, u.r sales by showing
the turnover of our rodust, the ma-
chines merely reflect the effect our
salesmen are having with the accounts,
plus shelf movement of our products
o the consumer,

A salesman is a pecullar individual.
He Iz the hardest worked, the lowest
paid, and he always has the louslest
territory. In my opinion, the biggest
qunlification for a successful salesman
is desire. A man of average intelligence
with a lot of desire will be an excellent
salesman. The more Intelligence, nal-
urally, the more effective a salesman
will be. The less desire, the less effec-
tive he will be.

Cash Incentive

In talking with many companies, 1
have found that if at all possible a cash
incentive can help a salesman be much
morv: effective than a flat salary, or a
bonus at the end of the year. A bonus
can cost a company money (without di-
vidends), because personnel come 10 ex-
pect the gift regardless of the success
the company had during their sales
year.

For companies that use brokers, 1
feel they should be paid a brokerage
plus an incentive when they have gone
above their forecast. Those companles
who use brokers find they must have
extremely close supervision — because
brokers are human beings, and just like
all of us they follow the course of least
resistance. Sometimes, 1 understand,
some brokers have so many lines that
about the only time they work a par-
ticular line is when the representative
is with them.

Much to my amazement, I have found
that some companles dolng a multi-
milllon dollar business do not muln-
tain adequate records. To be successful
in sales, I belleve it is of extreme im-
portance to have sales records by terri-
tory and by account when at all possi-
ble. The year should be divided Into
sales periods, and sales forecasts made
with definite goals; sales quotas; and
promotions for the different periods.

Keep sales forces alert with incen-
tives and well-planned promotions. Va-
riety helps sales, and above all, do not
allow sales groups to become stale by
the same old routine, Put color in sales;
have salesmen wear cowboy hats for a
round-up of values promotion; fishing
hats for “Fishing for Values' weeks;

Ball caps “To Get On Your Ball Team.”
To me, It is extremely importiant to
plan in advance. Rough plans should be
made one year in advance, with final
plans at least a quanier in advance, tak-
ing into consideration holidays, special
times of the year, and forecasting sales
based on past performance and goals to
be attained in the future.

Planned promotions and campaigns
must be co-ordinated with advertising
so that you can get the most out of
your dollar — both in sales and in ad-
vertl.lng. Advertising without mer-
chandising Is like winking at a girl in
the dark. You know what you are do-
ing, but she doesn't. A company must
have these plans in order to plan pro-
duction, and it also can reduce operat-
ing costs by eliminating last-minute,
unnecessary, costly details which affect
the company's profits. There is no use
trying to buy all your raw products at
the bottom dollar and have the pur-
chasing agent squeeze the last penny
out of your supplies, and then throw
away dollars with poor planning.

Packaging

The packaging of a product is ex-
tremely important, as 1 have already
mentloned. The package can be used
as an advertising piece or as a point-of-
sale material, capturing a fraction of a
second of the consumer's eye when she
purchases an ilem.

There has been considerable discus-
sion about point-of-sale material, and
you know as well as I do that this is
very expensive. All of us know that
a great deal of this material never
reaches the store, and if it is displayed
in the store its life sometimes does not
warrant the expense. The effectiveness
and cost depend entirely upon how it Is
used. The best point-of-sale material is
your label — your package.

The manufacturer must draw the
conclusion as to the type of advertis-
ing best for his product and for spend-
ing his advertising money. He must de-
termine in his own mind who he wants
to sell. If it is the consumer or the
buyer at the retail level, the amount
of money spent on direct advertising
by the manufacturer and the amount
spent on a co-operative merchandising
agreement varies in different cases.

In my estimation, displays in stores
(preferably end displays) are the best
way to sell merchandise. In a recent
survey conducted by the Progressive
Grocer (in a study of the Colonial Su-
permarkets), an analysis of one hundred
average women shoppers were asked,
“Why do you buy new items?" Fifty
women sald they bought the new item
because it was on special display, and/
or featured in the store, I might add that

the next nineteen women said they

N
I
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bought the new item because it was
recommended by family or friends —
which endorses my theory of merchan-
dising people.

Another hundred women in the same
study were asked the reason they
switched brands. Again, twenty-five
women sald they switched brands be-
cause of a special display and/or store
feature. 1 would like to suggest some-
thing your companles possibly may
have alrendy tried. In selling a store on
a display, stack the item which is an
gale in the middle, with two of your
other items on either side (of the sale
item )at regular price. Chances are, you
will sell as much of the regular priced
merchandise as you do the sale item.

1 have heard grocery men say, “Don’t
display a particular item because it is
not an impulse item.” To me, every
item is on impulse item. If a product
is displayed and packaged attractively
and causes the shopper to pick it up
even though It was not on her shopping
list, it is an impulse item. This is a big
part of merchandising — making your
product an impulse item.

Multiple packs, especially when pric-
ed at one dollar or less, have been and
stlll are extremely popular. Why don't
you try packaging three or four differ-
ent items In a plastic bag and pricing
them as a single unit? It might make a
new customer for one of the ilems
which they had not tried previously; it
gives the housewife variety. This work-
ed especially well for a canner of meats,
who once a year for the past seven or
elght years has put on o sale of multi-
ple pack items in plastic bags.

Premiums

Women are very premium-conscious.
Pack a premium in your package if you
don't belleve it will work. Why are the
large companies like Procter and Gam-
ble packing su nany of their soaps with
premiums? Why are stamps so popu-
lar? Why don't you take a page from
the book of these glants of the food
industry and pack a premium with
some of your merchandise?

A short time ago, 1 visited with one
of the largest olive packers in the
country. We were talking about his
success in the olive business, and one
of the things he told me surprised me
very much. He said he studied his sales
figures from the preceding years and
would note the highs and lows on his
sales curve. Wheu he noticed that his
olives slowed down considerably dur-
ing a special time each year, he would
pack o specialty package (a premium
container) completely foreign to his
regular line. He told me he would ask
his brokers and salesmen to give him
their anticipated soles and he would

(Continued on nage 14)
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The NEW
DEMACO

- AUTOMATIC
LONG GOODS LINE
oufstrips competition

in performance

and sanitation!

In almost every point of comparison, Demaco
shows a commanding lead over competitive lines.
Come See!
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DEMACQ - The complete line

2000 Ib. Short Cut Llne S Sﬂck Spreaders 1500, Ib.
1500 Ib. Short Cut Line" " 2 Stick’ Spreader 1000 Ib.
1000 Ib. Short Cut Line ,A,DS Spreader Conve';i
Direct Canning Spreaders : Nood e Dryers

Cpaghettl qughers ) 5

“Die’'C ean‘ers“’"'*’ e &
Strippers |
Lonthopds Flnllh Dryers

PRODUCTION: 1500 Ibs. Per Hour
(based on dried production)

APPEARANCE: Product free from white spots, blemishes,
checking, uniform moisture content with a smooth Gold-
en Color,

DESIGN: Extrusion Spreader with famous Demaco “Trade approved” single Mixer.
Cast steel extrusion block with four (4) bolt die removal.

Full compliment of 80" aluminum sticks with stick return.

Two (2) air chambers to insure even air distribution.

Demaco’s revolutionary straight line finish dryer and ac-
cumulator with no transfer from tier to tier.

Separate humidity and temperature controls for pre dryer
and 3 zone finish dryer. 8
20 hour accumulator.

Automatic cutter and stripper.

1" thick aluminum skinned panels for the exterior to in-
sure desired drying conditions,

SANITATION: Come see how your operator
can walk thru entire dryer and accumulator to
vacuum all parts and even wash all surfaces
with soap and water, ; i

Now in production, the

RD
LONG GOODS
CONTINUOUS LINE :I
for V. La Rosa & Sons, Inc. i

De FRANCISCI MACHINE CORPORATION

45-46 Metropolitan Avenue ® Brooklyn, New York 11237
Phone EVergreen £.9880 |
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How to Merchandise—
(Continued from page 11)

pack just that many cases, and when
they were gone he was finished with
the item. He told me that although nat-
urally some of his specialty packs were
more successful than others, they never
failed o bring up his volume during the
so-called slow periods,

This type promotion does several
things:

1, Gives sales incentive by having a
new item.

2, Glves sales something new to talk
about.

3. Glves the company a good sales
picture, where otherwise it might be a
slack period.

I am sure a good macaronl or spa-
ghettl promotlon would be just as suc-
cessful after Lent as one carried through
the Lenten season. Possibly increased
sales and profits would result by not
allowing your sales force to sit back
and rest on their laurels after comple-
tion of their successful Lenten cam-
paign.

Re-Use Value

Sometimes we are so close to the
forest, we can't see the trees — we fail
to realize the package in which we are
merchant .ing our products has some
re-use value. Approximately two-and-
a-half years ago the bleach manufac-
turers converted their lines from glass
to plastic jugs.

One specific company, in 1862, sold
their bleach in the plastic jugs and
enjoyed their normal increase in sales.
They would give premiums for 25 and
50 case displays at the store level. Oth-
er promotions included 25 cents to 50
cents a case off (depending on the item)
for a feature display in a store.

The sales manager of the bleach com-
pany had a very ingenious wife who
liked to sew. One night when he came
home from work, she had made a piggy
bank out of one of the gallon jugs. This
gave the sales manager an idea. He got
a lady to make the banks at a cost of
76 cents each, and for every 25-case
display he would leave one of the piggy
banks with the grocer for display, show-
ing customers how 1o make the banks,

This promotion was used twice during
1063 along with another cash per-case
allowance for displays, and the piggy
bank promotion was so successful that
in 1063 they increased their business
almost one-lundred per cent. The sales
manager does not give the piggy bank
idea all the credit for the increase, but
it was the major contributor — and just
think, the item cost the manufacturer
only 75 cents for a 25-case display.

We constantly read in trade journals
and publications about new preducts

belng offered to the grocery stores and
how 600 out of a thousand of these
items are purchased, and how 200 to 300
items previously stocked are dropped.
In talking to a grocery buyer for a
large supermarket chain, he told me
they are always looking for new prod-
ucts and new items. He said they could
forecast the amount of pork and beans,
corn, sugar, etc., that they were going
to sell, along with anticipated normal
increase, but that they looked for new
products to get their extra increase In
volume.

New Products

It is my understanding that when we
talk about new products, it also in-
cludes existing products that are pack-
aged in different - sized packages.
Larger sized packages have many ad-
vantages and should not be overlooked.
It is a proven fact that people use
more when they purchase more; there-
fore, if you can get them to buy a
larger package of your product they
will use it faster.

The best example of this s the home
freezer, The housewife bought the home
freezer because she wanted to save
money, but when she got home and
fitled it with meat, she found it was so
convenlent that she upped the meat
consumption approximately 25 per cent;
and although the family ate better, the
grocery bill was higher.

Larger families also need larger
packages. And, remember this, when a
customer buys a large package of your
merchandise and has it in the cupboard,
she is not going to buy the competitor’s.

It is my understanding that most of
you are connected with companies
which are family owned and operated.
In my preceding remarks I have tried
to impress upon you the fact that it is
very jmportant for a manufacturer to
create an in-age, as they call it in the
advertising business, or franchise, as
others call it, to sell an item in a mar-
ket. The true prerequisites for accom-
plishing this as far as the product it-
self is concerned must be quality mer-
chandise at a fair price. When I speak
of quality product, I am talking about
one which has acceptance with the ma-
jority of the people, and which con-
tinues to enjoy increnses in sales each
year. As far as price is concerned, I
think that any guardian of the budget
would rather buy a good value than a
cheap product. There never was an
{tem manufactured that could be sold
and resold on price alone and a profit
realized from this item over a period of
years,

Competitors sometimes do more for
us than a friend. A friend is sometimes
too polite to point out our weaknesses,
but a competitor will take the trouble
{o advertise them. A compelitor is never

too far away to affect our job. If the
quality of our product decreases, or
the aleriness of our service falters, our
competitors will prosper and we will
all feel the effect A competitor’s ability
should never be under-estimated. The
business gravey'rd is full of companies
who figured thut competition was stu-
pid, short-sighted, and just plain no-
good.
Family owned companles are very
flexible and enjoy the same benefits
that an individual supermarket opera-
tor enjoys. Famlly owned companies
have personality; you should exploit
this to the very end. Call on key buycrs
with your salesmen and flatter him by
glving him of your most important com-
modity—time, Send him a birthday
card, or call him on the phone at a
time when others never think of such
a thing. Sure, you should call on the
big boss, but don't forget the little guy
who signs the order. It might be just
that very thing that keeps your compe-
titor out—you in—or the slight advan-
tage that tilts the scale in your favor.
When dealing with your customers,
you do not have to go before commit-
tees or organizations to make decisions.
Your customers can deal with the own-
ecr. How many companies have that
advantage today? Most of you people
wear many hats. You handle publicity,
public relations, advertising, packag-
ing, marketing, personnel, and all types
of merchandising materials. Most all of
your suppliers can keep you informed
on the latest in packing methods—pack-
aging equipment, marketing research,
and technical know-how. Therefore,
you are getting “for free" what large
companies have spent millions of dol-
lars to develop.

Invest in Your Business

Re-Invest in your business, I am sure
you fesl no one could run your business
and make a better profit than you can.
If this is true, why every time you get
a few extra dollars do you take it from
your company and pay a stock broker
from 3 per cent to B per cent to Invest
in some large corporation over which
you have no, or very little, control,
when you could Invest this money in
your own business and realize a larger
margin of profit without paying a
brokerage fee? It might be this very
reason that your competitors can slight-
ly undersell you, can make a slightly
better product, or in other ways give
you so much trouble. He probably re-
invests in his own business and is en-
joying more profits,

A business is llke a wheel barrow.
It does not go any place unless there
is someone to push it. And certainly you
as the management' team are the ones

(Continned on page 34),
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HOW DO YOU EAT IT?

Ways and means of mouthward movement make no difference . . . they're all happy
endings when the beginning of the macareni o noodle product wos semolina from 100
per cent durum wheal.

That's the best beginning, because semolina from North Dakota durum gets to the heart
of the macaronl manufacturer in the best way: by glving him the extra-high color, the
good dress, and the cooking characteristics he knows will mean hoppy endings in his
customers’ kitchens.

We specialize In the hoppy beginning that Insures happy endings . .
from 100 per cent durum,

. semolina milled

” Nowth Dakota M and Elevator

_“IM THE HEART OF THC DURUM BRLT™ . |~ | [}
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Consumer Attitudes Toward Macaroni Products
a digest of ccmments made by Robert M. Green ot the 60th Annual Meseting

his report is a milestone in maca-
roni history, In the past we have
talked to ourselves frequently; to our
distributors and customers occasion-
ally; and assumed that we knew what
the customer thought about us, Now it
has been documented by a study made
for the Natlonal Macaroni Institute by
Market Facts, Incorporated.
The purpose of the study was to de-
velop the following kinds of general
consumptlon data;

A. The characteristica of macaroni-
using households, particularly heavy
users.

B. The forms of macaroni products
used.

C. The frequency of use.

« D, Bources of information about the
product used by homemakers.

E. To examine prevailing beliels
(and misconceptions) concerning maca-
roni: products,

F.-To determine the reasons for use
—the benefits of the products or the
reasons for not using, or for not using
more often.

Thus, In a general sense, this was a
motivational study.

The study was based on the responses
of a tolal of 2487 homemakers who
were among the 30,000 members of
Consumer Mail Panels, Inc. The sample
was divided among six different regions
of the U.,8,, and were matched to the
U.S, Census distribution according to
four basic criteria: age of homemaker,
family Income, degree =f wrhanization,
and census region.

A large body of facts have been de-
veloped and tabulated, and I do not pro-
pose to go into them here, but, rather,
I will highlight the summary and com-
ment on my own conclusions.

General Mar'zet Information

Under General Market Information,
these points are raade:

1. About one family in six uses maca-
ronl and spaghetti on a8 weekly basis
or more frequently; just under half use
macaroni and spaghetti two or three
times a month or more often. Egg
noodles are used less widely, with about
a third of the homemakers serving them
at lenst two or three times a month.
Thus, the opportunity for conversion to
regular usage of macaroni products in-
cludes the majority of the homemakers.

2. The most dominant form of maca-
ronl products used is dry form. For in-
stance, while about two out of three
homemakers serve dry form macaroni

and spaghettl once a month or more,
the proportion who serve macaroni or
spaghetti in canned or packaged dinner
form franges from 9 to 21 per cent.

3. The Eastern Seaboard, including
the New York City area, tends to pro-
duce more regular users of all maca-
roni products,

4, Consumption of macaroni products
in larger urban areas is much higher
than in rural areas.

Robart M, Green

5. There is a high degree of duplica-
tion between the use of macaroni and
the use of spaghetti, Seven out of ten
nomemakers who qualify as fairly reg-
ular users of either macaroni or spa-
ghettl also qualify as falrly regular
users of. other product.

6, Macaronl and spaghettl tend to
be viewed as economy foods. Heavier
usage has developed among large,
young, blue collar families residing in
urban areas. By no means, however, is
usage concentrated among these people,
and it is reasonable to assume that the
opportunities for expansion extend to
all segments of the population,

7. Egg noodles are viewed more as a
side dish or as an ingredient to be
used in combination with other food
Items. Thus, it has achleved a more bal-
anced usage conflguration compared to
macaroni and spaghett! in terms of the
population segments using noodles rar-
ularly. :

8. The presenca of children may ¢ -
real opportunities for greater sales of

macaronl products, While most home-
makers regularly serve macaroni prod-
ucts because of total famlily acceptance,
where differences exist, younger chil-
dren or teen-agers tend to prefer maca-
roni and spaghetti more often than
adults, .

8. An Itallan background clearly en-
hances acceptance of macaroni prod-
ucts. The proportion of families with
some Italian background who use maca-
roni and spaghettl regularly is about 50
per cent higher than the general popu-
lation. .

Product Beliefs

Under Product Beliefs and Buying
Influences, four points are made:

1, The overriding belief that has to
be planted and nurtured in the mind of
the homemaker is that her entire fam-
ily will react enthusiastically when she
serves these products. Communications
effort should be directed ultimately at
building this kind of product image,

2, Based on the relative infrequen-
cy with which macaroni products are
servyd to dinner guests, and on the
belieis of homeraakers concerning the
approp-lateness of macaronl and spa-
ghetti wi.en serving relatives for dinner,
the products appear to suffer from some
lack of “status” or menu prestige.

3. Besides the emphasis which should
he placed on the cultivation of the no-
tion of “total family acceptance,” com-
munications support for these products
inust contain other product appeals. The
following recommendations are sug-
gested by these findings:

Calorie implications of macaronl
products, There may be some gross mis-
conceptions operating to the detriment
of macaroni consumption in relation to
the calorie content of the products.
Anything that can be done to relieve
the anxieties of ho.:»mal.ers concern-
Ing the “starchiness” ..otlon should
prove to be an effective stimulant to
increased usage. The possibility of suc-
cessfully explolting thls issue in a
exm:unications program depends, of
ccurse, on the lorcefulness with which
the culorle problem can be attacked,

The nuiritional adequacy of macaron!
products, Besides requiring that her
family like the products, the house-
wife must be convinced that macaroni
products are nutritionally beneficial, In
the case of macaronl and spaghetti, it is
in relation to the nut+itional benefits of

{Continiicd on page 18) =

TO ITS DISTINGUISHED CHAIN OF COMPLETELY
AUTOMATED MACARONI PRODUCING EQUIPMENT ...

a SPREADER which combines slow extrusion for a superior quality
product with top production for increase in volume; a SPREADER
which extrudes uniform stick patterns for minimum trim and an
eye-appealing product of inveriable smoothness, color and con-
sistency; a SPREADER which produces continuously on a 24 hour
daily operation with the Clermont VMP-5A, 2000 |bs/hr press—
“The Greatest of All Long Goods Presses."

This SPREADER is destined, like other Clermont long goods equip-
ment, to meet the exacting requirements of particular manufac-
turers. After you have studied the features of this machine only a
personal inspection can reveal the full measure of its superiority.

MACHINE CO., INC. 770 WALLABOUT STREET BROOKLYN 6, N.Y, U.S.A,

‘Telephone: EVergreen 7-7540
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; Research You Can Do Yourself

Rnymand E, Pritchard, a partner in
the trade assoclation management
firm of H. P. Dolan Associates, Chicago,
commented at the convention on the
areas of market Information that are
available to the monager who will seek
them out.

He cited market studics made by
newspapers on who buys macaroni, In
¢ Cincinnatl and Toledo this was done on
« an economic basis; in several other

citles it was simply used by users and

non-users.

Similar studies in other markets list-
ed outlets for various macaroni prod-
ucts' brands,

Sales performance by regions has
been tabulated by Chain Store Age as
of July, 1963, for macaroni, spaghetti,
noodles, fancy macaroni products, din-
ners and pizza mix,

The Chicago Tribune was cited as a
source of information for advertising
in that market, with expenditures tabu-

! lated by the leading advertisers and the
various media used.

For information on the production
trend of macaronl products, he sug-
gested the durum mill grind reported
in the Northwestern Miller,

In commenting on the statistical and
market research program conducted for
the seven natlonal trade associations
that Dolan Assoclates serves, he re-
ferred to industry operating cost ratios
as listed below. He stated that ex-
change of Information of this sort
between competitors on percentages
would emphasize sitrengths and weak-
nesses in company management.

Consuiner Attitudes—
v (Conllnqed from page 16)

the products that lieavy users and non-
users differ more sharply than on any
other specific preduct attribute.
Convenience and versatility of maca.
roni products, Convenience and versa-
i tility are both se2n as important attri-
. butes of macaroni products. These find-
Ings suggest that the convenience and
J versatility appeals would be less in-
) fluential than attacking the calorie ls-
sue. However, it is in these two arcas
that the opportunity for differentiating
macaroni is the greatest, and so con-
venience and versatility should be re-
garded as derirable elements in any
continuing promotional effort,

The economy appeal of macaroni
products. No one disputes the fact
that macaroni products are economical.
However, the economy appeal does not
seem to be as fundamentally effective

§ 18
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INDUSTRY OPERATING COST RATIOS
PER CENT FIGURES

Sales
Gross Sales ............
Less Sales Returns .,...... 5Tl
Less Freight and Discount on Sales

Net Sales ....

PesreEs iR anere

Cost of Sales
Flour and Eggs ........... Vevesuns
Packoging .......

Indireet Labor ..oovvvsvvvvinnsrenes
Manufacturing Overtime Premium
Other Fringe Manufacturing Labor
Building Costs

Other Manufacturing Depreciation
Personal Property Taxes ..........
Other Manufacturing Costs ........

Total Cost of Sales .......evvvvvnneiinns

Gross Profit on Sales ...., Viveene

Selling Expenses

Salesmen ......0000..

Sales Repi.tentatives .............
Travel and Ev.‘ertainment .........
Sales Service ........
Advertising ........ e
Communications ...... f
Other Selling Expenses ...

Total Selling Expenses ..........
Admintitrative Expenses

Executive and Supervisory Personnel ...........

Clerical Personnel ......c00000vass
Other Administrative Expense ....

Total Administrative Expense ...
NET PROFIT BEFORE TAXES ...

Per Cent

srreveraas frsaserraneaan

R R R R

Parrensenanan

D IEEEE)

Tessanaeras R

sansiaareaas tesanse .

t ................

...... seesansa

........ Sresrarsasessanse

in generating usage of the product as
the other appeals which are available,

4, While there are some regional dif-
ferences in the use of macaroni prod-
ucts, this study suggests that product
appeals do not differ according to re-
gion.

The details of this study will be made
available in complete form to the mem-
bers of the National Macaroni Institute,

It should provide a lodestone of back-
ground information and material for de-
veloping marketing and merchandising
plans.

It will be reviewed carefully by the
National Macaroni Institute Commitiee
with the personnel of Sills & Company
to pinpolint the targets for publicity and
product promotion on our national
effort. b !

While many may say that this ma-
terial only confirms whal we have long
suspected, it does much more than that.

It goes Into depths of meaning and
glves us shades of variance. It fur-
ther gives us a benchmark for further
studies of this type to determine what
progress we are making In the areas of
our concentration,

It marks a strong step forward,

Trienah Meyers Advances

For the first time In her twenty year
career with the Federal Government
Trienah Meyers is not dolng research.
She has just been appointed Deputy
Assistant Secretary of Agriculture to
work in marketing and consumer af-
falrs, i

For the past seveateen years she has
directed consumer and industrial atti-
tude and preference studies on food and
fiber products, She spoke at last year's
macaroni convention on “What* Con-
sumer Studies Can and Cannot Do ~

. /THE MACARONI JOURNAL
ROy oGy P, L

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

ing Lines.

Nete — Celling Mount allows free storage area under the
Stor-A-Veyors.

Verti-Lift Bucket Elevator plicks up from the Noodle Dryer
.- and delivers to the pre-selected Stor-A-Veyor.

OF the many macaroni firms tnat 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: Musller Jersey City,
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Systems 2
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MACARONI GOES TO COLLEGE

by Julie Dunkirk, Home Economics Student and Durum Queen

MY purpose today is ‘o tell you
about the broad re-earch pro-
gram at North Dakota State University
and how this research is made useful

. to future farmers and home econo-

mista,
Before I came to college I often enjoy-
ed macaroni and various other durum

_' " products at home. While I knew that

“macaroni was made from durum wheat
and that this was grown in North Da-
kota, I wondered how they turned
wheat into long, hard spaghetti, and
how they got those holes in the maca-
ronl. When I decided to major in home
economics, my questions were answer-
ed in a hurry.

Let me take you on an imaginary
visit to North Dakota State University
where the home economics teacher is
giving her students a preview of a
course which they are about to begin.
The class is Freshman Foods No. 148
which deals with durum wheat and it's
products. Let's look in & she begins
the lecture:

“Because North Dakota is the leading
durum producing state in the country,
the use of durum products, how t2 pre-
pare them and their fine nutritive value
is being stressed in this class.

Nutrition

“First, let's talk about nutrition. Mac-
aroni provides important contributions
to the American diet. Just a two ounce
serving provides the following per-
cenlages of daily requirements for
adults:

*Twenty-five per cent of the thiamin
which you need, 12 per cent of the ribo-
flavin, 20 per cent of the niacine and 18
per cent of the ircn.

"How much mc e can you ask from
a two-ounce serviig of any food?

“One of the mcst controversial items
concerning durum products is the per-
sistant myth that they are starchy and
bad for the figure. This is quite untrue,
Durum wheat is naturally high in pro-
tein (about 12 per cent) and the addi-
tlon of eggs to most noodles raises the
protein content still higher. So you
can easily see that macaroni products
are not the starchy food that many peo-
ple are led to believe.

“At North Dakota Stale we use a
rother new method of cooking mac-
aroni products. Instead of the usual 12
to 20 minute cooking period, we are
instructed to let the macaroni boil only
one minule, always starting it in salt-
ed, boiling water, Then we let the prod-

Durum Macaroni Quesn Julie Dunkirk

uct stand in the hot water for five
minutes, drain it and use it in any way
we wish, This preparation method
makes the macaroni chewy as it should
be, and cooks ‘al dente’ which means
to the tooth, Your final product is more
edible and much more delicious when
it is cooked the North Dakota way.

“In our preparation laboratory we
will try to explore all possible uses of
macaroni, This means not only prepar-
ing macaroni and cheese but preparing
such dishes as baked lasagna, spaghetti
with meat sauce, noodle rings with
creamed meat and vegetables, ditalini
fruit salad with fresh frozen cherries,
and many, many more.

“We have a highly specialized cereal
technology laboratory on our campus.
Our class will make a visit to this la-
boratory to see how the quality of
durum is tested, how it is milled, how
thoroughly it is used for flour and how
the different shapes of durum products
are made. We will also see how the
finished product Is tested for consumer
consumption,

Leading Industry

“The Instructors in Food and Nutri-
tion feel that since dirum is one of
the leading indusiries in North Dakota,
students should be madt aware of the
facts concerning this important prod-
uct. The northeastern corner of our state
is known as the durum triangle. It is
important to the economy of North Da-
kota, You will learn about proper pre-
paration of macaroni products and their
many uses. You will come out of this

particular class having tried the prod-
ucts and knowing that they are good
{o eat. My first assignment will be to
read chapler one on macaroni pro-
duction. That will be all for today. Class
dismissed."

Cereal Technology Laboratory

Now let's take an imaginary tour of
the Cereal Technology Laboratory at
North Dakota Btate, This Is a fascinat-
ing bullding. It ls the only research lab
dealing with durum in the United
States,

We are first greeted by the assistant
professor of the lab, Dr. Leonard Sib-
bitt, who tells us the purposes of the
lab are:

1. fo develop new and better varie-
ties of durum for North Dakota.

2. to discover a new and better
method of evaluation.

3. to’ promote the teaching program
and to distribute information on
durum.

Dr, Sibbitt tells us that 85 per cent
of the durum grown In the United
States 1s grown in North Dakota. He
points out that durum is one of North
Dakota'’s leading products and is vital
to the state's economy, That is why so
much research is being done in an
effort to constantly improve the quality
of the wheat. He goes on {o say that
research is primarily concerned with
quality and that you must have thou-
sands of samples to produce one good
variety. After he concludes his remarks
Dr, Sibbitt takes us to the sample room,

Sample Room

Here we see many interesting ma-
chines which he explains are used to
test wheat. SBamples come from all over
the Midwest. They are first cleaned,
then test welghed, then graded, analyz-
ed for protein content and finally
ground Into semolina. Dr, Sibbitt ex-
plains that to grind the wheat into
scmolina, it must be taken Into the
milling room, where we go to next.

As we enter the milling room, we
again see many machines. On the table
before us we see about six viles filled
with different granulation mixtures. Dr,
Sibbitt explains that these mixtures
contain durum at different’ stages of
milling. He then goes around and shows
us how the different machines sift and
sift the durum until it' becomes fine
semolinu. He gives us each a handful
of semolina 80 we can see what it looks
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like. After the durum is ground into
semolina, it must be taken to the mac-
aroni processing department where the
final product is made.

The processing room is larger than
the others and contains much larger,
and more complex machines. Dr. Sib-
bitt tells us about the four sleps that
are used in making macaroni from
semolina.

First, semolina Is mixed with water
until the dough has the consistency of
putty, Then it is taken out of the mixer
and kneaded. The dough is then com-
pressed. The alr bubbles which have
been incorporated in the dough are en-
larged glving the preliminary color of
macaronl. The dough s then extruded
into varinus macaronl shapes and sizes.
To explain this he demonstrates by
placing some dough in a small machine
which has a disk directly underneath
the dough. He turns on the machine,
and much to our amazement, the dough
is pushed through the hole with the disk
and, presto, out comes macaronl. A
blade then swishes across and cuts the
macaroni, making elbow macaronl. Dr.
Sibbitt points out that this is only one
of 150 or so shapes and varieties that
gre found on the market. After the
shapes are cut, the macaronl 18 dried
in an open-wire surface where the air
is free to circulate. The spaghettl, which
the macaroni people call the long goods,
is dried on rods. Afier drying the mac-
aroni and long goods, they are judged
for color,

For the past few minutes I have taken
you on an imaginary tour of a class-
room to show you what the young peo-
ple of today are learning about durum
and the Cerenl Technology Laboratory
of North Dakota State University to
show you what is being done for bet-

ter durum and consequently, to make

more money for you, the manufactlurers.

1 am proud of our durum and I am

happy when somcone asks me {o speak

about it because I know that durum is
like nothing else in the world, It can
be copled or substituled no matter how
much people will try. Durum products
have that nut-like wheaty flavor that
‘blends so well with so many food com-
binations and it is economical, con-

‘venient, nourishing ond attractive. It

is something of which America can be

‘truly proud.

in North Dakoto

Production of durum was forecast on
July 1 at 48,516,000 bushels, 15 per
cent above lnst year's 42,268,000 and
the fifth largest output in 46 yecars of

record.

An estimated 1,015,000 acres were
seeded, an increase of 17 per cent from
last! year and 1,800,000 acren ove ex-
‘pected to be harvested.
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Durum Wheat Institute committee members present at a recent luncheon honoring E. Lee

Merry, Manager of the Durum Sales Department of General Mills, upon his_retirement, are
(left to right) Howard Lampman, Terry Butorac, Bill Brezden, Cliff Kutz, Gene Kuhn, Lee
Merry, Mark Heffelfinger, Dick Vessels, Ray Wentzel and Les Swanson,

Lee Merry Honored

Members of the Durum Wheat In-
stitute Committee of the Millers' Na-
tional Federation gathered at a lunch-
eon at the Minneapolis Club recently to
honor E. Lee Merry upon his retire-
ment as Manager of the Durum Sales
Depariment at General Mills, Inc.

A plaque in the form of a “Testa-
ment of Appreciation” was presented to
Mr. Merry on behalf of the Institute
members. The plaque read as follows:

“In grateful recognition of his long,
loyal, sincere and valued service to the
industry representing durum growers,
millers and macaronl manufactur-
ers. . ..

"In deep appreciation of his generous
contribution to the Durum Wheat In-
stitute Committee from 1856 to 1004.. ..

“The members, director and staff of
the Institute join in tribute and salute
to Lee Merry . . . and provide this cer-
tificate as an expression of their very
best wishes to him in retirement and
as o token of their high regard, lasting
friendship and the great esteem in
which they hold him."

Signers of the plaque included Mark
w. K. Heffelfinger, Peavey Company
Flour Mills; W. A. Brezden, North
Dakota Mill & Elevator; A. L. DePas-
quale, International Milling Company;
E. W. Kuhn, Amber Milling Divislon,
GTA; C. W. Kutz, Archer-Daniels-Mid-
land Company; L. W. Swanson, Peavey
Company Flour Mills; R. R. Wentzel,
Doughboy Industries, Inc.; R. M. Green,
National "(acaroni Institute; and H. IL
Lampman, Durum Wheat Institute,

»

A group of North Dokota durum whaat growars paused before Archer-Danicls-Midland Com-
pony's Nokomis mill in Minneapolis for a photo?raph before a tour of the mill, which pro-
(]

duces semolina products. The group was part
which spent two days ia the Twin Cities recently, visiting various
facilities, Their hests ot A-D-M were Clifford Kvi*, manager of the durum department, 2nd
Byron Taylor, Nokomis mill manoger. The visit g qroup wos haeded by Howard Gordon of

.- % “'ﬂ' b A .:ﬁ."'

the North Dakota Foum Bureau office ‘n Fargo.
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a North Dokota Farm Bureou delegation
ogricultural processing




A new conceft of extruder construction utilizing
tubular steel frames, eliminates those hard-to-clean areas. For the first
time a completely sanitary extruder . . . for easier maintenance . . . increased
production . . . highest quality. Be sure to check on these efficient space-saving machines.
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MODEL BSCP —
Short cut macaroni
extruder

MODEL BAFS — 1500 Pound Long Goods Continuous Spreader
e B e i e

appearance,

POSITIVE SCREW FORCE FEEDER improves quality and

increases production of long goods, short goods and sheet forming continuous extruders,

3 STICK 1500 POUND LONG GOODS SPREADER

increases production while occupying the sume 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 |Iighily more space
than 1000 pound lines.

extruder.

4 S
; |  THESE EXTRUDERS AND DRYERS ARE : )
' it i NOW GIVING EXCEWLENT RESULTS SRR S " ll R E TTE M Ac H IMERY cO RPORATIO N ’s'
B R g B L onataoton 186-166 SIXTH STREET, BROODKLYN 18, N.Y. . FHONE: Tiisngle 5-5226

. 7mbrette

SHORT CUT MACARONI EXTRUDERS

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

LONG MACARONI SPREADER EXTRUDERS

Model BAFS ..........c.ccenne. 1500 pounds capacity per hour
Model DAFS.................... 1000 pounds capacity per hour
Model SAFS .........cccevnnen. 600 pounds capacity per hour

COMBINATION EXTRUDERS

Short Cut i, Sheet-Former
Short Cut ..o Spreader
Three Way Combination

QUALITY...:ess Acontrolled dough as soft as desired to enhance texture and

(<

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

CONTROLS . . ... 5o fine—so positive that presses run indefinitely without adjustments.

SA"'TARY. « « = » » » Easy to clean tubular steel frames give you the first truly sunliury

For information regording these and other models, prices,
material testing and ofher services, wrile or phone:

8y 1 - g y SINCE uoa
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H. Howard Lampman

HIS past year the Durum Wheat

Institute distributed 270,000 pieces

of materinl with some help from the

macaroni manufacturers and some help
from the durum producers.

Durum Wheat Notes has a circulation

of 42,000, The last one featured low

calorie menus. It has the plans that
Julle Dunkirk knows about from school
because home cconomics 'clazses and
home demonstration groups use -it.
Other material which we distributed
includes 7,200 coples of Specialties ‘of
the House, 17,050 copies of Economical
Gourmet Entrees for the restaurant
trade, 500 coples of the chart Durum
Macaroni Foods From Farm to Table,
10,000 coples of the Durum Demonstra-
tion Outline which was used In home
*economics classes and 38,000 copies of
the 12 Show-Off Recipes.

Our home economist at the Durum
Wheat Institute made a presentation on
durum macaroni foods at the National
Restaurant Show in May. The title was
Macaroni Money-Makers on  Your
Menu. We distributed Economical Gour-
met Entrees to the audience there.

New Projects for the Year

We are considering publishing a
pocket-book edition of macaroni re-
cipes. We have a proposition, which I
understand has been accepted by the
National Macaronl Institute, for the
three-way split of costs for a hotel-
restaurant-institutional program. In the
past, we have participated in the dis-
tribution of the durum film and will
continue this program this year.

During the past year there are two
things that happened which you prob-
ably know nothing about. One was the

2% .

A Report of Activities
Of the Durum Wheat Institute

by H. Howard Lampman
Executive Director, Durum Wheat institute

presentations made for the Grain and
Forest Crop Research Advisory Com-
mittee of the United States Depariment
of Agriculture, Howard Morton deliver-
ed a proposal for two research projects
in marketing. One concerned macaroni
foods.

A funny thing happened| The Lupart-
ment made no recommendation for
funds for these studies but the House
Appropriations Committee actually ap-
propriated $94,000 for exactly this kind
of work. At the same time, the com-
mittee took $64,000 away from the Sta-
tistical Research Service under which
the studies would be made, 50, in ef-
fect, they transferred this money from
one pocket to another. We are trying to
get the full appropriation restored in
the Senate,

$250,000 Appropriation

Dr. Betly Sullivan-also made an ap-
peal for research in human nutrition
relating to wheat, Because of some of
our activitles and because of Dr. Sul-
livan's very good presentation, Dr.
- George Irving, head of Apgriculiural Re-
search Service asked for a $250,000 ap-
propriation to be devoted exclusively to
wheat. He sald that very little is known
about wheat. There were questions be-
ing asked about wheat which no one
could answer. Consequently, foreign
. .and domestic sales of wheat and wheat
products are being lost on this basis.
He asked that $125,000 of this be spent
on a study of wheat itself and another
$125,000 on wheat food and human nu-
thition. ]

The House falled to approve this'and
through Bob Huffman we went to Sena-
tor Young of North Dakota and we are
trying to get it restored In the Senate.
Howard Morton, who Is Director of
Wheat Utilizatlon Research for Great
Plalris Wheat and head of their re-
search committee for the National As-
sociation of Wheat Growers, Is going
to make a presontation before the Sen-
ate, Committee. . .. i

" We feelthat part of thé credit, for
- "USDA interest in wheat and’ wheat re-
search should go to the Pro Tem Com-
mittee on Human Nutrition. Some of
the committee members include .Dr.
Bradley of the American Institute of
Baking; Dr. Hegsted of Harvard; Bob

Huffman of North Dakota; Ruth Lever-
ton, Administrator of ARS, USDA;
Howard Morton; Dr, Jim Pence of the
USDA labs in California; Dr. Dick
Stockton of the Pillsbury Company; Dr.
Betty Sullivan of the Peavey Company;
Dr. LeRoy Voris, Executlve Becretary
of the National Research Council; and
Harold West, Administrator of the Idaho
Wheat Commission. Bob Green has at-
tended meelings along with Al Welss
and Al Karlin. This group has met six
times and has drafted an outline of pro-
posed research. When It is ready for
publication, we are going to try to get
widespread circulation.

This is the nub of the whole thing.
Since the prestige and popular accepl-
ance of the commodity like wheat or
flour or macaroni is essential to its
marketing success it is the bellef of
the commitlee drafting this statement
that studies demonstrating the nutri-
tional value for the product are an im-
portant and a legitimate part of any
market development program, of equal
and humanitarian benefit, both domes-
tically and oversecas,

World Grain Production

More than 70 per cent of the world's
crop lands are devoted to grain pro-
duce. Wheat accounts for the largest
land area with more than 22 per cent.
While rice now supplies a slightly lars
ger proportion of total calories than
wheat in world food, it is belleved that
increasing dependence upon imports in
densely populated sections of the world
may soon shift the balance to wheat.
Arable land, planted In wheat, will
provide more nourishment for more
people than the same land used for the
production of non-ccreal food, like
meat, milk or poultry. It has been cal-
culoted that from seven to eight pounds
of grain are required to produce one
pound of meat. Wheat foods provide
generous amounts of carbohydrates,
proteins, vitamins and minerals. A dlet
can be designed which contains large
amounts of cereal and relatively small
amounts of protein from animal sources

. and it can furnish adequate protein in

quality and quantity. In fact, there may

be advantages to a high protein diet. .

Heart disease and associated confllc-
tions are less frequent In parts of the

(Continued on page 31) »
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....Buys and stores [he
bulk of the crop!

(Thanks to 70 million bushels storage capacity)
When it comes to durum quality, ADM has it. . . thanks
to 70 million bushels of storage capacity in our agri- ’r)
cultural heartland, ADM is a leading buyer and .
miller of durum and other grains . . . a sure bet for
semolina that extrudes and shapes smoothly, cooks
firm . . . and stays firm and tasty.
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) A stats wilh e ADM akes every recauio
AT\ ok 1 ng crap.. 10 Geliver guality durum
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Springtime to harvest time . . . Texas Ex oo O doaii
to Canada . . . experienced ADM field- (Example: no Hz0 for your doug ) \
ADM's Nokomis Mill . . . now produces semolina ;
men keep their finger on the pulse of ’ 74 f
e, it st aron. Fhag chosk [ exclusively . . . features the most modern milling i
growing n’ ” op(; B:" G NE equipment available. It features triple protec-
and chart soil, seed and weather . . . | tion against moisture: walls comprised of an
¢ } learn where the mature stalks will | outer wall, solidly Insulated core and radiant-
f stand strongest and straightest . . . . heated inner wall. Over 7,000 feet of new - |
heaviest with golden grain. Once aluminum spouting carries the grain from the "

) laboratory analysis verifies the field- stoners, seeders, washers and dryers.. . . through

men's findings, the cream of the { grinding and sifting . . . over the purifiers (new
durum pours into the elevators ADM i from West Germany, Switzerland and Mexico)
... to electronically controlled bins where itis

has at key notches in the wheat bell.
»prascription blended" to your exact specifica-
tions. Complete bulk loading facilities assure
safe, sealed delivery to your bins.
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DURUM DEPARTMENT

WE've alrgady
Worked 60 years
10 1l your

N1eX durum oraer!

ADM has been supplying superior
agricultural products and services for
60 years . . . brought all its know-how
to play in modernizing and converting
its Nokomis (Minneapolis) Mill to
durum exclusively. Located just a
"night's run" from the Northwest's
durum-rich Golden Triangle, Nokomis
is one of America's most modern and
completely equipped durum mills. It's
another reason we say: Where top
performance counts, you can count
on ADM durum.

ADM

ARCHER DANIELS MIOLAND COMPANY

MINNEAPOLIE KANSAS CITY

Durum Wheat Institute—
(Continued from page 24)

world where people eat larger amounts
of wheat, rice and other cereal grains.

By the year 2000, arable land in the
United States will be reduced to 1.16
acres per person. In some parts of the
world, the food needs of each person
will depend on what can be produced
on less than one half acre of ground.

Research, which may alter the high
calorie image of macaronl products, is
being fostered around the world. A
woman at the State Unlversity of Iowa,
Dr. Olson, started out with the theory
that if diet has anything to do with
heart disease then one should look at
the changes in diet. So she fed a group
of human subjects a diet which she calls
the 1800 diet, high in carbohydrates, low
in fats and meat. Surprisingly, she
found the serum cholesterol levels and
blood lipids of the subjects went down.
They actually lost welght. Bob Green
mentioned yesterday the McCann study
In which cereal products supplied the
protein needs of growing children in
a German orphanage. As a result of this
meeting of this Pro tem committee, we
have a start of a projezt in Egypt. The
Department of Agriculture has under-
taken to finance a study of a high cereal
diet in meeting the protein require-
ments,

Research Goes Forward

So, research is going forward. At our
last meeting, we discussed one way of
dramatizing this. There are many
awards for the most significant piece of
research but they mostly are about
$1,000. I believe the largest one is about
$6,000. I asked several scientists what
they thought of such an award and they
thought it was a good idea. I also asked
about what amount might make
smash in the scientific community. They
gave a figure of $10,000. I believe that
wouldn’t be too bad if the millers con-
tributed $2,500, the wheat growers $2-
5§00, the bakers $2,500 and the macaroni
industry $2,500. I offer this suggestion
for your consideration.

This is what the Durum Wheat In-
stitute has been up to during the past
year, I think that in this research front-
ier that we are trying to cross, we have
the greatest promise of this industry
and all industries associated with wheat
that we have ever had. We are on the
verge of making a new era — one in
which our foods will become the pre-
{=rred foods.

Durum Exports Expand

Durum exports In the crop year end-
ing June 30, 1964 amounted to 27,900,-
000 bushels compared with 3,300,000 thu
previous year. The Russian wheat sule
in large part made for the difference.

AucusT, 1964
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Jane Armstrong

Home Economics
Direrztor Named

Hume economist Jane Armstrong,
formerly with the American Dairy As-
soclation, has been named Director of
Home Economics of the Wheat Flour
Institute, according to an announcement
from WFI headquarters in Chicago. In
her new position, beginning June 1,
Miss Armstrong heads a staff of nine
home economists engaged in a pro-
gram of educatlonal activities—recipe
development and testing, food photog-
raphy, editorial service, a field program
and the development of teaching ma-
terials for school use. The Wheat Flour
Institute is supported by leading flour
milling companies.

Miss Armstrong was graduated from
Iowa State University in 1857 with a
B.S. degree in Institution Management.
At Iowa State, Miss Armstrong was
elected to Mortar Board and Phi Kappa
Phi. She served as president of Phi
Upsilon Omicron and was a member
of Omicron Nu, home economics' hon-
orary organizations. After graduation,
Miss Armstrong took her administrative
dietetic internship with the Aetna Life
Insurance Company in Hartford, Con-
necticut, and then joined the American

Frank A. Lindholm

Dairy Association staff where she re-
mained for almost six years,

Miss Armstrong Is very aclive in a
number of professional home economics
organizations. She is Chairman-elect for
Chicago Home Economists in Business
group and an active member in the II-
linois Home Economics Assoclation, the
American Home Economics Assoclation,
the American Dictetic Association, the
Institutional Food Editorial Council and
the Restourant Women's Club of Chi-
cago. She is also a cadet member of La
Confrerie de la Chaine des Rotisseurs.

Miss Armstrong is also active with
the Chicago Council on Forelgn Rela-
tlons and has served on the Young
Adult Steering Commitlee since 1860.
She served on the World Trip Commit-
tee for the Council in 1062-63 and was
Councll co-ordinator for the Around-
the-World Tour in 1063. During 1863-
84 Miss Armstrong was Director of the
Canyon Club and is presently active
with the International Hospitality Cen-
ter of Chicago. Her other activities in-
clude the Republican Organization of
Cook County and Republican Work-
shops, and the English Speaking Union.

New Milling Superintendent

Frank A. Lindholm has been uap-
pointed general milling superintendent
for Peavey Company Flour Mills, Min-
neapolis, Minnesota, announced M. W.
K. Heffelfinger, division vice president.

He succeeds Otto F. Wilke, vice
president in charge of flour milling, in
the supervisory post. Wilke will con-
tinue in an advisory capacity through
December, 1064,

Lindholm was as:signed as assist-
ant general milling :uperintendent in
March 1861, He was t-ansferred to the
Minneapolis office from the company’s
Hastings, Minnesota, plant where he
had been superintendent for nine years.
Lindholm started at the mill in 1049
as a traince and was named assistant
superintendent ihe next year.

Wilke has been vice oresident und
general milling superin‘endent since
1854, He began his career in milling ot
the Hastings plant in 1917, and was pro-
moted to superintendent in 1029. He
later was named superintendent of both
the Hastings and the former Dakota
mill in Minneapolis. Wilke moved up 1o
general superintendent of the Peavey
mills in 1051,

GMI Declares Dividend

General Mills, Inc.'s, board of direc-
tors has declared a dividend of 30 cents
a share on common stock, payable Aug.
1 to stockholders of record July 10. Tt
will be the 144th consecutive quarterly
dividend on GMI's commun shares.
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Durum Developments

By the first of July it was reported
by the Northern Pacific Railway that
in western North Dakota spring wheat
was nearly completely headed, while it
was later In the Red River Valley and
Montana. Durum was not so far ad-
vanced and was reported about 35 per
cent headed, While crops are later than
1ast season, they are only slightly later
than average and are rapidly catching
up. Timely ralns were welcomed in the
durum area in June, where they im-

. proved the outlock for a crop that had

undergone a month's dry spell. Based
on June 1 conditions, the crop estimate
was 46,500,000 bushels compared with
last year's production of 49,800,000.

Strike In Duluth-Superior

A strike was called by 450 grain mill-
ers at the twin ports of Duluth and
Superior, Wisconsin, on July 3. They
walked off their jobs after talks with
seven grain milling companies broke
down. The dispute concerning supple-
mental unemployment benefits involv-
ed members of the American Federa-
tion of Grain Millers, Local 118, and
General Mills, Peavey Coumpany, In-
ternational Milling Company, Aicher-
Danlels-Midland Company, Osborne-
McMillan Company, Farmers Union
Grain Terminal, and Cargill,

Tax Transition

With a good spring crop in both North
and South Dakota scheduled to start
reaching the ports in mid-July, authori-
ties feared a monumental jam-up.

With the transition to the new proc-
essing tax on milling as of July 1, the
flour trade marked time during the
holiday shortened week. No. 1 Hard
Amber Durum was posted at $1:75 to
$1.85 compared with $2.30 to §254 a
year ago, but flour buyers must now put
on the 70 cents a bushel processing tax
to be paid by millers.

Mills ran Leavy in June to beat the
July 1 deadline. Every effort was made
to ship to capacity of mills, and tracers
were put on airslide cars both by
mills and macaroni manufacturers to
avold undue delays, It was expected
that the new wheat situstion would em-

¥ phatize the slowness of July activity

when slow retail sales often are the
prime reason for plant-wide vacations
in the macaroni industry.

The Southwestern Miller magazine
observed bakers are buying on a day
{o day basis, Mills are virtually with-
out a backlog of flour orders, which is
unprecedented for this date in the an-
nals of the industry. Of course, this ex-
troordinary situation cannot continue.
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Egg Market Firm

The government purchase program
has finally had a real effect on egg
prices, as the government has main-
tained a price which has averaged near-
ly four cents a pound over the price
pald during June and July last year,
reports Henningsen Headlines,

In recent years the government has
wound up its purchasing program in
early July and the program therefore
has been in effect only during the time
of heaviest egg production, There has
been no Indication when the program
will end this year, If it does not end
soon, the government will be compet-
ing with Industry for availo™le eggs,
and prices will continue firm.

Whites Are Firm

Ballas Egg Products Corporation re-
ports egg whites very firm—advancing
in line with prices paid by dryers. Fur-
ther advances are expected on both.
Liquid whites are in short supply, with
dryers bidding firmer.

Egg yolks are moving well but are
still under pressure. With shell eggs up
and liquid ylelds down, yolks should
advance some, or whites will have to
carry the full additional cost. At July 1
levels. yolks represented real value, and
on egd solids basis are below whole
eggs ond egg whites. Many whole egg
users might give consideration to using
more yolk products,

Current receipts of shell eggs in the
Chicago market during June were
steady, with very little fluctuation dur-
Ing the month. The fourth week in
June they were quoted at 24.5 to 27.5
cents a pound. Frozen whole eggs ad-
vanced one cent at both ends of the
range, finishing the month at 24 to 25
cents, Frozen whites followed the same
general pattern, advancing from 12.25
cents to 13.25 cents during the first week
to a range of 13.5 to 145 cents at
month's end. Frozen 45 per cent yolks
with full 3 and full 4 color were avail-
able from Chicago egg brokers most
of the month in a range of 46 to 48
cents, but the supply was limited. Al-
though in scarce supply, NEPA 5's vere
available in a range of 54 to 56 conts
throughout the month.

Dried whole eggs remained steady at
$1.02 to $1.10 the entire month of June,
and dried yolk solids followed suit In a
range of $1.02 to $1.09.

Liguid Production

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing May 1064 was 97,203,000 pounds,
sightly less than the 07,471,000 pounds
produced In May 1863, according to the
Crop Reporiing Board.

Liqu'd egg used for immediate con-
sumption totaled 8,101,000 pounds, up

11 per cent from May last year. Liquid
egg frozen was 57,271,000 pounds, 7 per
cent less than in May 1083, Btorage
holdings of frozen eggs at the end of
May were 84,707,000 pounds compared
with 82,680,000 pounds in storage a
year earlier, Holdings increased 22 mil-
lion pounds during May compared with
the 24 million pound increase in May
1963. Quantities of liquid egg used for
drying during May 1064 totaled 31,831,
000 pounds, 11 per cent above the 28,-
796,000 pounds drled in May 1063,

Egg solids productlon during May
1964 totaled 8,000,000 pounds compared
with 7,675,000 pounds in May last year.
This was an increase of 4 per cent. Pro-
duction of whole egg solids was 3,887,-
000 pounds, compared with 3,738,000
pounds a year earller, Albumen solids
totaled 1,358,000 pounds, 16 per cent
above the 1,166,000 pounds last May.
Output of yolk solids was 1,388,000
pounds, 12 per cent less than the 1.
544,000 pounds produced in May 1863
Production of other solids at 1,376,000
pounds was 16 per cent above the May
1963 output of 1,187,000 pounds.

New Betty Crocker
Kitchens Director

Miss Mercedes Bates, Senior Editor
in charge of the Food Department of
McCall's Magazine for the past four
and a half years, has been named Direc-
tor of the Betty Crocker Kitchens of
General Mills, it was announced by
Gen. E. W. Rawlings, President of the
company. Miss Bates, whose appoint-
ment becomes effective August 1, suc-
ceeds Mrs. Helen Hallbert, who retired
January 1, 1084,

A graduate of Oregon State Univer-’

sity in 1936, Miss Bales served as super-
visor of Home Service for Southern
California Gas Company from 1838
until 1945. From 1948 until 1860, she
owned and managed a California firm of
food consultants in the field of televi-
slon, photography and recipe develop-
ment.

Miss Bates joined McCall's January,
1980, and supervised the editing of Me-
Call's Cookbook in addition to her other
duties. She is past president of the
California Home Economlics Assoclation
and is active in the Home Economics
in Business sectlon of the American
Home Economics Association,

Government Purchoses

The Department of Agriculture has
purchased whole egg solids in 13 ounce
tins. On June 11, they, pald $1.047 to
$1.05 for 963,300 pounds, In successive
weeks they pald $1.05 per pound on
lots totalling 1,084,700; 659,100; and
320,650 pounds, "
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Whether you wish to build a new plant or
modernize your present one, BUHLER offers
you the services of a large and experienced
team of macaroni manufacturing engineers.

The Sales Engineer who visita you to
survey your needs . . . the Project Engineer
who analyzes your operation and develops
the besat drying diagram for your require-
ment . . . the Draftsman who drawa up the
detailed plans . . . and the Head Erector
who supervises the installation; all these
are factory-trained and qualified specialists
in the macaroni field.

Complote Macaroni Plants by

BUHLER

Why Buhler-Designed Macaroni Plants
are the World’s Most Efficient

BUHLER BROTHERS (Canada) LTD.
111 Queen S1. l.,'l‘ntm?ﬁ..omuﬂo @g@g

They are also skilled at finding ways in
which you can save money through good
plant design and efficient operation.

Behind these engineers is the experience
gained from designing and operation of
hundrede of modern macaroni plants
located in practically every country of the
world where macaroni is made.

If you are interested in learning how you
can improve the quality of your product at
the same time you are increasing the out-
put and efficiency of your plant, write or
call BUHLER , . . today!

THE BU.LER CORPORATION

8925 Wayzata bivd., Mpls. 26, Minn. 7] (0) (0) YEARS

Phone: Liberty 5.1401

Phone: EMplre 2.2575

Sales Offices: NEW YORK CITY— 230 Park Avanus (MU 9-5446)
CHICAGO —Room 515, 327 South LaSalle Street (HA 7.5735)

LOUISIANA: Arthur Kunz, 10200 Prensburg 51, Naw Orleans (CH 2-4139)
Sales and Service caLIFORNIA: Hom Zagg, 1715 Juarer Avenue, Los Altos (YO 7.7556)
Representalives  WASHINGTON: Ben Borg, 8056 Sunnyside Avenie, Seatile 3 (LA 2.5418)
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President Al Ravarino—
(Continued from page 8)

you've got them sold. It sounds easy.
But remember, you have to get her at-
tention and hold it and you are com-
peting with thousands of 1 ew products
and new ideas. It's a big jcb but that is
what our association is for: to help us
solve our big problems by helping us
to know and understand them. If after
this convention you are able to take
back at least one idea that proves use-
ful to you someday, it will be worth
while.

We are fortunate to be able to spend
a few days In one of the nicest places
in this or any other country. We are
favored with the presence of many in-
vited guests to make our program most
Interesting. The program of soclial ac-
tivities was planned to add sparkle to
your stay, so enjoy them to the fullest.
Thanks in advance o our gracious sup-
pliers whe slp make it possible.

Agaln, welcome to the 60th meeting
of the Natlonal Macaroni Manufacturers
Association and I hope you will enjoy
yourselves thoroughly and that you will
go home a little smarter and happler.
Thenk you.

How to Merchandise—
(Continued frm page 14)

to push the wheel barrow. We are
speaking about merchandising without
giving all of our profits away. How
many times do you talk about profits
10 your employees? Impress upon them
the fact that profits are necessary 1o
yuarantee their jobs. There is an excel-
lent arlicle in the May issue of the
Macaroni Journal concerning profits.
Reprints of this could possibly be made
and circulated among your employees.
When things go wrong, instead of cry-
ing over splled rilk, get another cow.

1 am sure yor ¢ plant, most of the
time, is like a be :hive. And in beehives
we find drudge. and drones who are
life's problems. Ve also find doers, who
are part of the solution. The drudges
and drones muit be eliminated, and
more doers add d to the hive.

How does a manufacturer of food
products grow ‘hrough merchandising
without giving wway his profits? It is
not a fast process, but a slow process
of creating an image and complete con-
fidence in his company—selling his cus-
tomers, as well as his employees, on his
company; making each employee a
salesman for his company; selling his
snstomers on the idea of quality, serv-
jce, and fairly-priced merchandise. The
sules department is not the whele com-
puny—but the whole company i the
siales department,

Mg

There is no place in business for keep-
ing up with the Smiths, Joneses or
Browns. Do not settle for merely keep-
ing up. Strive to do better and to go
beyond your competitor. Do not always
be the copler of your competition. Do
not wait in the wings to see how his
new product is received and then bound
out like you were the originator of the
idea,

The day when one truly gifted indi-
vidual cannot outwit, cannot out-origi-
nate, and cannot out-think a buying
committee or his competitors or his
complicated machines, will be the day
they repeal human ingenuity. The hope
of the human race has always been,
is now, and always will be the free indi-
vidual spirit dedicated to getting ahead
of the Smith, Joneses and Browns—
whoever they are and wherever their
established standards prevail.

s

Vincent 5. La Rose greets Cassare Plerini

Pasta Kings Meet

A meeting of the presidents of two
of the world's leading pasta manufac-
turers took place recently when Vincent
S. La Rosa of V. La Rosa & Sons, Inc,,
one of the largest producers of maca-
ronl, spaghettl and egg noodles in the
United States, played host to Cacsare
Pierinl of the Marina Pasta Comp.any,
Maracaibo, Venezuela, one of Scuth
America's top macaroni firms,

The exiensive La Rosa plant in
Brooklyn (one of six In the country)
was one of the places Mr. Plerinl was
most eager to see on the occaslon of
his first visit to the U.S.

A V1P, tour of the plant was pro-
vided for the distinguished visitor who
was particularly impressed by the fact
that the North American pasta firm
makes its own dies and maintains a
complete tool and die shop.

oy
; 3

Mr. Plerinl does not speak: English,
but Mr, La Rosa speaks Italian, and the
two food company presidents had many
topics of mutual Interest to discuss.
They compared pasta merchandising
and marketing procedures in the two
Americas. They noted with interest the

similarity of the Horatio Alger origins -

of their two thriving family-managed
companlies.

The La Rosa Company, for example,
was foundéd' in 1914 by Vincenzo La
Rosa when, with his five sons, he started
a macaroni manufacturing shop in the
rear of his tiny grocery in the Willlams-
burg section of Brooklyn. The project
soared. Having long outgrown the orig-
inal facility, the present headquarters
includes a 12 story plant and four story
office building. Other plants are located
in Danielson, Connecticut; Hatboro,
Pennsylvania; Connellsville, Pennsyl-
vania; Chicago, Illinois, and Milwaukee,
Wisconsin. Today three sons of the
founder continue their business man-
agement, aided by third generation La
Rosas—of whom three are named Vin-
cent after their grandfather.

The Plerinl success story In the fleld
of quality pasta manufacture developed
along similar lines. As a penniless imml-
grant from Abruzzi, Italy, Caesare Pieri-
nl arrived in Venezuela in 1048, Ten
years later he had become one of South
America's largest macaroni makers in
addition to holding substantial interests
in other businesses, Married to a Vene-
zuelan girl and the father of four chil-
dren, Mr, Plerinl has, within recent
years, brought over from Italy, his
twelve brothers and sisters.

50th Anniversary Open House

As we go to press, plans for a Fiftieth
Anniversary celebration are in motion
at the V. La Rosa & Sons, Inc. Brooklyn
headquarters, with supplementary pre-
parations in the firm's other five plants
across the country, according to Vin-
cent 8. La Rosa, president.

Sunday, July 26 was chosen as the
date to launch the Fiftieth Anniversary
of the business which is one of the
largest in the pasta field and has beea
family owned and operated for three
generations, The Hatboro, Pennsylvania
plant and campus was belng converted
for the occaslon, according to Mr. La
Rosa, into a “combination Italian Festi-
val, County Fair and Family Reunion.”
La Rosas from near and far will be on
hand to form a welcoming committee,

There will be food, fun, games and
souvenirs for both children and adults.
Guests may also tour the plant and be
a part of the first public inspection of
the million dollar “straight line¥ con-
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tinuous dryer, accumulator, stripping
and automatic spaghett! weigher and
long goods continuous press. This pro-
duction sequence represents a signifi-
cant breakthrough in the pasta indus-
try.

In addition to food brokers, distribu-
tors, relatives and family friends, the
guest list includes radlo and television
celebritles, representatives from adver-
tising, business and grocery publica-
tions, local, Philadelphia and New York
newspapers, syndicates, wire services
and consumer magazines,

Don A. Stevens Retires

Don A. Stevens has ended a career
of forty years with General Mills, &
large part of which was concerned with
the company's grain and flour milling
business.

Mr. Stevens was born at Devils Lake,
North Dakota, where he still owns ex-
tensive farm properties with durum
wheat the principal crop.

At the time of his retirement Mr.
Stevens was corporate adminlstrative
ofMcer of General Mills' Flour and Spe-
cialty Products Divisions and for the
company's Traffic Department, Among
his most important services to the mill-
ing industry was his leadership of the

newly formed committee on agriculture
of the Millers’ National Federation from
fts start in 1950 to 1057. From 1054 to
1062 he served as chairman of the Rust
Prevention Association and its succes-
sor organization, the Crop Quality
Council, of which he still is a dircctor.

C. F. Wallace Dead

Charles Frederick Wallace, 78, co-
founder of Wallace & Tiernan, Inc.,
died June 3.

Mr. Wallace was active as an inven-
tor and scientist for over half a cen-
tury. He held more than 80 patents for
inventions in water treatment, clocks,
timing mechanisms, electric flashing
and radio beacon signals, instrumenta-
tion, and remote control and telemeter-
ing systems. In 1940, the National As-
sociation of Manufacturers named him
one of the nineteen leading Inventors
in the 11.8. Earlier, in conjunction with
the company's other co-founder, Mar-
tin F. Tiernan, he received the Edward
Longstreth Medal of the Franklin In-
stitute, Philadelphia, for work in the
fleld of chlorination.

Wallace & Tiernan's activities now
extend to flour treatment, preservation
of fresh produce, chemical and phar-
maceutical manufacture,

Mr. Wallace remained actively at
work in his laboratory until a short
time before his death. He was also a
member of Wallace & Tiernan, Inc.'s
board of directors, and, for many years,
the company's vice chairman and sec-
retary.

Gioia Acquires Interest
In Romi Food, Ltd.

Giola Macaroni Co. of Buffalo has
acquired a “substantlal interest” In
Romi Food Ltd., of Weston, Ontario,
a suburb of Toronto, The extent of the
acquisition was nolt disclosed.

Horace A. Gloia, president of Gioia
Macaroni, was elected vice-president
and director of marketing of Romi Food,
and Edwin D. Wolf, controller of Gioia,
was named to the board of the Ca-
nadian company. Samuel Scobara is
president of Romi.

Romi Food was founded three years
ago and is a major producer of maca-
roni products in Canada. Under the new
arrangement, products will be distrib-
uted under both the Romi-Giola name
and the Romi name alone. The Canadi-
an compaony recently substantially ex-
panded its plant, which now comprises
70,000 square feet,

Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Auausy, 1964

Phone 246-2101 .

DOUGHBOY INDUSTRIES, INC.

SINCE 1856
NEW RICHMOND, WIS, «

Craftsman In Plastics — Packoging Machinery == Farm Feeds — Elactronics — Printing

Quality Since 1856
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Macaroni Manufacturers

Mr, and Mrs. P, F. Vagnino, Jr.
American Beauty Macaroni Comrany
Los Angeles, California

Mr. and Mrs. A. M. Vagnino
American Beauty Macaroni Company
Denver, Colorado

Mr, and Mrs. L. 8. Vagnino
American Beauty Macaroni Company
St. Louls, Missouri

Mr. and Mrs. Ralph Sarli

M=, and Mrs. Michael V. Vagnino
American Beauty Macaroni Company
Kansas City, Kansas

Mr. and Mrs. W. A. Basile
American Beauty Macaroni Company
8t. Paul, Minnesota

Mr. Horace P, Giola

Mr, Anthony J. Gioia
Bravo Macaroni Company
Rochester, New York.

Mr. and Mrs. Albert Bono, Sr.
Mr, Albert Bono, Jr.

The John B. Canepo Company
Chicago, Illinols

Mr., and Mrs. Kennelh J. Forbes
Catelli Food Products, Ltd.
Montreal, Quebec, Canada

Mr. James T. Williams, Jr.
Mr. Robert H. Willlams
The Creamelte Company
Minneapolis, Minnesota

Mr. and Mrs. Emest Ponce
El Paso Macaroni Company
El Paso, Texas

Mr. and Mrs. Vincent DeDomenico
Golden Grain Macaroni Company
Seattle, Washinglon

Mr. and Mrs. Vincent DeDomenico
Golden Grain Macaronl Company
Sun Leandro, California

Mr. Arvill E. Davis
Gooch Food Products Company
Lincoln, Nebraska

Mr. and Mrs. Robert 1. Cowen
Mr. and Mrs. Melvin Golbert
A. Goodman and Sons, Inc.
Long Island City, New York
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Mr, and Mrs, Leo C. Ippolito
Ideal Macaronl Company
Bedford Heights, Ohlo

Mr. and Mrs, E. T. Villaume
Jenny Lee, Inc.
Ct. Paul, Minnerota

Mr, and Mrs, Peter La Rosa

Mr, and Mrs. Joseph S. La Itosa
Mr, and Mrs. Vincent F. La Rnsa
Mr. and Mrs. John J. Cuneo

V. La Rosa and Sons, Inc.
Brooklyn, New York

Mr. and Mrs. L. R, Thurston, Jr,
Megs Macaroni Company
Harrisbury, Penasylvania

Mr. and Mrs, H. E. Toner
C. F. Mueller Company
Jersey City, New Jersey

Mr. and Mrs. Norman E. Anseman
National Food Products, Inc,
New Orleans, Louislana

Mr. and Mrs. Andrew J, Russo
New Mill Noodle and Macaroni Co,
Chicago, Illinois.

Mr. and Mrs. John P. Laneri
0O B Macaroni Company
Fort Worth, Texas

Mr. and Mrs, L. A. Marano
Philadelphia Macaroni Company
Philadelphla, Pennsylvania

Mr, and Mrs. Emest Scarpelli

Porter-Scarpelli Macaronl Company
Portland, Oregon

Mr, and Mrs. Nicholas A. Rossl
Procino-Rossl Corporation
Auburn, New York

Mr. and Mrs. Al Ravarino

Mr. Ernest Ravarino

Mr, and Mrs. William J, Freschi
Ravarino and Freschi, Inc,

St. Louls, Missourl

Mr. Albert E. Robilio
Ronco Foods
Memphls, Tennessee

Mr. Henry D. Rossi, 8r.
Peter Rossi and Sons, Inc,
Braldwood, Illinols

Mr. E. D. DeRocco
San Diego Macaronl Company
San Diego, California

Mr, and Mrs. Theodor Schmidt
Schmidt Noodle Manufacturing Co,
Detroit, Michigan

Mr. Lloyd E. Skinner

Mr. and Mrs. H. G. Stanway
Mr. Clete Haney

Mr. Russ Hounshell

Skinner Macaroni Company
Omaha, Nebraska

Mr. Jerry Slaby
Slaby Noodle Company
Berwyn, Illinois

Mr. and Mrs. Alfred Spadafora
Mr. and Mrs. Emil Spadafora
Superior Macaroni Company
Los Angeles, California

Mr. and Mrs. Joseph Scarpaci
Viva Macaroni Manufacturing Co.
Lawrence, Massachusetts

Mr. and Mrs. Albert J. Welss
Mr. Richard Welss

Weiss Noodle Co.

Cleveland, Ohio

Mr. Robert Willlam
Western Globe Products, Inc.
Los Angeles, California

Mr. and Mrs, John P. Zerega, Jr.
Mr. Peter Zerega

A, Zerega's Sons, Inc.

Fair Lawn, New Jersey

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

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

Mr. and Mrs. Theodore R, Sills
Theodore R. Sills and Company
Los Angeles, California

Miss Marjan Laylin
Theodore R. Sills and Company
New York, New York

Mr. and Mrs. E. Ronzoni, Jr. Mr. John Bohan
Ronzonl Macaroni Company Theodore R. Sills and pany
Long Island City, New York Chicago, Illinols oo "
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Associates

Mr. and Mrs. Gene Kuhn
Amber Milling Division —
Farmers Union G, T. A.
St. Paul, Minnesota

Mr. Conrad Ambrette
Ambrette Machinery Corporation
Brooklyn, New York

Mr. and Mrs. C. W. Kulz

Mr, and Mrs, Don W, Knutsen
Archer Daniels Midland Company
Minneapolis, Minnesota

Mr. and Mrs, Leonard Ballas
Ballas Egg Products Company
New York, New York

Mr. Joseph Santi
Braibanti - Lehara Corporation
New York, New York

Mr. and Mrs. Willlam Berger
The Buhler Corporation
Minneapolis, Minnesota

Miss Mary Campanella
Mrs. Jack Campanella
S. Campanella Sons
Jersey City, New Jersey

Messrs. John and Dennls Amato
Clermont Machine Company, Inc.
Brooklyn, New York

Mr. and Mrs. A, A, Sadok
Colorado Milling and Elevator Co.
Denver, Colorado

Mr. Gene Hayder.
Crop Quality Council
Minneapolis, Minnesota

Mr. and Mrs. Joseph De Francisci
Mr. and Mrs. Nat Bontempl

De Francisci Machinery Corporation
Brooklyn, New York

Mr. Gunther Doerfert
Distillation Products Industries
Rochester, New York

Mr. and Mrs. Ray Wentzel
Doughboy Industries, Inc.
New Richmond, Wisconsin

Mr. James R, Affleck
Wm. Penn Flour Mills Co, (Doughboy)
Bala Cynwyd, Pennsylvania

Mr. H, H. Lampman
Durum Wheat Institute
Chicago, Illinois

Mr. and Mrs. T. F. Sanicola
Faust Packaging Corporation
Brooklyn, New York

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

Mr. W. A. Lohman, Jr.
Mr. and Mrs. R. L. Vessels
Mr. and Mrs. H. L. Ross
General Mills, Inc.
Minneapolis, Minnesota

Mr, B, N, Hempel
General Mills, Inc.
Park Ridge, Illinois

Mr. Lynn Burke
Mr. P, M. Pence
General Mills, Inc,
Palo Alto, California

Mr. Jerry Foley
Grifith Laboratories, Inc.
Union, New Jersey

Mr. and Mrs. Jokn T. Henningsen
Henningsen Foods, Inc.
New York, New York

Mr. Charles M. Hoskins
Hoskins Company
Libertyville, Illinois

Mr. A. L. DePasquale

Mr. and Mrs. T. M. Butorac
International Milling Company, Inc.
Minneapolis, Minnesota

Mr. and Mrs. George Hackbush
International Milling Company, Inec.
Chicago, 1llinols

Mr. ond Mrs, S. F. Maritato
International Milling Company, Inc.
New York, New York

Mr, Ralph Frank, Jr.
Mr. Richard Frank
Lawry's Foods, Inc.
Los Angeles, California

Mr. and Mrs. C. Daniel Maldari
D. Maldari & Sons, Inc.
Brooklyn, New York

Mr. Alexander Frank
McCarthy and Associates
New York, New York

Mr. M. E, Krigel
Monark Egg Corporation
Kansas City, Missourl

Mr. and Mrs, H, A, Cooley
Munson Bag Company
Cleveland, Ohio

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

Dr. and Mrs. Kenneth A. Gilles
North Dakota State University
Fargo, North Dakota

Mr. and Mrs. P. E. R. Abrahamson
Mr. and Mrs. James Ole Sampson
North Dakota State Wheat Commission
Bismerck, North Dakota

Messrs. Willlam and Hugh Oldach
William H. Oldach, Inc.
Philadelphia, Pennsylvania

Mr. and Mys. L. S. Swanson
Mr. and Mrs. Mark HefTelfinger
Peavey Company Fluar Mills
Minneapolis, Minnesota

Mr. and Mrs, George L. Faber
Mr. and Mrs. William H. Grady
Peavey Company Flour Mills
Chicago, Ilinols

Mr. and Mrs. David Wilson
Peavey Company Flour Mills
Manhasset, L. I, New York

Mr. and Mrs, Charles C. Rossotti
Mr. Frank Prime

Rossottl Lithograph Corporation
North Bergen, New Jersey

Mr. and Mrs, Robert Van Gelder
Rossotti California Lithograph Corp.
San Francisco, California

Mr. and Mrs. H. F. D'Sinter
Standard Brands, Incorporated
Chicago, Illinois

Mr. Alvin H. Kenner
U. S. Durum Growers Association
Leeds, North Dakota

Mr. and Mrs, John “Bud” Wright
U. S, Durum Growers Association
Edmore, North Dakota

Mr. John L. Guatelli

Mr. Joseph Pette

United States Printing and Lithograph
Division of Diamond National Corp.
New York, New York

Mr, Louis E. Kovacs
Vitamins, Inc.
Chicago, Illinols

Mr. 1. P, Ritschel

Wright Machinery Company
Division of Sperry Rand Corporation
Ridgefield, New Jersey

Guests and Speakers

Miss Julie Kay Dunkirk, Fargo
Mr. and Mrs. R, E. Pritchard, Chicago

From the Denver arca:

Mr, and Mrs, Loyd L. Thrapp
Mr. and Mrs. C. R. McCotter
Mr. and Mrs, Jack B. Kennedy
Mr, Earle Simme

Mr. and Mrs. Don Bennelt

Mr. Mario Lalli

Mr, and Mrs. Ed Wutson
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Weiss
oodle Company
Solves Bag

with
WrighTwin’

Weiss Noodle Company of Cleveland, progressive
pioneer in the noodle industry, sets efficiency ree-
ords in flexible packaging. Weiss found the answer
« o« the WrighTwin weigh/form/fill 170 LV, This
completely automatic system produeces a tight

package. No slack. No excessive air in the bag,
Important: the Wrigl Twin will handle all width
cuts of noodles even cxtra fine up to six inches
long. And the weighing aceuracy is preeise.
Unique feed arrangement minimizes bridging and
speeds the noodles in an even flow to four Hy-Tra-
Lee® weighers which precision net weigh and fill,
Get complete details from WRIGHT MACHIN-
ERY COMPANY, DIVISION OF SPERRY
RAND CORPORATION. Durham,North Carolina

"
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WRIGHT NT. A completely antomatie WRIGHT NT Il. Designed for weigh-

weighing system for packaging maca-
roni and noodles in eartons, Provides
you with preeision weighing acenracy
at high speeds. A proven, dependable
system  featuring continuwous earton
landling and produet flow,

ing and packaging macaroni and some
typesof noodles insmaller sized eartons,
Like the Wright N'Ty this model has 12
cleetronie weighing heads monnted on a
rotating turret. Iigh speed weighing
aecuraey.

\um-sr, ’%41»-
) Skt

for accurately filled cartons
. « - Wright also has the answer

Bags or eartons, You ean weigh and package
your products more efficiently with Wright
equipment, Long years of experience in the
packaging machinery husiness, plus the latest
know-how in handling noodles and maearoni, arve
at your eommand.  We weleome the opportunity
to recommend the machines and layout hest
suited to your particular requireinents,

WRIGHT

DIVISION OF
SPERRY RAND

Offices: Ridgefield, New Jersey: LaGrange, lllinois; Durham, North Carolina

Southwest Representative:
Harold Stephens,

i
Wesl Coast Ri<zresenlative l Canady { Greal Britain and Conlinent:
Kansas City 45, Mo,

King Sales & Engincering Company, Packreps, Lid, || Wright Machivery Lid
San brascisco, Lot Aefetes, Poriiand | lwoale b, 29aile | Colabiots,  y'ats




Good Package Design

J. Gordon Knapp recently listed these
ten requisites for good package design
in the publication Industrial Market-
ing:

1. The Package design should clearly
identify the product - and it should do
80 from every angle,

% The design should also identify the
compu.y. Package surfaces are ad
space. You wouldn't leave company
identification out of magazine ad,
would you?

3. The design should clearly be re-
lated to other elements of company
graphlcs, including trade mark, logo-
type and advertising.

4. All important elements of the de-
sign should be easy to sce and read.

6. The design should be tied into the
stocking needs of the distributor or
wholesaler as well as the user. Parts
numbers and product names should be
clearly visible.

6. The design should be intelligently
relatcd to the handling the package
will recelve,

7. Effective use should be made of
color in printing and in liner stock.
Color costs little and does much to help
sell,

8. The design on the package should
be related to the use of sealing and
wrapping materials. Effective design
can be ruined by a swatch of gummed
tape used to close the package.

9. All outside visible surfaces and
flaps should be utilized to do an appro-
priate job.

10. The design should have esthetic
appeal, in industrial as well as in con-
sumer packaging.

European Packaging

Folded paperboard boxes without
windows are the most common type of
packoging for mucaroni products in the
six countrics of the Common Market,
representing about 35 per cent of the
total, according to our correspondent.
About 30 per cent of the packages are
folded paper buxes with windows. Cel-
lophane bags account for about 27 per
cent of the totu!, and other types 8 per
cent

Package Type France Ger- Swits-
Boxes Without many erland

Windows 48 2 2

Boxes With

Windows 25 62 10
Cellophane or Film 21 41 76
Others 6 5 13

100% 100% 100%

In the U.S, cartons are predominant
in the East, flexible packaging on the
West Coast, and a mixture of the two
in the Midwest and South.
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New Ideal Cartons

Following on the success of the intro-
duction of their line of redesigned car-
tons for its standard macaroni shapes
as well as for some of its specialties,
Ippolito's Ideal Macaronl Company has
just introduced two new cartons, one
for Rosettes and one for Jumbo Shells
No. 40,

Each of the cartons has been design-
ed and produced in full color lithogra-
phy by Rossotti Lithograph Corpora-
tion of North Bergen, New Jersey. De-
signs feature the same prestige treat-
ment consisting of eye level perspec-
tives of the prepared product with dec-
orative table seitings in the back-
ground.

Durum Growers Associaticn

Alvin Kenner of Leeds, North Da-
kota, Is president of the U.S. Durum
Growers Assoclution. Vice president Is
Ray Klindworth of Fessenden, and
Richard Saunders of Doyon is secretary-
treasurer. The Board is composed of
seventeen directors, twelve of whom are
elected from six districts in North Da-
kota, four from the districts of Cali-
fornia, Montana, Minnesota and South
Dakota, and one at large. District rep-
resentation Is based on membership
and durum production in each district.
The Association is supported by a $5.00
voluntary membership,
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Mormon Macaroni

The Deseret News and Salt Lake
Telegram reports that the Kearns North
Stake, Kearns, Utah, of the Latter-Day
Saints Church (better known as Mor-
mons) has been operating a macaroni
plant for the past elght months, and
intends to produce 100,000 pounds of
product for its welfare program this
Year.

The plant is the old Salt Lake Maca-
roni Company run by Joe Mayo for 40
years. He now assists with production.

Manager of the project is Blshop
Ernest L. Adams. Until the Stake
acquired the macaronl plant, Bishop
Adams was a machine operator In a
brick yard, “Actually, making maca.
ronl is not too different from the brick-
making process,” the Bishop said.
“And I alrendy knew enough about
machinery to keep the plant operating
properly.”

They are using the old batch method
with hydraulic equipment, and drying
on trays in a 62-hour schedule for short
goods.

Packaging work is done by volun-
teers. The plant can produce up to three
tons of macaroni products per day,

Silver Anniversary

Mr, 'and Mrs. Charles C. Rossottl of
Englewood, New Jersey, celebrated
their twenty-fifth wedding annly,
at a reception on July twenty-sixth.

“THE, MACARONI#JQURNAL

P P OB NI AT (71T Y

HAVE YOU HEARD ABOUT RESIFUME”

Calin nseisv!
AND IT'S SIMPLY KILLING THEM - - -

@Lﬂ!l‘ Resifume is a new residual-contact insecticide for control
of all types of crawling insects like cockroaches, ants, beetles, etc. It
features the fumigant-like action of Vapona (DDVP) and the staying power
of Diazinon. Available in 6, 35 and 55 ga:. drums.

For further information on all Pest Control Tools contact:

THE HUGE COMPANK lii:.

P. 0. BOX 9502 - ST. LOUIS, MISSOURI €3161

JACOBS-WINSTON

LABORATORIES, Inc.

EST, 1920

Consulting and Analytical Chemists, specialising
in all matters involving the examination, produc-

tion and labeling of Macaroni, Noodle and

Products.

and Egg

1—VYitamins and Minaerals Enrichment Asseys.
2—Egg Solids and Color Score in Eggs, Yolks and

Egg Neodles.
3—Samolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations.

Microscopic Analyses.

5—SANITARY PLANT INSPECTIONS AND

WRITTEN REPORTS.

James J. Winston, Director

156 Chambers Street
New York 7, N.Y.

Pen for Coll

in the September issue:

THE DYNAMICS OF CHANGE

Ted Sills, public relotions counsel for the
National munnl Institute, nlls the di-
rection of product moﬂm

WHAT RETAILERS WANT

FROM MANUFACTUIEIS PIOMOTlONS

Comments from the macaroni, convon-
tion end Super' Market luﬁMe work-

IDIAS ’OI INSTITU‘I’IONAI. SELLING

Flnl from Colorado.and the Du-
' Institute presentation et the
N-ﬂonl lﬂulut Associotion Show,
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Buyers Hold Workshop
At Super Market Convention

“Nuts & Bolts" approach taken in discussion of Buying Problems

One reason Stop & Shop llkes the
buying committee is that if an individ-
ual buyer “gets wined and dined a lot,
and feels he has to do something for
old-time's sake and a sirloin steak, he
can't.

This safeguard of the group approach
was pointed out by Donald Gannon,
executlve vice-president of the chaln,
during a workshop session on “How to
Do a Better Job of Buying" at the
Super Market Institute convention. He
sald the buylng commitiee provides
excellent training for young buyers and
takes pressure off both the salesman
and the buyer,

In addition to Mr. Gannon, workshop
speakers were Sidney Kohl, vice-presi-
dent, Kohl's Food Stores, Milwaukee,
and Paul Leviten, secretary, Great
Scott Markets, Prcvidence, R.L

Mr, Gannon sald that if a salesman’s
calls are unnecessary, the buyer should
be able to tell him to stop making such
calls and should be backed in this stand
by top management.

Among the reasons the buyer must_

get more out of an interview today than
ever before are increased manufacturer
competition involving multiplicity of
new items, new sizes and shapes and
manufacturer duplication; overstoring
and greatcr competition in the retail
field; an increa e of more than 350 per
cent in salesme.i's calls since 1850; the
increased expunse of doing business;
the planning of sales, and calls from
the field and «ustomer complaints.

From a di:-iributor's viewpoint, he
poined out, a -0-minute interview costs
about $15, plus light, heat, power, sec-
retaries and other expenses. This adds
up to $7,600 for 500 interviews per
week, “merely for the processing of
items offered und the discussion con-
cerning them."

Stop and Shop Policy

To-cut unnecessary time from inter-
views, Stop & Shop policy includes:

1. Buyers should insist strongly but
politely that the salesmen have some-
thing of real value to present.

2, Interview all salesmen. !

3, Do not interrupt buyers with tele-

2 oY

phone calls during interviews.

4. Try to set buyers' lines so a sales-
man can see one buyer and complete
his business,

5, Encourage salesmen to visit every
two months even if they have nothing
to present; keep the maximum to once
a month unless there is something new
to discuss.

6. Insist that the salesman fills out a
new item slip before he reaches the
buyer’s desk.

Mr. Leviten described the operation
of Great Scott, which purchases
through a wholesaler, They began con-
verting to a discount operation a year
ago when they had elght stores.

When Great Scott converted, it dis-
continued about 1,000 items. The en-
suing problem was how to keep out-of-
stock to a minimum because of the
greatly Increased movement of the
items which were retalned. The firm
changed to very deep gondolas and
placed another row on the floor in front
of the gondolas, In addition, most gro-
cery items are tray packed.

Buyer Recommends

Although it buys most of its groceries
from a wholesaler, Great Scott has its
own grocery buyer, He sees 30-40 sales-
men every Thursday. The buyer cannot
add or drop an item on his own, but
must present. his recommendations to
the director of merchandising, who
passes them along to the grocery super-
visor,

Each salesman gets 10 minutes with
the buyer and a timer is used to police
this policy,

In addition to the weekly buyin;; day,
the buyer schedules conferences &t his
convenience to discuss special promn-
tions or deals.

Great Scott holds two meetings each

iweek for buyers. One, on Thursday, is
a buyer-supervisor meeting. Another,
on Monday, involves only groceries.
..Mr. .Kohl, who is an attorney, dis-
cussed “The Legal Aspects of Buying"”
including some of the ramifications and
restrictions of the Robinson-Patman
Act.
Some controversy was stirred by a

{
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question from the Tom Costello, Rival
Packing Company, He was concerned
with the problem a small producer has
when he Introduces a good product,
backed by sufficient data, but is turned
down by the buyer until demand is
built up for the item.

Rabb's Answer

Mr. Gannon's boss, Sidney R. Rabb,
spoke up in an attempt to provide a
hopeful answer to the problem. He said
retallers must think of the problems of
the small manufacturer, not only in
terms of the “big guy” who has the re-
sources to promote his own distribution,

There are thousands of ingenious de-
vices that can be used to get distribu-
tion, Mr. Rabb said. “The big problem
is that folks get stuck on their product,
think it's the greatest and don't under-
stand how the buyer can't agree, The
manufacturer must think in terms of
the buyer’s problem and attempt only
what he can do well. He should not ex-
pect the distributor to solve his prob-
lem.”

In answer to another question Mr.
Leviten said salesmen see the Great
Scolt buyer, rather than the whole-
saler on holiday deals and price ad-
vances and declines, This Is done far
enough in advance so there is proper
coordination.

When asked about the value of shelf
extenders, Mr. Gannon said they can
multiply movement on an item five or
six times, but if overdone glve a store a
cluttered look and present some danger
of customer Injury,

Dropping A Product

The question was raised if there were
rules of thumb for dropping a product.
J. 8. Dillon & Sons Stores Company,
Hutchinson, Kansas, does not use rule
of thumb, Charles Schmucker an-
swered. It leans heavily on figures and
“plays no favoritism with men or com-
panies." If an item doesn't move or is
a “me-too” product, it is dropped.
Generally, he sald, when a product is
added another in the same category,

" although not necessarily from the same

manufacturer, l# dropped.
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King Midas now offers you the most complete line
of durum products in the industry—the fotal range
of grades and granulations, Whatever your spe-
cialty, King Midas has the right product for you.

That’s why our standards as a supplier have to
be so high; why we maintain the most complete
laboratory facilities; why we back up our line with

a continuing testing and quality control progiam
that reaches all the way from scientific wheat
selection to product development research,

Look to King Midas for the most complete line
of uniformly high-quality Durum Products avzil-
able—anywhere. Peavey Company Flour Mills,
Minneapolls, Minnesota 55415,

KngMlidas vurum propucts

Wl o

'FLOUR MILLS
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Paul 3, Willis

Food Is A Bargoin

The one person whom the food In-
dustry must always please is Mrs. Con-
sumer. She must be served well with
every purchase, Paul S. Willis, presi-
dent, Grocery Manufacturers of Amer-
ica, Inc, sald recently,

Speaking at the opening liincheon of
the 27th Annual Convention of the
Super Market Institute, Mr, Willis noted
that the food industry is serving the
consumer well. "Although the cost of
living has risen 16 7er cent in the last
10 years, food continues to be a bargain.
American families are spending 18
centa of thelr present after-tax income
dollar for food as compared with 22
cents a decade ago. For this 19 cents,
which is an all-time low, the consumer
is getting new and Improved food prod-
ucts in greater varieties and abund-
ance,”" he said.

“Modern packeging and improved
distribution facilities have made pos-
sible the e:tension of geographic mar-
keting area: for ;erishable and seasonal
products the y ar around, and also
made possible | ie marketing of many
new items,” he added.

Value of Cooperation
Mr. Willis pa d tribute to the splendid
teamwork coop ration all the way from
farm-to-table 1 the food industry.
“There is a ful' appreclation of the in-
terdependency of each segment of the
Life Line upon jne another, This is one

of our great siengths, Our fine rela-

tionship has come about because we
have been meeting together for years
and therefore have an understanding of
cach other's problems, and a full ap-
preciation of the value of cooperation,”
he stated.

“We can be proud of our good man-
ugement at oll levels and that is why
our operations are so efficient, and mar-
gins are lower than they ave in any

Repoﬂ§ From
Supermarket Institute
Convention -

other consumer goods industry,” he
added.

Mr. Willis referred to the opening of
the New York World's Fair and noted
the changes that have taken place in
the food industry since the last New
York World's Fair in 1030,

“Who would have predicted in 1039
when we had some 2,000 available
items sold mostly in small stores, that
25 years later we would have thousands
of beautiful super markets all over the
United States selling some 8,000. or
more ltems? With this kind of growth
record and changes in distribution
methods, who will risk the guess of
what the situation will be 10 years from
now?" he said.

“One thing is sure, we will have con-
tinuing changes and the future success

of a person or organization will de-:

pend largely on how well they will
evaluate the trends and keep pace with
progress,” he added.

Retailing Revolution

A third retail revolution is in the
making—and the shape of things to
come Includes the supermarket being
used almost exclusively for merchan-
dising and checking out food items.

“All processing, packaging, pricing,
preparation for sale, accounting and
backroom storage functions will be
moved from the store to a distribution
center or some other centralized loca-
tion."

These predictions were made by
R. W. Hoecker, of the Departmert of
Agriculture's Agricultural Mark ting
Service at a workshop session o the
Super Market Institute. His progi osti-
cations were seconded by Dale Aider-
son of the same service,

The first two revolutions were self
service and the supermarket.

Mr, Hoecker listed six advantages of
centralizing functions so that ultimate-
ly most retail stores will become selling
areas with little backroom space for
processing meat, preparing produce for
sale and storage of groceries.

1. Increasing labor efficlency. Small
crews or individaul workers with a
multitude of tasks uve not very ef-
ficient.

2, Better use of machines and facill-
ties can be accomplished in a central
location where 'they can be used to full
capacity, unheard of In individual
units.

3. Clerks can be hired and trained
for the sole purpose of merchandising.

4. Better scheduling of products, both
perishable and nonperishable is pos-
sible.

5. Scientific control of quality, with
better grading, sanitation and refriger-
ation will lead to less waste, longer
shelf life, better package appearance
and better quality to the consumer,

6. Deliveries can be combined to re-
duce their number and to reduce per-
sonnei time in store recelving. !

Transferable Costs 1

Mr. Anderson declared that there are
a multiude of transferable costs. Much
time Is spent in the store on jobs which
could be done more efficiently else-
where.

“We estimate,” he sald, “that about
one-third of the total store labor cost
can be removed to some other location.
About two-thirds of total store packag-
ing supplies costs can also be shifted.”

“Prepack produce also allows some
opportunity to shift space, but less than
for the meat department, We estimate a
30 per cent backroom space saving for
shifting produce prepackaging.”

Looking at the produce department,
the Depariment of Agriculture officials
sald that bagged items, tray pack items
and bananas cost the store in overhead,
labor, shipping contalners and ma-
terials 6, 8.2 and 3 cents respectively,
Central warehouse costs would be 4,
4.8 and 1.9 cenls respectively, a saving
of 37 per cent of retall cost or a saving
of 2.4 per cent of produce sales.

Saving through central packaging of
meat would amount to five per cent of
the meat sales dollar,

Grocery departments lend them-
selves to some centralized processing.
It was suggested that machines could
be d#¥eloped to pricemark cases in the
warehouse, A machine could also be
used to cut cases, 15k

Messrs. Hoecker and Anderson estl-
mated that in_.n store doing $3b,000,
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1,500 cases could be marked at the
warehouse level.

Because of changes in some store
functions, supermarkets themselves
will change.

It Is expecled shelving will improve.
Longer shelf life will permit more mass
displays.

Stores wilk dg more finishing of food
products. Delic¢atessen, luncheon coun-
ters, baking of frozen bakery products
will offer some opportunity to provide
activity in the market and handle spe-

+ cial food service problems,

Checkoults can be made smaller, with

automation of ring up and bagging.

Central Processing

* When asked how soon 30-50 per cent
of the suvermarket industry would be
in centra! pracessing, Mr. Anderson re-
plied that he thought it would be a
rapid development, but gave no time
estimate.

Operators showed considerable con-
cern about union problems over central
processing.

Mr. Hoecker pelnted out that in many
items labor has already accepted cen-
tral processing without much fuss. He

. said he expected Inbor to go algng with
Vv

central processing, although Bome lo-
cals would probably cause delay,

The'speakers said it would be neces-
sary to do an educational job, not only
with the unions involved, but with all
personnel.

How To Present
Product to Buyer

At a session of SMI there was a panel
discussion concerned with presenting
products to buyers.

Mr. R. L. Hileman, vice-president,

~Jewel Tea Company, Melrose Park,
Illinois suggested that local manufac-
turer representatives and brokerage
groups form committees to discuss their
grievances with individual chains. He
told salesmen not to be afrald to criti-
cize buyers to retail management.

He sald that some manufaclurers
have not kept pace with industry
changes and must realize that today the
industry Is one of total marketing, not
just buying and selling.

A_single store operator sald his two
concerns in the area are the salesman's
lack of consideration for the retaller's
time and his belng unprepared when
he makes a call.

One manufacturer sald the buyer
often Isn't qualified to present the man-
ufacturer's case to the buying commit-
tee and asked why committee won't
listen to direct presentations by manu-
facturers' representatives. o

Mr, Hileman answered wlth:he
think it's our responsibility to have
qualified buyers to telk to qualified
salesmen.”

Mr. Calvin' M. Newman, president,
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Hinky Dinky Stores, Omaha, Nebraska
acknowledged that the buying commit-
tees need improving, but went on to
say, “The buyer makes more decisions
than you think. When he says he'll pre-
sent it to the buying committee, he
probably has already decided to reject
the item.”

It's difficult for one buyer to turn a
salesman down, Mr. Donald Gannon,
executive vice-president, Stop & Shop,
Boston, pointed out. The committee
system permits the item to get a good
going over. “The buyer represents you
much better than you realize.”

A group of suppliers wanted to know
when buyers are going to start listen-
ing to advertising plans and toke the
pressure off of pressure deals. One an-
swer was that the first question asked
of a salesman usually is aboul adver-
tising. Another was that the buyer will
no longer be so concerned about special
deals when the consumer stops buying
them,

Tom Costello, Rival Packing Com-
pany, Chicago, said it is the salesman's
job to find what the individual cus-
tomer wants. Every market and ac-
count is different, he pointed out. “If
we're too lazy to find what they want
we're not doing our job.”

A candy company executive objected
to the difficplty of getiing an appoint-
ment with some large chains, “Olten
we can't get an appointment for three
months and by that time the problem is
dead and often so is the item.”

One company regularly invites sales-
men and brokers for day-long sessions
to discuss problems. They also are in-
formed of any policy changes. Another
company has set up a committee to
work with retallers on specific com-
plaints.

Since salesmen are requested to
make all calls early in the week it was
suggested that Friday be used for train-
ing salesmen and giving them back-
ground information which will help
him make better presentations the fol-
lowing week.

It was felt that too many prvsenta-
tions are not keyed to the relailer's
problems and that a great deal of ma-
terial from headquarters is not attuned
to customers and is wasteful.

Willlam Harper of the Coca-Cola
Company agreed to some extent but
added the problem is whethe: the sup-
plier should make his pitch to the con-
sumer or to the retaller.

Mr. Hileman answered: “To both, but
when you make the pitch to the con-
sumer, don't try to set prices for us."

He suggested that manufacturers
don't get proper feedback from their
salesmen in many cares because the
salesmen are afraid of ofending. Brok-
ers generally present nomore honest
picture of the retoil situation. he snid

Beauty Contest

The Prince Macaroni Company is
sponsoring the 2nd annual “Miss Italian
America” Contest at Palisndes Amuse-
ment Park in New Jersey.

Single girls between the ages of 18
through 25 who are of Italian ancestry
are eligible to compete. Entry blanks
are avallable from the Park or grocery
slores selling Prince products. An all-
expense vacation for two at the Sor-
rento Hotel in Miami Beuach heads the
list of prizes for the winner.

Folk Singing Group

The New Prince Spaghetti Minsirels,
a swinging group of seven college folk
singers, are currently strumming up
crowds at chains and large independent
food stores in New England. In mid-
sunmmer they invaded Rochester, N.
Y., Detroit, Philadelphia, and the Great-
er New York and New Jersey markets.

Armed with guitars, a banjo, a bass
fiddle and a collection of hootenanny
favorites, the seplet was inspired to
Invade the markelplace after hearing
the latest Prince Macaroni Manufac-
turing Company radio commercials on
the air throughout New England. The
commerclals, created by Stan Freberg,
the Hollywood humorist, dramatize the
story of a folk singing group that tries
to get a job with the Prince firm,

The New Prince Spaghetti Minstrels
appear In various towns at the request
of chain and independent store mana-
gers, as well as at charitable fraternal,
civic and other worthy public func-
tions.

o i

Spughettl Minstrels hit a note of “al dente™
haimieny during stopover a1 o Fernandes
Supermarket in Eeston Massochusetts,




BRAIBANTI PRESS FOR LONG GOODS- .
DETAILS OF EXTRUSION SPREADING TUBES WITH MOTORIZED DIE CHANGER.

Braiban

DOTT. INGG. M. G. BRAIBANTI & C.5.p.A.,, MILAN—LARGO TOSCAﬂI"l.I'.F.IO. 1—TEL. 792,393 (Three
lines) 780,931 (Three lines), A

SOLE REPRESENTATIVES IN THE U.S.A. AND CANADA -
LEHARA CORPORATION, 60 EAST 42 STREET, NEW YORK 17, NEW YORK (TEL. MU 2-6407)
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TO DETAILS
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THE COMPLETE MACHINE AND ITS PERFECT OPERA-
TION CAN BE EVALUATED BY THE MINUTE CARE
BROUGHT TO EACH DETAIL. BACKED BY 50 YEARS
OF EXPERIENCE IN THE FIELD OF THE MACARONI
INDUSTRY AND ITS HIGHLY SPECIALIZED STAFF OF
TECHNICIANS BRAIBANTI! IS QUALIFIED TO PRO-
DUCE THE BEST MACHINES FOR ALL THE REQUIRE-
MENTS IN THE PRODUCTION OF ANY TYPE OF
MACARONI.AND NOODLES.

“wghl

EVERYTHING FOR EVERY MACARONI FACTORY.
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WAY BACK WHEN

40 Years ago
® Convention “highspot. " consisted of
good Ideas advanced in a round-table
discussion session:
® One company made the substitution
of macmoni produets for j-otatoes the
key to their advertising pro - +am.
® Another company pushed a campaign
to seek the cooperation of chefs of ho-
tels and restaurants to put macaroni
on their menus more frequently.

® Another firm printed attractive dis-
play signs: “Spaghetti, take home a
qum’n

® An added line, “The cheapest meal
on earth,” came in for considerable cri-
ticism and disopproval because of the
tendency to lower macaroni in the esti-
mation of American housewives.

® Several manufacturers were pushing
the idea of “one-dish macaroni meals.”
“Make Friday Macaroni Day” was sug-
gested as a sales builder,

® Providing grocers with display racks
was considered good merchandising,

® Comparative advertising was consid-
ered poor.,

® “Talk spaghettl, not sauce” was sug-
gested by the advocation of melted but-
ter, instead of scaring prospects off with
elaborate sauce recipes.

® Improper practices condemned in-
cluded colored noodles, small type dec-
laration of weights or contents, inferior
flour, insufficient egg content in noodles,

30 Years Ago
® A schedule of cost elements was ap-
proved by the NRA as figures to be en-
tered in the determination of a fair and
reasonable cost of macaroni products.
e NRA Administrator Hugh S. John-
son annour:ced that codes could not ban
the use of pre iums, since premiums
may lend «: der rable flexibility to rigid
prices, but the; were not to be used to
deceive, and tieir cost must be fairly
reflected in pr.ces quoted.
® Price postirg procedures were out-
lined by Maca: oni Code Chairman G. G.
Hoskins. Each member wishing to ob-
tain coples of competitor’s price lists
were required to furnish the Code Au-
thority office vsith a list of such com-
petitors.
¢ Replacement costs occupied the spot-
light with a threatened increase in the
processing tax and the shortest durum
crop of the decarde due to unprecedented
droughts in the spring wheat area.
® Nunzio Russo of Chicago was fully

recovered from the effects of several’

bullets fired into hia bpdy by ‘@ would-
be nssassin, und was bick on the job of
making macaronl,
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20 Years Ago
® Back to a buyer's market, Comment
at the convention in New York City
Indicated that the seller’s market that
had started with the beginning of the
war in 1941 was over,
® Washington Representative B, R, Ja-
cobs reported on wage stabilization pol-
icles of the War Manpower Commission.
Minimum wages had been set in 1838
at 40 cents an hour. Information con-
cerning deferment of male employees
between the ages of 25 and 36 years
was requested. The Office of Price Ad-
ministration issued amendments to the
maximum price regulation to accom-
modate new products or old products
under new styles or packeging.
® The War Food Administration was
buying dehydrated whole eggs. Con-
talners were in critical supply.
® Joseph J. Cuneo of Connellsville,
Pennsylvania, president of the National
Macaroni Manufacturers Assoclation in
1940, passed away in the prime of life
at 40 years of age. He had been an ac-
tive leader in his company, his industry,
and his community,

10 Years Ago
® Peter La Rosa was elected president
of the National Macaroni Manufacturers
Ascociation at the 50th Annual Meet-
ing at Shawnee-on-the-Delaware.
® Past presidents were honored at the
Golden Anniversary Meeting, including
Frank L. Zerega, Glenn G, Hoskins,
Louls 8. Vagnino, J, Harry Diamond,
C. W. Wolfe, and C. Frederick Mueller.
® Charter Member Henry D, Rossl was
presented a plaque upon the completion
of hls paper “How to Manufacture Mac-
aronl,” which was the same as he gave
at the first Annual Meeting fifty years
prior in Pittsburgh.
® President Thomas A, Cuneo lauded
the collective efforts of the National
Macaronl Institute in telling the con-
suming public more about macaroni,
spaghetti and egg noodles.
® Publicist Theodore R. Sills biought
a bevy of beauties from his officc staff
to visually portray what the newsaaper
and magazine lineage actually wus on
macaronl publicity in 1854,

Fred Spadafora
Elected President
Alfred Spadafora, president of the

Supe.ior Macaroni C:Fibnmlj“pl Los
Angeles, California, wad,

dent of the National Macal du-y:
facturers Association at the' An-.
" nual Meeting held at The Broadmoor
in Colorado Springy, Colarado, in June.

Big Fred, es he ls uffectionately

legted presiy v
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CLASSIFIED
ADVIRTISING RATES

Want Ads.......................... 75 Cants por line

'WANTED—Mechanically minded production
manager Interested In good future. Experi-
ence in food monufacturing line desired.
Please send Inquiry to Box 214, Macaronl
Journal, Pnlnllm,rrll.

WANTED—A poir of noodle cutters with
goau ond combs %l"xZU" length, Box
15, Macaroni Journal, Palotine, |1,

FOUND—A sterling silver bracelet ot the
banquet at the macaroni convention. |den-
tify it and we will send It to you. P.O, Box
336, Palatine, I,

INDEX TO
ADVERTISERS -
Amber Milling Division, G.T.A, ... .'O.

Ambrette Machinery Corporation ..._22-23
A D M Durum Depertment ... 25-30
A

Corporstion 19
Braibanti & Compeny, M. & G, _..____46-47
Buhler Corporation, The n
Ck Machine Company, Inc, .. 17
DeFrancisci Machinary Corporation....12-13
Doughboy Industries, Inc. 5
General Mills, Ine, ... 50
Huge Compan ovatwivtntile 41
ll'ul.:l.ﬂ.l'l: kﬂ}i‘:: Company 5
Jacobs-Winston Laboratories, Inc. ... 41
M i Journal 41
Malderi & Sons, Inc., D, . b ¥
North Dakota Mill and Elevator 15

Peavey Company Flour Mills ... 43
Rossotti Lithograph Cory orati 2
United Stetes Printing & Lithograph_.. 49
Wright Division of Sperry Rond _____38-39

known, has been a member of the Board

of Directors since 1048,

Fred was born in New York City,
but went West to California in 1805,
the year of the big earthquake in San
Francisco. He is a vocal booster of
Californla, saying it is the finest place
in the world to live. Fred and his wife,
Isabel, have a daughter, Elaine. Fred
has three sisters, Mrs. George Selfert,
Mrs. F. L. Sherwood, and Mrs. R. Di-
Nubila, and one brother, Emil. Emil is
active in the macaroni business with
Fred.

Fred Spadafora started in the maca-
roni business when he was nineteen
years old, He has been at it contlnu-
ously for some forty-five years in south-
ern California. A recent trade paper ad-
vertisement claims that the Superior
Macaroni Company was the first manu-
facturer in southern California. They
have first claim to packaging maca-
ropiproducts in glassine, and then con-

o sinto cellophane. Superior was

the rst ‘to prepare ' packaged
an dinners., ot

Fred, with a flalr for. the’ dramatlc,
will keep any group with which he'is
nssociated allve and alert,” 7y 1
: \
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/ PACKAGING NEEDNT K
BE A HEADACHE...

Not when you deal with packaging people who have aiready solved most of the problems ‘
that plague today's macaroni manufacturer O Whether you need new package designs H
that spark sales on supermarket shelves . . . delivery schedules that defy the clock and ‘
geography . . . or help in uprating the speed and efficiency of your packaging line . . . ask
us to hel.. O Chances are we've already relieved the headache that's bothering you for
somebody else.

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFFICE: NEW YORK 17, NTW YORK
Offices: Atlanta * Baltimore * Beverly Hills * Boston * Chicaga * Cincinnatl * Cleves

land * Dallas * Datroit * Louisvilla * Milwaukes * Minneapalis * New York * Omaha
Philadelphia * Pittsburgh * Porlland * San Francisco * Seatile St Louls * Tulsa

1 TOIDING CARTONS = LABELS = WRAPS |
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Macaroni Industry has already distributed well over
a million of these colorful recipe folders produced
by General Mills as another service to you.

This collection of tempting main dishes using
macaroni, spaghetti and noodles has achleved great
popularity: with housewives. Baslc directlons, tips
and recipes from the Betty Crocker kitcheps. .,

Four punched gages, 6% x 9% inch Fithtre
Betty Crocker Piffture Cook Book. Fits any stand- -

A HAE

PRODUCTS PROMOTED BY GENERAL MILLS

ard 3-ring book. When folded to 31 x 6% size, fits
recipe file boxes—also grocer's shelf hangers and
standard shelf racks. Appetizing, full color photos of
the dishes on the outer page.

Available at less than cost. Approximately 1¢ each.

Your brand name and company address imprinted

for only Y4¢ extra in minimum quantities of 5,000,
sJ0.order your supply ofgthese recipe folders, see
;{-’you_r ..j‘"‘l Ils Dufum representative or virite:
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. SENERAL LS

DURUM SALES W

Minneapolis, Minn. 65460
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