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R ) Ro""&['bth-produud macaroni package 1s a modern
- M

ﬁ ' marftﬂiﬂg lodf It will do these things for you, efhciently,

; without fuss or fanfare
" will give you a sensible, hard selling package not
only at the point of purchase but all through the cycle ol
y “" A distribution. It will run trouble free on your equipment
'; It will yield cost cutting economies, withoul sac
o nficing quality or service
How can one sales tool do so much?
Because it utilizes the proper size
and construction faclors for your
market Because il s convenienl

to stack and convenienl to use

LITHOGRS
EXECUTI qgg
SERNsS0TIL CALIEDR (AT

~.

3 A-WQ-NDNSENSE APPROACH TO PACKAGING

Because ils recipes reflect the geographical lasle
palterns ol your own consumers.Because its design
i1s geared lo an increasipgly value conscious customer
Also, because it's been created by people who have
ween the inside of a macaroni plant  who have worked
in it who know macaroni production. And, be
cause Rossotti 1S a name your company, an;i

others like i1l, have trusted for three

generations
*\ No-nonsense speaking, Rossotti

gives modern macaroni mar
keters better merchandis-

ing through packaging!

o nensn‘“wnﬂmsmc RDSSDTTI THROUGH PACKAGING
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HISTORICAL

ITALY is generally regarded as the
original home of macaroni, Certain-
ly it is the country in which macaroal
produgts have been most popular, "ut
their original usnge more probebly
serms to have started in the Orient.

. The Marco Polo story popularized by
the Natlonal Macaroni Institute has
been discounted as a myth by Italian
historlans. The Swiss doctor, Charles
Hummel, in his book on “Macaroni
Products,” says: "It seems more likely
that German travelers learned how to
make egg noodles during their visits to
Aslu, They called this food “"nudel” and
to this day call their factories “nudel-
fabrik.”

In the fifteenth century the Italians
learned how to make noodles from the
Germans. The climate of their country,
especially around Naples, was partleu-
larly favorable for drying the pasta
products as well as for cultivating the
hard wheat from which semolina was
milled, thus producing rich and tasty
wheat foods.

The Italian macaroni indusitry de-
veloped rapldly and qulickly spread to
France and later all over Europe. Ital-
jnns settling in America took macaroni
products with them, where the industry
is credited with growing up during
World War 1. During World War 11, the
industry gained much importance in
England.

From Home o Factory

In the beginning, nll macaroni was
homemade. A small industry developed
first in Italy, and by 1800 the first me-
chanical devices for processing appear-
cd. These were very crude and in-
efficient. Nearly 50 years later the first
hand-operated mechanical presses —
mainly buill from wood — came into
existence. More elaborate machines
were developed about 1880, most of
{hem driven by animal power, but the
incrensing popularity for macaroni
called for more efficient machinery.
This was developed in Italy, and then
France, and at a later date in Germany.

Al the beginning of the twentieth
cenlury, efficient equipment, comprising
mixers, kneaders or gramolas, hydraulic
extrusion presses, and drying cabinets
became available. Efficient plants for
the -production of macaroni products
were bullt, and soon the homemade
goods were replaced by merchandise
produced by an economical process on
a commuicial scale.

Little change was made in the ma-
chines in general use for about 30 years,
but in the early 1930's a new develop-
ment was started, reports Dr. Hummel.
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A French firm built a sinyple continuous
extruder, and about the same time con-
tinuously operated automatic presses
were developed in Switzerland and Italy
replacing the batch work of earlier pro-
duction equipment.

Similar presses were bullt in the
United States, and today practically all
the new presses installed are of the
continuous type with vacuums develop-
ed in the 1850's to draw off the air bub-
bles from the dough and make products
more {ranslucent,

A'n ll:-illf h.;‘;pﬁt;.f;r lu:uu-ml menufocture,
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In 1946 a Swiss firm operated the first
production line turning semolina into
dried spaghetti or macareni ready for
packing in one continuous automatic
operation. Today straight line automa-
tion has been completed with continu-
ous presses, continuous dryers, accumu-
lators, stripping and sawing equipment,
and automatic weighing machines.

In the US.A.
In the book “Spaghetti Dinner”" by
Giuseppe Prezzolinl, Henry C. Putnam,
(Continued on page 16)
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King Midas now offers you the most complete line
of durum products in the industry—the folal range
of grades and granulalions. 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 program
that reaches ai 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 avail-
able—anywhere. Peavey Company Flour Mills,
Minneapolis, Minnesota 55415.

_Jing Mliclas ourum ProDUCTS

CEPTEMDER, 1964
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La Rosa Celebrates Fiftieth Anniversary

Peter La Rosa

LA ROSA & Sons celebrated its
» 50th anniversary in July by an-
nouncing plans for a new advertising
campaign designed to further increase
sales of Lhis most successful macaroni
company. The television campaign, larg-
est in the firm's history, will be backed
by a strong newspaper promotion in
key murkets.

The new campaign will feature celeb-
rities who will describe their favorite
macaronl recipes in television commer-
cials,

As this well managed, fomily owned
business passed the half century mark,
it could Jook with pride at the past and
for grent expectations in the future.
High quality, new products, merchan-
dising: and diversification were prime- ¥
factors for its tremendous success.

Vincenszo La Rosa, Founder

The company was founded 50 years
ago by Vincenzo La Rosa and his five
sons, Frank, Stefano, Pasquale, Filippo
and Yeter. Ownership and management
has yossed down to the children and
grondchildren so that the company's
affairs have been under the personal
guidunce of the La Rosa family for
thre: generations.

Three of the founder's sons are still
active in the firm. Stefano La Rosa is
chairman of the board, Filippo La Rosa
is vice chairman, and Peter La Rosa is
chairman of the executive committee.
Frank ond Pasquale are deceased.

Dominick 1, Philip P.
Mingella Le Rosa

Filippo La Rorr,

b A e e

Stefano La Rosa

Third generation members of the
family have now been moved up to top
echelon posts, Serving as president Is
Vincent S. La Rosa. Other officers are
Vincent P. La Rosa, executive vice pres-
ident and director of marketing; Vincent
F. La Rosa, senior vice president and
director of sales; Joseph 5. La Rosa,
senior vice president, director of pur-
chases and treasurer; and Philip P. La
Rosa, senlor vice president, director of
operations and secretary. John J. Cuneo
serves as vice president and general
sales manager; James G. Tallon, vice
president, general advertising and mer-
chandising manager; and Dominick J.
Mingolla, vice president and director of
consumer relations.

Grocories to Macaronl

The business began as an adjunct to
the family's Italian speclalty grocery
store in Brooklyn and largely served
the many Italian-Americans who lived
in the neighborhood.

During the 1930's, company products
were being marketed throughout the
entire melropolitan area of New York.
A completely integrated line of packag-
ing machinery and wholesale distribu-
tion—innovations for the macaroni in-
dustry—were set up.

In conjunction with its first advertis-
ing campaign, the company inaugurated
the Idea of a brand name in the Itallan
food business ond selected a red rose as
its trademork. Early advertising cam-

ol

Yincent F. Vincent P,
La Rosa La Rosa

Yincent 5. La Rosa

Joseph S, La Rosa

paigns relied heavily on foreign lan-
guage radio stations in New York City
to reach the greatest concentration of
La Rosa customers. In the late 40's, the
firm expanded its coverage to general
audience radio stations in key markets
where La Rosa products were distrib-
uted. Newspaper and car card advertis-
ing supporied the radio commercials.

The 50's and early 60's saw continued
growth and prosperity for the venerable
firm. Several new plants were acquired
and new products were added to the
La Rosa line.

Plants in 8ix Citles

Today the firm can boast of plants in
six cities: Brooklyn, New York; Daniel-
son, Connecticut; Hutboro and Connells-
ville, Pennsylvania; Milwaukee, Wis-
consin; and Chicago, lilinois. The prod-
ucts are marketed in 45 states and sev-
eral couniries overseas.

Diversification has played an impor-
tant role in La Rosa's continued growth.
Besides macaroni, the firm's products
now include Italian-style prepared spe-
cialties such as a variety of sauces, pizza
mixes, and canned and prepared soup
mixes. These products represent more
than 20 per cent of the firm's current
volume.

Gala Held

To mark the festive occasion, the La
Rosa family held the La Rosa Family
50th Anniversary Gala at the Hatboro,
Pennsylvanin plant and campus in July.

J. John James G,
Cuneo Tallon i
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Pasta Vice President Serves Spaghettl . . . and Cake, Young Honey
Hafer, one of the 1,800 children who attended the V. La Rosa &
Sons, Inc. 50th Anniversary Celebration held at their Hatbaro, Pa.,
plant, Is served bountifully with spaghetti and meat balls by Joseph
S, La Rosa, third generatioy senior vice president and treasurer.

The festivities resembled a combination
Italian Festival, County Fair and fam-
ily reunion. L.a Rosas came from far
and near to welcome their guests. There
was fun and food, exhibits and movies,
beverages and games, all for the 4,168
children and adults, many of whom saw
the formal presentation of the nation's
first “straight line” production of maca-
roni products.

It Takes 8,500 Meat Balls

1t takes B,500 meat balls to feed 4,108
dinner guests including 1,800 children.

This large scale food consumption
statistic is furnished by courtesy of V.
La Rosa & Sons, Inc., one of America’s
largest macaroni producers, and came
to the firm's attention as a result of a
recently held 50th Anniversary celebra-
tion.

Seeing I3 Believing.

Stripping and Long

1600 guests were expected at their
Hatboro, Pennsylvania plant—one of
six across the country — but actually
more than two and a half times that
many showed up.

The total food and drink consump-
tion amounted to:

8,500 Meat Balls—(Institutional Pack)

700 1bs. Spaghetti and Rigoletti (cork-

screw type spaghetti)
1,300 quarts of Marinara Sauce (Plum
Tomatoes)

50 Ibs. Macaroni for Macaroni Salad

70 1bs. Macaroni Salad with ingredi-

enls

150 loaves of Bread (24 slices per loaf)
2,600 Meat & Cheese Sandwiches
3,000 Frankfurters & Rolls

7 tier cake—1,000 pieces
8,000 canapes (4 different types of
cheese)

Philip P. Lo Roso, senior vice president and
secretary, left, shows Peter J. Schedler, right, sales manager of V.
La Rosa’s Hatboro, Pa., plont, the new million dollar *'Long Goods
Continuous Automated System,'" also known as “Continuous Tivs,
Spreader and Long Goods Continuous Dryer, Accumulator 3ection,

Goods Weighing ond Packoging Machine."”

As well aos:
4,800 cans of soda (multi flavor)
3,000 cans of beer; J & B—1 case;
Rye—1 case; Vodkn—8 cases.

New Million Dollar
Macaroni Machinery

Traditional 1000 year old technigues.
still current in macaroni and spaghettl
manufacture, involving "by hand’ oper-
ations and numerous around-and-about
procedures are on the way out, accord-
ing to Vincent S. La Rosa, president of
V. La Rosa & Sons, Inc.

New straight line production ma-
chinery, integrating many Processes,
such as the recent million dollar “Long
Goods Continuous Automated System”
installation at the irm's Hatboro, Penn-

(Continued on page 9)
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Very important people should plan to aitend these meetings:

~YOU, your sules and advertising executives —

CHICAGO REGIONAL MEETING, 10:00 a.m. Thursday, September
10, O'Hare Inn, Mannheim and Higgins Road, courtesy pick-up from
O'Hare Airport, three minutes away.

Agenda: Providing Buyers with Good Ideas (and Art Work) Keeps
our Foot in the Door — Dick Day, advertising manager, Mor-
ton Salt Company.

Buzz Session on Consumer Attitudes toward Macaroni Prod-
ucts reported by Market Facts, Inc.

QUARTERLY BOARD OF

DIRECTORS MEETING, open to all mem-

bers, 10:00 a.m. Tuesday, October 6, International Hotel, at entrance
to Los Angeles Airport Terminal, 6211 W, Century Boulevard.

Agenda: Product Promotion and Publicity — Food is a Bargain; Pre-
paring Your Pitch With National Publicity Themes; Hints on
Hotel, Restaurant and Institutional Items. Discussion on In-
dustry Statistics and other topics.

NEW YORK REGIONAL MEETING, 10:00 a.m. Thursday, November
12, Hotel Belmont Plaza, 43rd and Lexington.

Agenda: Grocery Manufacturers of America convention Wrap-up.
Durum Show Report. Other industry items of interest.

MARK YOUR CALENDAR NOW and plan to attend.

Please let us know who your company is sending to these meetings.

Manufacturers Association

P.0. Box 336, Palatine;lilinois 60067

"

New Machinery—
(Continued from page 7)

sylvania plant has brought wide indus-
try recognition that higher standards of
product quality control, sanitation, pro-
ductlvity are offered by this improved
equipment.

The new Hatboro plant equipment is
fore completely described as: “Con-
tinuous Press, Spr.ader and Long
Goods Continuous Dryer, Accumulator
Section Stripping and Long Goods
Weighing and Packaging Machine."

Beneiits of Automation

In addition to permitting the three
generation family owned and managed
La Rosa Company to maintain their
long time quality control program with
greater ease, this Important break-
through into straight line production
offers other benefits.

Manufacturing losses resulting from
rejected, imperfectly dried products
showing white streaks or check marks
will be almost completely eliminated.
The production of pasta, which has tra-
ditionally depended upon appropriate
weather condltions, no longer finds the
weather a factor, The consumer can
lock for a richer, more appetizing gold-
en color in the irm's macaronl products.

Constructed for the La Rosa Com-
pany by the De Francisci Machine Cor-
poration of Brooklyn, the machine pos-
sesses numerous operationnl advan-
tages.

Iyn's Pedrin Zorilla Leogue wos Vincent F,
&s. Inc, He is shown

pltched the La Rosas to an Impressi
thelr various plant cities.

SEPTEMBER, 1964

Lo Reso Enters Team In Brooklyn League. O “Rarid-for ope

ve 12 to 9 win over last yeor's champlons,
Guanicas. Pedrin Zorllla, for whom the leogue Is nomed, is a famous figure in Puerto Rican
baseball and once owned the Santurce team. Lo Rosa also sponsors teams in other sports in
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Vincent S. La Rose, third generation presi-
dent of V. La Rosa & Sons, Inc.,, is shown
here with the firm's first macaroni press.
Though replaced years ago to conform to
the fomily owned ond operated company's
stondards of “‘machinery as modern os tech-
nology and experience can moke it," this
“old faithful” of the me aroni Industry Is
retained for reasons of sentiment,

The four tier long goods continuous
dryer section is 185 feet long. Operators
supervise from outside. When empty,
ull surfaces of the dryer and accumula-
tor arc completely accessible for vac-
uuming and soap and waler cleaning.

The ultimate in insulation and ef-
ficiency, this stralght line drying system
paintains independent humidity and
temperature control. All four tiers can

"

T N

Rosa, senior v

i b o

ning game ceremonles of Brook-
icé president of V. La Rosa &
ere with Manager. Ffank Bufgos.and"Robert Richardson. The latter
the Ensenoda

move logether from one control section
to another. Consequently, there is no
problem of dry macaroni products mix-
ing with wet macaroni products.

Production is guaranteed at 1,600 1bs.
per hour of dried, standard diameter
.075" spaghatti to 11 per cent moisture,
with no cherck (breakability) or mold.
The full 38,400 lbs, of daily 24 hour
production can be what the experts
call stripped (removed from the ma-
chine) and weighed during an eight
hour shift.

The equipment is visually attractive,
The exterior is composed of aluminum
surfaced honey comb sandwich panels
which are finished with white spray
baked enamel.

Careful Planning

Executives of the La Rosa Company
and De Franciscl Corporation consulted
for months before the “Long Goods
Continuous Automated stem" became
a reality.

Active participants at these confer-
ences were Filippo La Rosa, son of the
50 year old pasta company's founder,
now Vice Chairman of the Board, and
Vincent S. La Rosa, grandsen of the
founder and current president.

The Entreprencur

Only a few people start their own
businesses, and only a few of these are
successful, A recent study reveals some
of the personal characteristics of a group
ol successful entreprencurs.

0. F. Collins, D. G. Moore, and D,
Unwalla interviewed in depth B2 own-
ers of successful Michigan marufactur-
ing firms.

Fifty-five per cent of the Michigan
entrepreneurs were either foreign-born
or first-generation Americans. Only
about 20 per cent were college grad-
uales and almost 38 per cent came from
entreprencurial  families  (including
formers and professional men) and al-
most two-thirds described their early
fomily life as poor or underprivileged.

The authors also found that in many
cases the entreprencurs were the “an-
tithesis of the ‘organization man"." They
couldn't adjust to established organiza-
tions. The authors say, “In this, entre-
prencurs are not unique. What is unique
nbout them is that they found an vutlet
for their creativity by making . . . 2
creation uniquely their own: a business
firm.”

Moral Liberty

Let your cry be for free souls as well
as for free men, Moral liberty is the
one really important liberly.—Joseph
Joubert,

9

F=—=—y

== T

s

S e ]




e e T

About Eggs

Through July, the government con-
tinued to buy whole egg solids each
week, taking a very large percentage
of the eggs from the Midwest. Stocks of
yolks and whites were not building up
very fast. The demand for liquid whites
continued strong with markets continu-
ing to advance.

Egg receipts were considerably be-
low those of the previous month, and
yields were much lower because of the
hot weather, This raised liquid costs.
There were some complaints in the
trade that many soft-shelled eggs were
coming in.

In the Chicago market the span for
current receipts was 26 to 28 cents.
Frozen whites advanced a quatler of a
cent to range 13.5 to 14.5, while frozen
whole eggs were up half a cent to 245
to 25.5.

Frozen yolks with 45 per cent solids
sold in a range of 46 to 50 cents for
Full No.'3 Color. Another three cents
premium was added for No. 4 Color.
Dried whole eggs sold during the month
in o range of $1.02 to $1.10, with dried
yolk solids at $1.02 to $1.09,

The Warehouse Report for Eggs i
Cold Storage released by the U, 5. De-
partment of Agriculture for July 1, was
as follows:

Production of  whole egg solids was
4,150,000 pounds, compared with 3,807,-
000 pounds In June last year. Albumen
solids totaled 1,250,000 pounds, 32 per
cent above the 855,000 pounds last June.
Output of yolk solids was 1,037,000
pounds, 25 per cent less than the 1,380,
000 pounds produced in June 1863. Pro-
duction of other solids was 1,327,000
pounds, 42 per cent above the June 1963
output of 836,000 pounds.

Heat Hastens Harvest

Hot, dry conditions forced durum
progress but damage was believed 1o be
light and would slow up largely in
lighter test welghts, according to fleld
reports, Harvest was expected In early
August.

Prospects for a crop which might ex-
ceed the 1863 bumper crop were good.
The July 1 forecast was for 57,230,000
bushels—15 per cent more than 1063
and 71 per cent above avernge, While
stem rust was widespread in the Great
Plains, Wells and Lakota durum con-
tinued to provide needed protection
against serlous attacks.

Carryover Low

Carryover of durum was the smallest
since 1058, Stocks on farms was report-

July 1, 1884 July 1, 1963 5 Yr. Average
Shell Egg, Cases ....ccvvnvee 206,000 274,000 766,000
Frozen Egg Whites, Lbs, ..... 22,670,000 21,700,000 38,131,000
Frozen Egg Yolk, Lbs. ......, 27,608,000 29,124,000 35,432,000
Frozen Whole Eggs, Lbs. ,... 53,217,000 49,573,000 54,281,000
Frozen Unclassified, Lbs, .... 1,813,000 2,464,000 4,944,000
Tolal Frozen, Lbs, ...........105,308,000 102,870,000 132,768,000
Case Equivalent ........vv0.. 2,872,000 2,878,000 4,117,000

Liquid Egg Production

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing June was 93,709,000 pounds, 11 per
vent larger than the June 1863 output,
according to the Crop Reporting Board.

Liquid egg used for immedlate con-
sumption totaled 7,762,000 pounds, up
14 per cent from June last year. Liquid
egg frozen was 54,300,000 pounds, seven
per cent more than in June 1863, Stor-
age holdings of frozen eggs at the end
of June were 105,308,000 pounds, two
pur cent larger than a year earlier. Hold-
ings Increased 20 million pounds during
June, The increase in holdings during
June last year was also 20 million
pounds. Quantities of liquid used for
drying during June 1964 was 31,687,000
pounds, 19 per cent more than the 26,-
505,000 pounds dried in 1063.

Egg solids production during June
1864 :otaled 7,782,000 pounds compared
with 6,008,000 pounds in June lest year.
This was an incresse of 12 per cent.

10

ed at 1,783,000 bushels compared with
17,804,000 a year ago. The aggregate
carryover of durum in o7l storage posi-
tions was down 12 per cent from a year
earlier, Included in the USDA July 1
figures were 40,349,000 bushels of dur-
um compared with 45,801,000 a year
earller.

Bookings Slow

Bookings of durum products were
virtually at a standstill and shipments
were a mere trickle during July. Most
macaroni and noodle manufacturers
shutdown for their traditional two
weeks and many semolina nills also
closed for vacations, Rare shigle cars of
semolina were sold to the macaroni
trade without backlogs. Gradual ex-
pansion was anticipated as plants begin
to work down inventories‘aiccumulated
ahead of the wheat certificite plan, -

Durum whent prices in’ Minneapolls
dropped 8¢ in the lower part of the
range for No. 1 Hard Amber Durum
during the month. Cash closing prices

as of July 23 were $1.67 to $1.82 per
bushel as compared with $2.42 to $2.50
a year ago, according to Grain Market
News. Little interest was shown for the
limited offerings with the Commodity
Credit Corporation being the principal
source of supply.

Strike in Buffalo

Shutdowns loomed at several Buffalo
mills unless the strlke by 450 grain
millers at major Lakehead grain eleva-
tors was settled, Movement of grain
through the Duluth-Superior ports was
tied up, and some state officials were
considering the possibility of asking
President Johnson to invoke the Taft-
Hartley injunction provision.

The first large scale activity in hard
winter and spring bakery flour took
place late in July. Overall bookings for
the 1864 crop flour fell far short of the
usual heavy contracting for that time of
the year. Conslderable hesitancy was
shown by bakers with most covering
only 60-day requirements. Prices ran
80¢ to 70¢ per cwt, higher than the pre-
vious year. Millers viewed prices as be-
ing too low in view of the new law re-
quiring millers to pay the government
70¢ a bushel on wheat used in the man-
ufacture of food,

Farmers Hold Back

Wheat growers in the Southwest
were reported to be holding back sales
of the new crop wheat for higher prices,
Bakers were expected to announce
raise in bread prices in August of about
1¢ per loaf. The anticipated hike could
be politically embarrassing to Adminis-
tration officials, especially in regard to
Secretary of Agriculture Freeman's ; »-
cent remarks that “there Is no justifica-
tion for any substantial increase in flour
prices.” Business Week magazine re-
ported that flour prices rose about 14
per cent over the corresponding period
of the previous year since the wheat
certificate plan went into efect.

Optimism in Europe

Crops in all western European coun-
tries seem to be heading for, if not fresh
records, at least for one of the best out-
turns since World War II days, Days
of warm sunshine, alternating with
rainy spells, have been ideal for all
standing grain. Optimism prevails, par-
ticularly on wheat and barley,

Peavey Appointment
Mark J. Schaefer has been. elected
svice president and general manager of
‘Const-Dakota Flour Co., San Francisco,
effective July 1. Coast-Dakota is a sales,
warchousing and bakery mix facility of
Peavey Company Flour Mills, "

v
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automatic check weigher and sorter
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“ BAG CHECKWEIGHING

PROTECTS AGAINST SHORT WEIGHTS
REDUCES EXCESSIVE OVERWEIGHTS

A necessity for all “Flexible Package" Lines.

Advanced optical development,
provides for weighing and classify-
ing of packages accurately and
economically.

All components are dust tight
transistorized type resulting in
interchangability and simplified
service and maintenance.

The initial, low cost investment in
an ASEECO CHECK WEIGHER is
returned in full in a few monins.

1 — Infeed Conveyor (by customer).
2 — Weigh Section (gravity discs or plate).

3 — Range Setting Dials.

4 — Over, Under and Total Counters.
§ — “Over,” “Under' and "'On" Indicating Lights.
6 — Photo Electric Heads.

particular problem.

suggestions without any

Why Not Write Today for information on your

ASEECO engineers with many years ¢ experi- | AN Systems &
ence in weighing anc! checkwpigf' nga  ready RRHHE R T :g;mmmg
to analyze your requirements arid tata‘and offer

1930 W. OLYMMIC BCULEVARD DU %.2091

LOS ANGELES 6 ©ALIFOR' A

abligation.
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Panalists S2ft to right; Jock B, Kennedy, Ross McCotter, Earle Simms, Vincent F. La Rose, Nicholes lml and Pater F, Yognino, Jr.

What Retailers Want From Manufacturers Promotions
i From a panel discussion at the 60th Annual Meeting, NMMA.

HREE leading Colorado merchan-

disers gave their opinions on mer-
chandizing and promotion of macaroni
products during a panel discussion at
the National Macaroni Manufacturers
Assoclation convention in Colorado
Springs.

The retallers were Charles R. Mec-
Cotter, grocery merchandising man-
ager, King Sooper Markets, Denver;
Jack B. Kennedy, assistant general
manager, Associated Grocers of Colo-
rado and Earle Simms, owner of the
Simms Supermarkets, Colorado Springs.
Panelists representing the macaroni in-
dustry were Nick Rossi of Procino-
Rossi, Auburn, New York and Peter
Vagnino, Jr. of American Beauty, Los
Angeles. Moderator was Vincent F. La
Rosa, V. La Rosa & Sons, Brooklyn,
New York.

Here is a synopsis of the retailers
remarks:

Mr, Simumns

Simms told the group that he doesn't
like coupons. He does like cents-off
deals and money in the form of adver-
tising and display space allowances.

He would like manufacturers to tallor
their point-of-purchase material to the
needs of the chain.

“In our stores there is thousands of
dollars of point-of-purchase material
wasted, On the other hand, we still use
a considerable mmnount. If we find a
theme that fits in our program and the
time of the year, then we use that
materiol”

Attractive packaging is an important

aid in selling merchandise, according to

Simms. We can toke a beautiful’ pack-
age ond really merchandise it, he sald,.

Mr. Simms believes that related items
are extremely important to his stores.
He pushes a lot of relatcd items during
successful promotions like Spaghettl

12 5

Days. “We don't use any base board dis-
plays,” he said. We use all our own
fixtures on the ends. But we hold it
down to cone item and we find that the
product will have 20 to 30 times the
turnover just because of the end of the
gondola display, When we cut price, we
find that a five for $1 sale 18 much bet-
ter than five for 98 cents.”

Simms' stores are not in favor of pri-
vate labels. “We like to go the national
brand route,”” he sald. "We are small
and feel that they help us a lot.”

Mr. McCotter

McCotter did not belleve that price
cutting ls the most profitable promotion.
You can sell twice as much off a display
at regular prices as you can by reducing
prices on the shelf, he said,

“We can take an item, display it at
the regular price and move seven times
the normal movement. We can take the
same item, display it, advertise it, cut
the price to cost and it will increase
movement up to 10 times, So actually,
considering our cost, we are much bet-
ter off by displaying and advertising at
the regular price."

National magazine ads, especially
those containing reclpes are important
in creating a demand for macaroni
products, according to Mr, McCotter,
Four-color point-of-sale material which
adds to the decor of the store is also
effective,

“We have benutiful stores,’ he told
the manufacturers. “We feel that we
are upgrading your products. Your ad-
vertising and promotion has to back
that up.”

McCotter. sald that manufacturers
should give retailers pro lonal al-
lowances. “Display wmh plunb 10’
us,” he said. ‘gr

He said that spaghetti is bulcally a
staple item and doesn't come out as
well as frozen or canned products.

“We ecan pick up the sales of cundy
products sever, or eight times when a
display of macaroni with no single
change In price will sell about four
times more than off the shell.”

Mr. Kennedy

Kennedy urged the manufacturers to
upgrade the image of macaroni prod-
ucts. “Glorify it,” he suggested. “Sell it
up! I think you are going to have to get
away from this staple item idea."

“A good deal could be learned from
your sales force,” said Mr. Kennedy.
“I think that too often people in the
food industry listen tu ZI~dison Avenue.
Your sales force can give you a lot
better ideas for better promotlions, and
certainly a lot more support, than a
couple of pages in Life magazine. 1 am
convinced that the real place for pro-
motion Is at the store level."

Kennedy told the manufacturers that
his retallers liked related item sales.
And In macaroni, he sald, you have an
ftem that can be sold and related to
just about every department In a food
store.

In a discussion on private labels,
Kennedy felt that the swing to private
label is over-balanced. He told the
group that while his members would
have a hard time getting along without
national brands, private labels do play
a major role in many of his member
stores,

Only 19

Food is a bargain, To tell the story
supermarkets around the country will
feature a game created as an industry
service by Henry Riechman. 200,000,000
sels for 20,000 stores had been sold by
the end of July, according to Commit-
stee Chairman Joe G. Foy of the Super-
rnnrket Institute. Orders were recelved
from all but one of the fifty states. Wis-
consin is exempt because of its lottery
laws, P
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“We stand behind every extrusion

die we produce.” /ﬂ(d ’

el fir

TAKE ADVANTAGE

of this

UNCONDITIONAL GUARANTEE

America’s Larges! Macaroni Die Makers Since 1903 - With Manogement Confinvously Refained In Some Family

SEPTEMBER, 1964

on % Extruded Results
% Quality
% Workmanship .»':"f_",’*:o,,

% Service
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Our customers may avail themselves of
immediate service when required as well as
our co-operation in the research and development

of new products.

%Dmhl & Sons. Inc.

E.*"  BROOKLYN, N.Y, US.A. 11215
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Ideas For Institutional Selling
) A panel discussion at the 60th Annual Meeting, NMMA.

ACARONI manufacturers have an

outstanding opportunity to in-
crease sales to mass feeding establish-
ments, This was the consensus of food
service executives who appeared on the
institutional panel at the National
Macaronl Manufacturers Association
conventlon'in Colorado Springs.

i

Don Benneit, general manager of
Tiffin Inn in Denver, Colorado; Mario
Lalli, proprietor of Mario's of Aspen and
Denver; Ed Watson, vice president for
purcl 2ing,’ Knoebel Mercantile Com-
pany, Denver; Arvill Davis, general
manager of Gooch Food Products, Lin-
coln, Nebraska; and Norman Anseman,
vice president and sales manager of
National Food Products, New Orleans,
Loulslana, were on the panel moderated
by Vincent DeDomenico of the Golden
Grain Macaroni Company, San Leandro,
California.

Big Business

“By 1070, the mass feeding industry
will be doing about 30 billion dollars
waorth of business,” said Anseman. “The
macaroni Industry should point to this
fleld and strive to get their share of this
business.”

Bennett, who is vice president of the
Colorado-Wyoming Restaurant Associa-
tion, agreed with Anseman. He told the
audience that the mass feeding industry
i{s the fourth largest industry in the
nation.

“We will soon be third," he said. “As
we have more lelsure time, more people
are eating out more often. Today, one
out of every four meals is eaten out.
And the percentage is growing.”

This is of special significance to the
macaroni people because of their par-
ticular interest in the youth greup.
More and more youth are eating out,
said Bennett. Young people are learn-
ing their eating habits outside of the
home so their consumption of certain

14

products In eating establishments will
affect their habits at home. Thus, great-
er institutional consumption will lead
to greater consumer consumption, he
said.

Promotional Program Needed

Bennett said that the macaroni indus-
try could enjoy a 30 per cent increase in
rales if maoss feeding establishments
had normal usage of macaroni products.
He felt the key to gaining this increase
was a concerted promotional program
geared to the institutlonal market.

“We get bombarded by the rice in-
dustry and by the potato industry with
propaganda, and we use 80 many more
of their products than yours because of
this,” he said, “You don't supply us with
information and product knowledge
like the other indusiries, s0o we go
ahead and use their products.”

In the past, the macaroni industry has
made efforts to get institutional infor-
mation to mass feeding establishments
through purveyors, sald Bennett, He
thought thsnt this was the wrong ap-
proach. He said the purveyor has a sales
motive behind his promotion that
mokes the operator suspicious. When
information comes through the mail or
appears in the trade press, it carries
with it an alr of impartiality, he said.

Emphasize Convenlence

Lalli agreed that education concerned
with the proper preparation of maca-
roni products and sauces is an impor-
tant industry problem.

“I think that the old-fashioned ideas
that the sauce should simmer on the
stove is something that we don’t have
o be concerned about any more,” said

Lalll. “There are many, many” good
recipes which are not jnvolved d can'

be prepared in a matter of Jusf gdew
minutes. The business of preparing a
good spaghettl dinner is no longer the
problem that it was in the old days.”

“As the proprietor of an Italian res-
taurant and specialty house, I have
never had any problem selling maca-
roni products. I might say that quality
of most products on the market are
excellent although in Colorado we pay
a premium for egg products because of
the better cooking qualities in our high
altitude."

Davis declared that while his com-
pany has made a special effort to serve
the institutional trade with improved
quality and portion-control, they felt
frustrated because of the lack of brand
loyalty—that the bulk institutional
business was done on price,

Anseman suggested that the industry
could increase institutional consump-
tion by getting establishments to serve
macaroni products more often as side
dishes.

“Most people think of macaronl prod-
ucts as meat balls and spaghetti or
macaron! and cheese,” he sald. “We
should have recipes for the restaurant
people which tell how they could serve
macaroni products as a side dish.,”

Packing Important

Watson, whose firm purchases food
for restaurants, hotels, schools, hospitals
and other establishments, felt that the
institutional packaging of macaroni
products should be evaluated by manu-
facturers, The outside of the cases could
be dressed up as a sales tool, he sald,

“In place of the stenclled brown case,
a white case with institutional informa-
tion such as ‘packed especlally for the
institutional trade' would have sales
appeal,” he said. “Other copy, such as
‘vitamin enriched durum wheat prod-
ucts,” would be a sales tool too.”

To help in ordering, involeing and
delivery, 'Watson suggested that each
item have its own number on the case.
He also recommended that cooking in-

(Continued on page 16) ,,
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AFTER YEARS OF RESEARCH, EXPERIMENTATION AND ENGINEERING,

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 invariable smoothness, color and con
sistency; a SPREADER which produces continuously on a 24 hour
daily operation with the Clermont VMP-5A, 2000 Ibs/hr press— ;
“The Greatest of All Long Goods Presses." ; i

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

H—— =

—

VISIT OUR NEW ENGINEERING & ADMINISTRATION OFFICES. '

l';;.‘.‘ 1 T .
INC. 280 WALLABOUT STREET BROOKLYN 6, N.¥, U.S.A.
L Telephone: EVergreen 7-7540
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Institutional Selling—
(Continued from page 14)

structions should be placed Inside every
case.

“It is amazing how many of our cus-

tomers do not know the proper way to
prepare macaroni products,” Watson
said. *Education concerning proper
preparation would lead to fewer com-
plaints about the quality of the product.
Most of [these complaints are due to
improper rcooking."

On the, size of the container, the
members of the panel had a difference
of opinion. Watson felt that the 20
pound size was the most practical. Ben-
nett felt many operators would prefer
a smaller container, Lalli sald the
smaller packages within the 20 pound
container were the most important
thing.

“We find it a lot easier to prepare
smaller quantities and it keeps the
product in better condition,” said Lalli.

Moerchandising Important

Merchandising ideas are important to
increased consumption, said Bennett.
‘“You must merchandise,” he sald. “We
call on all the industries that serve us
to come up with new ways to serve
their products—new ideas—new names.

“You people have it all built in, Take
fettuccine, for example—what romantic
names you havel And we don't get the
information. We could do wonders with
your products if we had the ways and
the means. We are not getting this in-
formation. The general public is getting
publicity, but we need it.”

Watson called for more promotional
material, He sald that if the manufac-
turers can provide recipes and mer-
chandising ideas to institutional dis-
tributors, they will distribute the ma-
terial and promote the preduct. How-
ever, he pointed out, “we've got a lot of
people with about 6,000 items In stock,
aund they don't have time to promote
eanch one of these”

Past Efforts Cited

Robert Green, executive secretary of
the NMMA, pointed out that there has
been considerable effort on the part of
the Durum Wheat Institute during the
past 15 years io promole the use og
mucaroni products in mass feeding es-
tablishments, He explained that a dem-
unstration on durnm macaroni foods as
money makers was made on closed cir-
cuit television at the National Restau-
rant Assoclation convention program in
May which attracted some 3,000 opera-
tors. Also, the recipe book, “Economi-
col Gourmet Entrees,” was a joint effort
ef the Dururn Wheat Institute and NRA,
he sald.

I6 o d b

“In the past, we were more concerned

with, branded merchandise going -to -

supermarkets,” said “Green. “Now, 1
think we should step out and take some
action to capture a larger share of this
market."

DeDomenico concluded that increased
effort toward the institutional market
would result in greater overall sales of
macaroni,

“I think that all of us wlill agree that
having macaroni products served prop-
erly in restaurants is a most satisfylng
device,” he sald. “If people go to res-
taurants and get a good dish of maca-
roni products, chances are that they will
go to the grocery store and buy the
makings for it themselves and try to
prepare it themselves, This could reflect
an increase for the entire industry.”

From GM’s Report

General Mills' annual report notes
the intense competition that dominated
the bakery flour market, both domestic
and export, throughout 1863-64. Sharp-
ly reduced margins were the results.
During the latier part of the year, un-
certalnty as to the nature of wheat
price support legislation made plan-
ning difficult for both milling and bak-
ing Industries. The certificate plan for
wheat ultimately adopted, effective
July 1, 1004, threatens to Increase the
cost of producing flour stockholders
were informed.

As a counterattack on low margins,
the Flour Division during the year
launched an all-out effort to reduce
costs by streamlining the bakery sales

organization, improving mill efficien-

cies and reorganizing distribution fa-
cilities.

Consumer Foods

Commenting on consumer foods busi-
ness, General Mills continues to grow
in the ready-to-eat cereal market, the
cake and cookie mix plus frosting mix
market, and the refrigerated food
lines. The total market for family flour
in the United States continued its slow
decline. Introduction of the Gold Medal
Wondra brand of instantized enriched
flour helped the company raise its share
of this market to an all-time high.

With the acquisition of Morton Foods,
Inc., General Mills stepped into an area
of the consumer foods business that has
been expanding raplidly. The market for
snack foods is growing about 12 per
cent per year,

In the market for quality, packaged
casseroles that command a’premium
price, General Mills products” main-
tained a dominant position, stockholders
were told. “This position is particularly
significant because it makes General

Mills a contributor to main dish meals
and because the market is expanding
despite competition from canned and
frozen casseroles,” the report says.

Historical Notes—
(Continued from page 4)

the executlve secretary of the North-
west Crop Improvement Associalion, is
quoted as saying: “The macaron} indus-
try has become permanently establish-
ed in America, It was a minor industry
prior to World War I, when citizens
were just beginning to realize macaroni
products were a desirable and whole-
some food."

During and immediately after World
War I, the macaronl Industry in Amer-
jca had sprung into being. Before the
war, the United States had imported
from Italy up to 76,000,000 pounds of
product a year. By 1819 this figure had
been reduced to about 30,000,000
pounds, and then the U, 8, began actu-
ally to export the food.

After the war, this new American in-
dustry wished to protect itself against
a possible resurgence of Italian com-
petition. It asked for and obtained a
tariff. The industry was, at that time,
mainly in Italian-American hands, but
commerce is no respecter of nationali-
ties. As peo,'le of other natlonal origins
joined in the manufacture of macaroni,
the industry iecame more definitely
American.

The americanization of the indusiry
was accomplished by a distinct indus-
trial change, In the early days, spaghet-
tl makiag took place for the most part
in one big, poorly lighted room contain-
ing a mixer, kneader and press. The
machines in those days were usually
manned by members of one family wio
sold their product principally to other
Italian - American families, gencrally
from the same little section of Italy as
the spaghetti makers.

When the thriving indusiry began
producing for the growing mass market,
it. untered the Machine Age of mass
production.

Parmesan Theese in
Glassine Pouches

Grated T’armesan cheese is now be-
ing distributed by Packet Research
Corp., /ncdover, Massachusetts, in sin-
gle rerving pouches for institutional
use. Yoirches are made of polyethylene
coated bleached Glassine on form-and-
fill equipment,

Dense Glassine seals in the flavor and
aroma of the cheese which is aged 14
months or more. Being highly grease-
resistant, Glassine also protecis the
package against stains from the cheese.
Pouches are printed in flexography.
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Eye-catching tear-off pad of elght recipes from the Betty
Crocker kitchens. Quick and easy sauces for macaroni,
spaghetti and noodle dishes. Displayed at point of pur-
chase, these recipes will sli_rpu!ate your salas:g! q}qcamni
products. Another service from General Milig. " There are
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SWEET-SOUR HAMBURGER SKILLET

1 Ib, ground beef 14 tsp. peoper

1 cup llnulf chopped onion 14 cup wal

vegelable oll 1 cup chil. sauce

1 1sp, garlic salt 1% cups uncnoked noodles
14 tsp. salt 1 tbsp. suga:r

Sauté beef and onion in small amount of hot oii until browned.
Sprinkle with seasonings; stir in waler and ' cup of chili sauce.
Cover; simmer over low heat 20 min. Meanwhile, cook noodles as
directed on pkg. Drain; rinse with hot water. Stir noodles into meat
mixture; blend In remaining % cup chili sauce and sugar. Heat
through. 4 servings.

TOMATO SAUCE FOR MACARONI OR SPAGHETTI
2 med, onlons, diced 1 tsp. ground dry basil, if desired

1 clove garlic, minced 14 1sp, sugar
2 thsp, vegetable oll tsp. sa
1 can (1 Ib. 4 oz.) tomato 4 tsp. pepper

julce dash of cayenne pepper
1 can (6 oz.) tomato paste hot drained boiled lp!ihum or
1 tbsp. chili sauce macaroni (7- or B:0z pkg.)
Brown onlon and garlic in oil in skillet. Add rest of ingredients except
spaghettl, Simmer uncovered 30 min,, stirring lraguenlly. Serve over
spaghetti, Sprinkle with grated cheese, il desired. 4 servings.

Note: ”T meat sauce is desired, brown % Ib. ground beef with the
onion.

#

SEAFOOD SAUCE FOR NOODLES
14 cup bulter or margarine z: egg yolks, beaten

14 cup flour tbsp. sherry flavoring or

tsp, salt lemon Julce
ﬁ {sp. pepper 2 cups cooked seafood in large
2 cups mil

plices

1 pt 2. (7 or B oz.) cooked noodles
Melt butter over low heal. Blend in flour, seasonings. Cook over low
heat, stirring constantly until mixture is smooth, bubbly. Remove
from heat; stirin milk, Bring to a boil, stirring constantly. Boil 1 min.
Gradually blend half of whita sauce Into egg yolks; pour mixture back
into remaining white sauce. Just belore lorvlnT stir in flavoring and
seafood. Pour over hot cooked noodles. Garnish with parsley and
pimiento strips.

IMPRINTING SPACE FOR
YOUR BRAND NAME

Recipes from the BatyCocker Kitchens

~

50 sheets to a pad. Punched for hanging. Only 12¢ per pad.
t.0.b. Minneapolis (less than Y4¢ per sheet). Imprinted
with your brand name ‘and company address, free, in
quantities of 200 patis or more, To order your pads, see
your General Mills Durum representative or write:

DURUM SALES

Minneapolis, Minn, 55460 csisswns
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Institutional Selling—
(Continued from page 14)

structions should be placed inside every
case,

“It is amazing how many of our cus-
tomers do nol know the proper way to
prepare macaroni products,” Watson
said. “Education concerning proper
preparation would lead to fewer com-
plaints about the quality of the product.
Most of these complaints are due to
improper cooking."”

On the size of the container, the
members of the panel had a difference
of opinion. Watson felt that the 20
pound size was the most practical. Ben-
nett felt many operators would prefer
a smaller container. Lalli said the
smaller packages within the 20 pound
container were the most important
thing,

“We find it a lot easier to prepare
smaller quantities and it keeps the
product in better condition," said Lalli.

Merchandising Important

Merchandising ideas are important to
increased consumption, said Bennett.
“You must merchandise,” he said. “We
call on all the industries that serve us
to come up with new ways to serve
their products—new ideas—new names,

“You people have it all built in. Take
fettuccine, for example—what romantic
names you have! And we don't get the
information. We could do wonders with
your products if we had the ways and
the means. We are not getting this in-
formation. The general public s getting
publicity, but we need it."

Watson called for more promotional
malerinl. He said that if the manufac-
furers can provide recipes and mer-
chandising [deas to Institutional dis-
tributors, they will distribute the ma-
terial and promole the product. How-
ever, he pointed out, “we've got a lot of
people with about 6,000 items in stock,
and they don't have time to promote

“In the past, we were more concerned
with branded merchandise going to
supermarkets,” sald Green. *Now, I
think we should step out and take some
action to caplure a larger share of this
market."

DeDomenico concluded that increased
effort toward the institutional market
would result in greater overall sales of
macaroni,

“I think that all of us will agree that
having macaroni products served prop-
erly in restaurants is a most satisfying
device," he sald. “If people go to res-
taurants and get a good dish of maca-
roni products, chances are that they will
go to the grocery store and buy the
makings for it themselves and iry to
prepare it themselves. This could reflect
an increase for the entire industry.”

From GM’s Report

General Mills' annual report notes
the intense competition that dominated
the bakery flour market, both domestic
and export, throughout 1963-64. Sharp-
ly reduced margins were the resulls.
During the latter part of the year, un-
certainty as to the nature of wheat
price support legislation made plan-
ning difficult for both milling and bak-
ing industries. The certificate plan for
wheat ultimately adopted, effective
July 1, 1964, threatens to Increase the
cost of producing Mour stockholders
were informed,

As a counterattack on low margins,
the Flour Division during the year
launched an all-out effort to reduce
costs by streamlining the bakery sales
organization, improving mill eMcien-

cles and reorganizing distribution fa-
cilities,

Consumer Foods

Commenting on consumer foods busi-
ness, General Mills continues to grow
In the ready-to-eat cereal market, the
cake and cookie mix plus frosting mix

markat 4

Mills a contributor to main dish ‘meals
and becauee-the market is expanding
despite competition from canned and
frozen casseroles,” the report says.

Historical Notes—
(Continued from page 4)

the executive secretary of the North-
wesl Crop Improvement Association, is
quoted as saying: “The macaroni indus-
try has become permanently establish-
ed in America. It was a minor industry
prior to World War I, when citizens
were just beginning to realize macaroni
products were a desirable and whole-
some food."

During and immediately after World
War I, the macaronl industry in Amer-
ica had sprung into being. Before the
war, the United States had imported
from Italy up to 76,000,000 pounds of
product a year, By 1919 this figure had
been reduced to about 30,000,000
pounds, and then the U, 8. began actu-
ally to export the food.

After the war, this new American In-
dustry wished to protect itself against
a possible resurgence of Italian com-
petition. It asked for and obtained a
tarifl. The industry was, at that time,
mainly in Italian-American hands, but
commerce I8 no respecter of nationali-
ties. As people of other national origins
joined in the manufacture of macaroni,
the Industry became more definitely
American.

The americanization of the industry
was accomplished by a distinct indus-
trin] change. In the early days, spaghet-
ti making took place for the most part
in ane big, poorly lighted room contaln-
ing o mixer, kneader and press, The
machines in those days were usually
manned by members of one family who
sold thelr product principally to other
Italian - American families, generally
from the same little section of Italy as
the spoghetti makers.

When the thriving Industry began
ducing foc.t} , .
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cach one_of these. . ..

vaie e vISTOIT 01 Lo avsuonul Hestau-
rant Assaciation convention program in
May which attracted some 3,000 opera-

¢ Also. the recipe book, “Economi-
et Gourniet Entrees,” was @ ioint effor

Cent per year,

In the market for quality packaged
casseroles that command a premium
price, General Mills products main-
tained o domigant position, stoe

fill equipment.

Dense Glassine seals in the flavor and

aroma of the cheese which is aged 14
months or more. Beirng highly grease-

products. Another service from General Mills,

Stassine o TOMMEATids T Crcker KItENERE, Qllck and easy sauces for macaron,
spaghettl and noodle dishes. Displayed at point of pur-
chase, these recipes will stimulate your sa1e_:_o"’|:qqcr ronl

!

There are

f.0.b. Minneapolis (less than 4¢ per sheet), Imprinted
with your brand name ’aﬁa company address, free, in
quantities of 200 padlr. or more, To order your pads, see
your General Mills Durum representative or write:
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MACARONI MONEY-MAKERS ON YOUR MENU

Script for National Restaurant Association Demonstration Clinic by the Durum Wheat Institute.

Add macaroni gradually so water continues to boil.

J0D morning. The growers, millers

and manufacturers of durum mac-
aroni products are pleased (o bring you
n special program, “Macaroni Money-
Makers on Your Menu." We will illus-
trate three very imporlant points about
serving macaroni products in a quan-
tity food servica2 operation,

First, we will consider what makes
“quality” in macaroni products and the
tefinite advantages quality products
have over inferior grades. The term,
macaroni products, is used to refer to
ull shapes of macaroni, spaghetti and
noodles. Second, we will try to show
you a step-by-step demonstration on
proper methods of cooking macaroni in
lurge quantities. Third, you will sce how
1o feature macaroni producls through-
uul your enlire menu—in soups, appe-
tieers, salads, entrees, side dishes and
even in desserts.

Powr cosked macaroni into sthiainer and remove to tteam table tray,

I8

Let's review the standards of quality
for macaroni, spaghefti and noodles.
Ideally—

1. They hold their original shape
when cooked.

2, They are tender yet firm, when
cooked, not mushy or sticky.

3. They have a rich, amber color, not
pasty white or gray.

4. Individunl strands and pieces do
not stick together.

6. They maintain their firmness over
several hours of holding time.

6. They have a pleasant, bland, nut-
like flavor,

7. They have on unseen bul impor-
tant bonus of vital vitamins and mine:-
als.

8. They form low or high calorie
dishes—simply according to the other
foods or sauces used with them. A one

Test for proper firmness by pressing piece against side of pot.

cup serving of cooked macaroni will
contribute only 150 to 160 calories.

An appetizing dish of spaghelli in-
viles your customer lo consume it with
gusto, If it is too soft, too sticky, your
problem is probably due to one or both
of these two factors: (1) you're using an
inferior product; (2) you're cooking
your macaroni product incorrectly.
Let's deal with factor one first—an in-
ferior product.

Quality in macaroni products may be
defined by calling them durum maca-
roni products. Durum, quite simply, is
the name for the special wheat, which,
when processed into granular form or
into flour, makes superior macaroni
foods. The durum flour or semolina is
mixed with water, then pressed through
special dies to form spaghetti, macaroni
and other shapes. Noodles are made
from a special dough containing five

Add salad cll, stir to coat pieces and macarani is ready for sarving,

Tue Macaront Journan,

per cent egg solids and formed through
slit dies. After drying, the products are
ready for packaging.

Durum Means Quality

Careful research has shown that dur-
um wheat and durum wheat alone has
all the qualities to produce the finest
macaroni producls. There are other less
costly raw materials such us ordinary
hard wheat from which macaroni can
be made that will produce products
which you might think acceptable. In
other words you can “get by"” serving
poor quality macaroni. But why serve
a product that is just “acceptable” when
for a fraction of u cent more per serving
you can serve the best quality. Natu-
rally, being the best, it costs a little
more, but such a very little more. Your
key is the word "durum”—"made from
100 per cent durum wheat or semolina™
written on the package label, At about
100 main dish servings per 20 pounds
your “cost for quality" is 1/10¢ per
serving. What is the difference? At 1/10
of a cent per serving you are serving a
product that looks good, tastes good,
stands up longer on the steam table or
in casseroles and spells repeat business.
A worth while investment!

Now to our second point, Even the
finest of food products, improperly pre-
pared, can be ruined in cooking. All
macaroni products are casy 1o prepare
correctly if o few simple rules are
followed.

Quantity Cooking Instruciions

First, we recommend that you cook
macaroni products in no larger than
five pound lots in any one container.

To cook fve pounds of macaroni,
spaghetti or noodles, you will require
a 25 quart capacily heavy pot and five
gallons of water, one gallon per pound
of macaroni. Place the water-filled pot
on the range and bring to boiling. Add
24 cup sall, two tablespoons per pound
of product, Now, gradually add the
macaroni product so that the water
continues to boil slightly.

Do not dump the product in all at
once as il will stick together and cook
unevenly. When cooking spaghetti, coil
the strands into the water so they
soften. After all the macaroni has been
added, stir to loogsen any that moy be
sticking to the bottom. Reduce heat so
the macaroni boils slowly and stir ocea-
sionally during cooking neriod to sepa-
rate any of the macaroni product that
may be sticking together. Note the
clearness of the water—the true test of
a durum product.

Macaroni cooks the quickest with
noodles and spaghetti requiring about
V4 more cooking time.

Test for proper firmness by pressing
a strand or piece with a fork ageinst

Serreanee, 1Yod

the side of the «oking pot. 1t should be
firm, break cleanly and casily and be
neither too hard nor too soft and mushy.
After a few times you can become quite
accurate in testing this way.

When cooked to proper doneness,
immediately pour the macaroni into a
large strainer. Remove the macaroni
from sirainer 1o a steam table vray and
add two to three tablespoons salad oil
or sauce. Stir to coat all picces well.
Your macaroni product is now ready
to serve immediately or to keep warm
through your serving period. 10 the
macaroni is for a salad, rinse it with
cold waler and store in refrigerator. A
quick rinse with hot or cold water will
separate pieces fur mixing, With this
simple cooking method there's no need
for cooking macaroni products far in
advance then attempting to hold them
for several hours before actual serving
time.

Special Shapes Take Special Care

Specially shapes, such as lasagna and
seashells, will require somewhat indi-
vidual handling. Be certain to follow
the manufacturers directions on the
packages.

When preparing a macaroni product
that is to be cooked further in n baked
dish, cook the product about 23 the
regular cooking period—until the maca-
roni is “just tender.” Then drain and
use immediately for best results,

Try this simple method of figuring
how much macaroni producl to cook.
You will get five generous main dish
servings from one pound of macaroni
product, or 10 to 12 side dish servings
from each pound. Consumer size pack-
ages of eight ounces will afford you
closer portion control if you cook *“to
order.” Or you can order in 10 and 20
pound package lots for economy. Check
with your supplier to see all the differ-
ent shapes and types of macaroni prod-
ucts availuble.

Now let's take a look at the “Mucu-
roni Money-Makers on Your Menu.”
Are they really money-makers, or the
same standard spaghetti or macaroni
and cheese dishes?

Here are sume new, appealing, casily
prepared and inexpensive ideas with
macaroni, spaghetti and noodles that
will star in every slol un your menu,

Mac-Snacks

Cocktail hour calls for a snack casily
served in bowls at the bar or tables. An
inexpensive and unique idea is Mae-
Snucks—quick to prepare. Simply cook
medium shell or elbow macaroni in
boiling water until tender (or use any
leftover cooked macaroni). Then while
still hot, drop into deep hot fat and
cook until the 1+ caroni is golden
oY S Dram on aesorbeal paper el

add  seasonings 1o taste—garhe  salt,
chili powder, seasoning salt or other
Mac-Snacks will stay crisp over a pe-
riod of days, offering an interesting new
snack food for your customers.

Salads and Soups

Another important area for macaron
serving is in salads. Macaroni products
are naturals for salads—acting ns ot-
tractive, tasteful extenders for more
expensive salad ingredients. Macaron
can turn a compact salad mixture into
a light, refreshing main dish or accom-
puniment.

For instance, here’s a cool refreshen
thut does double duty as a main disl
when prepared with shrimp and a side
dish when prepared with spiced peach-
es. Made with elbow macaroni, it fea-
tures a brisk sweet-sour binder.

Soups ulso may be improved with
many forms of macaroni products.
Here, for example, is o delicious meat
ball macaroni soup. Prepare it first us
a concentrate, then freeze it if you
wish, adding water and then heating to
serve.

Elegant Entrees

Of course, the natural menu spot fo.
macaroni foods falls under entrees
There is no limit to the delectable maca
roni main dishes your menu can carry
Why not Buked Chicken and Noodle
Casserole—tops in flavor and case of
prepa ation. Prepare it by combining &
basic white siuee made with chicker
broth and nutmeg, with cooked chick
en, mushrooms, noodles and huttered
bread cubes. Bake it until bread cubes
are erisp and golden brown. You'll tind
it popular for both nvon and evening
service.

Here's o new vegetable side dish wh
to add interest to that menu cours
Try this updated old fashioned favee
ite — Mauacaroni Corn Bake. Combine
cooked macaroni with thinly shieed vic
rots, creamed corn and  seasonings
buke it and then serve with any meat
fish or poultry entree.

Delightful Dessert

Here, to end this menu travelogue, is
a regal dessert—to top off o splendia
meal. I's o luscious Banana Crisp Des
sert featuring o smooth filling, il
with packaged pudding mix spooned
pie plates or two inch deep baking pan
lined and topped with erisp sweeten
French fried fine noodles. Clull unv
firm then serve s needed.

Take your puk from these macuren,
menu money -makers—mate one o .
of them “money-makine™ pecialties
your oo nu ICs simple with the ty
quality  durum  emacaronr  produc
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NEW SANITARY/CONTINUOUS EXTRUDERS

. mbrette

SHORT CUT MACARONI EXTRUDERS

A new coacept of extruder construction ufilizing
tubular steel frames, eliminates those hard-to-clean areas. For the first
time a completely sanitary extruder . . . for easler maintenance . . . increased
production . . , highest quality, Be sure to check on these efficient space-saving machines.

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

LONG MACARONI SPREADER EXTRUDERS

; Model BAFS .................... 1500 pounds capacity per hour
' Model DAFS........ .. ........ 1000 pounds capacity per hour
Model SAFS .................... 600 pounds capacity per hour

COMBINATION EXTRUDERS

Short Cut ... ...............Sheet Former
! MODEL BSCP — Short Cut .......... S Spreader
SHEILON amien) Three Way Combination

; PSR AN £ T R R b A BT S

QUALITY...:.s00: Acontrolled dough as seft as desired to enhance texture and
appearance.

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

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

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

1500 POUND EXTRUDERS AND DRYERS LINES For information regarding these and other models, prices,

now in operation in a number of macaroni-noodle plants, occupying slightly more space | material festing and ofher services, write or phone:
than 1000 pound lines. ; _ ‘

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

B VAT,

BRETTE MACHINERY CORPORATIOR |
166, SIXTH STREET, BROOKLYN 15, N:Y. . PHONE: TRlangle 5-5226
: : SINCE 1909

et — A T

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




g Alen R. Pascale

Ad Man to Skinner's

Alan R, Pascale has been named as-
sistant advertising manager of Skinner
Macaronf Company, Omaha, Nebraska.

He was an account execulive with
Bozell & Jacobs, Inc., advertising and
public relations agency, since gradua-
tion from the University of Omaha in
January, 1950, His work included a wide
range of advertising public relations
and community work.

In military service following gradua-
tion from Officers Candidate School in
1052, he was news editor of Pacific Stars
& Stripes in Tokyo, Japan, for two
years,

Mr. Pascale is also the newly elecled
president of the Nebraska Chapter,
Arthritis & Rheumatism Foundation.

Data Processing For Skinner

Glenn Van Dyke has jolned Skinner
Macaroni Company, Omaha, Nebraska,
and is in charge of the firm's new Uni-
vac 1004 data processing system.

Mr. Van Dyke had been with Univac
for more than 22 years, most recently as
systems analyst in the Omaha office.

Mr. Van Dyke now is programming
Skinner’s Univac 1004 for the firm's
daily billing, packing reports, monthly
sales analysis, warehouse reporis and
other data. Over the next 12 months,
several additional programs will be
phased into the 1004 system.

Skinner Soles Manager

W. E. (Bill) Clark has been named
soles monager of Skinner Macaroni
Company, Omaha, Nebraska, by Presi-
dent Lloyd E. Skinner.

He succeeds Nap Beauregard, who re-
signed the position of vice president In
charge of sales and member of the
board of directors to enter the food
brokerage business.

Mr. Clark will direct sales end dis-
tribution of all Skinner macaroni, spa-

22
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Glenn Van Dyke

ghetil and egg noodle products through
the company's sales force and food
brokers in its 21-state trade territory.

Mr, Clark had been assistant sales
manager for six years. Prior to that he
was Skinner division sales manager in
Atlanta, Georglia, for eight southeast
states for six years. He joined the Skin-
ner sales force after several years as a
salesman for Wendt Food Brokers, Ok-
lahoma City, Skinner representatives
then and now.

Grocery Store
Products Splits Stock

Grocery Store Products Co. stock-
holders on July 21 approved a two-for-
one split of the company's common
stock.

In recommending the split to stock-
holders, directors explained that the in-
creased number of shares outstanding
would be more In keeping with the
present size of the Company and would
reduce the price per share to levels
more convenient and attractive to more
investors, thereby facilitating wider
distribution and broader marketability
of the Company's stock with greater in-
terest In its products and operatlon..

Bales for the first half of 1964 were
$6,718,300, against $6,600,838 for the like
1983 perlod. Net earnings after provi-
sion for taxes, for the first half of 1964
were $432,611, or $1.32 a share for the
328,559 shares outstanding at June 30,
ogeinst $366,115 for the first six months
of 1863, or $1.10 a share for the 323,738
shares then outstanding.

Grocery Store Products Co., has food
processing plants at West Chester,
Pennsylvania, Libertyville, Illinols and
Los Angeles, California. The Company
manufactures and distributes, national-

ly BinB Broiled in Butter Mushrooms,

Kitchen Bouquet, a magic blend of
vegetables and sp'ces for making gravy
and cooking meats, poultry and fish,
and Cream of Rice, a hot cereal. It also

W. L Blll Clark

manufactures and distributes Foulds
macaroni products in the middle west
and Gold Medal macaroni products in
southern California and Arizona.

For Advertising

Ernest M. Lundell has been named
vice president of advertising and mer-
chandising of Grocery Store Products
Co., according to Col. E. W. Garbisch,
chairman of the company.

Stokely-Yan Camp
Boosts Earnings

Record sales and a 37 per cent in-
crease of net earnings for the fiscal year
ended May 31, 1064 were reported for
Stokely-Van Camp, Inc, Indianapolis,
Indiana, by its president, Alfred J.
Stokely,

Mr. Stokely attributed the improved
earnings primarily to the record sales
and improved profit margins of “Stoke-
ly's Finest” and “Van Camp"” canned
foods. Other significant factors con-
tributing to increased earnings were the
results obtained from the recent expan-
sion of the company's can making oper-
ations and the improved operating re-
sults of all subsidiaries.

R. H. Bingham

Robeit H. Bingham, 46, adminlstra-
tive vice president end research econo-
mist for the Grocery Manufacturers of
America, dled of a heart altack at his
home on July 16.

He had been with GMA since 1047
and was named vice president in 1853,
He supervised the assoclation's re-
search, editorial, and public relations
activities, and prepared the GMA Ba-
rometer, an economic report to food
manufacturers.

He had dope extensive research on
the farm-to-table price spread and was
considered one of the most knowledge-
able persons in the nation on the
subject. »

THE MACARONI JOURNAL

Doughboy Safety Record

A record of 180 days without a lost-
time injury has been established by
employees of the Doughboy Industries
durum flour and semolina mill, and
formula farm feed plant in New Rich-
mond, Wisconsin,

And the goal of the mill and plant
safely committee is to keep that record
perfect right through the balance of the
year and into 1965, and to reach that
objective: the group has launched a new,

stepped-up. educational campaign.

Ray Wentzel, Vice President of the
Milling Divislon, commended the safety
committee and the employees for the
gafely record at a recognition dinner at
the River's Edge in Somerset, Wiscon-
sin.  «

James Miller, chairman of the com-
mittee, presided. Ray Brinkman, who
has charge of the mill and plant, and
Dan Lopour, safety engineer for Em-
ployers Mutual of Wausau, gave brief
talks.

Milling Administrator

International Milling Company, Inc,,
Minneapolis, has announced the pro-
motion of John W. Olsen to the newly
creaied position of director of adminis-
tration for the firm's J.S, Flour Milling
Division,

By Bread Alone

Twelve young men at Michigan State
University thrived on a high-wheat diet
that included no other protein source
for 50 days, in an experiment conducted
in the nutrition department at the uni-
versity. The research was conducted by
a graduate student from Iran and her
nutrition professor, Dr. Olaf Mikkelson.

The 50-day diet totalling 1,750 calor-
ies daily included bread, cooked cereals,
noodles and other wheat foods, as well
as vegetables, fruits, butter without
whey, jam, water and coffee. They had
no milk, cheese, eggs, or other protein
sources.

The research showed that the young
men obtained enough amino acids to
sustain their needs.

Also, the study participants said the
diet was not unpleasant. A typical eve-
ning meal included spaghetti with a
sauce made of tomatoes and other vege-
tables, a cabbage salad and apple ple.
Fresh-baked bread or rolls were served
al each meal, with each mon eating
about one pound of bread every day.

Durum Show

The United States Durum Show will
be held at Langdon, North Dakota, Oc-
tober 20-21,

Council Comment

A study made recently by the Food
Trade Marketing Council points up sev-
eral factors concerning what retailers
want from manufacturers promotions:

1. Fast movement and dollar volume
are the two most influential factors
which sell a retailer on choosing a par-
ticular promotion.

2, Retailers are enthusiastic about
manufacturers deals which offer “cents
oft.”” Preference is for no special label
but this is not a requirement for par-
ticipation.

3. One mcnth lead time for a major
tie-in is preferred by a good number of
retailers. An almost equal number pre-
fer two months.

4, The most successful promotion is
the dollar sale—sales offering multiple
units for one dolar, Multiple unit sales
of less than a dollar such as 4 for 8Y
cents are the next most successful.

Calories in Macaroni

Department of Agriculture Handbook
No. 8 has recenily been revised
with important data for macaroni and
noodles products. Calorie count for 100
gram portion (3.5 oz.) for tender cooke:l
macaroni has been set at 111; 125 for
egg noodles,

Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

SrPTEMBER, 1964

DOUGHBOY I

‘Phone 246-2101 o
Craftsmen in Plostics — Packeging Machinery — Faim Feeds — Electronics — Printing

SINCE 1836

NEW RICHMOND, WIS. .

NDUSTRIES. INC.

Quality Since 1856
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THE DYNAMICS. OF .CHANGE

by Theodore R. Sills, Public Relations Counsel to the National Macaroni Institute

WE are living In a changing world
today. We are selling to a chang-
ing market and our consumer Is In a
constant state of change and thrust, The
values as we all know them are chang-
ing. The morals, as we knew them, cer-
tainly are changed and modifled. And
the people’whom we know and with
whom we deal are subjected to violent
and catechismic changes.

Probablythe trouble with the world
today is that things won't be as they
used to be)and people won't stay In
thelr places, So as long as people and
things refuse to be static, we, in our
selling, in pur living, and in our think-
ing, must become part of this dynamics
of change,

What Are Our Markets?

What we are all concerned about, of
course, is our market today and our
market of the future. We are interested
in things thaf affect things that people
do and things that people think about
and the things that they do and think
about go that'they can have a direct ef-
fect on our sales. I think this is why
Market Facts, the recent study of the
sample group of the American public,
was done, so that we could draw a pro-
file of our customers. So that we could
learn what they like, what they want,
what they don't want, and what they
dislike about our products.

We think it is healthy to look back
in order to plot more fully our forward
progress. The interesting thing about
a program such as ours is that you see it
evolving year after year but you really
don't realize the tremendous impact and
effect a program like this has. In the
last six years there have been more
than 6,000,000,000 consumers impacts.

Buying Groups Reached

Every segment of the consumer buy-
ing groups whom you depend upon for
the sales of your products have been
reached and have been motivated over
and over again. Probably, many of you
feel that the program is the same and
has been the same year after year, This
is not true. We have changed this pro-
gram to suit the changing conditions of
the American life, The program of to-
duy has no relationship to the program
of five years ago or of {en years or even

of next year when the program will .

again be different. One patt of our pro-
grum that is not changeable is the media
which uses our programs and our ma-
terials. In a way we have the same
problem that manufacturers have. Your
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product, more or less, is always the
same. Our product, too, is always the
same. That is, we always have to go to
the same media. And while your prod-
uct is the same your advertising, your
promotions, your merchandising and
your sales programs change.

Our meilia, llke the advertising
media, just does not change.

But our presentation 1o the consumer
does change. Every year we appeal to
the same lines in a different way. From
year to year we change our emphasis
to certaln audiences and then from time
{o time we bring in new audiences. The
reason for this is to meet the changes in
conditions in American life today.

Many Categories Clted

The American market ls one huge
market. It is also many markets. Prob-
ably to a greater degree than any other
nation In the world, the American mar-
ket has a tendency to fragmentize into
many categories. In the case of maca-
roni, for example, we are constantly
appealing to the entire American mar-
ket yet we take cognizance of the un-
married group, the teenage group, the
labor market, the negro market and the
rural market.

All through our programs for the
general American market we have hit
very hard on three general appeals—
economy, versatllity and convenience,
These things, I believe, are well estab-

lished and 'if you study, the resultsiof:

the Market Facts survey you will see
that in all groups, frequent users, In-
frequent users, non-users, cne thing
that they all concede Is the fact that

macaroni products are economical, ver-
satile and have convenience.

Teen Age Emphasis

Among the changes in the program
that have been most interesting has
been our emphasis on the teenage mar-
ket. Teenagers are the future of the
meacaroni market as well as our most
important present buyers. At present
the teenage population is about 22,000,-
000 and their dollar expenditures are
about $12,000,000,000 of which over
$3,000,000,000 is spent on party and fam-
{ly foods. Four out of five teenage girls
do the marketing for their family food.
Ninety-six per cent of them help plan
the meals, seven out of ten share in the
brand decisions with their mothers, and
nine out of ten help to prepare an aver-
age of eight meals a week. This gives
you an idea of the tremendous impor-
tance of kids.

Statistics Bhow Trends

To show you what Is happening to
the appearance of the United States, it
has been estimated that by next year
40 per cent of our entire population will
be under 20 years of age, By 1870 more
than 50 per cent of our population will
be under 25 years of age and today 40
per cent of all the brides are still in
their teens. This means that the average
age for girls today Is something like
19.2. And one out of every six tcenage
.wives hag two or more children,

" How do these figures check with the
survey? We find that in the under 23
years of age group 00 per cgnt were

(Continued on page 26)
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Consumer Attitudes Toward Macaroni Products

A study by Market Facts, Inc. for the National Macaroni Institute
is available to members only. Isn’t this a good reason to join?
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P.O. Box 336, Pulatine, lllincis 60067
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Dynamics of Change—
(Continued from page 24) .

frequent users; 56 per cent were fre-
quent users in the 25 to 34 years and
51 per cent in the 35 to 44 year age
group. In the group 55 years or older
only 34 per cent were frequent users.
These figures were on the macaroni
segment of the survey. The percentage
runs slightly lower for spaghetti.

Macazonl—A Growth Industry

These flgures indicate that we have a
growth industry. With our market of
youth gradually increasing, it means
that the industry is in a growth pattern
and that sales will constantly increase,

Of course, this calls for a hard con-
tinuing program aimed at the teenage
market, not only on our purt public
relations-ise, but on the part of maca-
roni manhfucturen, who must try ta
sell A brand and get the brand firmly
established for the future. According to
figures, the kids of today have no brand
loyalty. The fact that their mothers use
a brand does not necessarily mean that
they will. It often means that they
won't, Consequently, if you have your
brand Impregnated with the present
buyers, unless you do a teenage youth
job in selling your brand to the kids,
you are llable to find your share of the
markel slipping.

The pattern is a little different with
noodles, Your under 25 age group has
a frequency of only 29 per cent of eat-
ing noodles. Noodle eaters reach their
peak at 35'to 44. This indicates that you
should have ycur emphasis on the youth
group to acqualnt them with the uses of
noodles and the ease of preparation.

Cooperative Publicity

Another important change that was
made in the program was one of heavy
cooperation between macaroni and re-
lated food manufacturers and proces-
sors. This was in relation to our large
Lenten promotion in 1858 when we
worked up a tle-in with the Spanish
green olive people, Carnation and the
salmon people. We had heavy publicity
drives in all the segments of the pro-
gram and the program was backed with
four-color posters and more than $500,-
000 worth of advertising. This was the
first big push on the related item pro-
gram which we have been into more
and more.

During Macaroni Week alone in 1950,
there were 53 cooperative organizations
sending out releases and spending
money for advertising in selling thelr
product and macaronf.

Convenience Thame

We had another swing In 1950 when
we hit the convenience of macaron!
very hard, This program was called
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M-M-M Macaroni—Macaroni Meals in

packages of macaroni and two packages

. Minutes, .and' here the whole Job_was_ of spaghettl could very well be effec-

“educating the homemaker to the built-
in convenience of macaroni products
and for quick and easy meals.

This was at a time when there was
a great surge of convenlence frozen
pack macaroni products and we were
trying to combat this with our own
story of the convenience of our prod-
ucts. And then last year, in addition to
our regular consumer themes, we had
another change with the emergence of
our Macaroni Calendar. We sent out
3,600 of these calendars to the adver-
tising managers, the macaroni buyers
and executive officers of the chain
stores, both voluntary and cooperatives.
In addition, we put out our two Maca-
ronl Art Galleries, brochures which
showed macaroni photos available to
the chain stores for use in newspaper
advertising., The purpose of this calen-
dar was to merchandise the public rela-
tlons program of the National Macaroni
Institute, to make the chains and super-
markets aware of the tremendous
amount of continuing Impact on the
consumer month after month.

Consumer Attitudes Study

Let's see now what the survey means
to your public relations program, and
you might think of your own advertis-
ing efforts.

The survey shows that by occupation
blue collar workers are the most fre-
quent users of macaroni products. For
yeurs our publicity has been aimed at
one of the fragments of the market—
the labor union market. And there is
no questioning the fact that this effort
should be continued and expanded.

An Interesting point that the survey
brought out is the comparatively low
use of macaroni products in the Mid-
west. This doesn’t refer to metropolitan
areas such as Chicago, Minneapolis,
Milwaukee, Omaha, etc, I think that it
shows consumption of macaroni prod-
ucts is very low In the rural and small
town areas. In our oplnlion, this calls
for a heavier effort among these groups
to raise their frequency of use,

Macaronl/Spaghetti Offers

Another point brought out in the sur-
vey was that the people who eat maca-
ronl most frequently are also the most
frequent spaghettl users. This would
indicate, we believe, that in merchan-
dising and promoting macroni prod-
ucts at the retall level, additional sales
could be secured by a joint promotion
of both of these products. If you have a
merchandising promotion or deal to the
public featuring macaroni, it would
seem that instead of offering two pack-
sges of macaroni at so many cents for
the two that a combination offer of two

tive and could increase your sales of
the product.

Develop Low Calorie Image

One of the major problems we face
is the problem of diet and starchiness.
In the consumer survey, it is agreed
among frequent users, infrequent users
and non-users that macaronl products
are fattening. Almost half of the non-
users of macaronl products give as their
reason the fact that they don't like
starchy foods or that they are on a diet.
This indicates that considerable devel-
opment work and a large amount of
promotional effort must be made on the
low calorie concept of macaronl. A
large amount of that is our part and
certainly some effort on the part of the
macaroni manufacturers. This image
can be softened but it probably can
never be completely changed.

1t is also interesting to note the sur-
vey shows that frequent and infrequent
users share the belief that macaroni
products are fatlening. This doesn't
seem to meke too much difference in
the category of users. In other words,
people who like macaronl products and
who serve macaroni products acknowl-
edge that these products are fattening
but they serve them and eat them any-
way. Apparently, it is how they feel
about the product that is of the greatest
importance.

Pecullar Paradox

Here is an Interesting paradox which
may stimulate some thought. There is
a great wave of weight reduction in this
country. Macaronl users and non-users
both feel that macaroni products are
fattening, yet there is an increase in
per capita consumption of the so-called
starchy and fattening foods!

Let's look at this paradox. On one
side we have the feeling that macaroni
foods are starchy and fattening. We also
have perhaps 40,000,000 people who are
always on a diet. Therefore, they will
not eat starchy, fattening foods, Yet, in
the last six years with a population in-
crease of approximately cight per cent,
macaron! sales have Increased abuul 10
per cent, Potatoes, probably the starch-
lest of all the foods in the concept of
the American public, have increased
about 10 per cent. Of course this gain
came from the convenlence of instant
and frozen potatoes. When they came
out with their convenience food, their
consumption showed a sharp upturn.
Rice and candy has had an increase in
consumption. So, this has got to be a

-paradox.~ Apparently, the American

dieter has a virtuous desire to reduce
but he still continues to eat what he
wants. Or perhaps the concept of a

(Continued on page 28)
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

In any size — any shape — it's always
easier to control the quality and color
of your products with Amber's first
quality Venezia No. 1 Semolina, and,
Imperia Durum Granular.

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

quality.

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

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

!9 AMBER MILLING DIVISION

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

SLEreMurg, 1964

TELEPHONE: Midway 8-9433
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Dynamics of Change— .
(Continued from page 26)

product being fattening just inhibits
sales? In other words, if our product
were not fatlening, our sales curve
would be at 30 instead of 15, I don't
know the answer. I can only present
the paradox for your consideration,

If it is true that 21 per cent of the
non-users do not purchase macaroni
products because they feel that these
products are fattening, but that the
people that do regularly use macaronl
are of the same belief and eat macaronl
products anyway, are we to assume that
if we were to change the concept of
macaroni to the softening of the dlet
objections, we can persuade more non-
users to eat macaroni? Or are they not
eating macaroni products because they
don't cate for macaroni products? We
don't know. There are several points
about which we have no information
that might call for further survey ac-
tion. There is still no question of the
fact that a’'lot of work has to be done
on altering the image of macaronl as a
fattening food. We have to definitely
start on that hinge.

Negro Markst

There is one additional area that was
not touched by the survey and calls for
an additional survey in the future. This
area Is the American Negro market, It
is one of the most important fragments
on the American market today. There
are 10,500,000 Negroes, more than the
entire population of Canada. They have
expendable income in excess of $22,.-
000,000,000 a year, a greater expendable
income than the whole of Canada. The
average white family is 3.5, the averagqe
Negro family is 4.6 per family. The
average Negro family buys one and a
half {imes more food than the average
white family. Why is this? The Negro

““=pntertains more at home. He feels un-
¢ welcome in restaurants so when he does

entertain, he buys more food at home.
The average Negro, as his economic
situation increases, has fewer places to
put this money than the average white
man. The Negro can't buy a better home
wherever he wants to go. So, he takes
his new income and he puts it in ma-
terinl things. He puts it in status sym-
bols. He wants to own a good car, be-
cause this Iz a status symbol. At his
parties he drinks and serves Scotch,
which to the Negro, is a status symbol.
The total Negro population, consume
more Scotch than the whole white pop-
ulation put together. It is a status sym-
bol, they have the money to spend and
they are spending it. This is true of food
right down the line.
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Presumably, the Negro is a good spa-

- 8hettl, 'macaroni, noodle eater, We dan't+

know. We are going to need a survey
to tell us, If it is true, we are going into
the Negro market with our public rela-
tions efforts. This will call for advertis-
ing and promotional efforts by maca-
roni manufacturers of their own brand
Enmel to capture this important mar-
et.

Recommaendations

Briefly, here are our recommendations
for 1065 and the future programs:

1, Heavy emphasis on the teenage
and the young married market. This is
our market of the present, they are the
heavy users and this is our market for
the future.

2. Strong emphasis on combating the
persistent belief that macaroni products
are fattening. This means a low calorie
promotion both in our public relations
activities and on the part of the maca-
roni r.4nufacturers,

%. A stronger job on noodles at the
teenage and young married level in
order fo galn noodle consumers at a
younger age and to keep them longer.

This, then, is your program for 1065
and probably for many years to come,
We have a lot of selling ahead of us we
have more knowledge than we have
ever had before and I think it is up to
us to capitalize on that knowledge and
do a real hard selling job.

Hayssen in Conada

Effective September 1, all sales and
services of Hayssen packaging machin-
ery in Canada will be handled by the
newly formed Hayssen Canada Ltd., a
wholly owned subsidiary of the Hayssen
Manufacturing Company, Sheboygan,
Wisconsin. The announcement was
made by William A. Hayssen, president
of both companies.

“Our new subsidiary will provide
skilled service and experienced sales
counsel in packaging for our Canadian
customers,” said Mr, Hayssen. He ex-
plained that the expansion of Hayssen's
activity In Canada was made at this
time because of the recent purchase of
Griswold Engineering Ltd, by Canadian
Interaational Paper Company. Gris-
wold has represented Hayssen in Can-
ada for many years. “However, it has
long been our policy to avold associa-
tions which could present a conflict of
interest between a packaging machin-
ery manufacturer and a packaging ma-
terial supplier,” sald Mr, Heyssen.

The main offices of Hayssen Canada
Ltd. have already been established in
Toronto. Additional branch offices will
be opened shortly {o provide coverage

" in every Province.

Educational Efforts

The ad on the page facing will be
run in the October issue of Practical-
Forecast for Home Economics offering
a recipe folder for “Spaghetti, Plain and
Fancy.” This is being prepared for the
National Macaronl Institute by Theo-
dore R. Sills' & Company.

Last year “Macaroni Money-Savers”
was a highly successful placement.
More than six thousand requests from
home economics teachers from all over
the country took about 150,000 folders,
The penny-wise main dishes for budget-
wise cooks included Noodles Carnival,
a colorful cusserole for a meatless meal;
stuffed Frankfurter Macaroni Casse-
role, everybody likes this pair of fa-
vorite foods; Spaghettl with Meat
Sauce, a classic recipe, and great for a
crowd; Macaroni Ham Salad, marvel-
ous for a buffet party meal; Noodle
Ring with Chicken Sauce, a “show-off
dish to impress your guests; Spaghelti-
Tuna Bake, a brand new version of a
family favorite.

The year before the suggestions were
for party menus with macaronl prod-
ucls for the New Year's Eve buffet;
Cherry Noodle dessert for St. Valen-
tine's Day supper; “Irish" Spaghetti for
5t. Patrick's Day; Ham Diplomas on
Macaronl Salad for Graduation Day;
Bewitched Macaroni for Hallowe'en;
and Tree Trimmers' Spaghetti and Meat
Balls for Christmas Eve. Requests are
still being recelved for these folders.

Another reclpe folder still being
asked for is The Cook’s Tour through
Modern Macaroniland, US.A. offering
reglonal favorites, There are noodles
the Creole way; macaronl the Alaskan
way; perfect spaghettl New England
style; macaroni salad like it's made by
the Pennsylvania Dutch; exotic Orien-
tal-American noodles; Southwestern
Chili Beef Spaghetti; hearly spaghetti
Italian-American siyle; blue ribbon
macaroni the Great Lakes way.

Background material made available
to teachers includes “Macaroni Products
—Versatile Foods," “Who Puts the Hole
in Macaroni?", and a listing of varie-
tles of macaronl, spaghetti and egg
noodle shapes,

Wall charts avallable show the versa-
tility of macaroni, spaghettl and egg
noodles, “Durum Macaroni Foods from
Farm to Table" shows history, process-
ing, uses and nutritional values, It is
sold by the Durum Wheat Institute at
fifty cents each or $31 a hundred.
Morton Salt Company has a poster
“The Great American Pasta Time,"” This

* is avallable only to Morton's men for

in-store display. The National Maca-
roni Institute will cooperate with Mor-
ton to distribute them to educators who

(Continued on page 38)
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. Spaghetti — family o
favorite and gourmet's choice. ..

. is tops with tcens, popular with children

/" and enjoyed by adults, It's an cconomical food as
suitable for elegant company fare as it is for hearty every-

. day meals, The proper method of preparation should be o
part of every cook's basic knowledge, Schedule n spagheui
cookery lesson for National Muacaroni Week . . . October 15.24,

" Spaghetti ix only onc of over 300 diffcrent shupes and sizes of macaroni
products, Other macaroni products are cgd noodles — fine, medium

i1 and wide — and macaroni clbown and shells, “SPAGHETTI . ..

' Plain'and Fancy” in thic title of n new recipe leaflet which

. shows how casy it is to prepare internationally fumous

* dishcs such as Spaghetti  Carbonara and Fet- o liarm e
tuccine ‘ Alfredo, as well us the American GO0 # '

i/ favorite, Mucaroni and Cheese,

1
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{lse the coupon
an page
to neder your
clussroom copies
of “SPAGHETTT ...
Plain and Faney”
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PRODUCTION: 1500 Ibs. Per Hour
(based on dried production)

{ fur

~ The NEW®
~ DEMACO |

AUTOMATIC
] ' LONG GOODS LINE
J ovistrips competition

APPEARANCE: Product free from white spots, blemishes,

t
; checking, uniform moisture content with a smooth Gold-
A 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.

20 hour accumulator.

Automatic cutter and stripper.

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

/ ¥

. in performance

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.

'
]

and sanitation!

Now in production, the

LONG GOODS
CONTINUOUS LINE
for V. La Rosa & Sons, Inc.

~ In almost every point of comparison, Demaco
shows a commanding lead over competitive lines.
Come See!

DEMACO - The complete line De FRANCISC! MACHINE CORPORATION

', Spaghetti Weighers

! 2000 Ib. Short Cut Line 4 Stick Spreaders 1500 Ib, nveyors . . ;

l j :ggg Ib. gnort gut ll:lne %3’?"5'5""'93'}'32: ]oogi Ib. ; Sme Cleaners 45-456 Metropolitan Avenue ® Brooklyn, New York 11237
1| Ib. Short Cut Line .D.5. Spreader Conversions trippers -
| Direct Canning Spreaders ‘ Noodle Dryers Long Goods Finish Dryers Phone EVergreen 6-9880
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The Salt Seller

Pushing pasta, or any other profitable
category for the grocer, helps sell Mor-
ton's salt, says Adverlising Manager
Dick Day.

Morton’s Salt has done a fine job of
national advertising for a long time,
and this is essentinlly what its repre-
sentatives had 1o sell when it went in
to call upon the supermarket buyer.
After the novellies of advertising and
packaging were proclaimed, the buyer,
observing the fact that consumption
cannot be increased greatly and that the
product is hard to handle, and the mar-
gins are not the best in the world,
would ask: “What's new?”

Altrulstic Approach

The new idea in the new approach is
1o be completely altruistic and help the
grocer sell profitable merchandise—
most of which Is used with some sall.
“If the Muston representative is looked
upon as a man who is bringing in good
ideas and'not just an order pad for
more salt sales, he will be more wel-
come,” says Mr. Day.

One of the first posters developed by
Morton was an art masterplece on the
variety of cheeses. It had no mention of
Morton's on it. The grocers thought it
was great. The American Dairy Assocl-
ation thought It was great. Kraft Foods
thought it was great and wanted to put
some up. But Morton's sald “No—it Is
no longer a Morton contribution if a
Kraft man puts up the disploy.”

The cheese poster was followed by
one called “Yellin' For Melon" then a
focal point for Hallowe'en merchandise,
premised on the fact that the candy in-
dustry did a tremendous job for point-
of-sale material at this. But there were
many other products that needed pro-
motion as well — like popeorn — with
salt. But again there was no mention of
Morton on the material, so the grocers
gratefully used them and thought well
of the Morton Salt Company. Some
twenty thousand stores utilized the dis-
play picce.

Pasta Poster

Recently Morton's has  developed
three attractlve posters: “A Teacher
For the Apple,” which shows a variety
of uses for this favorite fruit—"Life of
the Party Snacks,”" which has interest-
ing serving idens for produce, one of
the grocers' more profitable depart-
ments — and “The Great American
Pasta Time." Tear-off recipe pads with
red, white and green backgrounds offer
recipes for basic tomato sauce, seafood
tetrazzini, manicotti, lasagne, chicken
caccintore, shrimp-and-macaroni salad.
On the bottom of the recipe il says sim-
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ply: “The trick to perfect pasta is the
cooking, Follow the rules of salt—‘iwo
tablespoons of Morton salt to four

quarts of water’,
Large Size

The posters measure 29 inches in
width by 52 inches in height. The bot-
tom 10 inches shows the Mortun pack-
age 'with the trademark girl with the
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umbrella and the slogan “When It
Rains, It Pours.” Captioned across these
reproductions is the statement “Any
Pasta Worth Its Salt Is Worth Morton.”

The posters are frankly arty, because,
as Mr. Day says: "“To go cheap is fool-
ish—you must have an idea that ap-
peals to the sophisticated grocer.” They
cost approximately 40 cents apiece,
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SO who
buys semolina

in bulk?

You maybe? If so, get a load of this: Apm
buys the durum harvest in bulk . . . stores
itinbulk...millsit in bulk. .. bin-blends
the resulting durum products to your ex-
act specifications in bulk...loads your
order in bulk . . . delivers it in bulk in
sealed-tight Airslide cars or Apm bulk
trucks, Result: uniform Top Performance
durum products order after order after
order. Of course you can buy Top Per-
formance durum products from AbM by
the bag and have them delivered by high-
way, waterway or railway, too!

VWhere top performance counts, you can count on ADM

ADM

ARCHER DANIELE MIDLAND COMPANY DURLIA DEPAHTMENT MINNEAPOLIS KANSAB CITY
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Olin Cellophane Consolidates Headquarters

O LIN Mathieson Chemical Corpora-
tion has announced that its new
headquarters for Olin Cellophane is
open In Pisgah Forest, North Carolina.

A complex of new buildings for the
first time brings together research,
sales, and production wunits fuiinerly
located in New Haven, Connecticut,
New York City, Asheville, North Caro-
line, and Pisgah Forest. One building is
devoted to the Film Development Labo-
ratory and another houses the General
Sales Offices. Cellophane Research oc-
cupies half of the third building. The
other half is used for the research
actlvities of Olin’s Ecusta Paper Opera-
tions which manufacture lightweight
printing and other specialty papers
here.

Commenting on the purpose of this
change, Dr. John H. Truesdail, vice
president and manager of Olin Cello-
phane, cited it as a major factor in
Olin's program of improving its serv-
ices to customers and helplng manu-
facturers develop the best possible cel-
lophane packaging for their specific
markets.

Olin has two cellophane plants, one
in Pisgah Forest and the other in Cov-
Ington, Indiana. Pisgah Forest is in the
western part of North Carolina, 30 miles
from Asheville.

Packaging Torture Chamber

A keystone in Olin Cellophane’s pro-
gram to accelerate services to packagers
is the new Customer Acceptance Labo-
ratory. This Customer Acceptance Lab-
oratory, located in the ch build-
ing, includes six rooms that can dupli-
cate the temperature and humidity of
any reglon in the world, from arctic
cold to equatorial heat. Examining
packages for their weather stamina in
these rooms is not considered enough,
however. In other parts of the labora-
tory packnges are dropped, tumbled
nnd given other kinds of abuse they
might encounter in shipping, In the
supermarket and in the home. With its
many devices for package destruction,
this laboratory has been called the “tor-
ture chamber of packaging.”

This laboratory Is one of a series of
customer-oriented services Introduced
this year, Other innovations during the
year included marketing services to as-
tist customers in broadening their sales
and a distribution service designed to
reduce customers’ inventory costs and
provide rapid delivery.

Bringing the lahorateries close to
manufacturing operations will incrense
34
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Centralized research, salks and prometien. In front of Olin Cell phane’s new h

building, Pisgah Forest, North Carolina, ore the following Olin Cellophane executives, left to
right: R. S, He'ier, production manager; Dr. W, 5. Koghan, director of research; Dr. John H.
Truesdail, vice president and manoger; G. W, McCleary, director of marketing; and J. D.

Willis, project .nanager,

efficlency and speed problem-solving,
according to Dr. Truesdail,

One important advantage of the
move, for example, is that the labora-

tories can make use of computer and_

other equipment in the production
plant.

Customer Accepiance Laboratory
Functions

Broadly, the Customer Acceptance
Laboratory has two main functions: It
tests new Olin-developed films under
approximate fleld conditions and it
studies customers' products to deter-
mine which films will provide the best
protection and most attractive package.

Among the many tests conducted
here are those for water vapor trans-
mission, gas permeability, rigidity, flex-
ibility, durability, slip and heat seal-
ablility.

Standard packaging machines and
printing equipment to appraise cello-
phane machineability and printability
are part of the laboratory's permanent
equipment.

Another important section in the Cus-
tomer Acceptance Laboratory is the
kitchen. The kitchen will be used for
taste tests for packaged foods.

Research Laboratory Plans New Films

The Customer Acceptlance Laboratory
complements the facilities devoted to
basic’ and; applied research. Such re-
search has the .. itimate aim of develop-
ing iminediately usable films, according
to Dr. Truesdail,, -,

Some ot.;'ﬁa"é_;cluslve filin types de-
veloped by Olin are MT-33, o special

candy wrap, MST-44, a cellophane with

a broad spectrum of uses in both food

and other flelds, OF-20, an anti-oxidant

cellophane for snack packaging and

‘?IF-IB, a multi-purpose supermarket
m.

At the new facility, Olin now has the
added advantages of being able to have
its cellophane sclentlsts work closely
with its Ecusta research sclentists who
also specialize in cellulose chemistry.

Development Links Manufacturing
and Ressarch

The facilities of the Film Develop-
ment Laboratory, sometimes thought of
as the link between research and manu-
facturing, are devoted to scaling up
(preparing for large-scale production)
new cellophanes before manufacturing
is started In either of the cellophane
plants. Modification of cellophanes also
is carrled out here and much of the
work is devoled to the development of
coating formulations and coating equip-
ment design.

Sales Activities Are Centralized

Cellophane marketing activities are
centered In the new General Sales Of-
fice building, These include direct and
converter sales, lechnical service, ad-
wertising and promotion, market re-
search and administrative services.

Summing up the significance of the
new centralized facilities Dr, Truesdail
said:

“We foresee that the closer alliunce
of marketing, production and research
will result in more and better services
lo Olin Cellophane customers.”
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Avisco Develops Polymer-
Coated Cellophane

A new polymer-coated cellophane,
engineered to provide maximum dura-
bility and toughness with no sacrifice of
machinability on high-speed automatic
equipment, has been announced by
American Viscose Division, FMC Cor-
poration, Designated 140 RS-7, the new
film Is especially suited to high-speed
form-and-fill applications.

RS-7 is the result of two years of
development and extensive fleld evalu-
ation. It Is expected to find widest
application In the packaging of such
bagged products as cookies, candies,
snacks, macaroni, dried fruits and veg-
etables, and nuts.

“The high order of toughness the film
provides makes it particularly valuable
in applications where the package is
subjected to seasonal low temperatures
during distribution or warehousing,”
explained Richard E. Reynolds, General
Sales Manager for Film Operations.
“Qur tests and field experiences indi-
cate that of all comparable cellophane
types there Is no more durable film
available than this one.

“This significant increase in the film's
durability was accomplished without
any compromise in its machinability,

particularly in regard to Inslantaneous
release from heat-seal jaws. This is par-
ticularly importiant in the case of crimp
eealers,

“In addition to ils new level of
strength, RS-7 combines all of the well-
recognized package benefits of saran-
coated cellophanes—superior gas and
water vapor barrier propertles ns well
as clarity and printability."

Available in commercial quantities
immediately, 140 RS-7 is priced at 79
cents per pound, has a yield of 14,000
square inches per pound. Its cost per
thousand square inches is 5.64 cents.

Packagirg Division Research
Assignments Announced
By Dow

Three key research assignments in
the Packaging Division of The Dow
Chemical Company have been an-
nounced by Grant W. Cheney, division
director of research.

They are:

—George H. Lacy, technical director,
laminated and converted products

—Paul V. Greenfleld, technical direc-
tor, films and rigid packages

—Russell L. Hoelzer, manager, design
engineering

EST. 1920

Products,

Egg Noodles.

Microscopic Analyses.

WRITTEN REPORTS.

JACOBS-WINSTON
LABORATORIES, Inc.

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

1—VYitamins and Minerals Enrichment Assoys.
2—Egg Solids and Color Score in Eggs, Yolks and

3—Semolina and Flour Analysis,
4—Rodent and Insect Infestation Investigations,

5—SANITARY PLANT INSPECTIONS AND

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

Cheney said the three groups will be
based in Cleveland, Ohio, headquarters
of the Packaging Division, production
arm for Dow packaging operations.
Their work will primarily involve proc-
ess and cquipment development and
engineering as well as some product
development with strong emphasis on
Improvements supporting current proc-
csses and products.

Polyethylene Prices Advance

Du Pont Company, following several
other makers, said it is raising its prices
on all gauges and types of its general
overwrap and bag polyethylenefilm to
30.6 cents a pound from 38.5 cents, ef-
fective with shipments August 3.

Supermarket Revisited

Senator Philip A. Hart of Michigan is
reported to have checked packaging in
grocery stores recently and declared
that many improvements have heen
made. He cited Post Cereals and Gen-
eral Mills as two who have made sig-
nificant changes and stated there were
fewer packages now with “large,”
“jumbo” or “glant” on them. But he
still thinks there is need for his pro-
posed legislation tightening up controls.
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HOW TO KEEP

YOUR

VITAMIN ASSAYS
IN LINE

QA
@B

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

With a uniform product, the next step Is uniform addition. The WAT
NA Feeder has been proved by over 30 years of mill operation,
Seot it for a few ounces fo 10 |b. per hour and it never varles, It
feeds *'N-Richmicnt-A" consistently, accurately, dependably,

The rght enrichmant . . . the right feeder. Combine them, and
you can't miss on vitamin assays.

Offices and warehouse stocks in principal citles.

Or write Dept. N.122.53,

\ WALLACE & TIERNAN INC,

SEPTEMBER, 1964

NOVADEL FLOUR BCRAVICE DIVISION
23 MAIM STREEY, aLiEVIILL 9, NEW JIRSLY
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Now Is the Time to
Turn Norwegians Into
Macaroni-Eaters

The follewing item appeared in the Ber-
gens Tidende: repinted with permission,

The present annual consumption of
0.5 kilos a head is much too low—the
new macaroni factory at Vaksdal, near
Bergen, has a capacity of three times
this figure.

The present annual consumption of
macaroni in Norway—half a kilo per
head—is one of the lowest in Europe.
The new factory at Vaksdal, which will
be operated joinlly by A/S Vaksdal
Molle and Ditlef Martens A/S repre-
sents an attempt to put this matter
right. After more than a year's prepara-
tory work production has started in the
new factory, which is described as one
of the most modern of its kind in
Europe to-day. As its effective produc-
tion equipment will give a capacity far
exceeding the present demand in Nor-
way, an exiensive campaign is to be
started to persuade Norwegian house-
wives to serve tasly macaroni and spa-
rhetti dishes more often—or so we were
informed while we were being shown
around the new factory, in company
with o number of other guests,

Plenty of Capacity

The total consumption of macaroni
und spaghetti in this country is now
about 2,000 tons a year, whereas the
new factory ot Vaksdal represents a
capacity of 400 kg macaroni per hour,

In Switzerldnd

Modern Swiss Maocaroni Factory, The JOWA mecaroni plont in
Buchs AG. one of the most modern in all Switzerland, wos com-
vted toward the end of 1963, It 15 owned by MIGROS, a Swiss

uperm,

crket arganizotion. Equipment consists af four Buhler auto-
r¢ production lines for continucus operaticn Automatic storage

The leaders of the two Norwegion coop-
crating concerns, Directors Poul Martens
ton the left) and Theo. G. Mortinsen, appear
to be satisfied with the product control.

plus a spaghetti production of 100 kg
an hour. It would thus be pns-ihle, using
one macaroni press ranniag three
shifts a day, to reach an a:n1.1 produc-
tlon of 3,000 tons at Va: al alone.
However, in the light of the present
market conditions only one 8-hour shift
will be worked, and only o third of the
production capacity will be utilized.
Still, the possibilities of expansion are
there in plenty, and there would be
nothing to prevent the concern from
scquiring another macaroni press and

increasing the capacily to 6,000 tons a
year. The only problem that remains is
to what extent we can be persuaded to
do whal the Romans do—and eat spa-
ghetti.

Ditlel Martens A/S has hitherto been
the only producer of macaroni products
in the Bergen district, and has had a
separate macaroni factory in which pro-
duction last year amounted to about
600 tons. "However, sales have risen
steadily in the last year or two, ns much
as 20-25 per cent in the last six months,
and we therefore hope for a consider-
able increase in future turnover,” said
Director Paul Martens. The Italians
lead the list as far as annual macaroni
consumplion in Europe goes, with about
30 kg per head. The Swiss have an an-
nual consumption of 12 kg per head,
and the Swedes of 2.5 kg. Here at home
we tail after with only 0.5 kg.

Consolidation Advantageous

The association between the two con-
cerns is based on the new factory al
Vaksdal replacing Ditlef Martens' for-
mer macaroni factory. The new plant
will form part of the Vaksdal Molle
production plant at Vaksdal, and it will
be this concern that has the responsi-
bility for the actual production of the
macaroni, Ditlef Martens A/S taking
care of sales and marketing.

Completely new production equip-
ment has been purchased for the pro-
duction of all the macaroni products
marketed in this country. The ma-
chinery comes from Swilzerland, and
has been set up by specially trained

(Continued on page 38)

production line for long goods, 1,600 to 1,700 pounds on hour
+. Pocking is done by high speed outomatic long and short gords
+  packers from Hofliger & Karg, Waiblingen bei gt

the Schaeizerische Industrie Gesellschaft, Neuhousen, Photc on the

left shoas the new plant with the unlcading from bulk container

uttgart ang -

nq accds as else provided in order 1o allow o'l packing during an the far tght of the pocture; photu on the night shows cne of

he dey shutt Cepacity for short g ads s 2,000 puunds an hour;

M

the tour Buhler presses, which moy be supervi.ed by a single man
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E YOUR WORKING
CYCLE AND THE RANGE
OF YOUR PRODUCTS
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40 Years Ago

® Semolina prices were soaring — the
advance had begun in the spring and
continued through the summer — and
while prices quoted on semolina wer.
B0 per cent over the year previous, there
had been no advance In macaroni
prices.

® An increased demand for durum in
the Mediterranean market was expect-
ed because of the poor crop in Algeria.

® The Federal Bureau of Chemistry,
which enforces the Food and Drug Act,
declared that egg yolk could be substi-
tuted in whole or in part for whole eggs
in making noodles.

® “Pléy the game fair,” wrote B, R.
Jacobs, NMMA Washington representa-
tive,.In_a letter to macaroni manufac-
turershisking their cooperation In carry-
ing out the work of the legislative and
vigilance committee—vigilance against
misbranding and adulteration of prod-
ucts, 3

30 Years Ago

® The National Recovery Codes were
helled as instruments for business sta-
bilization as ,opposed to price fixing.
“Wisely have the sponsors and sup-
porters of the Macaroni Code proceeded
on the theory that the elimination of
low grades—the basic reason for the
killing competition that has too long
existed—will insure the business sta-
bilization hoped for.” They had reason
to believe that the manufacture of qual-
ity goods would bring reasonable prices
and increased consumption.

® There were violators of the Code
however, One manufacturer lost his
Blue Eagle because of misbranding and
mislabeling in a way to take advantage
of uninformed purchasers.

¢ Thugs entered a large plan in Metro-
politan New York and destroyed thou-
<unds of pounds of macaroni by sprin-
ling thereon a pungent yellow powder
“probably in the spirit of revenge for
fancied wrongs."

® The processing tax continued, despite
the failure of the 1834 durum crop and
the necessity of importing durum from
other countries. Millers pald a {ax ap-
proximalely of $1.38 a barrel in order

to aid the wheat farmers. BN

® Frank J. Tharinger, a past president
of the NMMA, joined the Rahr-Green
Bay Brewing Company. His macaroni
friends wished him well and admonish-
ed him to watch that wairtline.

20 Years Ago

® The War Food Administration
through Sidney Johnson reported on
the successful spring promotion for “No
polnt-Low polnt" foods, The National
Macaroni Manufacturers Association
contributed $6,000 towards the promo-
tion as one of the seven participants.
Point of sale materials were developed
for grocery stores, hotels and restau-
rants,

® Henry Ford, celebrating his 81st
birthday, predicted prosperity for mo-
tor cars and mechanized farm equip-
ment firms, and asserted: “The time is
coming when man will be able to deter-
mine the length of his life span by con-
trolling his diet, I think he will find
everything he needs in wheat; wheat is
the divine food.”

® Semolina production in the crop year
1943-44 was the second largest in nine
years, Durum stocks were at a six-year
low, and prospects as of August 1 were
for production of 36,880,000 bushels.

® Five factors for flavor were cited as
(1) using the best semolina; (2) correct
waler temperature for mixing; (3) high
pressure kneading and rolling; (4) ter-
rific pressure in the macaroni machine;
(5) proper curing methods,

10 Years Ago

® Rust was on a rampage. Each year
since 1950 the rust problem had been a
paramount worry to growers, millers
and processors, and 1854 was no excep-
tion. The government's forecast of pro-
duction of 18,000,000 bushels as of July
1 appeared that it would be reduced
sharply, and an industry meeting was
called for August 17 in Chicago.

® V., La Rosa & Sons announced that
La Rosa Pastina had been granted the
Seal of Acceptance by the Council on
Foods and Nutrition of the American
Medical Association.

® Macaronl was on display before some
3,000 professional home economists
meeting in convention in San Francisco.
It was also seen on television on many
shows featuring Mary Ann Connor,
roving home economist for Theodore R.
Sills & Company, during the campaign

described’ tﬁr system.

i

WANTED — Subscribers to the Macaroni
Journal. Informed readers make better man-
agers, better representatives, better cus-
tomers. Coming In October: Food Is o Bars
aln, and the start of a new selling series
consultont George N. Kahn, Twelve
monthly issues at $5; odd $1.50 out of U.S,
P.O. Box 336, Palatine, |llinols 60067,

INDEX TO
ADVERTISERS 4
Amber Milling Division, G.T.A. ........ .3.1.

Ambrette Machinery Corpoeretion .....20-21
ADM Durum Depertment ... 33
A Corporation n
Braibenti & Compeny, M. & G, ... 237
Clermont Machine Compeny, In¢c, ... 15

Frencisci Machinery Corporstion ....30-31
Doughboy Industries, Inc. ... 23

Generel Mills, Ine. ... 17
International Milling Company ... 40
Jacobs-Winston Laboretories, Inc, ... 33
Meldarl & Soms, Inc., D, ... = 1
Nationsl Macaroni Mirs. Assn, ... 8
National Macaronl Institute ... 25
Peavay Company Flour Mills ... §
Ressott! Lithogreph Corporation ... 2

United Stetes Printing & Lithogreph.... 39
Wallace & Tiernan, Inc, .... . 35

Educational Efforts—
(Continued from page 28)

want to put them up in their class
rooms.

The brochure “Nutritive Values of
Macaroni, Spaghetti and Egg Noodles”
is sold by the National Macaroni In-
stitute at two cents a copy,

A film-strip “Trick and Treats with
Macaronl Products” is loaned to teach-
ers with a narration guide and class
room materials illustrating the recipes,

Norwegion Macaroni Eateis—
(Continued from page 36)

Swiss and Italian fitters, The total in-
vestment amounts to 1.5 million kroner
—according to Managing Director Theo.
G, Martinsen of Vaksdal Molle.

The purpose of moving the macaroni
factory to Vaksdal has been first and
foremost that of taking full advantage
of the undoubted advantage, In maca-
roni production, of being in direct touch
with the grinding of the flour at the
mill. This saves the expensive ard slow
operation of bagging the flour, trans-
porting it to Bergen, and storing it in
new silos here, It is also a considerable
advantage from the point of view of
control to make the connecting link be-
tween grinding and the further produc-
tion processes as short as possible. Both
quality and laboratory contral will then
be sure and simple,
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NO

ONE

CAN
PACKAGE

A PRODUCT
LIKE MOTHER
NATURE

But since macaroni doesn't come in pea pods, try the next
best thing and ask USPL to show you how smart, modern,
multi-color folding cartons can add more merchandising
power to your products, We can't compate with Mother
Nature, but we do have design ideas that prove your pack-
age can sell as well as surround your product. We have five
plants located strategically around the country to meet your
delivery requirements. And we have the finest in lithog-
raphy, letterpress and gravure.

Call USPL for help on your next packaging problem, We
have offices in 21 cities coast-to-coast and one is near you.

UNITED STATES PRINTING AND LITHOGRAPH

DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFFICE: NEW YORK 17, NEW YORK
Offices: Atlanta * Ballimore = Baverly Hllls * Boston * Chicago * Cincinnati * Cleve-

fand * Dalles * Dalrolt * Loulsvitle * Milwaukee * Minneapolis * New York * Omaha
Philladeiphia * Pittsburgh * Portland * San Francisco * Sealtie * St Louis * Tulsa

-
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A Judge of Magproni Products!

Yes, this young fellow is a judge all right!
He is one of thousands of consumers who
rule on the success of your macaroni
products at the dinner table, That's why
you start with the finest ingredients, and
spare no effort to win his approval. And,
of course, you exercise the utmost care
in manufacturing to insure that the end
result will meet his approval.

Likewise, we're proud of the ingre-
dients we supply you and take every

precaution to see that they're the finest
milled. Our success, like yours, is meas-
ured by the degree of customer satisfac-
tion your macaroni products deliver.

Let International Quality Durum
Products help you please your customers.

International

MILLING COMPANY INC.

2 DURUM DIVISION
General Offices: Minneapalis, Minnesota 55402




