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send your sales manage
: AR Put your pnoduc! )
package. It's almost as

sales manager along

to protect you on industry regulations, and a market-
ing staff to structure your packsge for maximum mer-
From dimensional considerations to tasteful typeface .
selection, from image-building trademark crestions to
colorful, original visuals, Rossolti gives ‘you more -
packaging. I's an old tradition with us... .
sales-winning

packaging,
and only packaging, for three generations. That's why

modern markelers of consumer goods know that
Rossotti delivers

BETTER MERCHANDISING THROUGH PACKAGING!
(Tell your Sales Manager te let that
package sell. Call Rossotiil)
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ACK on April 19, 1004, twenty

macaroni manufacturers met in
Pittsburgh, Pennsylvania, and formed
the National Association of Macaroni
and Noodle Manufacturers of America.
The name was shortened in June, 1910
to the present one, the National Maca-
ronl Manufacturers Association.

At about the same time, the first paid
administrator was hired, Modesto J.
Donna, of Braidwood, Illinois. Soon
thereafter, M. J. found he was also
editor of The New Macaroni Journal,
which was to report news of the indus-
try and sell sufficient advertising space
to help defray his salary. He gathered
sufficient material to meet his first dead-
line and subsequently 410 more. In
1953, after more than thirty-four years
with the macaroni industry, he retired
ns managing editor of the magazine, but
still maintained his interest by con-
tributing a monthly column until his
death in December of 1950.

Through those years the Macaroni
Journal developed status as the official
publication of the National Macaroni
Manufacturers Association and histor-
ian for the industry.

Objectives

The objectives of the National Maca-
toni Manufaclurers today continue to
be to promote and safeguard the wel-
fare of the macaroni and noodle manu-
facturing industry and to elevate it to
the highest plane of efficiency, effec-
liveness, and public service.

Some eighty-five manufacturing
firms, representing between 70 and 80
per cent of the industry's production,
uelong to the organization. Membership
also includes fo''r overseas manufac-
‘urers and thirty-two associates who

M. J. Donno

are bona fide suppliers of goods and
services to the industry.

Fastern Directors

Policy is sel by a board of directors
elected by the members. Six directors
are from the ehstern area, They are:

Robert |. Cowen, A. Goodman & Sons,
Long Island City, New-York.

Vincent F. La Rosa, V. La Rosa &
Sons, Westbury, Long Island, New
York.

Joseph Pellegrino, Prince Macaroni
Manufact.ring Company, Lowell, Mas-
sachuselts,

Lester R. Thurston, Jr., Megs Maca-
roni Company, Harrisburg, Pennsyl-
vania,

H. Edward Toner, C. F. Mueller Com-
pany, Jecsey City, New Jersey.

Paul Vermylen, A. Zerega's Sons,
Fair Lawn, New Jersey.

Ceniral Ar_u

There are five directors from the cen-
tral area:

Albert Robilio, Ronco Foods, Mem-
phis, Tennessee,

Ralph Sarli, American Beauty Maca-
roni Company, Kansas City, Kansas.

Peter J. Viviano, Delmonico Foods,
Louisville, Kentucky.

Albert S. Weiss, The Weiss Noodle
Company, Cleveland, Ohlo.

One vacancy occrs since the derth
of James 1), Williams, Jr. of the Crean-
ette O mypni., 0 Minneapolis,

In the West

There are four directors for the
western area:

Paskey DeDomenico, Golden Grain
Macaroni Company, Seattle, Washing-
ton.

Vincent DeDomenlco, Golden Grain
Macaroni Company, San Leandro, Cali-
fornia.

Edwird DeRocco, San Diego Maca-
roni Company, San Diego, California.

Fre4 Spadafora, Superior Macaroni
Company, Los Angeles, California.

At Large

There are nine directors-at-large.
They are:

Saverio Arena, Conte Luna Foods,
Norristown, Pennsylvania.

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

Kenneth J. Forbes, Catelli-Habitant
Lid., Montreal.

Raymnnd Guerrisi, San Giorgio Mac-
aroni, Int., Lebanon, Pennsylvania.

Henry D. Rossi, Peter Rossi & Sons,
Braidwood, Illinois.

Nicholas A. Rossi, Procino-Russi Cor-
poration, Auburn, New York.

Jerome L. Tujague, National Food
Products, Inc., New Orleans, Louisiana.

P Loert William, Western Globe Prod-
wts, Inc., Los Angeles, California.

Past Presidents

1%ast presidents of the Association, of
whicl there are eight, are also members
of the board, and form the National
Macaroni Institute Committee. They
are:

Albert Ravarino, Ravarino & Freschl,
Inec., St. Louis, Missouri.

Emanuele Ronzoni, Jr., Ronzoni Mac-
aroni Company, Long Island City, New
York. ¢

Horuce P. Giola, Bravo Macaroni
Company, Rochester, New York.

Rohest | Cawen, Sr,
Firet Vice Pres'dent

THe Macaroxt JOURNag

Peter J, Viviono
Second Vice President

Llovd E. Skinner, Skinner Macaroni
Company, Omaha, Nebraska.

Peter La Rose, V. La Rosa & Sons,
Westbury, Long Island, New York.

C. Frederick Mueller, C. F. Mueller
Company, Jersey City, New Jersey.

C. W. (Jack) Wolfe, Megs Macaroni
Company, Harrisburg, Pennsylvania.

Louis S. Vagnino, American Beauty
Macaroni Company, St. Louis, Missouri.

The National Macaroni Institute was
incorporated in 1048 to form a separale
entity tn publicize the macaroni indus-
try and its products—macaroni, spa-
ghetti and egg noodles.

OHicers

The board of directors elects a presi-
dent and three vice presidents, Fred
Spadafora serves as president; Robert 1.
Cowen, first vice president; Peter J.
Viviano, second vice president; and
Vincent F. La Rosa, third vice president.
The secretary-treasurer is a full time
staff employee who administers the
affairs of both the Association and the
Institute and edits the Macaroni Jour-
nal. He is Robert M. Green.

Counsel

The Association retains James J.
Winston as director of research. An
analytical chemist and sanitation con-
sultant, Mr. Winston oversees the law
enforcement program of the Associn-
tion with regard to egg solids require-
ments and freedom from adulterants.
He maintains liaison with federal and
state regulatory officinls in matlers re-
garding the Standards of Identity, la-
beling, various metho{s of analysis, and
the like. Contact is maintained with the
government {o assist with specifications
and to clarify methods of testing and
sampling. Monthly bulletins are sent to
members dewiing with sanitation. regu-
latory nnd nutritive matters
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The firm of Theodore R. Sills & Com-
pany, with offices in New York, Chicago
and Los Angeles, is retained to handle
the publicity and promotional efforts of
the National Macaroni Institute. News
facilities are maintained in Chicago,
while the home economics kitchen in
New York tesls recipes and prepares
photographs of material sent to every
type of media.

Clearinghouse

The Association Is essentlally a clear-
ing-house of information. It serves the
industry as o focal point for concerted
action on common problems, offering a
forum in reglonal meetings aund semi-
annual national conventions. The next
convention is scheduled in New York
City July 11-14, to take place during the
New York World's Fair.

News service provided by the Associ-
ation includes a weckly bulletin carry-
ing information on commodity murkets
and current events in the macaroni in-
dustry, as well as this monthly maga-
zine.

Durum Relations

Durum relations has been an im-
portant part of the Associntion’s pro-
gram since 1946. In that year it began
sending representatives to the Annual
North Dakota Durum Show to award a
plaque to the best entry. Since that
time, contacts have been maintained
with the county angents of the durum
area, the cereal technologists at the
North Dakota State University (where
a fellowship for research on macaroni
processing is maintained), the Crop
Quality Council, to which the NMMA
This
group publicizes the work and needs of
state and federal research agencies. Co-
operation has been maintained with the
members of the Durum Growers Asso-
ciation since its formation. There have
been cooperative efforts with them for
necessary legislation and representa-

contributes financial supporl.

tion to officials in Washington.

In addition, there has been close co-
operation between the Durum Wheat
Dakota State
Wheat Commission, the National Mac-
aroni Institute, and the National Maca-
roni Manufacturers Association in the
exchange and distribution of educa-

Institute, the North

tional materials.

Resolve

In gathering information and dissemi-
nating it to macaroni manufacturers,
industry suppliers, consumers, and the
gereral publie, the Macaroni Journal
has served a usefu' nurpose for some
wrovue in ts

fopty-v ¢ verce It <Nl
podea ors

Yincent F. Lo Rosa
Third Vice President

WAY BACK WHEN

40 Years Ago
® Approximately fifty per cent of
NMMA membership was made up of
firms that manufactured only bulk
guods; ten per cent of the memburship
specinlized in packaged goods; thirty-
five per cent of the members sold their
products both in packoge and bulk
form: while five per cent of them were
exclusive noodle makers,
® Sanitary requirements for macarein
factories in New York City were spelled
oul in the Macaroni Journal by Frank
J. Monaghan, Commissioner of Health
In addition to provisions for keeping
plant and equipment in good repar and
clean, there were prohibitions of sleep-
ing on the premises and using toboeceo
in any form.
® The industry called for tariflf in
creases to protect them against rising
foreign competition. A 22-pound bi.x of
macaroni from Italy shipped to New
York sold for $188, against domest:.
production costs of $2.04. The $1.34 in-
cluded 44 cents of duly on the 22
pounds,

30 Years Ago

& Concerted industry action convinced
the Agricultural Adjustment Ageney of
the need for unlimitea  planting  of
durum wheat in 1935.

e In 1935, the macarom nanufacturing
industry comprised approximately 40
factories producing one-half  billion
pounds of product annually.

e Noodles, the most delicale member
of the “energy trio,” was being recom-
mended for serving in the simple com-
bination with butier with a dash of
Parmecun cheese a'la Alfredo ™

Contner o or page 24
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WIS there a place for dry macaroni

products on the grocer's N
asked Vincent F. La Ros, vice peotl.
dent and director of sales for V. L. Rosa
& Sons, Brooklyn, New York?

The time has come to take a good
look at the modern Bgrocer, He is no
longer a clerk in the store, but a busi-
;e:l:a:n :vho sits behind a desk, He is

of reason; th

I‘EIIIIOII o i i therefore, we must

t seems to me that the mac
manufacturer uses the buyer as nn?::
eree. We are battling in his office where-
as the firing line is on the grocer’s shelf.
The grocer is being fed statistical in-
formation from which he is making de-
terminations by reason. Unless we are
:bla to l:::lmnl with him he will depend
n meec cal com,
it ogeson puters to determine

Let us look at the shelf. A lo
Is devoted to macaroni produclts‘::n?;c:
are all concerned with new products
replacing the dry products. How muany
items do we have on thy shelf? T say
we have a great deal of space that is
not properly utilized. We have items on
the shelf that are not turning over one
cnx: per month,

reevaluation of this mov

within the store justifies the grof:::-E;‘::
eliminating it from the shelf, and re-
placing it with a prepared item, because
he is being sold through advertising
and promotion to put convenience items
on his shelves. We have to stow him
movement, a case a week, two cases a
week, from statistical data of move-
ment on his shelves.

Each manufacturer should consider
every item he has on the shelves. If any
are not moving, it should be replaced
with something that will move. Main-
tain that shelf space; give the grocer
turnover; he'll like our products; he'll
make more profits,

Create movement for your products.
The only way you can do this is to
ndvertise to the consumer. The con-
sumer Is the one who determines what
#ioes on the shelf and what remains on
the shelf.

Research and Development

Commenting on research and devel-
opment, Robert I. Cowen, vice-president
and secretary of A. Goodman Sons,
'Long Island City, New York, had this
0 say:

5
1 il Shdelain wwT .
Panalists seated left to right

Joseph P. Viviono and \:i':u:elt-ﬂal‘:;!:I Ing!:s'a

As indlviduals in relatively small com-
panies, we have a big problem when it
comes to research. I suppose we all do
what I call practical research in so far
as we try to better our processes, but
we have done practically nothing so far
as T know to develop new products.
Som¢: of us have come out with dinners.
These are not new products, they are
just combinations of old ones.

Litile Change

45 I look back through the years, and
I have been in this industry :l'nc? 1922,
I see very little change in any of our
basic products that we are still selling
today. I see little change in packaging.
Sure, we now have colored pictures on
the packages, cellophane windows, or
flexible bags but that is about it.

For companies of our size to engage
in fundamental, basic research, is most
difficult. It takes a lot of money and the
results are a long t'-.¢ coming. We
heard yesterday from the representative
of Du Pont about what happened to
that company In the early 1020's. It was
pulled together by three cousins and
bullt into the tremendous company it is
today. It was done not because they
stuck with gunpowder, but because
they have some 10,000 products. A tre-
mendous amount of money was poured
into research, from which came the
fundamental products, by-products, and
by-lines. From this research came prod-
ucts which we all use today.

Fred Spadafora,

The Executive Committee Takes
the Pulse of the Industry

A Panel Discussion at the Winter Meeting of the
National Macaroni Manufacturers’ Association

< gAKE

gy AR
Robert I. Cowen, Sr. Standing:

How can we do something like this?
The companies which you represent
have sales of possibly $1,000,000 to $20,-
000,000 a year. How much can we spen:i
when the return in the macaronl busi-
ness is small, as it is in the food busi-
ness in general? The big chemical, auto-
;‘nobﬂe, an; m;.chinery companies make

arger profits. They can pour
into their bmlnc!{. s ey

Our industry !'s started in a small
way to put some money into funda-
mental research, through a fellowship
in the Crvenl Technology Department
of the Nort!. Dakota State University.
Some thints have been found about
wheat that ultimately may lead to im-
portant information for us.

What can we do then to develop prac-
tical research? Something that will give
us new products, something that will
expand what we've got. If we want to
rely on the population Increase to in-
crease sales, we can sit back; but is
that enough? Where can we get the
money for research? Do any of you have
the answer to this problem?

Marketing Costs Up

Joseph P. Viviano, sitting in for hi
father, Peter J. Viviano, o!g De]n?;n{lcl;.
Foods, Loulsville, Kentucky, stated:

In the early days of our industry,
from what my grandfather tells me,
raw materials and conversion made up
most of the cost picture. Our company
gol ils start because we were efficlent

THE MACARONI JOURNAL
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producers. Probably a lot of you got
staried that way.

As times and markets change, the
cost pleture changes. Today, the pro-
duction costs take a smaller percentage.
Research and development, as Mr.
Cowen mentioned, enters into the pic-
ture, and even more importaat are mar-
keting costs.

Marketing today covers o multitude
of jobs. It is taking a product, adver-
tising and merchandising it, so the con-
sumer buys more of it than she used to.
In the next ten years, we will probably
see more changes in marketing meth-
ods, especially in the food industry,
than we have ever seen before. With
our present cost attitudes, are we going
to make enough allowances for market-
ing research snd development?

Some might note that large food com-
panies have been in the macaroni busi-
ness before. They tried to sell dry prod-
ucts and they found there just wasn't
enough profit for them to be satisfled.
Perhaps there is a lesson here.

Why are new companies coming in?
The basie difference is that they are
making a different product and mer-
chandising it. They are making more
profits or they wouldn't be in the busi-
ness at all. The new competitors have
a new concept. They are coming to us
tor macaroni, and adding a simple idea
to change the product. Then they sell it.
Right now it seems like it 18 a good
effort.

New dinners are coming out, Here
again they are taking n percentage of
our shelf space. If they weren't moving,
th'y wouldn't continue to stay in the
store. “Is our effort to be good enough,
good enough?”

Prolits, the Key

Fred Spadafora, Assoclation president
and president of Superior Macaroni
Company, Los Angeles, queried the
group, "What's in store for the future
of this industry?” He answers his ques-
tion by saying: “It all hinges on what
we do to improve our situation. If din-
ners are cutting into our market, we
will have to chante our methods.”

We can have a lot of space for a dis-
play, but if the product doesn't move,
it 1sn't going to carry you. We must give
the consumer new methods of prepar-
ing macaroni dishes and we must ad-

vertize them. We ore doing some of
this, but we must do more. Then we
must have more research to develop
better products, something the con-
sumer will want to eat more often, and
develop Ideas on how to serve them.
These things all hinge on one thing—

profit,

With the pressure that exists, dry
macaroni product profit’ margins be-
coma narrower and narrower; competi-
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Questlon: Is this broader concept of }
profit new?

Answer: It is a new thought that
profit can be causative in this broader
sense. Our popular notion of profit is |
derived from the familiar classroom il- I
lustration that if 2 man grows an apple l
for B cents and sells it for 10 cents his
profit is 2 cents.

Not Just Leftover

Questiont Then profit is not simply
“the residuum” or what's left over as
the classical cconomists of the past have
seen it?

Answer: No. Residuum (or residue),
there is something lifeless about the
word. It supports the prevalent view
that the figures on the bottom line be-
long ot the bottom of the scale of val-
ues, and the typical P & L statement
showing profit as simply something left
over helps this view. Its place in time
at the bottom after the transaclion is
completed does not reflect its true po-
tential. The idea that its vitality is
ended once gained lends credence to
those who contend that while a little
bit of profit may do no harm, profits for
the most part are bad, as a r~flection
of the ability of some to gain at other's
expense. The fact is we are at odds with
ourselves about profits. Our attitude too
often is hurrah for the profit motive
but down with profits.

Bonefits of Prolits

Questiont What specific benefits to
our business arise from making good
profits?

Answer: The business that is profit-
able can operate much more economi-
cally than the one that is not. The
profitable business need not defer cur-
rent expenditures that will cut costs in
the long run. The company that puts off
doing what it ought to do because it
can't afford to do it is in trouble by
sacrificing long-)in economies.

Questiont Arc there other Lenefits
from good profi ,! i

Answer: Yes. In the area of training !
of employees that goes beyond the for-
mal training of any individual worker
in his day by day tasks. Developing
superior executive talent requires ex-
tra thought, time, and money 1o bring
out their full potestis! Young cxecu-
tives must learn from: their mistakes.

The company that cannot afford even

small mirtukes cannot afford the de-
velopinent of superior executives. In
short (the food industry) faces a tre
mendous task in educating employee:
to newer concepts of distribution. 1t

(the food industry) can't earn the

means to do the training and educa-

tional job, the job is not going to b

dona.

tion becomes more keen, and additlonal
discounts enter into the picture. You
start with something that looks profit-
able, and by the time you take away all
the trimmings, you wind up with very
little with which to do anything. This
has been a problem of the industry for
a good many years, and it isn't getling
any better. With keener competlition in
convenience foods, we must go out and
do a job that we have never done be-
fore. 'Tlie best way to do the job Is for
the members of the Association to im-
prove their management and efficiency
and to support the Institute in its ef-
{c-ts to increase consumption. With the
industry moving in a forward direction,
we will get the job done.

Real Profit—What Can It Do?

We all talk about “profit” in the food
business. It is the most used and least
understood subject relating to our busi-
ness. Forums discuss it. Panels speak
about it. Executive meetings explore it.
Managers hear about it daily. And, still
the decper meaning of “profit” is be-
yond the comprehension of far too
many food trade management execu-
tives. ‘These men understand “profit”
simply as the final figure on the Profit
and Loss Statement of the corparation.
They see profit merely a result. A re-
sult of good management. A result of
their executive talent.

What they fail to understand is that
profit goes far beyond being merely a
result. For long-range planning, good
profit must be understood as the most
energizing and dynamic force in indus-
try. How?

The New England Grocery Merchan-
diser turned to an outstanding authority
on the subject of how good profits pro-
mote progress, Frederick R. Kappel,
chairman of the board, American Tele-
phone and Telegraph Company. The
interview below is based on answers
provided by Mr. Kappel in his state-
ments on the subject and are reprinted
with the permission of the New England
Merchandiser Magazine.

Question: Why do you say that profit
has a deeper meaning than simply ind:-
cating good management?

Answer: Actual studies show that
where profits have been relatively good
the result has been better growlh rec-
ords, with all that connotes of better
value delivered to consumers, than for
those firms with poor earning records.
The companies showing good profits put

more investment, including retained
enrnings, into new and improved equip-
ment, they offered better job opportuni-
ties. In fact good nroufits cause things to
happen that woulo not happen In the
abscnce of guod prafits.

Continuet on page 24
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TECHNOLOGY AT ITS FINEST

The World’s Leading Manufacturer

of *Aocaroni Equipmzunt

have installed

the advanced “Cobra Lines” with

complete automation

for: Catelli Food Products Ltd., Montreal
Gioia Macaroni Company, Buffalo
Romi Foods Ltd., Toronto

U.S.A. and Canado Represcntatives:

Lehara Corporation
60 East 42nd Street
New York, N.Y. 10017
Murrayhill 2-6407

Braibanli

DOTT. INGG. M., G. A T
BRAIBANTI & C S.p.‘. M".ANO - L,GQ ]'USC‘N”“ 1-TEL. 792, 1 I , 7 ' ( i )
10
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Rx FOOD FOR THOUGHT

An Undesirable Rx in Modern Living?
by Walter W. Sackett, Jr., M.D., Dade County Medical Association

IT is a corollary of living down
through the ages that the hungry na-
tions and peoples are the ones on the
march, the ones who think the clearest
and carry a plan through to completion.
From what, then, stems our theories
that as the best-fed nation we qualify
as the most powerful, that three meals
a day with in-between aurcks eansii-
tute the ideal diet, that tha coffee break
increases our efficiency?

The blame for these dictary miscun-
ceptions and many others can b= laid at
the feet of the modern American moth-
er; along with the unwelcome health
results derived from such philosophies.
By the same token, the modern doctor
is equally culpable, for he has oft de-
clared that the answer to hunger is
food, This was fine in a society where
food was in short supply, inasmuch as
it constituted a protective mechanism;
but in our country with its overabund-
ance of food, it looms as a trap for our
own citizenry.

Only recently, our best known lumi-
nary In baby-raising (with a name that
has often revised mine in letters to
sound something like Spockett) has ad-
mitted that his theory of demand (and
more recently, permissiveness) in baby-
raising has been an incorrect one for
the good of our country. All too often,
this theory devolved into a stufing of
a bottle of milk into the mouth of the
crying infant.

Theorles Of Nutrition

Steeped in these theorics of nutrition,
now looked upon as evernutrition, my
awakening resulted from a series of
practical observations which fitted in
well with my experiences as a family
doctor. I soon found that the greatest
cause of death and disease was directly
connected with overeating and conse-
quently overweight—namely, arterio-
sclerosis, with its some one million
deaths a year, not to reckon with the
old folks who, though alive, are suffer-
ing from the myriad of effects from a
gradual closing of the arteries. This is
in great contrast to the relative insig-
nificance of cancer, with its quarter
million deaths a year and its far less
imposing record ol crippling states.

The 77 per cent occurrence of ather-
omalous deposits in the walls of the
arteries of autopsied American casual-
ties in Korea (contrasted with the free-
“om from these deposits in the Korean,
‘Turhkish, and Englizht casualties) has
made many of us suspect the source as

If‘

Dr. Wakter W. Sackett, Jr.,, M.D,

being the high fat diets of the average
American. Forty to fifty per cent of the
calories in the American diet come from
fat, while in the more primitive races or
those living closer to nature only ten to
twenty per cent comes from fat, and in
the latter these are mostly vegetable
fats rather than of the animal var.ty.

The basic factor, then, in athero-
sclerotic diseases, be it the heart attack,
stroke, the high blood pressure, the
hardening of the arteries, has its origin
in youth, indeed in babyhood. It is a
modern enigma in health that we would
raise a national clamor against tobacco
with its insignificant death rate causa-
tion of 25,000 to 50,000 a year, and stand
idly while watching American youth
being bandied into a diet dictated by
scientists and food lobbies in our great
nation.

Basic Foods

In my own practice, an episode with
a baby without food for three weeks
from birth and survival with normal
subsequent growth only following ma-
jor surgery, and my occasional talks
with survivors from World War II
prison camps (Japanese and German),
have convinced me, along with my own
personal experience with weight, that
health lies in deprivation and the use
of basic foods rather than those foisted
upon us by an already fattened group
of thinkers,

A look down through the ages should
convince us that most civilizations have
a basic food, ullmin its composition,
which accounts he survival of na-
tions as well wn for the state of their

economy. The Mexicans with their
beans; the French with their bread; the
Irish with their potato; the Polynesians
with their poi; the Orlentals with their
rice; the Balkans with their turnips;
and, last but not least, the Italians with
their macaroni and spaghetti have all
made valuable contributions to the
health and well-being of mankind.

Those nations who have not pro-
ceeded as yeot to garnish these basic
foods with fatty substances continue to
enjoy a fractional rate in the occur-
rence of the great plague of modern
clvilization, the atherosclerotic dis-
eases, The Italians are among those
who enjoy this favorable freedom from
modern disease — macaroni, rice, poi,
bread, corn, and turnips being classified
as low fat, high carbohydrate and mod-
ern protein foods. We in America would
do well to emulate their diets—yes, in
fact, to set up a powerful lobby in our
Congress to that end which would con-
vince the American public on countless
hidden dietary facts,

Indeed, I would salute you men here
today, in n sense dedicated not just to
the health of America but to the health
of all mankind. Should you at any time
seek to establish a lobby in Washing-
ton, I would be honored to play a part
in this laudatory health measure.

Mon’s Menu

TWO»THIRDS of the world's people
live in countries with nutritionally
Inadequate national average diets, said
an editorial In a recent Issue of the
Farmers' Union Herald, The dlet-deficit
areas include all of Asia except Japan
and Israel, all but the southern tip of
Africa, the northern part of South
America, and almost all of Central
America and the Caribbean.

The diet of people in these areas
averaged 900 calories per day below
the level of the one-third of the world
living in countries with adequate na-
tional average dlets in 1959-81, and 300
calories below the average nutritional
standard for the diet-defleient areas.

The deily consumption of protein was
less than two-thirds of the level in the
dlet-adequate countries; the fat con-
sumption rate was less than one-third,

Some progress is expected in the diet-
deficlent area during the rest of this
decade. The calorie level by 1870 is
expected to be elght per cent above the
base period (1958-61). Consumption of

Continted on page 14
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Man’s Menu—
Continued from page 12

protein and fat is expected to be up 10
and 16 per cent, respectively, This indi-
cales an improvement not only in the
quantity of food per person but also an
improvement in quality,

However, a food defleit will still exist
in 1970, The expected calorie gap will
be the equivalent of 54,000,000 metric
tons of grain, The deficit in animal pro-
tein will likely be equivalent to 6,500,
000 tons of non-fat milk. About 3,200,
000 tons of soygrits would be required
to fill the protein deficit. About 3,100,000
tons of vegetable oil would be needed
to satisfy the fat deficit.

The total cost of the food deficit in
1870 is projected to be $6,800,000,000.
This amount would be about one-third
below the cost of the food deflcit during
the base period, 1959-81. About 93 per
cent of the deficit is accounted for by
countries in the Far East; Communist
Asia alone Is responsible for 62 per cent.

The diet-deficit countries are poor
and food deficiencies merely reflect the
low level of living in general. Per cap-
ita income in the base period was only
$97 compared to $1,074 in the diet-ade-
quate countries.

Although economic development is
taking place, it is to a large extent off-
set by increases in population. These
countries are already densely populated
—53 persons per 100 acres of agricul-
tural land compared to 17 persons per
100 acres in the diet-adequate countries.
And the population is increasing at a
rapld rate of 2.1 per cent annually, com-
pared to 1.3 per cent in the adequate
areas,

Problem of Productivity

The basic problem in the diet-deflcit
countries is one of productivity. The
people cannot produce enough food to
feed themselves or produce enough
other products to afford to buy the food
they require.

Dr. Louis O. Williams, chief curator
of botany at the Chicago Natural His-
tory Museum, in his scholarly way, has
devoted half a lifetime to the problem
of hunger, especially as it afflicts the
Lutin Americans, and he sees no easy
solution to the problem. Here is how he
explains it:

“Where plants flourish and contain
sullicient protein and carbohydrates,
nreat civilizations spring up. Perhaps
the world's best sources of protein and
carbohydrates are beans and corn. The
aulonomous American  civilizations
would never have arisen without maize
and beans. A man who mus! eat grass
aeed, nuts, anything he can scrounge,
does not have the time to think.

"Go look at the Kalahari desert,
which stretches across the southern part
of Africa. In the Kalahari they still
gather their food the way the American
Indian did 10,000 or 15,000 years ago.
These Indians were hunters, zeed gath-
erers. This is all right so long as you
have just a few people and a lot of land.
But when the population begins to grow,
you cut down on your protein supply
and eventually eliminate it by killing
off all the wild animals. Without pro-
tein, civilizations decline and men dle.

“Most people from Mexico to Argen-
tina are underfed, says Williams. “And
there are more and more people all the
time. Someone sald recently that there
are more people alive today than the
total of all the people who ever lived
before through all of history. And all of
them must be fed.”

Food Ald

Food aid accounts for a large part of
the food imports into diet-deficit coun-
tries. These countries imported $3,200,-
000,000 worth of food in 19598-61. Close
fo one-third of this came from the
United States under concessional pro-
grams, Food aid will likely continue to
make Important contributions to diet
improvement as well as economic de-
velopn. .at.

However, considering the size of the
nutritional gap, the limitations of ex-
panding food aid, and the chronic bal-
ance-of-payments problems in most
less developed countries, the food gap
will eventually have to be filled largely
within each country itself.

Combating World Hunger

Monsignor John Romaniello, popu-
larly called the Noodle Priest of Hong
Kong and well-known to many U. S.

macaroni manufacturers, is seeing his
dream come true of feeding millions of
refugees from Communism with steam-
ing portions of nutritious noodles in his
noodle kitchens in Hong Kong.

Nocdles made of enriched wheat flour,
corn meal and milk powder donated by
the people of the United States have
saved millions of lives of refugees since
the beginning of his noodle project in
1857,

The Maryknoll priest reports that
there are now 28 noodle machines in
Hong Kong, turning out 6,000 three-
pound bags of noodles every day. The
idea is now taking root in other parts
of the world where there are thousands
of hungry people and backward econo-
mies.

The noodle project has spread to
Korea, the Philippines and Formosa,
and pllot projects are under way in
Africa and Latin America.

“A man who is hungry is half dead.
You have to bring him to life first. Then
you can teach him to read or write and
look after himself. He cannot do any of
these if all he has on his mind is the
empliness of his own stomach.” This is
the philosophy of Monsignor Romani-
ello.

Party Project

To help Monsignor Romaniello sup-
ply his noodles to the hungry, Catholic
Youth magazine is encouraging its
young readers {o have an “Oodles of
Noodles" party project. “Plan your fun
for everyone," they say. Those working
on decorations can place fireproof paper
lanterns over the lighting fixtures, use
rug mats (throw rugs) for sitting on the
floor, urns of tree branches with tiny
paper flower buds, and scrolls of bam-
boo with oriental scenes painted on
them. The committee can wear kimonos
(bathrobes) and other loose fitting
clothing.

For refreshinents, /i's noodles, of
course! Recipes for French Fried Maca-
oni, appetizers using small shell maca-
roni, and Noodles a la Alfredo with
wide egg noodles, butter and Parmesan
cheese, are given. At the conclusion of
the refreshment period, they suggest
everyone contribute 10 to 25 cents each
to the “Oodles of Noodles" basket to
help the Noodle Priest in his noodle
project,

HRecent Lotter

A recent letter written by Monsignor
Romaniello to Robert M. Green, execu-
tive secretary of the National Macaroni
Manufacturers Association, said, In
part;

“l am very appreciative of all that
various individuals of the National
Macarom Manufacturers Association
have done ‘o help hungry people in

Condimid on page 24
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We know what
you wished,
Macaroni Journal

On your 46th anniversary we'll bet your
wish is simply this: to be privileged to con-
tinue serving the macaroni industry for
years tocome., ' )
Take our word for it. That's a good wish.
As the oldest durum miller in the country
we've been doing our best to deserve that
privilege for four generations of macaroni
manufacturers. Both of us, we know, take
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real pride in helping these manufacturers
turn out the finest products. Both of us
will keep on improving this help.
Congratulations from King Midas—from
one old hand in the business to another.
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Macaroni Is For Calorie Counters!

The National Macaroni Institute con-
sumer publicity and promotional theme
for the month of May will he “Enjoy
Spaghetti—Egg Noodles—Macaroni in
Calorie-Counted Meals."

Counting calories is a popular indoor
sport these days. Even people who are
not seriously overweight sometimes
feel they should avoid their favorite
foods in order to keep trim figures. For
most, however, weight-control is simply
a matter of planning menus with a
variety of foods in sensible amounts.

Macaroni IS for calerie-counters! Too
often, the would-be dieter looks at
calorie figures only, and arbitrarily
omits particular foods. She forgets that
the combination of food for the whole
day is to be considered, rather than just
u single item. By all means continue to

Calorie-Counters Dinner
(About 631 calories)

Jellied Consomme, with Lemon Wedge
(1 cup, 13 calories)
Tuna Noodle Skillet
(1 serving, 313 calories)
Buttered Broccoli
(1 cup, 1 pat butter, 85 calories)
Skim Milk
(B ounces, 90 calories)
Raspberry Sherbet
(*2 cup, 120 calories)

Tuna Noodle Skillet
(Makes 4 servings)
tablespoon salt

1
3 quarts boiling waler
8 ounces wide egg noodles (about

Dissolve bouillon cubes in tomato
puree in large skillet. Add remaining
ingredients and stir over medium heat
until sauce begins to boil. Simmer, cov-
ered, 15 minutes. Add noodles, stir and
heat.

The homemaker's problem of meal
planning every day gets more compli-
cated than ever, if there are weight-
watchers in her family. Yet she knows
that it is psychologically important to
include favorite foods, al the same time
seeing to it that each menu provides the
maximum nutritive value with a mini-
mum calorie content. How about a de-
licious Spaghetti Supper for that
weight-conscious husband or teenager,
Mrs. Homemaker? You think it can't
be done? The National Macaroni Insti-
tute comes to the rescue again, with a

cry the title of o paperback booklet, The
Drinking Man's Diet 1Cameron & Co

$1). The buuk's contents are a eocktind
of wishful thinking, & ngger of no

sense and o dash of sound adviee ™

The diet 1s o derivative of the long-
popular, high-protein regimen, and wa
attributed last year 1o the medieal e
partment of the US An Foree Acad-
emy. A Academy medies deny all
knowledge of 11 on the credible ground
that drink is not part of the standaed
diet of air cadets.

Simple Idea

“This really is & very simple dwet”
author Robert Cameron and son assert
*It ean be summed up i one sentence
Eut Less Than Sixty Grams ol Carbo-
hydrate a Day. That's all there s to ot ™
(Sixty grams are about two ounces) At
first, say the authors, the dicter will
have 1o consult the tables to avod
ordering lima beans (15 grams of carbo-

' l el iR an average serving) mstead
eat your favorite foods when you are 4 cups) complete supper averaging only 550 ::: ::‘::L:: il::.:‘ (I;:Ln:ml;-:- 3l:u-:|.:tn After-
;’: concerned about weight problems. but 2 chicken bouillon cubes S ward, they claim. it will be casy 10 run
i 5;"-‘9 an eye to the total calories for the | can (10': ounces) tomato puree S — down the menu and pick poached filer
5 ! i B " 1 oy 2 n voN o) ] " i 5 .
:hg dinngr meul mighg gupp]y from :.' 2 'I:.‘lll]rj;sw\\';ll:;'il B e (About 551 culnrinsl spﬂghlﬂl ool Muat Balls .':["::l,]hf.uLI"‘;;;]l‘:pt‘l‘l‘jlll‘lt' l’ll“':rllllq' ~';I|:‘lll'l.l'1 Iil:lj.l[l:';l\
5 Bie . . *
060G to B0O calories. Then plan the other '@ cup sliced ripe olives ) Spaghetti With Meat Balls . recommended'—or filet mignon, Bear-
two meals 5o as not lo exceed the total 1 tablespoon _ﬂ“°]3' minced onion and Parmesan Cheese Perhaps your family favorite is elbow Drinking Man's Diet naise sauce —‘one gram for the egps. no
calorie budget for the day. 1 teaspoon vinegar (1 serving, 445 calories, *a macaroni, instead. You think this dish - Srstai S ol s danger here” But as for a chocolte
But often, it is difficult to figure the l: teaspoon salt ) teaspoon cheese, 14 calories) ‘s high in caloric content? Not at all! U S"“S\.'L‘l'\‘:'bu.;l{.hl “'1;."1';”“[ Womp, i malted and  mocha Iu)"c-'l: 'l"ilkl': 150
onlories 1n o chsserole of skillet moin ¢ leaspoon pepper Italian Bread with Butter Yuu can eat o generous dish of Maca- m.dl..lltginﬂ in:o riew-dicy erize: drink ol! RIamst—jumais de la vie!" The 'grisly
dish. Here is where the National Maca-  Add 1 tablespoon salt to rapidly boil- (1 small piece, 53 calories, !4 roni and Chosse: with Tomsto Banes, o "ol o oohisky you want,atoye  Blternutive’ of o redueing diet b Haled
roni Institute helps. Below is a Calorie-  ing water. Gradually add noodles so teaspoon butter, 9 calories) which tastes mnuzumlyﬂ .-.nln-fylr!g.. uml. e morbled shciks N ant dduck, W era of (h-[;n‘lg‘(l -I-u-.m"h :iu-.~~|fu,.
Counters Dinner menu, with recipe for  that water continues to boil. Cook un- Italinn Salad yel totals only about 248 calories per wor mind e Tute. Forgel valutic vegetableburger a dry, seratehy niiss
: the main dish, and with calorles for covered stirring  occasionally, until Black Coffee serving. o S durchy O grated carrors, soybeans. daisy petals.
i wi: i Do ' counting, but avoid sugar und sturchy Ac ), skim milk and dry toast
individual servings counted. terider. Drain in colander. foods as though they were poison. Ad- ©10 0% = B =
I Spaghetti and Meat Balls Macaroni and Cheese with herents of the fad take as their battle Continued on page 78
§ (4 servings, nbout 445 Tomato Sauce
i calories per serving) (Makes 0 servings, about 248
Y4 pound ground heef round calarics Pot KTy Ing}
; 1 tablespoon chopped parsley 1 tablespoon salt
{

(optional)

8 ounces spaghetti

3 quarts boiling water

: :-:},:IQ[SFD;,:L;:;I,"?,,::;mes 2 cups elbow macaroni (8 ounces)
1 can (B ounces) tomato sauce 1 cup creamed ecttoge cheese
'a teaspoon basil 1y cup chugped parsley
1 teaspoon salt '3 teaspoon onen salt
SAERGARg D Al 1 can (8 ounces) tomato sauce
‘. '3 Tosspoon ppper 1 teaspoon butler or margarine
! 1 tablespoon salt 2
l 3 quarts boiling water vy cup grated process Cheddar cheese
i

Tuna He.dlc Skillet

Combine beefl and parsley: mix well,
Shape into 8 meat balls. Cook in oil
until browned on all sides. Add toma-
toes, tomato sauce, basil, 1 teaspoon
salt and pepper. Cook over low heat 39
minutes, stirring occasionally.

Add 1 tablespoon salt to rapidly boil-
ing water. Gradually add spaghetti so
that water continues to boil. Cook un-
covered, stirring occasionally, until
tender. Drain in colander. Serve meat
ball-tomate auxture over spaghetti.

v Madcarost Jou s

Add 1 tablespoon salt to rapidly
boiling water. Gradually add macaroni
so that water continues to hoil. Cook
uncovered, stirring oceasionally, until
tender. Drain in colander.

Combine cottuge cheese, parsley and
onion salt; mix well. Combine cheese
mixture, macaroni and tomato sauce;
mix well. Grease 2-quart casserole with
butter. Turn macaroni mixture into cos-
serole; top with Cheddar cheese. Bake
in 350° (v oderate) oven 45 minutes or
st cheess 3 tiphl hrowaed
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yHESSOTRON-NT*

'HESSOTRON-NTisthe mosteffi-
cientfilling unitfor macaroniand . " _
spaghetti presently‘ayallable. T

Represented by:

Diederichs & Griftin Comp.,
Chicogo 48/JII,
James C. Hale & Co.,
San Francisco/Calif,
Geveke & [o.,
New York/N. Y.
*) Patents for Germany Ed. A. Wagner & Ass.,
¥ 38T Daollos/Texas
and other countries . . Padkaging Equipment Servite Ltd,,
'ready granted resp. - Willowdale/Ont,
applied for, ﬂ“%'é‘.';.,ﬁ“,'l"ﬂ'.'f Anahuse, 5. A.
7 A !
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"MYVAPLEX MEETS MARKETING CONCEPT

by Kendrick S. French, Assistant General Sales Manager,

Distillation Products Industries, Division of Eastman Kodak Company

UNDAMENTAL to the “marketing

concept” practiced so successfully
by most of the major companies in the
food field is a determination to give the
customer what he wants, rather than
try to sell him what the company hap-
pens to make,

Progressive companies are directing
every phase of their operations toward
this objective—research, product for-
mulation, production, advertising, dis-
tribution and sales. The marketing con-
cept, in its infancy, led to canned foods;
as it has matured, it has brought such
advances as frozen foods, convenience
packaging, continuous improvements in
product quality—and even the super-
market itself.

HReason For Emphasis

The reason for this industry-wide
emphasis on the marketing concept is
baslc: today's consumer is sophisticated
and discriminating. Her loyaltly goes to
the brand which offers dependable
quality, readily available in easy-to-use
form.

The same is true of the institutional
buyer who, in turn, must satisfy the
discriminating “wants” of the cafeteria
or in-plant lunchroom patron, within an
efficient operation that minimizes costs.

But the marketing concepts doesn't
always start with the food manufac-
turer. More and more, particularly in
the research stage, it extends back to
the manufacturer’s suppliers of ingredi-
ents or technology. This was the case in
the development work that led to the
amendment of the Macaroni and Noodle
Products Standard last December to
permit the use of distilled monoglycer-
ides in these products. Research by Dis-
tillation Producis Industries in coopera-
tion with macaroni products manufac
turers and canners led to the proposed
uge of distilled monoglycerides to Im-
prove the product in both eating quality
aund handling characteristics.

New Amendment

The amendment fpens up new oppor-
tunities for “otter meeting customer
“wanlis"—with cunsequent greater sales
nut better profits—throughout the mac-
woni industry, whether the product is
{ry, frozen or canned. Again, the reason
= basie: addition of diztitled monegly-

20

i

cerides makes It postible for the indus-
try to offer the customer a superior
product that better meets his “wants”"—
a product that is more firm and resilient,
free of stickiness, tolerant to prolonged
cooking, exhibits better sauce cling and
is capable of being refrigerated or
frozen and then reheated without loss
of quality.

Prestige Products

Because the very lack of these prod-
uct characteristics keeps canned maca-
roni from being considered a prestige
product, the impact of distilled mono-
glycerides such as Myvaplex concen-
trated glyceryl monostearate will un-
doubtedly be felt first and strongest in
the canned product.

Even before amendment of the
Standard, a number of canners market-
tested product containing Myvaplex for
approximately one year under special
FDA permits, All of them are expected
to make it standard production pro-
cedure now and many others who pre-
ferred to wait for amendment can be
expected to do the same.

These are some, of th? opportunities
these producera stg dargmore purchases
of their canned he home-use
market:

IV y the house-
wife beroud- <he can have the conveni-

Refrigerated cool'ed spoghetti; No monoglycerides on tha laft; added on the right,

ence of a prepared meal and appetite
appeal that approaches home-cooked
spaghetti.

More adult, dinner-time use of canned
macaroni, spaghettl and noodles — in-
stead of just for quick lunches for the
children.

More generous use of the product by
housewives, perhaps preparing two
cans instead of one because she can
safely refrigerate the one without it
becoming compacted or saturated with
the sauce—and reheat it the next day
without being ashamed of the quality.

Convenience Foods

Dry and frozen macaronl marketers
can expect to benefit from these came
opporiunities, especially with “instant”
and convenience-oriented products. In
addition, dry spaghetti mokeis can di-
rectly attack two housewife-error prob-
lems that spoil many a home-cooked
dinner and make young wives shy of
trying It again—overcooking and im-
proper rinsing to avoid stickiness.

The key to all of these opportunitles
is marketing what the housewife wants
—a product she can prepare quickly,

Conlinued on page 22 '
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MYVAPLEX

expands your marke

This is the year of the big change in macaroni products
for large-scale cooking. The best-gelling brands of canned
spaghetti for the home will sell much better than ever
before, More classes of restaurants will serve spaghetti
and macaroni dishes, Consumption of your products can
start climbing ateeply in schools, hospitals, and wherever
else the energy-building spaghettis and macaronis that
everybody loves cannot reach the palate ten minutes out
of the carton.

The old problems of stickiness and muzhiness can dis-
appear forever this year. You merely add around 1.6%
of MyvarLEX Type 600 Concentrated Glyceryl Mono-

—
Concentrated Glyceryl Monostearate

t

stearate. That does it. That's how the new magic gets
into your product,

Taste is not affected. MyvarLex Concentrate meets
requirements of U, S, Food and Drug Definitions and
Standards of Identity for Macaroni and Noodle Products
as amended,

To find out how sensible it all is, get in touch with
Distillation Products Industries, Rochester, N. Y. 14603,
Sales offices: New York and Chicago « Distributors:
West Coust—W. M, Gillies, Inc.; in Canada—Distillation
Products Industries Division of Canadian Kodak Sales
Limited, Toronto,

‘."l .‘.

o)

T

Distillation Products Industries i ¢ dision o Eastman Kodak Company
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Myvaplex Meets
Marketing Concept—
Continued from page 20

amidst the rush of modern living, and
surely, enhancing her status as a good
wife, mother and hostess,

Similarly, this is the key to new
opportunities in institutional and res-
taurant markets.

Cafeterins and restaurants that have
to hold macaroni dishes for long periods
on steam tables will be able to do it
without serving late-comers the mushy,
swollen product that such overcooking
formerly produced.

Volume feeding institutions will be
akle efficiently to precook large batches
to be refrigerated until use.

Short-order restaurants who need the
speed and convenience of canned,
frozen or instunt macaconi will be able
to serve these products without en-
dangering their reputations for quick
and tasty foods. In fact, they will be
able to purchase economical gallon cans
which previously have been nearly im-
possible for the canner to produce.

These significant new opportunities
for the macaroni industry are typical
of the marketing concept at work, pro-
viding what the customer wants. But
the research and development work on
distilled monoglycerides for macaroni
has not overlooked another important
nspect of the marketing concept—that
it must be possible to produce the prod-
uct the market wanis efficiently and
economically so it can be marketed at
competitive prices.

Easy 1o Use

Myaplex Type 600, for cxample, is
vasy to use in the macaroni plant. It
comes in the form of white free-towing
beads that are casy to handle and meas-
ure but which disperse readily in warm
water.

Numerous experimenis have demon-
strated that use of Myvaplex at the eco-
nomical level of 1.5 per cent of the
dough gives optimum results.

Its in-plant use is fully compatible
with the existing production equipment
for maximum production efficiency.
Those who have tested the use of

Ohlo. "the products, being sold under
the Minute Brand label, are precooked.
This Is done under a patented process.
The company claims that the product
has a low starch content and requires
no draining after boiling. A label state-
ment says: "Lighter—starch controlled.”

This statement as well as the implica-
tion of quick cooking by the brand
name, Minute Macaroni, is being check-
ed with the Federal Food and Drug Ad-
ministration, to see if the product con-
forms to the Standards of Identity and
is properly labeled.

The macaronl products are being sold
in 8-ounce packages retailing at a sv;-
gested price of 20 cenis and 1B8-ounce
packages retailing at about 55 cents.
Egg noodles are packed in 7-ounce
packages and retail for about 37 cents.

Chicken and Stars

Campbell Soup Company is reported
to be planning test marketing of a con-
densed soup called Chicken and Stars.
Probable markets will be in Minnesota,
Milwaukee and Denver.

The soup contains chunks of chicken
and star-shaped macaronl in a chicken
broth, It Is reported that an introdue-
tory advertising offer would include a
coupon offer which may be mailed with
two labels from the soup for a full re-
fund of the purchase price.

Bohack Line

A modernized logotype and bolder
color treatment characterize the new
folding cartons for H. C, Bohack Co.
Ine.'s line of macaroni, spaghetti and
egg noodles. The cartons utilize more
dramatic delineations of color and a
more unified blend of graphics, to yield
greater appetite appeal with a quality
image.

Produced by Rossolti Lithograph
Corp. of North Bergen, N.J. the cartons
for this eastern chain utilize several

L

additional innovations. These include a
window - a the front panel, recipe treat-
ment o the back panel and an easy
opening device for partial use and bet-
ter storage of the contents.

In a further effort to satisfly the con-
sumer's requirements, the chain's car-
fons carry the product identification
over to the side panels to maoke for
easier pantry shelf identification.

The Bohack line of pasta products is
an expanded one over the orlginal, It is
expected to reflect a more effective
marketing technique.

The entire line was lithographed in
four colors by Rossotti Lithograph
Corp.

Golden Grain Promotion

“It looked as if we had created a Gold
Rush,” said Gene McCormick, grocery
manager of Shoppers' Paradise, Spring
Valley, N.Y., the day after he and his
assistant manager, Ronald Jones, put
the finishing touches on the largest dis-
play of Golden Grain Macaroni Com-
pany convenience dinners and Rice-a-
Roni products ever assembled in one
store,

In one week, customers bought 3,120
of the exhibit's 4,368 packages of eleven
different Golden Grain convenience
foods, which included Cheese, Chicken,
Beef and Spanish Rice-a-Roni; Wild
Rice-a-Roni; Fried Rice-a-Ronl with
Almonds; Rice-a-Roni Rice Custard
Pudding; also Spaghetti Dinner, Noodle-
Roni, Twist-a-Roni and Chicken, and
Scallop-a-Ronl convenience meals.

The exhibit, topped by an attention-
getting cable car sign which prompted
customers to “Climb Aboard the Golden
Grain Carload of Values,” was con-
celved by Howard Pratt, sales super-
visor for Seggerman-Nixon Corp., a
Long Island City, N.Y. food brokerage
firm.

T A A M R LR R 5 T e h o 1

® “Most of my working life has been
spent in the durum products field — and
talking to macaroni manufacturers. ‘Bout
all the folks | talk to want the same
thing . . . good uniform quality, granula-
tion, color — and service. And quite a
few of them think the North Dakota
Mill and Elevator rates right up there
when you talk along these lines.

“Course the North Dakota Mill s located
in the heart of the world's best durum
belt, so maybe they core more than

most.

“If quality ond service are your prime

concerns, why not drop me a line for
call} and I'll see that they get the mes-

“Being in sales of the Durum Division

of the North Dakota Mill and Elevator
gives me kind of an advantage when
I tcll ‘em that her~'s another customer
who wants the consistent product and
service we've built our reputation on.”

Bl ﬁm]tlk

AT R L R

DURAKOTA PERFECTO EXCELLO
NO. 1 DURUM FANCY DURUM

SEMOLINA GRANULAR PATENT FLOUR

Myvaplex report that the macaroni ex-
truded with exceptional smoothness.

One company even reported that the
product effectively lubricated the ex-
truder dies—a little extra benefit which
is in perfect keeping with the market-
ing concept.

onth CDabot tﬂ and Q

GRAND FORNS, WORTH DAROTA LRI TRT

In the Test Market

General Foods Corporation is market
testing elbow and shell macaroni, bile-
size spaghetti ond cgg noodles in
Phuenix, Arizona, Hartford, Connecti-
cut, Portland, Oregon. and Cleveland,

Fl

o N AT

New Bohack line of packages
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Way Back When— '
Continued from page 7

30 Years Ago

® Dr, Morris Fishbein, editor of the
Journal of the American Medical Asso-
ciation, noted that people on relief were
getting a betler selection of the right
kinds of food for their health than
many of those who were free to make
up their diets. Macaron!, spaghetti and
egg noodles showed up on relief dietar-
les frequently.

20 Yeurs Ago
® The death of President Franklin
Delano Roosevelt on April 12 was
mourned.
® Members of the armed forces and
clvillans in Europe put a strain on the
food supply. Macaroni gained with the
rationing of meat and many canned
goods,
® The National Macaroni Institute,
started in 1937 by M. J. Donna, was
passing the hat to make some periodic
publicity releases. Ben Jacobs was sell-
ing the publicity campaign on the West
Coast, as well as explaining the new
Standards of Identity and Control
Orders from the Office of Price Admin-
Istrution, War Production Board and
War Food Administration.

10 Years Ago
® Bulk flour service was started in the
metropolitan area of New York, The
DOrooklyn plant of LaRosa Macaroni
Company was the first consignee to use
the combination bulk rail car and trailer
truck delivery service.
® A series of merchandising meetings
~ere held around the country to discuss
plans for the macaroni, egg noodle, and
canned meat promotion scheduled for
“Easy Summer Serving."
® Consultant Franklin C. Bing, Ph.D.,
conducted a search at Chicago's John
Crerar Library to list available litera-
ture on macaroni products.
¢ A DuPont survey in supermarkets
showed 19.1 per cent of macaroni pur-
chases were planned; 17.6 per cent were
planned In a general way and pur-
ciiased; 1.8 per cent were purchased as
o substitute; and 61.7 per cent were
nurchased without previous plan, mak-
ing a total of B0.9 per cent store de-
eigiung for macaronl products.

Real Profit—
Continued from page 8

Question: Where else is there a spe-
cifle need for good profit?

Answer: In the area of engineering
and building facilities. An example
‘rem the telephone industry tells the
story. An engineer decides what size
«olle to serve a growing ncighhorhood.

There are 200 homes now, but he knows
there will eventually be over 400
homes. Putting in a 400-home cable will
be more costly than one to serve 200
presently, So what will he do? If his
company {8 hard up, he must put in
the cheaper cable now but the long-
range cost will be much greater than if
he could put in the 400-home cable in
advance. It is common knowledge that
profit or the prospect of profit, is neces-
sary to attract capital, But the more
important factor is that healthy profit
promotes the effective use of this capi-
tal, In (the food business) thousands of
decisions like the cable-decision must
be made.
Depreciation

Questlon: What about depreciation?

Answert A large portion of our
“plant” across the nation is growing so
old that almost a third should be
scrapped. OQur tax laws do not allow
Industry enough depreciation expense,
either In total or year by year. This
resulls in understatement of true costs,
overstatement of income. In conse-
quence we have an actual tax on capi-
tal. The combination makes adequate
depreciation and adequate real profit
impossible.

Wrap-up

Comment: What does all this mean to
our food Industry? First it points out
that profit is not merely what's left
over, That “profit" means much more
than this to every operator. It means
that, now In 1865, long-range pricing
policy to earn a good profit is necessary
to the continued good financial health
of our industry. This will mean a long
hard look at the current policy of pric-
Ing based on competitive pricing which
Is simply subsidized by eating up a part
of future working capital. Such pricing
puolicy, vontinued for lung, will mecan
that a number of operators will be
forced to turn to short-term costly bor-
rowing in the near future to meet capi-
tal needs.

A further fact is that over-storing is
a reality in New England and will con-
tinue as a reality and that the point
will be reached when it is just too ex-
pensive to maintain a projected volume
level in the face of an aggravated over-
store situation in a given arca.

1t is only in the degree operators
recognize the long-range dangers and
act now to put themselves in the “good-
profit” class of operators that our indus-
try will continue to prosper.

Combating World Hunger—
Continued from page 14

other parts of the world, The American
ideal, of course, is to help the forgotten
man, and anyone who is hungry does
fall into that category, Our friends in
the U. 8. macaroni industry do exem-
plify this ideal in{ thelr compassionate
help to these people. It has given me
courage to devot'{ my efforts to help
hungry people wherever they are . . .
and the opportunity now is great, with
the American surplus flour available to
be processed Into noodles for feeding
these people. Give my kindest greetings
to all the members of the Association.”

Food to Flood Area

More than 18 tons of food were
loaded aboard a Slick Airways plane
and flown to the isolated community of
Eureka, California, recently by the
Golden Grain Macaroni Company, ac-
cording to Vincent DeDomenico, gen-
eral manager of the firm.

Located 285 miles north of San Fran-

cisco, Eureka was one of the com- '

munities stricken by floods this winter
which plagued the West Coast. All
roads {o the cily were Impassable and
were not expecled to be restored for
some time, DeDomenlco said,

The food—37,000 pounds of Rice-a-
Ronl and macaroni products—was de-
livered to food brokers for immediate
distribution to retail stores serving the
28,000 residents of the area.

Don Fletcher Honored

Donald G. Flelcher, president of the
Crop Quality Council, Minneapolis, was
honored at the annual convention of
the U. 8. Durum Growers Association
for outstanding service to the durum
industry. A plaque was presented in
recognition of his work in the develop-
ment of new durum varieties and in
encouraging quality production.

The U. 8. Durum Growers Assocla-
tion plans to make an annual event of
recognizing outstanding contributions
to the durum industry,

Purchasing Agent

John Philip Palermo has been ap-
pointed purchasing agent by De Fran-
cisci Machine Corporation. Born in
Brooklyn, John attended Forest Hills
High School where he greduated with
highest honors. He presently attends
Pace College in New Ycrk City evetiings
as a junior studying accounting. John
is a baseball fan as well as a ski
enthusiast. :
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Eye-catching tear-off pad of eight 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 stimulate your sales of macaro'-(
products. Another service from General Mills. The‘;a are

SWEET-S50UR HAMBURGER SKILLET

1 |b. ground beef 4 tsp. pepper
1 cup Ilnulr chopped onion 14 cup water
vegetable oil 1 cup chill sauce

1 isp. garlic salt 1% cups uncooked noodles

b4 tsp. salt 1 tbsp, sugar

Sautéd beef and onion in small amount of hat oil until browned.
Sprinkle with seasonings; stir in water and '4 cup of chili sauce.
Cover; simmer over low heat 20 min. Meanwhile, cook noodles as
direcled on pkg. Drain; rinse with hol waler. Stir noodles into meat
mixture; blend In remaining % cup chill sauce and sugar, Heal
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 tsp. sugar
2 tosp, vezetable oil %llp. sal
1 can (1 It. 4 oz.) tomato 14 tsp. pepper

|ulce dash of cayenne pepper
1 can (6 ot.) tomalo paste hot drained boiled spaghetti or
1 tbsp. chiil sauce macaroni (7- or B-oz. pkg.)
Brown onion and gailic in oll in skillet, Add rest of ingredients except
spaghettl. Simmer uncovered 30 min., stirring llaguenuy. Serve over
spaghettl. Sprinkle with grated cheese, if desired. 4 servings.

Note: If a meat sauce Is desired, brown ' Ib. ground beef with the
n

SEAFOOD SAUCE FOR NOODLES
14 cup butter or margarine 2 egg yolks, beaten

4 cup flour 1 tbsp. sherry flavoring or

tsp. sait lemon Juice

tsp. pepper 2 cups cooked seafood in large
2 cups mil

pleces

1 pkg. (7 or B oz.) cooked noodles
Melt bulter over low heal. Blend in flour, seasonings. Cook over low
heat, stirring constantly until mixture Is smooth, bubbly. Remave
from heat; stir In milk, Bring to a bail, stiring constantly, Boil 1 min.
Gradually blend hall of white sauce into egg yolks; pour mixture back
into remaining white sauce. Just before serving stir in flavoring and
seafood. Pour over hot cooked noodles. Garnish with parsiey and
pimiento strips.

IMPRINTING SPACE FOR
YOUR BRAND NAME

Rocipes from the "Bt Crocken. Kilchens

50 sheets to a pad. Punched for hanging. Only 12¢ per pad
f.o.b. Minneapolis (less than Yi¢ per sheet). Imprinted
with your brand name and company address, free, in

£ nuantities of 200 pads or more. To order your pads, se«
your Garara! Ml Nurum representabive ur write:

DL UK SALES

P neapalis, Mitn

<h
B

53160 smsnwos
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! i
company is hard up, he must put
the cheaper cabla now the iong-
range cost will be much greater than if
he could put in the 400-home cable in
advance. It is common knowledge that
profit or the prospect of profit, is neces-
sary to attract capital’ But the more
important factor is that healthy profit

laws do not allow
industry enough depreciation expense,
either in total or year by year. This
results in understatement of true costs,
overstatement of income. In conse-
quence we have an actual tax on capi-
tal. The combination makes adeguate
depreciation and adequate real profit
impossible.
Wrap-up

Comment: What does all this mean to
our food industry? First it points out
that profit is not merely what's left
over. That “profit” means much mcre
than this to every operalor. It means
that, now in 1965, long-range pricing
policy to earn a good profit is necessary
to the continued good financial health
of our industry. This will mean a long
hard look at the current policy of pric-
ing based on competitive pricing which
is simply subsidized by eating up a part
of future working capital. Such pricing
policy, continued for long., will mean
that a number oi operators will be
forced to turn to short-term costly bor-
rowing in the near future to meet capi-
tal needs.

A further fact 15 that over-storing is
a reality wn New England and will con-
tinue as a rcility and that the point
will be reached when it is just too ex-
pensive to maintain a projected volume
level in the ¢ :

Combating World Hunger—

Continued from page 14

other parts of the world. The American
ideal, of course, is to help the forgotten
man, and anyone who is hungry does
fall into that category. Our friends in
the U. S. mararoni industry do exem-
plify this ideal in’ their compassionate
help to these people. It has given me
courage to devote my efforts to help
hungry people wherever they are . . .

and the opportunity now is great, with-

the American surplus flour available to
be processed into noodles for feeding
these people. Give my kindest greetings
to all the members of the Association.”

Food to Flood Area

More than 18 tons of food were
loaded aboard a Slick Airways plane
and flown to the isolated community of
Eureka, California, recently by the
Golden Grain Macaroni Company, ac-
cording to Vincent DeDomenico, gen-
eral manager of the firm.

Located 285 miles north of San Fran-
cisco, Eureka was one of the com-
munities stricken by floods this winter
which plagued the West Coast. All
roads to the city were impassable and
were not expected to be restored for
some time, DeDomenico said.

The food—37,000 pounds of Rice-a-
Roni and macaroni products—was de-
livered to food brokers for immediate
distribution to retail stores serving the
28,000 residents of the area.

Don Fletcher rlonored

Donald G. Fletcher, president of the
Crop Quality Council, Minneapolis, was
honored at the annual convention of
the U. S. Durum Growers Association
for outstanding service to the durum
industry. A plaque was presented in
recognition of his work in the develop-
ment of new durum varieties and in
encouraging quality production.

The U. S. Durum Growers Associa-
tion plans to make an annual event of
recognizing outstanding contributions
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New Purifiers

Improvements at
International Milling Co.

In order {2 improve the quality of a
product already well known for its high
standards throughout the macaroni in-
dustry, International Milling Co. Inc.
recently completed a $160,000 improve-
ment project at its “Capital B” mill in
St. Paul.

“The improvements are part of our
‘100 percent service"” program designed
to serve the macaroni manufacturers
and provide them with the finest quality
ingredients,” said A. L. DePasquale, In-
ternational's durum products sales man-
ager,

Then new quadruple purifiers, plus
additional sifters and roll stands, com-
prise the latest addition of new equip-
ment to the mill

The St. Paul “B" mill was one of the
first mills built exclusively for semo-
lina production in the U. S. It is one of
four durum mills operated by Inter-
national. Other plants are located at
Humberstone, Ontario; Baldwinsville,
N.Y.; and the company's St. Paul “A"
mill which is located across town from
the “B" mill.

Constant Program

International's mills are constantly
being modernized as new and better
milling equipment comes on the market.
The recently completed plant improve-
ment program in St. Paul is an example
of the steps International is taking to
retain the confidence of its durum prod-
ucts customers,

Although a slight increase in capacity
may result from the new equipment,
the primary reason for the installation
is International's desire to further im-
prove products already well known for
their high quality.

The ten new purifiers have replaced
22 old-style purifiers in the mill. These,
together with four quad-purifiers in-
<ulled in 1962, have replaced all the
mill's vlder purifiers. As a result the
entire purification system at St. Paul is
less than three years old.

26

Another recent improvement at the
“B" mill occurred in 1963 when the
company installed equipment to load
bulk trucks, supplementing its bulk
loading facilities for shipment by rail.
“This was necessary because many of
our durum products customers do not
have railroad sidings and are some dis-
tance from any of the company’s durum
mills or bulk stations,” DePasquale said,

International has made a number of
other improvements at its durum mills
recently. A pneumatic by-products
loading system was instzlled at its St.
Paul "A" mill. Its mill at Baldwinsville,
N.Y., was recently equipped with bulk
equipment. The result is that all of the
durum mills are now able to handle
bulk loading of both trucks and railroad
cars.

Laboratory Control

Each of the mills are served by well
equigped mill laboratories where skilled
techniclans run tests to judge color,
dress and granulation.

The company's central research and
quality control laboratory in Minneapo-
lis carefully rechecks the quality of all
durum flour and semolina products.

Tests are also run on samples taken
from every car of durum wheat which
the company purchases. ‘'In this way we
make sure that all of the durum wheat
which we use will measure up to our
rigid quality standards,” DePasquale
sald.

Sales Activities

Sales activities of the company are
organized so that durum products are
sold direct to the macaroni industry by
a separate sales organization under the
direction of DePasquale.

The firm's eastern durum products
sales region is headed by Sal Maritato
who headquarters in New York City.
The central states sales are directed by
George Hackbush who works out of
International's Chicago office.

In addition to its recognized status as
one of the leading producers of durum
products in the country, International
a'so produces a wide variety of flours
and bakery mixes for bakeries and
large institutions throughout the U. 8.
International exports its products to 70
countries around the world.

In an effort to increase public aware-
ness of macaroni products, International
has initiated a campalgn within the
industry to spur greater macaroni con-
sumption. The campaign has been well
accepted and, already thousands of
bumper strips ' hithe, been fdistributed.
They carry, thel§e:
Maokes a Mepl—#
“Nutritious Ngodlgg ¥ Serve Some
Seon.” e p ’

“Qur industry has made excellent
progress and we want to continue our
combined efforts to get the American
public consuming more macaroni prod-
ucts in the endless variely of prepara-
tions. These bumper strips will be an-
other method of maintaining public
awareness of the value of macaroni
products and assisting in the increase of
macaroni consumption,” DePasquale
said.

Golden Grain Advertising

Golden Grain Macaroni Company is
using consumer magazine advertising
for the first time. The company has
contracted for a series of monthly full-
color ads in Woman's Day and Family
Circle. It has also begun an intensive
campaign of spot TV commercials in
50 metropolitan markets—a minimum
of 25 spots a week in each market. The
spots are expecled to increase the local
impact of Golden Grains's $1,000,000
schedule of national TV advertising on
five network daytime shows, “Jack
Benny Show,” “I Love Lucy," “The
Real McCoys,”" “Andy Griffith Show,"
and “CBS Morning News."

Wedding Bells

Mr. and Mrs. Albert S, Welss of
Cleveland, Chio have announced the
wedding of their daughter Susan to Dr.
Howard Saul Lubar on the sixth of
February. Mr. Welss Is president of
Welss Noodle Company.

Mr. and Mrs. John H. Linstroth of
Minneapolis, Minnesota have announced
the wedding of their daughter Cather-
ine Ann to Richard Donovan Stewart
on the twentieth of February. Mr. Lins-
troth is an official of the Creamctie
Company. Vil
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DURUM DIVISION

your service..
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Our only interest is to serve you
and to provide you with

the finest quality ingredients

““MILLING COMPANY INC.

General Offices: Minneapolis, Minnesota
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Lloyd E. Workman

International Milling
Appointments

Malcolm B. McDonald, vice president
of International Milling Co's U. 5.
Flour Milling Division, has been elected
to the newly-created position of senior
vice president for corporate develop-
ment.

In his new position, McDonald will be
responsible for the development of cor-
porate expansion and diversification for
the Minneapolis-based company.

McDonald joined the company as a
vice president in 1851, becoming a mem-
ber uf the board of directors in 1852. In
1060 he was placed in charge of the
company's U, S. Flour Milling Division.
Ife is a graduate of Carleton College,
Nurthfield, Minn., and received his LLB
depree from Harvard University.

In Milling

Replacing McDorald as head of Inter-
national's U. S. Flour Milling Division
is Lloyd E. Workman. Workman will
nave overall responsibility for all sales
and production functions at Interna-
tional's 15 Aour mills in the U. 8. This
includes the firm's U. S. industrial sales
(bakery flour, hakery mixes and durum
products), and al grocery products sales.
The division is the firm's largest, em-
ploying 1,900 persons.

‘Workman joined International in
o446, He became a vice president in

{1050 and was elected a director of the
firm in 1961, He directed the company’s
1,8, Supersweel Feeds Division prior
to assuming responsibility as general
sitles manager in charge of all U. S.
.ndustrial products sales in 1861, a posi-
tion he held until his current promo-
tion.

In Sales

International also annuinced new Ie-
sonnsibilities for Junces [0 Kallestad
and Lee W. ‘Walden.
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Malcolm B. McDonald

Kallestad, who has been sales man-
ager in charge of overall durum prod-
ucts salcs and bakery mixes, will be-
come general sales manager, central re-
gion, with overall responsibility for In-
ternational's industrial products sales
activities at Minneapolis, Detroit and
Greenville, Tex. He will make his head-
quarters in Minneapolis and will retain
responsibility for bakery mixes.

Walden, who has been assistant gen-
eral sales manager for bakery products,
has been promoted to director of mar-
keting for industrial products, In addi-
tion, he will be responsible for U. 8.
export and by-products sales and credit
management.

Pan-0-Gold Dircctor

Eugene Villaume has been elected to
the Board of Directors at the Pan-O-
Gold Baking Company which has its
central offices in Minneapolis, Minne-
sota.

Villaume is president of Jenny Lee
Inc., a 73-year old St. Paul firm that

Jemes H, Kallestad

Lee W. Walden

manufacturers macaroni, egg noodle
products and salad dressings. Jenny Lee
Inc. was formerly known as the Minne-
sota Macaroni Company, and distributes
its products to markets throughout the
Upper Midwest.

Villaume is also president of Val-
laume Sales Inc., an auto leasing flrm.

He s a 1054 graduate of Georgetown
University where he majored in thelr
School of Foreign Service. He then
spent two years in the Air Force as an
Administrative Officer and Squadron
Commander. He holds the rank of Cap-
tain in the Air Force Reserve. He is a
Founding Director of the Summit Na-
tional Bank in St. Paul,

Howard R. Alton, Jr, Pan-O-Gold
President, suld Villaume will bring In-
creased market knowledge and cxperi-
ence to the Company’'s Board. Pan-O-
Gold has plants in Pipestone and St.
Cloud, Minnesota and Fort Dodge, Iowa.

“Miss American Starlet”

Prince Macaronl Manufacturing Com-
pany of Lowell, Massachusetts, is spon-
soring a “Miss American Starlet”" con-
test at the Palisades Amusement Park,
New Jersey.

The contest is open to all girls who
are single, beiween the ages of 17
through 25, and are American citizens.

Contestants in the “Miss American
Sturlet” contest will be judged in one-
piece bathing suits on the basis of
beauty of face, figure, charm, poise, per-
sonality and attractiveness in the sense
of good grooming and in stage presence.

The winner will recelve an all-ex-
pense paid round trip to Hollywood,
California, and a screen test with a
major studio.

Come to the Fair!
Macaroni Convention in July,
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Buhler Organizational
Changes

A number of changes in the organiza-
tion of The Buhler Corporation, Minne-
apolis, Minnesota will become effective
on June 1, 1065,

Ruedl Schatz, president of The
Buhler Corporation, was sent to Minne-
apolis in 1862 for a limited time and
with a specific job to do. He Is being
called back to the parent company,
Butler Brothers, of Uzwil, Switzerland,
where he will be a corporate vice presi-
dent and a member of the Executive
Committee of Buhler Brothers, and
will for the time being continue to serve
cs president of The Buhler Corporation
and on its Board of Directors.

May. General Manager

Peter May, up to now manager of the
Mechanical Malerials Handling Divi-
sion, has been nominated executive
vice president and general manager of
The Buhler Corporation. Peler May is
a graduate engineer; he has been with
the Buhler Corporation in New York
and Minneapolis for twelve years.

Curt Schneider, secretary and treas-
urer, will also join the parent company,
Buhler Brothers, Uzwil, where he will
be an officer of their International Divi-
sion. His successor, as responsible man-
ager of the administrative and financial
services and as secretary, will be Willi
Zogg, who has been with Buhler USA
for seven years. The new Treasurer will
be Tom Keegan, up to now chief ac-
countant.

The new manager of the Mechanical
Materials Handling Division will be
Richard Swanson, formerly Peter May's
assistant. As announced earlier, John
Olsen, formerly chief engincer of Flo-
tronics, Incorporated, is at present in
charge of the Pneumatic Conveying
Division.

In Milling Division

In the Flour Milling Division, Ernest
Caderas, for fourteen years with Buh-

The Buhler Team. From left to right aiound the table: Dick Swanson, Fresd Schunwhee

ler, has been nominated assistant to
the technical director of the Flour Mill-
ing Division of Buhler Brothers, Uzwil.
He is succeeded by Fred Schumacher,
Division Manager-Sales, and Hans
Wanzenried, Division Manager-Engi-
neering. Fred Schumacher has been
with the Buhler Corporation since 1950;
Hans Wanzenried since 1858,

In the sales force, Emil Klieben-
schaedel has, due to family obligations,
to go back 1o Switzerland temporarily,
where he will work as the supervisor
of the sales training program of Buhler
Brothers. He is succeeded by Emil Kunz,
who is located in Kansas City. After
having worked for six years with The
Buhler Corporation in the U.S.A. Mr.
Kunz was delegated to Uzwil for an
extensive training program about a
year and a half ago. Ernest Wick, sales
engineer with Buhler Brot“ers (Can-
ada) Limited in Toronto, will start his
sales activity for Buhler US.A. in the
Delroit-Toledo-Cleveland area.

The Buhler organization has been
considerably reinforced by the fact that
in the brewing industry, Mangel-
Scheuermann and Oeters, Incorporated,
is representing Buhler in the Easl;
Meyer Supply Company in the area
west of the Mississippi but inclusive
Milwaukee; and B. C. MacDonald and
Company in St. Loulis,

In the ink manufacturing industry
the Buhler roller mill will be distrib-
uted by the Morehouse-Cowles, Incor-
porated, organization.

Sprout, Waldron and Company, In-
corporated, will continue to give assist-
ance to the Buhler sales force in the
flour milling industry.

Sales Engineers

Berndt Wullenweber, vice president,
in charge of the New York office, and
Arthur Kunz, New Orleans, will both
continue as sales engineers above all in
the mechanical and pneumatic ma-
terials handling feld. Karl Truniger
(Northwest and California), Warren
Sutherlund (Chicago-St. Louis), Hans

Hans Wanzenried, Tom Keegon, Pete May, Willi Zc.g.
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Traver (New York - Pennsylvania),
Hank Zogg (New York) will all con-
tinue their aclivity as sales engineers.
So will William Berger and Ralph
Burgess, their experts for macaroni,
snack food machinery, oil processing
and malt breaking machinery, and Gus
Boller, sales engineer and manager for
chocolute and ink processing machinery.

The Buhler team is thoroughly famil-
far with the market and the respeclive
industries, and is trying to do their best
in helping to solve industry's problems
and to help to find more economical and
more dependable ways of doing things.
It is their continued policy to supply
only high-quality equipment, depend-
able and with long life, to back up
this equipment and to give first-class
service,

Robert E. Schnadig

Schnadig Promoted

Mr. Vincent P. La Rosa. Exveat, o
Vice President of V. La Rosa & 7
Inc., has announced the pion
Robert E. Schnadig s Assvoamt - s
Manager of the company’s Chicago
division,

Starting with La Rosa in 1861
Schnadig has compiled an outstandu
record in the Chicago area which has
earnced him this promotion, stated Mr.
La Rosa.

Residing at 4720 Washinglton Street.
Skokie, Ilinois with his wife Eleanore
and daughters Nancy and Merle,
Schnadig is active in the Jewish W
Velerans and PTA, and is also a recig
ent of the Purple Heart and Pre-: ' -
tial Citation for his service witt. e
U.S. Navy in World War 11
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Unloading, storage,
transfer, and rebolting

BUHLER

automatic

Continuous operation ... 24 hours a day

Here are modern production methods at their best . . . truly automatic J:-
and continuous production lines that operate 24 hours a day. And
at the same time, they also provide automatic storage for long goods
s0 you can do all packaging during the daytime shift,
“N From the truck or car which delivers the raw material to discharge
of the finished product, each step is carried out by modern equipment
designed to produce the best possible product in the most economical
possible manner,

Whether you manufacture long or short goods, you will be pleased
to discover the savings which a modern, automatic all-BunLEr
production line can offer you,

-

>

e

AUTOMATIC AUTOMATIC = CONVEYOR

AUTOMATIC PRE-DRYER
PRESS . SHAKER Type TRT

FOR SHORT GOODS| capacities up to 1500 pounds per hour

CONVARYOR

.fcapacltl_és up to 16500 pounds per hour

production lines

Flexible...to fit your available floor space

Typical Bunter bulk handling and both long and short goods
production lines are shown on these pages. In actual practice, how-
ever, the bulk handling system is engineered to fil your existing
facilities and the Press, Spreader, Pre-dryer, Finishing Dryer, Auto-
matic Storage, and Cutter need not be installed end-to-end. Thus, if
your present floor space in your present building does not lend
itsell 1o such a plan, it's possible to arrange the various units
side-by-side or on different floors.

Your nearest BUHLER representative can give you valuable assistance

in reducing your production costs through plant modernization. Call
him or write The Buhler Corporation, Minneapolis 26, Minn., today.

AUTOMATIC FINISBHING DRYER
S Type TIT

. AUTOMATIC
FINISHING DRYE
Type “Mammoih’

3. AUTOMATIC PRY-DRYER
i Type "Mammeth't
eyt e

AUTOMATI
PRESS
Type TPM

.} !
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'AUTOMATIG FINIFHING DRYK ‘%' " AUTOMATIC STORAGE UNIT  AUTOMATIC
L Type “Mnmmethy S — o O
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Robert W, Mueller

FJ ODAY we ask you to look with us

* whot has been achieved in the
“ cwezrer of the 60's and then to
e 'vinn“the challenges, changes
w1 wlQwlii in store for us over the next
Ava yeard,

Fi.at, let us look at the most compre-
hensive of all food industry measure-
ments, the sales gain of all grocery
stores in the U. 8,

FOOD DISTRIBUTION
IN THE MID - 1960’s

by Robert W. Mueller, editor and publisher, Progressive Grocer

for government investigation into so-
called concentration in this industry
and the compulsion to protect the con-
sumer that today characterizes so much
of our political philosophy—for no in-
dustry provides so much to our nation
for so little.

Now, let us break our total distribu-
tion system into some of its components
to see the rate of progress in each.
First, the chains,

All food cheins, the national, the re-
gional, the local have done very well
since 1958, Total sales are up 30.2% and
represent 41% of our total retail vol-
ume, One of the more surprising de-
velopments, however, has been the in-

l Sales Gains U. 8. Grocery Stores:

Grocery Store Sales

U. S. Population

Gross National Product
Retailers Other Than Grocery

1961 ws, 1959
1965 Tolals % Gain
$61.8 Billion 24
19,000,000 7
$618 Billion 28
$200 Billion 22

Lo o

'ic $61.8 billion sales expected in
#=04 reprusents a five-year gain of 24%.
* for exceeds the 7% growth in our
aupeifon, does nol quite measure up
‘0 a 28t gain in gross national product
WLatertslly by accelerated de-
A sentiue » and by consumer
Civives, hat ¢coeds the sales gain
attained by setiilers ciher than grocery.
Cre o Jhe tnost significant achieve-
tent s o this sales gain was
i3 vitie e apy nppreciable increase
i food y-ues, for retail food prices
have chunged very, very little since
250, up only 3.8% compared with much
sisher price increases in housing,
,.ulih and recreation, medical care, and
all services.

BLS Price Index 1963 vs. 1959

,““m‘ AR «ssuiisTaaivns .+ 3.8%
PELAIMG , ceveirriiiniiiaiiian +16.0%
"0 & Recreation ...ovvenns +11.3%

251 4eal COTe cueeieiesa wwerne +12.1%

e Burvices coeveiien..

‘iz is direct testimes not only 1o
trily competitive roture of toed
. ~*ior, but also, in our opinion, a
«iton of the constant drive for more
. . mare efliciency and greater cooper-
o1 9n » 1thin this biggest U. S. industry.
1t rae aker doubls, too, as to the need
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ability of the top 10 chains to keep pace
with the all-retall gain of 24%. The
greater share of the total chain gain
was contributed by all other food
chains, whose total volume increased
by a whopping 83%. This does not im-
ply that all the big chains were off the
industry pace—but it does indicate the
problem inherent in bigness and sug-
gests also that the smaller chains with
their closeness to local markets, their
merchandising flexibility, and, accord-
ing to manufacturers' salesmen, their
tendency to work more effectively with
well-known brands, have done remark-
ably well.

It helps also to explain why most,
but not all, of our bigger chains are
continuing to move toward decentrali-
zatlon and the flexibility, incentives,
and localization that it can provide.

Independents, particularly those be-
longing to voluntary and cooperative
groups, can look back on the first half
rable satisfac-
Which include

pviithe, alli. ustry gain,
aboul Iwice the piiis ot \ne top 10

chains, but below. that of “all other”
chains. The unafiiliated independents
declined in dollar volume due to some
extent to the tendency of the more
aggresive among them to join volun-
taries and co-ops.

Of great importdnce to the manufac-
turer is the balance and competition
between independents and chains—a
condition that is likely to prevail for a
long time to come. Much of the credit
for this balance belongs to the organiza-
tions that have created what many call
the modern miracle in food distribution.
We refer, of course, to the voluntary
and cooperative distributors whose 60%
sales gain produced a 40% gain for the
entire wholesale grocery category.
These organizations have won great re-
spect and admiration not only among
retailers and manufacturers but also
from the world of finance and the en-
tire business community as well. Facing
what seemed like impossible odds only
a decade ago, the nearly 1,000 establish-
ments typified by the IGA's, Red &
Whites, Clover Farms, Associateds,
Certifleds, Shop-Rites, and Super Valus
have provided facilities, prices, mer-
chandise and services that have brought
profound changes in the structure of
food retailing.

Voluntary and cooperative independ-
ents have increased their share from
47% to 50% of our total retail volume.
Chains have expanded their share to
41%, while the unafliated independ-
ents, many of whom have moved into
wholesaler afiiliation, have seen their
share decline to 8% of the total. These,
then, are some of the trends and changes
in distribution and retailing that should
be studied and evaluated by the manu-
facturer,

Equally interesting are what we
might term the Intra-mural trends
within retailing, most of which affect
the plans, products and fortunes of the
manufacturer and the consumer as well,
Source for the statistics following is
“Operating Results of Food Chains"—
Harvard and Cornell Studies.

Margins in Food Chalns
J0BB ...coennasiines vee s 17.8%
1059 oivverinninnennsess208%
1860 ..... T )

1981 ..ociovaseenasid
1088 0 e N
_ne
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Retail margins have performed pretly
much as expecled in the 1960's. But to
understand this trend, we must go back
a few years to 1055—when trading
stamps had not yet been accepted wide-
ly -by food retailers. The period 1955
through 1060 was the period of the
stamp fload, and it niore than any other
factor served:to increase the total mar-
gins on sales by 2.8 percentage points—
a rise of 10%. inf the spread between
cost of merchandise’ delivered to the
warchouse and rétail price.

Five years ago, we predicted that
margins might go to 22% in the 1860's,
but no higher—and as we consider the
forces now at work in food retailing, we
suspect they will not reach 22%, but
may even decline.

Trading Stamps?

Trading stamps undoubtedly have
reached their peak in food retailing,
since some 90% of food chain and 40%
of independent supermarkets have
taken them on. Today there is wide-
spread questioning, particularly among
local chwns and independents, whether
the $25,000 spent by a $1,000,000 super-
market per year for stamps could be
applied in more productive fashion. The
Super Market Institute, which measures
stamp usage and retailer attitudes
toward stamps, reports a decline of 7%
in 1983 in the number of supermarkets
giving stamps. Of those who dropped
them, 50% sald the change worked
“very well,” 32% “fairly well," and 8%
“too soon to tell.”

While the feeling is by no means uni-
versal among relallers, for most are still
fully committed to them, it seems clear
that the stamp trend has reached and
passed its peak—with the major alter-
native—low price promotion.

Low Price Promotions

In almost every market in the U. 8,
one now finds stores which dramatically
hammer home low prices and low-price
image. They demonstrate savings by
ingenious and convincing means—spe-
cial displays, price comparison adver-
tising, loaded shopping caris in stores
showing costs of the identical family
purchase in their stores compared to
stamp stores, ond consumers are re-
sponding. Of very special significance
to manufacturers Is the emphasis on
well-known hrands, in terms of speciol
display and price. If this trend to low-
price appeal, the base on which the
supermarket was first established, con-
tinues, it will bring with it many new
opportunities for manufacturer-relailer
cooperation and promotion.

Many food retailers have rediscovered
an important merchandising principle
in the 1960's. After many years of rela-
tively uniform thinking in terms of
store uppearnnce, decor, merchandise
nssortment, services, brands and prod-

aAnuey VOG04 sl

uct presentation — food retailers are
recognizing that ecach supermarket
should be considered as an individaal
entity, because consumers have widely
different tastes, habits, preferences and
needs. These differences relate very
dirctly to age, size ol family, and fumily
income. Ethnic differences tend to be-
come less pronounced, bul are still im-
portant.

Progressive Grocer's Colonial Study
demonstrated these differences with
striking impact:

Middle to High Income Customers

Buy More
Frozen Foods .......... +4-52%
Meals .o vaiveviss +26%
Gourmet Foods . ...... +55%
Pickles, Olives ......... +27%
Baked Goods .......... 4807
Crackers, Cookies ...... +28%
Junior Foods .......... +60%¢
Light Bulbs ........... +40%

Higher income families spend their
supermarket dollars quite differently
from lower income families. Already
we see more of our new supermarkets
designed, stocked, and operated in order
to meet these differences. Store lay-
outs, department size, product variety,
brand emphasis, all are being suited to
the clientele, and this will be speeded
and refined in the future.

Does this hold meaning for the manu-
facturer? In our opinion, a definite yes,
for he can be of direct assistance in
pointing out to retailers the special ap-
peals his products and brands hold for
the kind of consumers served by the
individual supermarket.

Retailers, large and small, chain and
independents, are increasingly recep-
tive to manufacturer assistance; and
the men who run our supermarkels are
in a better position to appreciate and
to act on manufacturer recommenda-
tions than ever belore.

Manager Authority

Independents have traditionaly been
free to adapt store to customer, and lo-
day we find the majority of chnin on-
erutors looking to their local executive,
the store manager, to make more oper-
ating, merchandising and promotion
decisions. Relate this new manager
authority to the “new breed of sales-
men,”" both broker and manufacturer,
and one can sce only an important new
oppurtunity for the manufacturer.

New item introduction, < impoitam
to the manufariwspr wnd Gy i oor
tinuad growthais ioe srumrmnho

scif, continpipihefeiia) f0 <t v
first half of X0tk <
It Is impo mecisely

the trend Iff¥uibgs s sn o national

average bacle; but ‘aecurding to our op

alysis of «¢hgin, vylttary and Cupern-
*
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tive supermarkets, 3,200 new ilewr
were taken on since 1959, 2,100 wei
discontinued, for a net increase «
1,100—an increase at the rate of 227
items per year.

Among the calegories showing hip!
er-than-average gains were non-foo.
canned vegetables, soft drinks, froze:
foods, pet foods, soups, candy, bakine
supplics and mixes, extracts and spicec,
detergents, laundry supplies, pape:
products, confections, dietetic foods,
and health and beauty aids.

Supermarkeis

When we think of number of items,
we must also think of size of super-
market. In the late 1950's, th. ;o rails
ing opinion was “supermc.acts W, gel
bigger and bigger” with the end no-
where in sight. What kas actual?
pened?

Size of New Super Msihs ¢

Sq. F*, -/
Year Sales Ar. .
] LT (e —— 13,50
£7:7. T NSNS |- 7L -
I08Y) e e 12.709
002 cioiisavaminsavvne 13,61
1003 ... 13,00

* Source: SMI1 Facts Aboul New Super . -rke’

We did not share this view 2. !l
time, for we have long felt that the
supermarket is a fownwide or neighbn:-
hood rather than a secticnal or regic -]
business, This apj:eisal bas proy 1w,
be an accurate one G e
size has remained foily conste-! |,
of course, presents a probley' borh 1
manufacturers and retailers in tery - ¢
new items, for slore size has 11" Rep:
pa ¢ with new item introductiop Mas
ufacturers must face tid: nroh
plain reasons why tF s e
developed, now
needs, now they il -0 - e eatenm
the department. how L. o sl
merchandise S TTTRT  T
than ever belore il o . o
growth is to be w0 ¢
proved.

This same size supermarket has
only accepled new items in food .
grocery products but in the newui o
foods as well.

PN

wpnl ety

and m

Discount Stores

Five years ago, ane often heprd that
the supermarket wus oving m the
direction of a big, modern j ener ! ¢ 24
~that could and should =cll ity
avery*hine oo the sun, armim
mancs Ao 2o sbile tires. Nor o« oad
bt adt s Lent contributuns 1o
It e sty uni: ol the supe..
vut retailers now general's pyo-
there are definite limne to the o ob,
and  kina o product that can o
handled. In 1959, non-foods repiesemed

Continued on page Jd
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Food Distribution—
Continued from page 36

5.2% of supermarket sales; in 1964, it
had increased to 6.7% of sales, Progres-
sive Grocer predicts that these non-
foods will attain approximately 8% of
total supermarket sales by 1970,

A phenomenon that shock up many
foud retailers and manufacturers in the
late 50's was the emergence of discount
centers containing supermarkets. This,
according to some observers, was to be
the ultimate in retail evolution, a total
retailing concept that would one day
play n major role in and perhaps one
day douminuate food retailing.

“There predictions did not materialize.
In "105%"fccdiding to Progressive Gro-
‘cort lhetﬁ were 100 such centers with
buﬂ - rm rhets, :md our forecast
\v:&'ﬂ{ﬂﬁ‘t‘y‘ﬁm W, "o icounting for
soge. IRl lmdl Yeiatl food sales. Here
is their cus rentvﬂ-.l ulu:tu. 1%

PR e
G:qcetv Sglp v*n Discount Centers
: 1859 1964
Number with =&

Super Markets
Per cent of U.S,

Grocery Sales 2.6%
according to our estimates, indicating
we belleve that this phenomenon,
which hes had profound impact on
many other kinds of retailers, has not
approached dominance in foods but
insteail has been absorbed into our
distribution system.

At"ie other extreme in store size is
ke Zcaibeddiee store that started in
Qe =tienther 's ale ‘and now is mov-

% nation. These
tibled in num-

Z (msumers for quick
p\&mg' ‘Q‘H"i 3'&?: the Progressive
~oiieitiates:
Lend | whr
Citivenience Stores Expand
1958
..2,200

il
1960
Numher of Stores ... 4,900
Per cent of US.

Grocery Sales ...... 0.7% 1.2%
Convenlence stores carry about half as
many ftems as do supermarkets, rely

.. almgei_wholly on national brands, and
“n important to many manu-
,-,-.1 = their share of total food

St ndicate,
-“'. ’\—’l‘t‘% I‘:" oM
Q "rt .0f Tptal Siore Sales
! by Category
1'4" . Convenience
n-Foods ..10.00%
3 .. 2.80
A TTREPTEE B
dav urr cn
ik qonits + 14,00 -
SoIt Do Bun
Beer ...0x o005 Wil

Supdrmiarket
350
123
1.63

270
L70
1.50

This, of course, stems from the fact
that virtually all sales are accounted for
by manufacturers' brands and from the
radically different sales mix in con-
venience stores compared with the tra-
ditional supermarket. This analysis,
based on gene.ally accepted supermar-
ket figures and on the performance in a
well-known convenience chain, indi-
cates that in many categories conveni-
ence stores are far more important to
the national brana than their total sales
and share of market might indicate,
Convenience stores are definitely on the
move. They will increase in number
and—like the compact car—may very
likely tend to increase in lines and
brands handled and thus to increase
sales per store as well.

But the traditional supermarket con-
tinues to be the main force in food re-
tailing. In the tabulation below, the
Supermarket Is represented by stores
doing $500,000 or more.

Supermarket Share of

In the first filve years of the 1060’s,
supermarkets have increased their
share of total sales from 63% to 70%.
In looking to the future, we can expect
supermarkets to claim about 75% of
total volume, the prediction we made
in 1959, This seems their maximum
share, for there will always be a nend
for neighborhood markets which in-
clude the flourishing class of conveni-
ence outlets.

These are a few of the highlights of
distribution and retaining. Let's turn
our atiention now fo your business,
grocery manufacturing, your progress,
services and contributions in the first
half of the 60's as revealed by two Pro-
gresive Grocer surveys among GMA
members—the communications survey
conducted early in 1964 and a more re-
cent study made expressly in anticipa-
tion of the GMA Annual Meeting.

Sales of B8 leading manufacturers,
whose business ls done almost entirely
In wheat we think of as "national” or
“advertised" brands have increased by
31% elnce 1950,

This exceedy by a substantial margin
the 24% gain made by dlfgrncery stores
end by a wider margingthe
our populaiion ;
dinary viiadd
nenting
modern Ame

_merchandising

retailer.
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Through which types of retail store
were national brands' sales gains pri-
marily achieved?

How Manufacturers
Sales Gains Compare
Manufacturers
Top 10 Chains
All Other Chalns
Vol. & Coop. Inds. ...... 34.6%

One cannot draw any absolule con-
clusions from these five-yeanr sales
measurements, but there may be reason
to assume that the lion's share of the
manufacturers' gain was rung up in the
retail stores operated by smaller chains
and by voluntary and cooperative group
independents, both of whom did re-
markably well in recent years and who
have long been regarded as strong pro-
moters of well-known brands, How-
ever, we are sure that your own sales
analysis will reveal more clearly the
precise nature of this situation.

A major share of manufacturers' and
retailers’ sales gains since 1859 must be
attributed to the introduction of new
and improved items.

Here is the performance of leading
manufacturers in nev' ward improved
items: In 1858, the a #ix!e manufac-
turer among those surv:: d had 73 dif-
ferent items. Since then, ;¢ has success-
fully introduced 45 new items, discon-
tinued only 7, and in 1064 was market-
ing 111 items, a gain of 62% in five
years, approximate increase of 10% per
year.

Especially noteworthy Is the very
low drop-out rate in national brands,
only 10% in five years compared with
sume 35% for all items handled in the
supermarket over a similar period, indi-
cating that well-known brands have
great staying power in addition to a
great growth rate.

Introducing New Items

Successful new item introduction de-

pends on many, many factors, requires
exhaustive and expensive product, con-
sumer and retailing research, intensive
sales coverage, eflective trade and con-
sumer advertising and communications.
These elements are hard to measure,
but we think you will be interested in
the magnitude of just one phase of the
job—the use of coupuns and samples to
achieve faster acceptance and use of
new and existing items.
;In. 1964, grocery manufacturers dis-
tributed 2.6 billion coupons and samples
by mail tg American homes—more than
40 per family—at a cost of more than
$100,010,000, not including the cost of
samples ‘themnselves or cost of coupon
redemption. If we include these costs,
the manufacturer investment would be
three to four times $100,000,000.,
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One of the most important contribu-
tions manufacturers have made to bet-
ter marketing, 1o closer and more effec-
tive relations with distributors and re-
tailers and therefore to greater con-
sumer values and satisfaction has been
the development and improvement in
communications lhrough salesmen.

In the earlier yedi“of supermarket
expansion, many manufacturers tended
to minimize the role of the salesman, to
reduce size of stafl, to question the
value of direct contact between sales-
man and distributor, between salesman
and retail store. But starting in the 60's,
the majority of those in the food indus-
try have rediscovered the essentiality
of the salesman, and today the entire
food industry operates more effectively
because of the callber, qualities and
services of manufacturer and broker
salesmen.

This is no small service. Every work-
ing day, ©0,000 salesmcn are making
400,000 calls on chain and wholesale
grocery headquartiers and on supermar-
kets and superettes across the nation—
an investment of some $4,000,000.

The men they call on have undergone
almost unbelievable change In recent
years. Where not long ago the food re-
tailer was a little man operating a little
store, today he is an administrator with
responsibilities cormensurate with the
new magnitude of a2 modern super-
market, His income, yt 00 to $20,000 or
more if a chain manoger, and $35,000 to
$40,000 if he is the owner-operator of
an independent supermarket, also at-
tests to his new stature in food distribu-
tion.

It should be highly gratifying to
manufacturers to know that their sales-
men are each year becoming more valu-
able to store operators and to those
manufacturers they represent.

Progressive Grocer Study

A Progressive Grocer study made
among several hundred salesmen re-
vealed that they are miore welcome
both at headquarters and stores than
formerly—and those on whom they call
confirm this most emphatically, These
men have . broad market to cover and
service, and it's going to get bigger in
number of stores and in number of key
people in the second half of the 60's.

There are 230,500 food stores in the
U.S., but 55,500, or 24% of the total
number, account for 82% of total U. S.
food store sales. This is the heart of the
market for the grocery munufucturer,
and his salesmen and brokers are find-
ing that coverage of these stores and
sound communication with them have
become increasingly cssential to the
welfare of nationel brands. A typical

manufacturer with a sales force of ap-
proxlmately 300 men calls on an aver-

ml..;ﬂ&ﬁs
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nge of 41,000 of these stores on a regular
basis today.
Food Brokers

In connection with store sales cover-
age, we want to make special mention
of food brokers, firms who represent
grocery manufacturers in selling and
merchandising to headquarters and
slores on a local rather than a national
basis.

Progressive Grover, in cooperation
with the National Food Brokers Asso-
ciation, has completed a nation-wide
study of food broker operations, service
and progress, Here are some figures that
document what many of you have al-
ready noted—that food brokers are do-
ing an outstanding job in serving both
their principals and their customers.
Sales of the products they carry have
Increased must faster than total food

ly proceed at a higher rate in the sec-
ond half of the Sixties. In 1964 the
tempo stepped up considerably, and we
can look forward to the construction of
at least 12,500 new supermarkets by
1070, most of which will be in addition
to existing supermarkets and not sim-
ply replacements of stores, such us pre-
vailed in recent years. We also note a
very substantial increase in renovation
and expansion among existing stores
throughout the retail industry.

Changes Benelit Manufacturer

This new forward movement marks
the end of a period in which over-
expansion, declining profits and uncer-
tainty over discount centers showed ¢v-
pansion plans among bot.. ¢hams und
independents. Extensive change and
expansion in retwling fae: de. too
mendously boresdeial o me oL PRARL

The Surge of the Food Broker: Average Grale  Flum

Annual Sales Per Firm
Number of Principals ..
Number of Brands

store sales, due to many faclors, but
perhaps primarily because of their local
knowledge and strong and continuous

relationships with the trade, and their

sense of responsibility both to manu-
facturer and retailer.

In viewing manufacturer services and
selling philosophy over the past flve
years, we are also impressed with what
might be termed the new retailer-
mindedness of many grocery manufac-

turers. This retailer-mindedness has
taken many forms, but one of the most
dramatic and productive has been in

the great new fund of retail merchan-
dising research undertaken in coopera-

tion with food retailers to find ways to
increase retail sales and reduce cosls
by helping to provide realistic recom-

mendations on how new ideas can work
to advantage to both manufacturer and
retailer,

The excellent work done in recent
years in such categories ns baking

needs, cereals, delergents, soups, condi-
ments, dairy, crackers and cookies, baby
foods, frozen foods, macaroni and spa-
ghettl, soft drinks, health and beauty
aids are but a few examples of mer-
chandising research that have helped
retailers, wholesalers, salesmen and
manufacturers.

Preview of Future
Let's leave our review now, und at-
tempt a pre-view of the nex! five years
in food distribution, first, in terms of
fuod retalling's physicul plant.
Although we cannot eapeet a full-

fledged boom_in th t_five years in
new aupermarket
supermarkel on will definite=

—= . -\..
1959
$3 217 000

1064 ‘v Chance
$5,0°5M0 53
12 5
20 13
opening vast new exposure to new and
established products to consumers, in-
crensed opportunity for special display
and for the introduction of depart-
mental and category arrangement plans.
But which lines will receive more,
which less emphasis within these «-w
and remodeled units?

Progressive Grocer athe too 34
engineers and new clcre plan.c ..
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Space Allotments o

leading chains, voltw sy -

tive distributurel amberr . . 1t
given greater 8.5 you to mai#"
total store space in ts. To get e

think their compy
cant, because it * Aldway 6-9432,

slore mant
merchandise
general manufAL ASSOCIATION
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Frozen }

Overwhelmingly—p)
frozen foods departi
more items, and mo,

In spite of many problems cus
ing meut packers and in spite o
disappointments in fiozen n.
ing a few years ¢go, the v -
of store engineers are blue-s
expansion.
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E\'cr_\.' Shipment from Amber Milling has
the unmistakable amber color that identifies top
quality Semoling and Durum Granular. When you
find top quality, it is the same color as Amber
Venezin No. 1 Semolina and Imperia Durum
Granular, Protect your brand name —specify
Amber . .. uniform color, granulation and quality.

Huge modern concrete elevators with tremen-
dous storage capacities enable Amber Milling to
buy top Durums whenever . . . and wherever they
are offered. Reserves ol top Durums assure con-

soant supplies of fresh milled Amber Neo |
Semolina and Imperia Durum Granular . . . enable
Amber Milling to ALways make delivery s
promised,

The men of Amber Milling kuow Whekre 1o
locate top Durums, and How to blend amd mall
them to assure umformly supenor coic, anl .
ity in every shipment. Look for Ambe "
means quality when you buy, helps ou o nn
tain uniform quality i your prosducis Tooeer e
whole story. call Gene Kulin NMldway bl

;—Aml) @ X® MILLING DIVISION « FARMERS UNION GRAIN TERMINAL ASSOCIATION
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MILLS AT RUSH CITY, MINNESOTA « GENERAL OFFICES, 5T, PAUL *

MNNTCG" ), ee—

g

h_--ﬂu—.-..-mu:‘.::




B AT R s et

Food Distribution—

Continued from page 37

Non-Foods Space
More .....
Less
Same

Non-foods, in total, will be granted a
larger share of floor space although
there is some disagreement on which
non-foods will be specially favored.

Dairy Space

Dairy, a linc of products that did not
attain departmental stutus until the late
1940's, will continue to expand in most
new supers, but it is Interesting to note
that 41% will reduce deiry floor space.

Grocery Space

Grocery share of tolal store area, of
prime importince to the majority of
manufacturers, will tend to expand in
our new and remodeled supermarkets.

Fresh Meais Space

Fresh meats, however, may be given
a sumewhat smaller share of store area,
which may be a reaction to the bigger
shure planned for frozen meats.

Produce Space

Similar to the plans for fresh meats,
space for produce will decline, say 38%,
of these respondents, who look for a
continued growth in frozen fruits and
vegetables.

Backroom Jpace

O! very special importance to grocery
manufacturers is 'he widespread deter-
minatign to redgce still further the

i, «%,area, This will obviously re-
‘rag n'u..‘hture stocks, place much

g . uphasis on correct shelf space,
3 ',' ré<brder patierns and frequencies,
6':-"..!. of course, no faster delivery to
warchouses If low stocks and out-of-
stocks are to be prevented.

Dut as one considers the trends in this
total spnce program, certain basic ob-
sepvations can be made. The primary
conclusion, to us, is that food retailers
are nnticipating a continued growth in
sales of packaged, branded products,

both new and established, and will ad-
just store space accordingly.

As we look to the future, we can
expect certain fundamental changes and
challenges.

Among them:
® A definite speed-up in new and re-
modeled stores—a definite plus for the
manufacturer,
® A trend toward low-retail-price em-
pharis, particularly in national and
wall-known brands.

* More new items per manufacturer
und therefore more new items for the
retail store to accommodate—a trend
und a challenge that must be faced by
manufacturer and retailer.

® Far mure attention and effort to
match store personality, products, serv-
ices and brands to the needs and prefer-
ences of those who patronize or who
could patronize the individual store.

® Increased recognition of the im-
portance of salesmen and further clari-
flcation of their trade coverage, objec-
tives, and functions in headquarters and
in stores.

These are relative certainties, but
there is one big question that food dis-
tributors and retailers face as they look
to the future: the application of the in-
formation pumped out by electronic
data procersing—not so much in rela-
tion to warehouse inventory control,
order assembly, billing and delivery—
but its application to retail store opera-
tion and retail store merchandising.

The Challenge of ED.P,
Number of items and brands
Facings and position
Seasons
Consumer Income, Age, Family
Displays
Promotional but Profitable Pricing
Logistics
Full Stocks
New Item Forecasis
Automatic Distribution

This is quite a challenge and a great
opportunity for better planning in the
several elements shown here, not in a
massive format, but related to varia-
tions in type of store and in character-
istics of consumers served by each type
of store.

We feel, with most manufacturers
and retailers, that the food industry is
in excellent condition, All the evidence
tells us that 1964, the year just past,
will be the best, ol‘ I.he'- 's. Retailers,
wholesalers and mnnufa ers all re-
port a strong rI “in gale %ﬂ a com-
0

parable increase ln net" A

i g
q\&'ﬁ Dpver '48
$68.5 billleh.  42% over '58

$80.0 billide'  85% over 58
>

1948
1958
1965
1970

In 1959, Progressive Grocer showed
you this prediction for the solid 60's.
While we are a little off the pace at this
mid-point, we submit that with hard
work, more cooperation and better un-
derstanding among manufacturers, dis-
tributors and retailers—and with a little
bit of luck we can still reach the goal
of $89 billion in 1870. The rest of the
60's should be the best of the 60's.

European Food Market

UROPEAN housewlves are begin-

ning to change their grocery shop-
ping habits to follow patterns that are
now well established in the United
States. There are about 60,000 self-
service food stores in Europe, as op-
posed to only 150 in 1848, and they ac-
count for an increasing percentage of
retail sales. In the Netherlands, for ex-
ample, self-service food stores repre-
sent ten per cent of all retail food out-
lets but 32 per cent of the sales. By
1970, half of all European food sales
may be made in self-service stores.

Varied Reasons

The trend has starled for several
reasons; since the formation of the
European Economic Community and
the European Free Trade Area, cultural
and economic barriers among countries
have been relaxed, und new products
are being introduced rapidly. In the
recent past, European business and in-
. dustry have grown ot astonishing rates

@, gross national product in West
Gem Y, for example, has grown 8.7
per cent_ per year since 1853, as com-
pared to three per cent in the United
States; in France, industrial growth has
been seven per cent per year since 1950;
and even in Italy, where average in-
come has traditionally been low, gross
national product rose 15 per cent in
1960 and eight per cent in 1061.

The population in the European Eco-
nomic Community and European Free
Trade Area countries is one and one-
half that of the United States; yet the
European food market is only three-
fourths the size of the U. S, food market.

Many Slores

There are 1,725,000 food stores in
Europe, five times as many as in the
U. S, The four major markets—Ger-
many, United Kingdom, France and
Italy—with a combined population
about equal to the United States, have
three times as many retail food oullets,
The difference may be attributed large-
ly to the phenomenon of the super-
market, widely developed in the United
States in the '30's, and introduced in
Europe in 1951. The average clientele
at a U. S. food store numbers 530, but
the figures for Europe are much lower—-
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Sweden, 200; West Germany, 254;
United Kingdom, 180; down to Belgium
with 62 customers per store.

Separate Markets

The United States food market Is
considered as an entity, while the
thirteen countries of western Europe
must still be considered as separate
markets. Established patterns of pro-
duction and distribution vary sharply
from country to country. In the United
Kingdom, for example, wholesaling and
retailing are highly organized, so the
method for introducing a new product
is fairly clear-cut; in Italy, independent
grocers usually buy directly from pro-
ducers, rather than wholesalers, to
avoid paying a 3.3 per cent invoice tax.

Selting up a market for a product in
the United States has some advantages.
Radio and television advertising are
geared to a national audience; only the
Federal government regulates food
laws; and there is only one major lan-
guage. In Europe, on the other hand,
conditions vary. Commercial advertising
and promotional activities are not al-
lowed in some countries and are strictly
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limited in others. Magazine advertising
is inordinately expensive considering
the limited circulation. Consumer tastes
vary sharply—the Swedish, for exam-
ple, have readily accepled frozen foods,
but in Italy, where 80 per cent of the
vomen are at home, there is more time
to prepare fresh foods,

It is interesting to nole that, as dis-
posable income increases, the percent-
age spent on food decrcases. In the
United States, one-fourth is spent on
food; in western Europe, one-third; and
in Greece and Italy, one-hall,

Self-Service

The trend toward trading in super-
markets and self-service stores has been
sharpest in the northern countries,
where the average income is higher,
where the increased number of auto-
mobiles has made il possible to travel
farther than walking distance to shop,
and where acceptance of new products
is more likely. In the southern coun-
tries, food shopping is more of a social
pastime. Italian women, for instance,
visit “n average ol six markets in one

day, and in the process take great de-
light in bargaining.

Contrary to earlier opinion, Euro-
peans are quite willing to try the new
products usually found In the chain
stores which can afford to absorb some
of the initial expenses involved in mar-
keting them. Frozen foods would be
even more popular if more stores hiul
freezing units,

With increased automobile travel,
Europeans are becoming exposed to o
wider variety of foods, and as a greater
percentage of women are becoming em-
ployed outside the home, there is de-
mand for processed foods and conveni-
ence items such as cake mixes, instant
pntatoes, and the like.

Patterns Emerging

As the demand for o wider variety of
food becomes widespreud, and as dis-
tribution channels berome clearer, u set’
of retail food marketing patterns should
emerge within eacl: country. This, com-
bined with increasing incomes, should
resull in greater volumes of food being
bought at fewer outlets. loss often.

Who Puts the Hole in Macaroni?

The die shown above, Is a flot disc or cup
with a very thick bottom, which has a hole
in the middle, the same size os the outside
of the macaroni to be manufactured. The
PIN is a rod the size of the hole In the
macaroni, with wings at the top which hold
it to the die,

ArRIL, 1965

PIN IN
POSITION

TR TR : a—

umnl' the PIN has been
From .the point where
ph ‘and, (b the bottom of
thc N isysuspended in

i ‘l"ﬁhc die.

inseﬂeld

' DOUGH™
BEING FORCE§

The dough, when pushed oguaist the die, is
split by the wings ond then pressed lo';t:thu
around the lower end of the pin to form o
solid tube As it sumes out ot the bottor cf
the die, the macareni is cut to the length
for the type cf macoreni that s being manu-
foctured,




A new concept of extruder construction utilizing
tubular steel frames, eliminates those hard-to-clean areas. For the first

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

MODEL BSCP —
Short cut macaroni
extruder

Model BSCP
Model DSCP
Model SACP
Model LACP
Model LAB

Model BAFS
Model DAFS

"NEW:
NEW

PRt R RESREIEW R

POSITIVE SCREW FORCE FEEDER improves quality and

increases production of long goods, short goods and shieet formir.3 continuous extruders.

3 STICK 1500 POUND LONG GOODS SPREADER

in:reunes production while ouupymg the same space ﬁiu 2 stick 1000 pound spreader.

1500 POUND EXT. pERs now in operation in a number of plants,
occupying slightly more space than 1000 pdund lines.

" £ .
1 3
AUTOMATIC CONTiINUOUS DRYERS Ve
FOR AlL SHORT CUT AND LONG ', i
CUT PRODUCTION OF MACARONI  ©*  n_
ALSO AVAILABLE

quALITvI S e musnsm

PRODUCTION...

CONTROLS .....
sA"IT‘RvI LB

appearance.

SHORT CUT MACARONI EXTRUDERS

Model SAFS .

1500 pounds capacity per hour
1000 pounds capacity per hour
600 pounds capacity per hour
300 pounds capacity per haur
100 pounds capacity per hour

LONG MACARONI SPREADER EXTRUDERS

1500 pounds capacity per hour
1000 pounds capacity per hous
600 pounds capacity per heur

COMBINATION EXTRUDERS

Short Cut ................... Sheet Former
Short Cut . Spreader
Three Way Combination

A controlled dough as soft as desired to enhance texture and

Positive screw feed without any possibility of webbing makes for po-:

tive screw delivery for production beyond rated capacities.

extruder.

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

Easy to clean tubular steel frames give you the first truly sar’tary

ot
For information regarding these’and other models, prices,
material testing and other services, wrile or phone:

% ‘
, ;

SINCE. 1909

ABRETTE MACHIMERY CORPORATIOH

‘u-ws SIXTH S1REET, BROOKLYN.18, N:V. PHONE: TRIangle &-ri225




4 WTHINK of pasta, and you think of
Italy. The two go togetner as nat-

' urally as identical twins.” So says w
aly Presents, The Ital-

lan Trade Magazine, and Quality, its
monthly supplement, published under

the sponsorship of the Italian Foreign
Trade Ministry by the Italian Institute

for Foreign Trade, in collaboration with

4+  the Confederazione Generale dell' In-
dustria Italiana in Rome. Highlights of

i their write-up on the story of pasta-

i‘ making in Italy follow.

Spaghettl Museum

i Did you know that Italy even has a
St historic Spaghetti Museum? This Museo
Storico degli Spaghetti is located in the

5 i+ small Ligurion town of Pontedassio,
% ¢ near Imperia. It contains a fascinating
q collc~tion of documents, ancient de-
o crees, engravings, old machines and
i: ,unique original equipment connected

2% with the art rnd evolution of pasta-
making, and of eating habits through
¥ the centuries.

. That the eating of Italian pasia is a

time-honored custom is demonstrated

by a document carefully cherished in

i the legal archives of the city of Genoa.

Compiled by a painstaking lawyer in

1279, it refers to a “erafe of macaroni”

left to his heirs in the will of a certain

Ponzlio Bastone, Eloquent testimony in-

deed of the value of good pasta even in

these far-off days! The date of this entry

is thirteen years before Marco Polo's

& return from his explorations in Asia,

sl a fuct” which neatly dismantles the pop-

- = ular “wlief that it was he who intro-

w, ducrd noodles into Italy from China.

] Thanks to the Genoese lawyer, we

o Lnow that they were already well-
established in Italy.

| The Neapolitans

"It is Impossible to talk about \he
history of Italian pasta without men-
tioning Naples, where steaming, succu-
lent platefuls of one or other of the
hundreds of varieties are still a favorite
food in every family. The Neapolitans
prepare their pasta with a know-how

i (nat 5o mention love) that has heen
possed down  through the centuries.
They were not always great pasta eat-
ers, however. In the first hall of the
seventeenth century, there were no
more than thirty-five or forty shops
selling it, few indeed for a population
number three hundred thousand.

1t -was a luxury, in fact, to be eaten
onholidays only, with cabbages and
greens making up every-day fare. An
old saying of that {ime warned: “There

44

[The Macearoal Beller of Naples.)

are three things likely to run a family—
swgetmeats, hot bread and macaroni.”
ore than a hundred years later, in
England, it was also regarded as a lux-
ury for the most refined of palates. The
Scotts Magazine of November, 1772,
wrote the following:

English Reference

“The word ‘macaroni’ is the name of
a well-known Italian dish, unknown in
our country before the recent peace
(1763). It was imported by gourmets as
a refined addition to Almack's (a fa-
mous London restaurant) bill of fare,
In time, the dandies who frequented
this eating hou;’ to underline thelr
fashionablenass,'bég; ?’ﬁpreen them-
selves with the tif ;n sddroni’ Now,
however, it is used ofily. In a derogatory
sense for nﬂeﬂed, 6!“&"110«1 People.”

. *
i

L,

About Semoiina

The Statutes of the Genoese Guild of
Macaroni Makers of the year 1538 refer
to the buying of wheat or semolina,
from which it is clear that the special
hard wheat from which pasta products
are made constituted then as it still
does today the most important single
element in what is rightly called Italy's
national dish,

Semolina flour should on no account
be confused with other kinds of flour.
Semolina is of a yellow, granular con-
sistency, like sund. It comes from a spe-
cial hard wheat, through the husk of
which daylight passes to give It is char-
acteristic ripe, yellow color, i E

N o

Italy produces more }mrci wheat-than
any other country, but the Itallans are
such prodigious pasta-eaters that home-
grown grain is insufficient and they are
forced to supplement with thnl grown
in other countries.

THE MACARONI Joumu.
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The semolina is not spotless, but con-
tains tiny dark yellow specks. These
specks are the plgment of the embryo,
or wheat germ. The wheat germ houses
the vitamins and enzymes thut deal
with the absorption and assimilation of
the substances stored in each grain, thus
providing for the growth of the embryo
until it is a small plant and able to
support itself,

Itallan Milling

Before milling, the hard wheat is
washed in plenty of water, This is fol-
lowed by another prolonged washing
during which the moisture penetrates
into each grain, Next, according to
Italian milling methods, comes a “rest-
ing" stage. The molst grains are then
placed in special warm storage cells for
several hours, thus imitating the natu-
ral conditions of a grain of wheat sown
in soil.

So, germination begins, The substance
of the grain becomes more soluble, and
gradually the wheat germ begins to
move and develop. Certain experis
claim that the nutritive value of the
germinating grain is greater than when
in its resting phase.

At this point, grinding takes place,
followed immediately by doughmaking
so that the wheat germ stays fresh, In
southern Italy today, as in the past, you
will still see mills and pasta works built
close together in order that one phase
rapidly follows another, thus conserv-
ing the food value of the germinating
wheat in the macaronl product. This
preservation of the wheat embryo, be-
lieved to be of great Importance by
Italian macaroni manufacturers who
work according to the traditional Ital-
ian pattern, is but one of many refine-
ments that are used in modern-day
macaroni manufacturing in Italy.

Comes the Spaghetti

After the grain Is milled, giant gleam-
ing machines perform the process of
mixing and kneading the semolina
dough. These machines are, in effect,
large-scale reproductions of ordinary
kitchen meat grinders. In the place of
curls of meat, they push out spaghettl
(literally, “little strings" of pasta).

Before 1018, when pasta-making was
still unmechanized, the sun had an es-
sential part to play in its making. At
that time, the climatic factor was de-
cisive in the territoriol placing of pasta
production, Campanla, Sicily and the
Italian Riviera aren of Liguria all pos-
sessed the mild, dry climate and warm
sun required for the proper drying-out
of the pasta.

The same conditions were also neces-
sary for the growing of the hard wheat
grain from which pasta is made and
from which it gets its characteristic
yellow color. Even the local water used
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fo mix the dough had a special im-
portance and contributed to the flavor
of what was thought to be the best pasta
in the world.

Since that date, however, scientific
research has discovered the secrel of
mechanically reproducing the correct
climatic conditions—even the water—
required, By constructing special drying
rooms, you can now make “Italian"
pasta anywhere in the world, regardless
of the weather. In this equipment, the
pasta is dried out 1o the correct brittle-
ness by the action of damp heat and
artificial ventilation.

Automation

The real beginning of the industrial
development of pasta-making took place
in 1934. In that year, the first automatic
machine was produced, which com-
bined the functions of a whole complex
of small hand machines previously used
for mixing the dough or paste, for
kneading, and for pressing or rolling out
the dough. From then on, progress was
rapid, and in the post-war years com-
plete automation was reached. So began
a new era,

From the beginning of this trans-
formation, the production of pasta on a
local scale proved uneconomic and very
soon found itself unable to compete
with the automatic plant of large-scale
industry, Thus, the expansion of indus-
trinlization also witnessed the decline
of the industry on a small, local scale.

Nowadays, for a pasta works to be
both up-todate and economically sound,
it cannot afford to produce less than 15
tons a day. But production cost studies
prove that, to be more profitable, the
pasta manufacturer- must produce not
less than 50 tons per day.

Pasta Classes

Pasta is divided into three types, and
each one needs special equipment—long
goods, short pgoods, and skeins or
“nests.” Apart from these three, there
is another type of pasta which requires
special supplementary accessories which
do not, however, substantially modify
the technical structure of the basic pro-
duction line. This last type is either
long-stranded, or thin-layered pasta.

The long-stranded pasta is pressed
out through narrow-holes and then cut
into lengths as required. In this group
are spaghetto (meaning little string);
zila, a long pasta; rigatone, which is a
chunky, ribbed tube; conchiglia, a short
pasta in a curved ahell-nhupe. oand the
various twisted skeln* and “nests” of
spaghetti,

Sheet pq'stu u opt from the outo-
mallc ayers or sheets,
whlch 2 Ipto the most

{xeribbons of
is n short
hapes; and also

varied of shap..
taghatelle; farfalle,
pasta in butterfly-bo

o

the tangled skeins and "nesls" of
tagliatelle ribbons.

Even from this short list it is clear
that the range of machines required by
a fully-equipped pasta producer is both
numerous and complex. Only approxi-
mately, the list can be divided into the
following headings:

Grinding or pulverizing machines,
These take care of the mixing of the
powdered grain and convey it to the
operating machines.

Operating machines. A vast range ol
automatic presses that make and knead
the dough and also press it out from
the machine.

Stretching-out machines. These auto-
matically spread out long pasta on rods
or rollers,

Special machines. These are con-
nected up with the presses for the mak-
ing of special shapes of pasta, classified
with the name of “Bologna.” In this
calegory are the skeins and ‘“nests,”
ravioli “envelopes” and tortellini
“rings” that are filled with minced meat
or spinach,

Dryers. There are many different
types. Continuous automatic, semi-
uutomatic, static dryers, dryers for long
and short pasta and for skeins, tube
dryers, cell dryers, revolving drum
dryers, ribbon dryers, and the like.

Perforating and shaping, The many
attractive and characteristic shapes of
pasta are achieved by special accessor-
jes attanched to the main operating ma- 1
chines and are capable of perforating,
boring, twisting, fluting and curling.

Machines, apparatus and auxiliary ac-
cessories. Under this heading come the
machines for washing the pipes and
dies, machines for packing the pasta,
and apparatus for air-conditioning and
for transporiaticn.

Braibanti Sponsors
International Meeting

Representatives from nearly forty
countries of the world will take part in
the First International Convention of
Macaroni Manufacturers to be held in
Italy, on June 9, 10 and 11, 196!

One of the most interesting aspects of
this convention is the facl that it iy
being conducted under the auspices of
private enterprise, the Braibanti % m-
pany, thus permitting this worid-fe noa
firm to mark another milestor¢ in the
history of the macaroni industry.

The names of Dotl. Ing. Matio and
Guiseppe Braibanti are synonymous
with the macaroni industry, the broth-
ers having devoted theraselves to this
efTort since 1922 whein the manufacture
of macaroni goods was limited t. &
small artisan field

Continued on page 48
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- ASEECO

Originators
and
Pioneers
of
Many
‘ of
Today's
Automated
Davices
and
3 Svstems

The Name ASEECO — Automated Systems and Equipment Engineeriag Company — embodies
the science, engineering and experience acquired in many years of believing that a product — no

matter how good and economically made today — can be made better and more economically
through *‘Automation.”

This belief has made ASEECO's products successful and its work rewarding,

The diversitied products manufactured and services performed by ASEECO for its many clients,
have been expanded to include complete Plant Layout and Automation Engineering, includ'ng
Erection, ""Start-Up'* and Training of operating personnel

The qualily of products manufactured by ASEECO ancf the caliber of services rendered has
resulted in many repeat orders, as well as a continuous increase of new customers, We hope this
Catalog will give ASEECO's present and prospective customers a brief cross section of the inge-
nuity and diversity of ASEECO's operations.

LIST OF THE PRODUCTS MANUFACTURED
VERTI-LIFT Bucket Elevator

VIBRA-CONVEYORS & SCK.EENS

CAN & BOTTLE CONVEYORS

AUTOMATIC CHECK WEIGHERS

AUTOMATIC NET WEIGHERS & FILLERS (Multlple Head, High Speed)
BULK WEIGHERS & FILLERS

FEED-O-METERS (Continuous Feed by Volume)
STOR-0-VEYORS«(Moving Belt Storage) "
TRACE-A-VEYORS (Moving za)
DEHYDRATORS & DRYE
PRESSES & DRYERS forf
AUTOMATIC CONTINUOUS

mlnmm & Sales Offices

LIST of SERVICES .
Plant Engineering, Laycul (|
Site Selection & Conslructlon Supervl
Eyaluation of Sub. Contracts & Bids - :
Machinery self&Ton & Proc g
Erecllon and Iristallation o
Electrical Engineering & C
Plant ''Start-Up" & Final A
Training of Operating Pers
Service after Sala

Manufacturing & Warshouss Facilities

FOR ANY AND ALL:YOUR NEEDS SEE ASEECO
“ONE RESPONSIBLE FIRM — ONE SUPPLIER"

THE MACAKONT JGURNAL
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ASEECO'S AUTOMATED

CUT GOODS STORAGE and DELIVERY SYSTEM

Closes the GAP between Dryers and Packaging!
Do you still fill portable bins?
Get overfilling and breakage?
Waste valuable floor space?
Push around bins trying to find the right one?
Use Fresh product ahead of old?
Lose time at packaging waiting for bins?
Depend on the "human element’" with its nor.

mal errors and Costs?

YES

4
Eliminate all these outmoded methods. Eliminate
these bottle-necks with:

ASEECO CUT GOODS STORAGE
& DELIVERY SYSTEM
Receives from 1 to 3 dryers simultaneously into
any pre-selected bin!

From Finish Dryer to the Storage Bins continuously around the
clock. d

Speclal Spiral Chutes prevent breakage.

Discharges from any pre-selected bin into any
number of packaging machines al the same time

Storage bins of a size and capacity to meet the
individual plants requirements.

Designed to fit the physical limits of YOUR
plant,

FULLY AUTOMATICALLY CONTROLLED
ASEECO Systems are lfi-ed and proved.
Clear up the congustion on your floor,
Let us show you how an ASEECO system will
fit into your plant,

There is norobligation!

The System delivers to three packaging lines from three different
Bins, simultaneously (automatically on demand),

T
T
arspisizzgaas

Complete Engineering, design and layout service

£ : ¥ BTl * a3 m
p installation service. ... g i :
i r"f;’, .f;: = =2t e

1830 W, GLYMPIT Bl ot SR B = L2h ) |
LOS ANGELES. ‘FI"R Ny ‘

Autorisied
bvw re?
! Enilpecn)
k-:gineering

Contact our main office for information. Call or wnite:

ApRiL, 1965 «
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Continued from page 45

Since the beginning of their activity,
the Braibanti brothers realized that the
use of the standard machines as mixers,
kneading machines, screw type or hy-
draulic presses, were complicating the
full operation and prevented the possi-
bility of an industrial production that
could not guarantee a constant quality;
therefore, they began to study the prob-
lems for automatic production,

Several years of studi:, trials, exper-
iments resulted in the construction of
the world's first automatic press in
1032, This machine became the mile-
stone in the continuous production of
the macaroni goods and was the first
step of the transformation from ti.
artisan system to the industrial pro
duction,

Some of the very first presses are still
in operation after more than 30 years
of continuous production. They are the
most efficient proof of the engineering
perfection of the Braibanti equipment
in those times, as well,

Design and Construction

The Braibanti Company continues to
he engaged in the exclusive design and
cunstruction of machines and equip-
ment for the manufacture of macaroni
goods that has resulted in more than
one million tons of macaroni being pro-
duced daily throughout the world with
Braibanti equipment.

The Braibantli organization covers
the world with 55 agencies, the Soclete
Francaise Braibanti of Paris and the
Braibunti do Brasil-Sao Paulo, and
sends into the field seven specialized
inspectors who do not limit themselves
fo the control of the commercial trans-
actious ard of the agents, but give sug-
gestion und technicul assistance to the
customer for all that concerns the pro-
duction of the macaroni goods.

One of the main characteristics of the
Braibanti plants in they are equipped
for the automatic and continuous pro-
duction 24 hours a day, permitting the
uutomatic packing in elght hours.

Braibanti recently designed the Cobra
P28 to meel the new trend required
by the modern industry for automatic
lines. This machine has an hourly pro-
duction of more than 2200 1bs. The new
lines ameia opr'ratlon in many countries
wa-hayasproved @ tremendous asset,
A . In 1.8. and Canada

amesicun and Canadian customers
who have recently installed the new
Cobra lines and declared unanimously
their satisfoction are Gioia Macaroni,
ti¥nlo; Catelli Foods, Montreal and
! .*ni Foods, Toronto. The last line in-
stalied st Catelli Foods, Montreal was
inauguruted January 27, 1965 by the
ltalian Ambassador in Canada, Mi. Car-
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lo de Ferraris Salzano, who started the
plant from a distance by pressing a
button at the Dennis Club in Sher-
brooke St. The ceremony was televised
in all Canada,

The macaroni manufacturers attend-
ing the International Convention will
have the possibility of inspecting some
of these new lines in operation at Bui-
toni, Sansepolcro, which is one of the
biggest and most modern macaroni fac-
tories in the world,

Italian Semolina Mill

S.p.A. Agnesi & Figli has erected a
new semolina mill in Imperia-Oneglia,
tvaly. With its two sections of 150 tons
each, the mill can grind a total of 300
tons of durum wheat per day.

The Agnesi family, who are the own-
ers of the mill, have been in the milling
trade {or 140 years. Thelr tradition-
conscious enterprise can look back on
a long history.

In 1824 Paolo Agnesl bought the “mill
beyond the bridge” in Pontedassio near
Imperia, This small mill with only a
single grinding course had received the
privilege of a milling charter from the
King of Sardinla, to whose territories
the Riviera then belonged, and the
grain for the whole district had there-
fore to be ground in this mill and no
other!

One of P. Agnesi's sons later heard
in Paris about an “economical grinding
system” by which more flour could be
obtained from the wheat than had been

possible hitherto. This was, in effect, an .

early form of the milling method em-
ployed today. In 1836 the founder of the
mill decided to adopt the new system
for the first time in the Kingdom of
Sardinia.

Widely Known

The name Agnesl soon became widely
known, and the firm thus set out on a
noteworthy rise to prominence. The
next generation also showed a keen
spirit of enterprise. A grandson of the
fonnder, an engineer by profession. not
only distineuished himself by his ener-
getic contribution to the rebuilding of
the town of Oneglia which was de-
stroyed by an earthquake in 1877, but
wns also the initiator of the.plan of
giving up the old mill and building a
newer and larger one with a siding
connecting it to the station and to the
nearby port.

A small macoroni factory was laler
added to the new mill. It was under the
personal direction of ‘the chairman of
the company, P. Agnesi TII, who died
recently at the age of 83.

The mill and rancuroni factory have
since grown stendily together, under o
management alwpys ready. to consider

"
s |

new ideas and to follow up new lines of
development. An example of this
growth is the new durum wheat mill.
The decision to build it was no doubt
influenced by the establishment of the
Common Market in Europe and the
prospects thus opened up,

Quality

As quality has always been the
watchword for Agnesl products, high-
performance machines were needed.
Buhler Brothers, long experienced in
the design of semolina mills, were en-
trusted with the new large-scale project
for building Europe’s biggest durun
semolina mill,

The Italian allied house of Buhler
Brothers, Fratelli Buhler in Milan, drew
up the plans and supervised their exe-
cution, whereas the Swiss headquarter
plant in Uzwil furnished the new ma-
chines.

Fer the wheat elevator and clearing
house, some new machines were sup-
plied to complete the set-up.

For the new semolina mill in a new
building, Buhler supplied all the equip-
ment. This included MDDB four-roller
mill, Planostar MPAD high-efficiency
sifters, semolina purifiers with three
layers of .sieves, as well as the pneu-
matic conveying equipment, mechani-
cal conveyors (shaker tube conveyor,
chain conveyors), and the uspiration
system including new filter sets, Equip-
ment supplied for the warehouse in-
cluded seven Fluidlift conveyors for
supplying semolina to the macaroni
faciory.

In addition, several picces of labora-
lory apparalus were supplied, and a
large order was placed for the feed
warehouse.

Wheat Germ

In the Agnesi mill, special attention is
paid to the recovery of wheat germ,
used for enriching a specialty of their
macaroni factory, called "Pasta Gem-
ma,”

Buhler technlcians solved the drive
problem with due regard for the tech-
nological cycle of a modern mill and

“! for the requirements of simple control.

Careful study and experience were
brought to bear in making the auto-
matie system us optimal as possible.
The motors were divided - into - six
groups. A central control panel for
starting the motors singly or in groups,
with a clear diagrammatic plan of the
whole plunt, visual and audible alarms,
and the like, makes supervision and
checking simple.

The Agnesi family Is proud to be the
owners of the largest and most pro-
ductive durum wheat mill in Europe
for the preduction of semolina for mac-
uroni manufacturing,

i
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OFFICINE MECCANICHE SPECIALIZZATE
MACCHINE FED IMPIANTI PER PASTIFICI
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Entirelly automatic line for the production of long- cut pasta, daily capacity 53,000 Ibs,

Automatic 6 tiers

stripper finlsh dryer
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WORD FROM WASHINGTON

HILE there is no crystal ball to

predict the future, the President's
State of the Union message and hudget
proposals, coupled with the overwhelm-
ing Democratic control (more than two
1o one) in both Houses of Congress, lead
any reasonable man to the concluslon
that a majority of the Administration's
numerous requests will become law.
There have been B‘csldenunl messages
sent to Congress on health, education,
foreign aid, national, dafense, presiden-
tial succession, home rule for the Dis-
trict of Columbia, farp policy, conser-
vation of natural and human resources,
to mention only some of them.

The Chamber of Commerce of the
United States lists some of the follow-
ing as major areas in which the law-
makers will be legislating:

Social Security Medicare—The Presi-
dent has served notice that he intends
to make a major push for health care
financed by higher payroll taxes. The
Chamber believes that the health needs
of the aged can, and are, being met
through existing government programs,
private insurance, and the Kerr-Mills
Act.

. Federal Ald

Education—The Administration is
liknly %v come up with u broad proposal
of general federal aid for elementary
and secondary. schools. The Chamber
contends that school financing is pri-
marily a local responsibility and that
federal funds would only lead to some
measure of control over our nation's
school system. Besides, school needs al-

e ready are being met without large-scale

federal intervention.

Taxes—The President Is set to ask
Congress to eliminate or reduce many
of the present warllu¢ excise taxes,
The revenue loss reportedly would total

Unemployment Compensation benetits.
The Chamber believes that these pro-
posals, if enacted, would only up pro-
duction costs, retard economic growth,
and in some cases, increase unemploy-
ment,

Antl-poverty—In this calegory is pro-
posed . aid for Appalachia, an expanded
Area Redevelopment program, and a
new Accelerated Public Works plan.
The Chamber is convinced that regional
ills can be solved in the particular re-
gion involved and that make-work pro-
grams accomplish little toward reducing
unemployment.

If you produce or sell consumer goods
or services, then prepare to watch the
progress of S. 1052, recently introduced
by Senator Philip Hart (D-Mich.) and
seventeen other democratic senators.

Protect und Promote

The legislation proposes 1o “protect
and promote” consumer Interests by
creating a new Federal Office of Con-
sumers having functions that will un-
nerve even the hardiest businessman.

For example: The Office would be
empowered to intervene in proceedings
of regulatory agencies, to present evi-
dence in court cases, lo recelve and
evaluate consumer complaints, and to
urge the appropriate agencies to act
upon complairts.

In addition, the Office could conduct
investigations of prices and their rea-
sonableness, the qualily and suitability
of goods, and the systems of distribu-
tion. With regard to such subjects, the
Office could even require annual and

- special reports from corporations.

The legislation is comparable to that
proposing a Depariment of Consumers,
on which brief hearings were held in
1840.;Qn that occasion, fifteen federal

uround $4 billion. The Chamber agreeg;adﬁnrlments apd regulatory agencies

that virtually all the present discrimin-
atory levies should be eliminated and
a new low broad-based excise enacted.

Push For Repeal

Labor—The unions are certain to
push for repeal of the Taft-Hartley's
sanction of state right-to-work lrws.
The Chamber believes this Taft-Hartley
section should be left alone because it
prevents the spread of compulsory
union membership.

Wage-tixing — The unions are also
likely to demand legislation to increase
and expand the minimum wage, to r2-
uire double pay for overtime, to shurt-
£a the work-week, and tu lihealize

opposed the legislation — reasoning
wisely that all government agencie
and departments (traditionally mu:
consider consumer interests.

The Senate Commerce Commitiee
will hold public hearings sometime in
April on the truth-in-packaging bill
(S. 985).

The: bill was referred to the Com-
mltteq‘ehruary 19 after a Senate floor
fight in’which Senate minority leader
Everett Dirksen (R., IlL.) unsuccessfully
tried to steer the bill to the Judiciary
Committee for h*~dling.

S. 085 is sponsutea bfﬁennlor Philip

f o N, Mich.) andi vwelve other Dem-
worutic senalorn

The Business Role

The business community :
should—be proud of the .. L
played in American history. Ever since
the days of John Hancock »and Joan
Marshall, businessmen both, entre-
preneurs in commmerce and trade hav.
made notable contributions to the prog-
ress of this nation, politically as well as
econoraically.

And yet businessmen themselves ancl
the public tend to overlook these facts,
to forget that 23 of the 56 signers of the
Declaration of Ind-~,endence were me--
chants or farmers It is time, the fope,
for the businessman to rid wis, © .+
any misgivings when cuna.. 0 f
relations with his fellov/-citizen

This, in essence, was the thoae .
Chamber President Care; in a receni
speech to the American Youd Iicrs

Association in Washing® :.. M.«
president of Automobile Caranrs-a- =,
ers Transit, Inc, Birp " h

gan, spoke on February 2% by = e,
of George Washington, %#‘e i
thought of himself as a Virginia pjant...

Special Tribute

Mr. Carey paid special tribute to ' «
business executives who left their e,
in World War II to lead this na'v v
victory. He had this to say:

“They darkens! the skies with
fighters and bombers: kv ker
supply lines mo e with e
and elothing. with trucks A
with food and nie « w0
ment of the vorld.

“They were nol nieresied 1 1
tocol of geveini. at. in pam
ries, in v Jeuds that vunvul:
bureaucracy. They were interes!
in results — and to
glory, they got ther

You may have n “p-v 0w
conplete tex: oy 'wriv e,
ber. A for “The Bu nuana
inlar oyt




TEPS toward establishment of an
| industry wide organization to carry
[ out promotion, education and research
programs on wheat foods were taken at
a meeling of indusiry representatives
in Washington on February 0. The
meeting was held at the Department of
Agriculture under its auspices and was
the outgrowth of a session last Novem-
\ ber where Secretary of Agriculture

Freeman assured industry leaders that
| he would help them to the maximum
i extent possible in developing a prograin
t to spur consumption of wheat foods in
\ the United States.

1 Howard P. Davis, deputy adminis-

‘ trator, Copsumer Food Programs, Agri-
L cultural Marketing Service, conducted
. the meeting. Following introductions of
, those present, Assistant Secretary
A

George Mehren greeted the participants
on behrlf of the Secretary's office.
! A brief review of the mechanism of
) how research by the Department is ini-
tlated and conducted was given by
i. Willlam Hoofnagle, acting deputy di-
j

rector, Marketing Economies Division,
Economic Research Service. Mr. Hoof-

1 nagle presented background informa-

; tion relating to advisory committees,

how' research is initiated, the types of

. rescarch conducied, and some of the

»' research’ which has been conducted

r: relative'to the special inlerests of the
{ industries represented.

(

Highlights

. g Howard Morton, Director of Wheat
_ Utilization Research, Great Plains
Wheat inc., led off the discussion pe-

o—

vl

\ ;riod by summarizing a statement he
L& had prep . Highlights of the state-
o ment follow:
L “As you might imagine, there has
|}

been considerable discussion prior to

this meeting among those assembled
) here today—

"We, representing various segments

l of the industries associated with wheat,

dn have a commuraty of interest.
| “T wish to proposv the forpation of
| an action group — n agency for the
t' y domestic promotion of the products of
|

wheat, jointly “nancea and controlled
by thoseywhose future, llke mine, is
dependent on the market for wheat and
foods derived from wheat.
} “The Sccretary's call for this meeting
‘ and the response you have given to It,
as testied "By your presence here, fortify
i the conviélioh that the titne for action
has fueally v’
“It seems to me that th: advantages
ir u combined program far outweich
any disudvantages.

— v v

Howard P, Davis

“We must strive lo increase public
understanding and appreciation of our
products—or, as an advertising man
might phrase it, Improve our ‘image.’
Second, we must take every 'means
known to modern marketing to stimu-
late greater consumption of our prod-
ucts, no matter what their form.

“What shape should this new action
organization take? It should be based
on at least six essential points:

Marketing

Research

Editorial Service—All Medin (Con-
sumer Use)

Educational Service

Public Relations/Member Berviee—-
Communications

Administration

“I suggest, to spur you to reaction,
that those groups represented here each
gain through their participation in the
program one ‘charter’ director's seat,
for a man who would serve for a mini-
mum three year term.

Charter Seats

“I suggest that such ‘charter’ seats for
directors be given to: (1) American
Bakers Association, (2) Americun Insti-
tute of Baking, (3) Biscuit and Cracker
Manufacturers' Association, (4) Millers'
National Federation, (5) Wheat~Flour
Institute, (6) Natlonal Association of
Flour Distributors, (7) Associated Re-
tall Bakers of America;' (8) National
Soft Wheat Millers Association, (9)
Cereal Institute, (10) Nationai Macaruni
Manufacturers ' Association, (11) U. 8.
Durum Growers Awitlon. (12) Na-

'

|

e
posnsed

_—-~-__.a-

tional Association uf Wheat Growers,
(13) Great Plains Wheat, Inc, (14)
Western Wheat Associates, (15) Grain
and Feed Dealers' National Association,
(16) National Grain Trade Councll, (17)
National Federation of Grain Coopera-
tives, (18) Bulgur Associates, (19) W. E,
Long Company, (20) Quality Bakers of
America, (21) American Bakers Cooper-
ative, Inc.—Total: 21 seals.

“In addition, I would propose that the
duly constituted wheat growing organ-
izations in each+g€he eleven commer-
cially-producing states receive director's
sea's, these lor.tw_o syeflr periods—an
addition of 11 for a total of 32.

“A deputy of the Secretary of Agri-
culture should have a permanent seat,
subject to change by appointment.
Total: 33.

“In addition, I would suggest consid-
eration of an additional seat for every
$500,000, or fraction thereof, contribu-
tion on the smaller scale of assessment;
one additional seat for every one mil-
lion dollars, or fraction thereof, con-
tribution on the larger scale. Again, I
would suggest election for two year
terms to insure rotation and exposure
of the program to leaders within indus-
tries while, at the same time, we keep a
reservolr of experience. According to
my calculations—17. Total number of
directors: 50.

“Consumer interest, farm group or-
ganizations and retailers could be con-
solidated into an advisory council which
might meet periodically with the direc-
tors, most probably at annual or semi-
annual meetings.”

Fine Job Done
There was general agreement-among

RSN

the meeting participants that Mr, Mor-

ton had done a fire job in bringing to-
gether in concise furm the items which
should properly” be conalder‘dnﬂ-ﬂu

meeting, WA .,. g
Albert 8. Schmidt, Sr., chairman,
American Bakers Assoclation, com-

mented that contributions from bakers
should be based on full membership, a
task force should be formed for later
negotiation and the ABA will back this
project to the hilt.

Albert Herling, American Bakery
and Confectionery Workers Interna-
tional Union, AFL-CIO, stated that his
union has a real interest in increased
consumption of wheat and wheat prod-
ucts and have an Interest in any pro-
posed organization. He also stated that
ke had specific proposals to make, but

Continued on page 56

Tt MACARON' JOURNAL

— gy

STENREAL SRR

-2mmmu\m i
Homewood

Mr. J.E‘ lrf,Jr.
JINC. |
Atlanta - gy

BROKERAGE CO,. LTD. 7
(as761h Strear” 1

I.OUISIANA

e —
gt s AN :

4614 Prospect Avenue

Mr.Fred Clere | ! Cllvihédﬂ
RAGE CO, OR
anasﬂLrEi“ff BROKEMM! MAILLIARD & SCHMIEDELL
* Néw Orleans 12 "' '1;500 'S:guig East Mallwell Drive
ortlal
wkl’{at‘mh PENNSYLVANIA
THE TlON .‘h-;:r. ‘i'lobirt It\hlchlrlv
ARt R g “'g SITTENGENDER CO. \
e ven ¥
MASSACHUSETTS yoming Th,
Mr, Donald Cohoon Mt:ﬂlS'tTnn Paltz R

Mr. Robart Bogatin
ELTZ CO

©RiP ; '
218 Wilford Bullding R cone
33 and Arch Streets . AR
mbgbh':zjmn Jr,
e " 0
TON JEWETT CO.

. 4032 Jenkins Arcade
Pittsburgh

Mr." Harold Vogtal
¢ (1
 HAROLD C. VOGTEL CO,
3716 Country Club Circla
" Fort Worth t
VIRGINIA W
e ¢
RUSSELL anoxsm;e oo. Rickimond Voo
magaum , m I}w B. Manln, Jr
NEW YORK ' roor"smﬁs'm'mens & COMPANY/ (
G. JROyE P.O. Box 3005 1%
Mr. Miller Derrick S0 00 148 Gronby Street Gk
HECKEL UL Norfolk S8 AR,
509 Fifth Avenug = WASHINGTON ’ .
New York 1783000 Mr. Russ C. Hoehl L
Me. Hm : MAILLIARD & SCHMIEDELL' = -
DAVIDWAGRR £ 1930 Sixth Avenus, South

Seattle 4 ;
- Mr. D. E. Horvay
: T MAILLIARD & SCHAMIEDFLL

Mf. Walter E. Ebetle E. 800 Front Avenu:
. Lee Eberle = xane
C. EBERLE & SONS CO, WISCONSIN
Sixth and G'nml. A Mr Jerry Hey! s b
Cincinnati s IT-IO S gr e o,

: ':"VTH'E.'-:'

bR S 7Y .-‘ oy
B N
e LAST 42ND s‘nm * NEW YORK 17, N.Y. ® MUrrey Hill 7-1330

225 !unOﬂrnlt Sronid

Milwaukeg: = ..

CANAGA - 4
ﬂmmncswf ROTHIRS, L 1@

582 Bank Stravt -
Ottawa, Ontaric e

MANUFACTURIRS . _
.w i) L e




2

Wheat Campaign
Considered—

Continued from page 54

felt it might be premature to make
them at this time,

E. William Ohlin, president, Asso-
ciat.: etail Bakers of America, stated
. .ne retail bakers back Schmidt's
statement and feel there is a need for
an industry wide organization.

Alfred G, Beckmann, chairman, Mil-
lers' National Federation, stated that
his industry backs a proposed industry-
wide organization,

Desmond H. O'Connell, chairman,
American Bakeries Company, stated
that before getting involved in any dis-
custon on  specific proposals, there
st.ould be a smaller group formed from
these present to hammer out details,
e alvo stated that any proposed organ-
itatilr wanld not get support until
theie # 0 espected organization which
vuil e wlugently spend the money.

Crockett Speaks

It. C. Crockett, U. S. Durum Growers
Association, stated that while durum
consumption has increased by 25 per
cent, the group he represents is not
satisfied with this figure. Also, even
though their problems may not be the
sume as others present, his organization
is willing to support an industrywide
eraanization, He also stated that the
Dirunt Growers are interested in con-
St v research.,

J. Co Buwmun, president, Biscuit and

Cracker Manufacturers, stated that
while he was not speaking officially for
b szaciation, he was sure that they
vt endarse the sommunity of inter-

¢~ v apressed by the meeting. He also

LT '

« that the presentation made

by Howard Morton would serve as a
slarting point for discussion.

Community of Interest

Kenneth B. Arrington, Continental
Baking Company, stated that it is most
important to confirm that we do have a
communily of interest and to make
plans to move forward; that the group
should address itsell to the next step
necessary for the formation of an
organization.

C. L. Mast, Jr,, president, Millers' Na-
tional Federation, then stated that the
millers will support this organization.

Winn Tuttle, Washington representa-
tive, Western Wheat Associated USA,
Inc., stated his group was in favor of
an organization,

Rondall Huffman, National Soft
Wheat Millers Association, and R. G.
Myers, chairman, Wheat Flour Institute
Committee, commented on the inade-
quacy of wheat research conducted by
the government.

Joseph M. Creed, general counsel,
American Bakers Association, suggested
that each of the various groups repre-
sented at the meeting caucus and bring
back the names of persons who could
serve on a task force to work out the
details of a proposed organization.

Nominations

Based on the bakers' understanding
that the mission of the smaller group
would be to work out spegific proposals
for an industrywide organization repre-
senting the groups present, the follow-
ing persons were selected to represent
the bakers: E. William Ohlin, president,
Associated Retail Bakers of America,
and Albert S. Schmidt, Sr., chairman,
American Bakers Association,

Howard Morton announced that he
and Ken Kendrick, executive vice pres-

e

ident, National Association of Wheat
Growers, would represenl the pro-
ducers,

Alfred G. Beckmann announced that
James McFarland, exceulive vice presi-
dent, General Mills, Minneapolis, Min-
nesota; Howard Lampman, director,
Wheat Flour Institute, and himself
would serve as millers' representatives.
Subsequently, Mr. McFarland an-
nounced that it would be impossible for
him to serve and that W. A, Lohman
would take his place.

Robert M. Green, executive secretary,
National Macaroni Manufacturers As-
soclation, announced that Alvin ¥en-
ner, president, United States Durum
Growers Association, and Waller Vil-
laume, National Macaroni Manufac-
turers Association, would represent
their group.

Joseph M. Creed suggested that it
would be desirable to have a person
from the government serve as the ini-
tial chairman of the task force group.
It was the consensus of the meeting
participants that Howard Davis should
serve as the initial chairman of this
smaller group.

Commitiee Name

There was general discussion on an
appropriate name for the committee. It
was unanimously decided that the
name should be Organization Develop-
ment Committiee. The group wanted it
clearly understood that this committee
would operate on an informal ad hoe
basis and that its conclusions would be
in the form of organization proposals to
the larger group. Malters relating to
specific programs and financing of a
future organization would be left to
that organization to decide once it was
formed. The first meeting of the 0.D.C.

What Industry Can Expect ™ ..

was scheduled for March 2.
P,

From the Food Commission - -,

A digest of a talk by Representative Ca-
therine May of Washingron State, one of the
fifteen members of the National Commission
on Food Marketing, before the 61st annual
convention of the Nutiemal 1ood Brokers
Asseciation, in New York City,

HE establishment of the National
Commission on Food Marketing is
the outcome of several developments.
Some of these are fundamental, long-
run changes taking place in the food
industry. Others are more temporary or
sp=eial siluations that have drawn par-
tieular attention to the changing noture
of ‘cod markeling wl the zresent tine
*Chonges raise many questions, 5o«
minu and some pretount, Cones
ey weleony: + new forms of foue-

and conveniences, but at the a%lkp_c.:
question whether some changes bre en-
tirely in their interest. Thus, the Com-
mission has been charged with the re-
sponsibility of looking at the whole area
of food marketing and trying to deter-
mine where we are going—if where we
are going is different from where we
want to go—and if so, what should we
do about it.

“The Commission Is made up of five
Senators, five members from the House
of Representatives, and five “public”
members; it is headed by Phil Sheridan
Gibzon, retired Chief Justice of the
C.Tfornia State Supreme Court. Dr.
‘eorge E. Brandow, professor of apri-

Cantinpued on page 00
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Your Assurance That All Eggs Are Pasteurized
‘To afford You the Highest Quality Attainable

FOR

BALLAS EGG PRODUCYS COREORAYIC:

BALLAS
GOLDEN YOLK EGGS

Assuring NEPA 5 Color

AUTOMATIC SCALES f

Assuring Full Accurate Weight
By Exact Weight Scales

TWO PASTEURIZERS

FINESY QUALITY
Noodle Yolks

Please phone Zanesville — Area 614 - 453-0386
Max Ballas — Marvin Painter — Len Ballas
or New York — Area 212 - 964-0114 -
Joseph Russolese
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%ﬂo Uﬁiquo New VMP-3 .

Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3

it Al e ..
o Clermont S Hi
jun::lilu: wftllrl‘i-:e

NA-4 working in con-
bs. per hour operations.

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL WAYS (Lrmont!

Machine can be purchased with attachment for producing
short cut macaroni.

TAILOR-MADE FOR THE NOODLE TRADE

S Noodle Cutter, T
MPﬂr mml:mouﬁ

;

'
‘} 1 4 R §
M" a1 ) YMP-3 with short cut attach-

4 -
i ment. Available with or without vacuum process
l } : Tl
TR TA : — Two speed motor affords fexibili
IREY wh QPQC'tV fonge lhn.opcr hm:'n:t :ny two lesser ugp&: Lfgob:b:n::l:-%.m

Qrge screw for slow extrusion for better quality,

ngineered for simplicity of operation,

L

ugged Construction to withstand heavy duty, round-the-clock usage,

S controls. Automatic p*onlh‘ oning of water with flour,
thh|e%:=T¢mpcrntur. control foy water chamber,

one plece housing. Easy \o remove screw, to clean.
F\IY No separation between screw chamber n;ld..h'{ad.

EW|y deslgned die glves smooth, silky-finish, uniform sheet.

enclosed in steel frame, Compact, neat design.

OfOHY Meets all sanitary requirements.
Brooklyn 6, New York, N.Y., U.S.A. &

éunoap/érj}z%@anya ’
E—— Telephone—EVargreen 7-7540
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266-276 Wallabout Street,
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CONTINUOUS NOODLE DRYER

Dramatically New in Appearance

Side view noodle finish dryer taken at plant of Tharinger
Macaroni Company, Milwaukee, Wisconsin

Clerment realizes that the Bosic goodness of a dryer is

large doors permitting ready cezess ¢ 'oning; large
represented by the sum total of the care and attention lucite windows giving clear view of tre: . jous diving
that goes into thesdesign and development of each in- stages: all are incoporated in iw oot Noedle

dividua| port, Performance, dependability and quality Dryer.

you naturaily expect from a Clermont machine — in The only Noodle Dryer available i+ #- ds free uc-
super-abundance, But there are also many lesser cessto tha screans Srord Bkl tha for -+ mibee and the
points about @ machine that can make it a joy to own alr chamber sides s

and a pleasure to operate, In the Clermont Noodle d -t
Dryer many of these features—such as electronic con- The only Moodle Dryer thar n:e  wvevr creens thct
trols, controlling the intake of fresh air and exhaust interlock with stainless steci s/ * “Aany other
of excess humidity; control of temperature; extra features are incorporated that .- .., Clermont's,

But no matter what Clermont dryer you buy, you may be sure that when you get it,
it will be In every detall the finest dryer you have cver owned,

Please consult us for full information.

266-276 Wallabout Street,
Brooklyn 6, New York, N.Y., U.S.A.
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Food Commission—
Continued from page 56

cultural economics at Pennsylvania
State University, has been appointed
executive director—with the responsi-
bility of hiring personnel and directing
the study. His staff will include econo-
mists—several of them from universi-
ties—research personnel, and a small
legal group.

The Task

“Here, in general, is how Dr. Bran-
dow envisions ,the Commission's task:
First, it must get the facts about the '
current situation in the food industry
and about trends—to understand what
lies behind them, to see how they affect
the efficiency and competitiveness of
the industry, and to judge what they
portend for the future, Finally, it is to
reach conclusions regarding the kind of
food industry that the Nation should
have und the policies conducive to
maintaining this sort of industry.

“Information will be developed by
three principal means: (1) by bringing
together a large amount of data relat-
ing to the food industry but now scat-
tered through government agencies,
trade sources and universities; (2) col-
lection of necessary data from firms in
the food industry; and (3) holding hear-
ings in Washinglon and pmbably in
varjous areas of the country.

“i anticipute that retailing and the
processing and procurement of beef
will receive especially careful attention
becuuse of its strategie importance and
wide public interest. Other subject mat-
jer aregy will include poultry, dairy,
aulllsp wnd baking, fruits and vege-
tal les, and other fonds.

Speclfic Studies

“Study on a speciiic cemmodity basis
will deal with competiiion and trade
practices in wholesr!c, processing, pro-
curement, vertical integration, and
s uethods of buying from farmers. Natu-
tally oll work in this area will have to
be ceordinated with retailing practices.
14 15 fedt that throughout its studies, lhe

in the performunce of necessary f
tions and the natwe of competimﬁ ‘at
* 1t dfugus anu marketing. .

Congrees, '+ e eved the Com-
misgion (o hoid heariag., subpoena wit-
tesges 1o testify and --quoting from the
‘aw: ‘To require hy special or general
orders, corporations, business firms, and
individuals to submit in wziting such
reports and answers to questions as the
Commussion may prescribe: such sub-
vigsion sholl be made within such rea-
sonable period and under oath or other-
wise ns the Commissicn may deter-
mine.’

]
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“The Commission's staff wil go about
its duties In a true spirit of inquiry,
without prior judgments as to what the
facts are. All segments of the industry
will have an opportunity to be heard.
Studles made within the industry will
be welcomed. The Commission needs
the full cooperation of the industry; and
while it must seek information relevant
to its duties, it will make every effort
to avoid trivial or unreasonable de-
mands on food firms.”

Vertical Cartoners Modified

Clybourn Machine Corporation of
‘Skokie, Illinois, has recently redesigned
and modied their vertical cartoners for

.-volumetric filling of free flowing prod-

ucts to keep abreast of the ever-increas-
ing demand for greater production.

200 Per Minute

The standard Model “B” & “C" ma-
chines with four and three cup fillers
respectively, have been redesigned with
ten and seven cup fillers respectively.
Carton size range of the two models
remains the same, up to 5%4" x 214" x
8" on the “B" and up to 7" x 34" x
11" on the “C", but speeds have been
increased up to 200 cartons per minute
on the “B" and 160 cartons per miuute
on the “C", The increase in speed is
accomplished by the added quantities
of volumetric cups, increased cup filling
and carton filling time and by the de-
velopment of a combination vacuum
and mechanical motion carton erectlon
and set up devlice. Sizes of the machines
have been increased to nine feet in
length and 3 feet in width plus com-
pression unit and carton magazine.

Horizontal Lead

Hor:zontal, automatic load equip-
ment, specially designed for long cut
macaronl  products has successfully
proven itself on recent installations.
Several features make the equipment
unique for macaroni products. These
include, any length of product infeed
buckets. sliding product buckets which

ove directly to the carton edge and
coupled with an overhead plate which

%\en confines product on all four sides
Conunission must focus upon qmrlenn_y,

t joint of produét insertion eliminating
any “fapning" %! causing a jamb; full
adjustability inéluding provisions for
divided irnya and divided cartons for
mulllple items; intaglio pattern gluing
for aiding to acquire infestation-proof
carton.

All equipment can be fitted with net
weighing, standard scales for cut items
and the newer scales for long cut.

e

International Macaroni
Meeting

Within the framework of the technl-
cal and economic displuys which will
take place during the fourth edition of
IPACK-IMA from September 11 to 17,
1885: International Exhibition of Pock-
ing and Packaging; Food-processing In-
dustrial Machinery; Mechanical Han-
dling; there will be an international
meeting of representatives of the maca-
roni manufacturing industry spunsored
by the Assoclazione Italiana fra Indus-
triali Pastificatori and with the col-
laboration of the National Macaroni
Manufacturers  Association of the
United States and of the following
European Associations:

Chambre Syndicale des Fabricants
des Pates Alimentaires of Belgium;

Syndicat des Industriels Fabricants
de Pates Alimentaires de France;

Bundesverband der Deutschen Teig-
waren-Industrie E. V. and Verband der
Telgwaren-Industrie E. V. of Germany;

Groupement de Pates Alimentaires de
la Federation des Industriels Luxem-
bourgeols of Luxemburg;

Nederlandse Vereniging Van Fabri-
kanten Van Vermicelli en Macaroni of
Holland;

Fachverband der Telgwaren-Industrie
of Austria; d

Food Manufacturers' Federation In-
corporated of England;

Grupo de Fabricantes de Pastas All-
menticias of Spaln;

Union des Fabricants Suisses de Pates
Alimentaires of Switzerland.

Time and Agenda

The meeting will take place in the
Sala Cicogna in the IPACK-IMA prem-
ises—plazza Carlo Magno, Milan—on
Wednesday and Thursday, OHepiember
15 and 18, 1985, | =

In anticipation of the deﬂnlllve ar- "’

rangement of the time-table; il

ready known that the main subjects to
be discussed will be in connedtion with
the agricultural and indusiiial aspects
of the industry. The !ou;)wwecu
will be on the agenda:’ ferials
(sole use of hard wheal—avq. abllity of
hard wheat—hard wheat prices); treat-
ing and drying methqds; direct and
indirect packing; processing costs; dis-
tribution (sales organization, distribu-
tion costs); exchanges between voun-
tries within the European Fconomic
Community; exchanges between coun-
tries not in the E.E.C.; the egg p.oblem,
and the problem of training within the
industry.

Packaging Show

The 34th Naticnal Packaging Exposi-
tion was held in McCormick Place, Chi-
cugo, by ilic Laericon Management As-

wociation April 5 through 8, Theme was
“profiability and Penetration through
Parkaging"” Internationol  packoging
was discussed. s
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Trizngle's improved Twin-Tube Bag Machine
hos an all new frame that's solidly built for
simuath, trouble-free operation, This gives it a
sturdy foundation that safely protects all parts
thraughout the life of the machine.

But still it has all the prod: 2 cene
ponents that have long provi i Lantiious
high-speed production of all mothaging filmns,

For further information ahoul the impryved
bag machine, write or call:

TR

TRIAMGLE FACKAGE MACHINERY CCMFANY
6654 Woest Diversey Avenve * Chicago, lllincis 60635 °© ‘Tcicphone (312 269 - 0200

61
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Hayssen Promotions

The promotion of three men to newly
created executive positions in an ex-
‘panded marketing department has been
mnnounced by Willlam A. Hayssen,
#Z’resident of the Hayssen Manufactur-
Ing Company in Sheboygan, Wisconsin.

F. E. Pringle has been advanced to
the post of Director of Sales and Mar-
keting. For the past flve years, Mr. Prin-
gle has been General Sales Manager for
this leading builder of automatic pack-
aging machinery.

The promotions of H. L. Gibbs to the

" position of Sales Manager and T. H,
.%rowe fo the post of Marketing Man-

ager were aiso announced.

Mr. Gibbs will supervise Hayssen's
ptirg lleld sules organization. This in-
“ittiee 17 snles offices in North America
and cver 50 international offices. He has
been wvith Hevssen six years and was
‘Mdntger oI Interpational Sales the past
four* years,

Ag Marketing Manager, Mr. Crowe
will lwad up Hayssen's newly expanded
sules, service and marketing staffs in-

cluding & new fleld product group, lo-

H. L. Gibbs

lces for the company's Industrial and
fine chemical products and animal
health and feed products.

Merck has four divisions in addition
to the Merck Chemical Division and
Merck Chemical Manufacturing Divi-
slon. They are: Merck Sharp & Dohme,
which manufactures and markets phar-
maceutical and blological medicinals;
Merck Sharp & Dohme International,
which conducts the company’s foreign
operations; Merck Sharp & Dohme Re-
search Laboratorles, which conducts
basic and applied research in the flelds
of human and animal health; and Quin-
ton Company, which markets the com-
pany's line of proprietary drugs, house-
hold products and laboratory chemicals.

improved Baler

Consolldated Baling Machine Com-
pany, Inc., Bruoklyn, New York, an-
nounces that it is currently offering an
addltional feature in their line of single
chamber baling presses; a new, special
loading door having side panels which

cated ut the firm's home office in Shej¥acan be used in conjuncfion’ with the

boygan. He has been with Hayssen four

years; most recently as Field Product
Manager for their Econ-O-Matic line of
horizontal pouch packeging machines.

4 e 1’;—-.1 ;:’
Merck Reorganization

Merck & Co., In~. has reorganized
tne Merck Chemica Division into sep-
arate divisions for marketing and pro-
duction, nccording to un announcement
by Henry W. Gadsden, company presi-
dent.

«+Dr. Luther S. Rochm, formerly vice

.- president tor morketing of the Merck

,Cirem. ol Thvision, has been named vice
pr . 8ident an 4 gencral manager. He will
direct market. ¥ operations and serv-

v g e e

standard side loading door,

& his special loading door meets plant
“Mnaintenance requirements where over-
, head filling frqm. a chute or conveyor

,* nbove the press*ls'more desirable. The

" loading door with side panels when

partially open, as shown in the photo-
graph, forms a chute and receives the
scrap material from above, While the
new door facilitates top filling, it will
also contribute to cleaner operation.
Side panels on the loading door funnel
the scrap directly into the press and
minimize spilling and clutter. Opera-
tion is neat, clean and fast as the waste
is being processed into compact bales.

The company is currently producing
three types of baling pr¢sses with the

L

F. E. Pringle

new loading door. Two are heavy duly,
downstroke hydraulic balers, the Mod-
els DHBS and DHWS, The other, Model
STDS, Consolidated's popular and
widely used baler. All units are self-
contained, single chamber presses, de-
signed to produce compact bales from
paper, cloth, plastic, metal and other
classifications of scrap materiul.
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FRESNO MACARONI PACKAGES 50 BIFFERENT PRODUCTS

AND BAG SIZES WITH 1 HAYSSEN EXPAND-0-MATIC

" "HERE'S WHAT VP BOB
BORRELLI SAYS ABOUT
THE EXPAND-0-MATIC *

ECONOMY

DEPENDABILITY

PACKAGE QUALITY -

LAST BUT FAR FROM LEAST
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Cap’s Package Redesign

A colorful new folding carton for
Cap's Fresh Frozen Egg Noodles incor-
porates a suggested kilchen decor as
part of the selling design. The packag-
ing was designed and produced by Ros-
sotu Lithograph Corp. of North Bergen,
N.J. 1n four-color lithography. The use
of the new carton is the first totally
different approach seen for this product
in several years, according to a company
spokesman, '

Originally Hand Pucked
Originally the ,package for this re-

frigerated product was a pre-formed |
fiber tray which was hand-filled, weigh- .

ed and overwrapped with cello and
then hand-sealed. A heat-seal label was
upplied to identify the product and the
mw.anufacturer.

Th new carton was developed from
poer gt i condueted by Rossotti's mar-
keting and design teams. It was their
reccirmendation that the manufacturer
utilizee 0 carton to expand distribution
for the product and to increase con-

wiuer demand, The carton created

greater appetite appeal, the noodle
maonufacturer found. It was also more
acceplable to retailers because of its
ensier  stackability and  protection
aininst breakage of contents,

‘The carton design features a window
o casy identication It also stresses the
et content of the product by the use

process drawings of bright yellow

ks nad eges. The design follows the

s1¢ pattern of the cartons for Cap's
P.oza also manufactured by Rossotti.

Econ-n-mate

Jaco sl aps of the noodle carton
fuse een etated with o special hot-
Vo cwlhoasive “noopan on Rossotti’s hot-
Foensoerwte cqv pment. In addi-
g ol e Bags featutes a zip-open

1! for easy cpeaing. The manufacturer
uses the Hossot*i Econ-o-mate equip-
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Related item display of Lawry's Stroganotf
Souce Mix and Globe A-1 Noodles.

ment to pack other items in his line as
well, -

The Econ-o-mate ecquipment is a
semi-automatie, side-loading operation
working atl speeds up to 35 per minute.
Because the adhesive is applied in the
packaging supplier's plant there are no
glue pots in the noodle manufacturer's
plan to give de-waxing odors at the
point of packaging.

The Econ-o-mate has also proved to
be a significant labor saver for Cap's,
according to company spokesmen.

Stroganoff Sauce Mix

Lawry's Foods of Los Angeles, Cali-
fornia, are introducing a new product—
Beef Stroganoff Sauce Mix. They say
the flavor is delicious and the following
recipe shows how casy it is to fix. This
gourmet dish can be made economically
with a less tender cut of beefl and easily
with the mix which imparts all the
rich, savory flavor. Add sour cream just

before serving — serve v*'1: huttered
noodles and wine if you w. .

Beef Strogenoff
(M..lres 4-3 servings)

2 tablespoons butter or salad ol

12 pounds round stenk, sirloin tip, or
boneless chuck, cut into 4" by 12"
by 1'2" strips

IY2 cups waler

I package Loawry's Stroganofll Sauce
Mix

Y+ cup dairy sour cream

Heat butter or salad oil in a skillet
and brown the beef strips. Add the 1::
cups water. Bring to a boil, reduce heat,
cover and simmer about one houi until
meat is tender. Remove meat. Muasure
juices and add water to make 1'4 cups.
Return to skillet and stir stroganoll mix
into juices. Return meat to skillet. Bring
to a boil, reduce heat, cover, and sim-
mer 10 minutes. Before serving, blend
in sour cream and heal. Serve with
noodles.

For wine variation: Add 2 tablespoois
sherry with sour cream.

Beef Strogonolf and Noodles

The product is packed in foil in an
envelope containing 1%2 ounces. It is
londed with appuitte appeal in full
color. Packed 24 1o the case, shipping
weight is 3% pounds. Minimum quanti-
ties of 150 pounds from Los Ang-'~ or
250 pounds from the warehouse. Retail
price is aubuul 25 cents.

Promotional Program

Easy-lo-install merchandising racks
are available along with special display
mauterials, including recipes. One-half
squace foot of selling space produces
$6.00 in sales and $1.90 in profit, plus
related-item sales. Adverusing support
currvatly appears in McCall's. Good
Housekeeping, Woman's Day and Famn-
ily Circle Magazines.

Lawry’s offers to buy the noodies if
the consumer buy-~ the mix. * 7% vent
refund offer is made to motiyute siles.
The consumer has nothing to lose .nd
a wonderful dining experience to gain.

Post-Lenten publicity by the

National Macaroni Institute

centcrs on calorie-counted

menus.

Tire Macaroxt Joursal
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is found in

MAI.DARI’S EXTRUSION DIES
for the FOOD INDUSTRY

% Quality, Workmanship, Service, Sctisfaction,
unconditionally guaranteed

D.MaLbAR! & Sons, lic.

557 THIRD AVE. BROOKLYH, MLY., US.A. 11215
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Convenience Products for Convenierice Fe

HE American housewife's demand

for new and better convenience
foods has added a rusy glow to the out-
look of many macaroni manufacturers.
Products like packaged chicken tetraz-
zini, Noodles Romandff, Noodles Al-
mondine, chicken noodle dinner, Rice-

a-toni ond others have had a marked -

Irspact nn sa nd profits. Now that the
demand hau@:ﬁn

departments are working overtime to
develup new products that will satisfy
this market. Clearly, the picture is one
of a nation asking for better things that
will, require lnss work, almost without
recnrd to cost, and of an industry striv-
ing mightily to fill this need.

This yearning for products that do
nol require much preparation is not
restricted to the consumer alone. Many
manufacturers are also engaged in an
intensive scarch for better and cheaper
ways of producing these products.
There are two ways of accomplishing
lower costs . . . either lower the manu-
facturing expense or reduce the cost of
selling.

Savings in Sollds

For some years, many macaroni man-
ufacturers have found that they could
reduce a number of previously fixed
costs by using egg solids rather than
frozen or shell eggs. First, they elimi-
nited the cost of freezers, since egg
solids 'do not require this type of stor-
oge. Secondly, they lowered the cost of
storage itself because egg solids require
less than half the space taken up by
frozen eggs.

Another important factor is that egg
solids cun be used immediately and at
will. If the macaroni manufacturer has
a change in production plans he memly
has to put the egg solids back ing
oge; there is no loss, Frozen eggs,
the other hand, must be thawed out ln

-established, research-"

One of the major producers of egg
solids, Henningsen Foods, Inc., pas-
teurizes its products so that they are
guaranteed salmonella negative by
official Food and Drug Administration
method. Frozen eggs, even if salmo-

.nella negative when dellvered, may

become contaminated during the thaw-
ing' process,

Henningsen's pasteurization and proc-
essing techniques Improve the func-
tional properties of the egg, making it
function even better than frozen or
liquid eggs and better than many com-
petitors’ egg solids.

Time Baver

A time saver for macaroni manufac-
turers is Henningsen's special pack
which was developed especially for this
market. Containing 53 pounds of dried
egg yolk or whole egg In a polyethyline-
lined box, the pack is available at the
same price as the standard drum pack.
It eliminates scaling and weighing for
batch size, and provides the precise
poundage necessary to add to 1,000
pounds of durum flour or semolina.

Egg solids save dollars because there
Is no product loss when using. Frozen
eggs, on the other hand, tend to cling
to the can when the can is dumped.
Despite the laborious, time-consuming
scraping of the thawed egg from the
sides of the can, there is still about a
2% loss of product. What's more, there
is always the possibility of contamina-
tion from the scraping. This does not
exist with egg solids.

These savings have meant dollars
saved to many noodle manufacturers.
As the new convenience foods began to
einerge, the problem arose of how and
_where to purchase, and use the ingredi-

ts.

The correct answers could mean man-
ufacturing economles that would allow

advance—a messy and time-consuming :shealthy profits, at competitive prices.
job. And, should there be a change in. The right gmwen and the right prod-
plans, the thawed rggs must be wrlltenf ucts are available from the same com-

oft b8 Insl .

Humf;‘,, ;' gjations

The health factor. must also be con-
processor and
manufacturer knows only oo well, the
United States Government has ruled
that every ingredient going into a food
product must be salmonella negative.
It doesn't matter that the finished prod-
uet will be salmonella free. 1f one in-
gredient should test salmonclla posi-
tive, every batch of food in which it
was used will be condemned and seized.

pany that has been supplying this in-
dustry with money-saving egg products,
Hennlngsen Foods s also a leading sup-
plier of the convenience beef and
chicken products that have become so
important in the preparation of the
speciully foods.

Beef and Chicken 3

The wide range of beel and chicken
products, and their* adaptability to
many different manufacturing situa-
tions have prompted leading companies
in this industry to utilize them. In addi-

%!
L

tion to their cuuven!enceﬁéy tov are
salmonella free and so certified.

Henningsen's versatility is reflected
in its chicken products. According to
their needs, manufacturers may choose
from: chunk style cooked chicken, de-
hydrated, cut to the size and shape
specied by the customer, for the taste,
feel and chewiness of fresh chicken;
frozen diced cooked chicken, boned and
diced for chicken noodle products in the
freezer compartment; . freeze dried
chicken with the moisture removed
with the appearance and texture of
frech chicken meat. In this state, it can
be kept on the shelf without refrigera-
tion for long periods of time without
spoiling. The addition of water restores
the chicken to its natural state and
flavor. Its use in chicken and specialty
packages ... liivited only by the imagi-
nation of th maker.

Spray Dried Broth

Henningsen also supplies spray dried
chicken broth and spray dried chicken
meat with authentle chicken flavor for
use in caserole dishes and rendered and
powdered chicken fat for use in cas-
seroles. To complement their chicken
products, Henningsen produces a com-
plete line of similar beef products in-
cluding dehydrated chunk beef, pow-
dered becf, freeze dried beef and de-
hydrated beef broth.

All signs point to a continually ex-
panding convenience food market., The
firm that does not take advantage of
this opportunity for added growth and

. profit is limited, indeed. All the re-

sources for the preparation of these
products are readily available. With
quality foods, competitive prices, and
attractive packaging, there is no reason
why every macaroni manuiacturer can-
not succeed in the most promising new
market since the introduction of frozen

foods. 4 ';“-.

Waldbaum of Wakelicld

Milton® G, Waldbaum Company of
Wakefield, Nebraskd is In the heart of
the golden corn and green alfalla
growers. They use “Wakelleld" as their
brand name.

Waldbaum operates their own farm
procurement set-u,, break only the
highest quality egge, and maintain a
twelve-month supply of frozen and
dried eggs. They have their own com-
pany laboratory for analysis and guar-
antee service to noodle makers as well
as their many other users. .
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You are Invited
to attend the
61st Annual Meeting

of the

National Macaroni Convention theme:

Manufacturers Prosper through Understanding
Association

Hotel Biltmore On the Program:

New York City "Surviving or Succeeding?”’

“How to get out of the Cost-Price

A TIsg, Toen Squeeze on Profits.”

THe M,-‘cnoual JOURNAL

ArjuL, 1965 " @

ST N T e R T e

"Federal and State Food and )
Drug Regulations.’
g S
ir.
For reservations and details write Box 336, Palatine, lIl. 60067
Nalional Macaroni Manufactuner: Aidociation b
“WAKEFIELD”
BRAND
Fine Quality Eggs
and Egg Products
Frozen Eggs
Egg Solids 5
Dark Yolis -’
USDA and Army approved — Pasteurized Eggs Our Speciaity
Lab analysis on all shipments
Write or call
Don Gardner M [I lﬁ 0 @o w& IL@A@ M
Arca 402-287-2211 ’ mﬂ"-?-v’“f WAKEFIELD, MEBR.
67
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Grades Are a Guide
To Egg Quality

From the American Grocer

How do you shop for eggs—-by grade,
by size, by color? Do you always buy
lorge, grade A, white eggs because you
think they are best? They may or may
not be, depending on your needs. There
are several egg buying guides that offer
keys to economy and satisfaction.

You can be sure of the quality of the
eggs you buy because all eggs sold in
New York State must be graded, ac-
cording to law. The only eggs that can
be sold ungraded are those that the
poultryman sells from his own flock
directly to the consumer, Egg grades are
clearly printed on the carton label.

Eggs of every size come in every
pinde. For example, a carton of Grade
A cggs may contain large, medium,
small, or extra large eggs. Quality alone
determines the grade of the egg; size
has nothing to do with grade.

Fges are graded to designate their
quality ot the time of candling. Stand-
ards exist for four grades of eggs—AA
or Fancy, A, B, and C. Grade A and
Grade B are most commonly secn on
the retail market. Unavoidable changes
in eggs may iake place after candling
und before the eggs reach the consumer,
still not more than two eggs per dozen
may be below the requirements for the
vesignated grade. These two eggs must
meet requirements for the next lower
grade.

Appearance

trude AA and Grade A eggs are of
the highest quality. THe white is thick
and fii..1, and the yolk is high, firm, and

11 eentcred. Thev are ideel for all
wses but especiully where appgsrance
i imuortant, as in frying, poaching, or
wool:ing in the shell.

Grace B eggs are satisfactory for uses
where appearsace is not so important,
w3 «. = ambiing, baking, and general

‘;:nlcing. When they are b""ke"wnﬂ_}ﬁhﬂ"‘
whites of Grade b ¢i3s spread®wide

and the yolks are rather flat and en-

larped. Grade B eggs are just us nutr«gad

tious as eggs of higher grade and usul-
ly vost less -

, Lges are piilshable and require re-
frigeration to  taaintein their quality,
Cpgs standine oo ronm temperature for
n few loys lose us much freshness os
those ‘stored iw the reftigerator for sev-
era), wee':s, Juy ¢ggs from o refriger-
uted dispioy vase in the market, umd
keep them refrigerated al leme,

The curton eggs cowe in = a o
‘storage container. It coveis i ckgS
lightly, avolding loss of n ‘siure and
ubsorption of odors und flavers through
the porous shelts. Xt halds them in the
preferred position, large end up.
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Egg shell color varies from white to
brown, depending on the breed of hen.
Some breeds of poultry produce eggs
with brown shells; others with white.
The color of the shell has no effect on
the flavor or the nutritional value of the
egg. If you find a price difference among
the same grade and size eggs, be guided
by the price, not the color of the shell.

You can be sure of the size of the eggs
you buy because New York State law
requires that all eggs be sized before,
they are offered for sale. Egg size is
clearly printed on the carion label. Eggs
are sized uccording to their weight per

"*dozen; large ones weigh more than
mediums, and mediums weigh more
than small ones. The weight per dozen

- of common sizes is as follows:

Extra large 27 to 30 ounces

Large 24 to 27 ounces
Medium 21 to 24 ounces
Small 18 to 21 ounces

Individual eggs may vary slightly in
welght within a one-dozcn carfon. As a
rule of thumb, eggs should appear uni-
form in size to the eye. A dozen eggs of
any given size ot vary more than
3 ounces in welght, as shown in the
scale above, according to law.

Weight alone determines the size of
the egg; quality or grade is unrelated to
egg size.

Varlations In Price

Egg yrices vary somewhat during the
year, ond so different sizes may give you
more egg for the money at one time
of year than another. Generally- small
and medium eggs provide somewhat
more egg for the money during fall
when they are more pRMiful; Large
eggs are more abundant in spring and
so may cost less per pound than smaller
sizes, Compare prices of different egg
sizes of the same grade to determinc
which size is the most economical.

Smaller size eggs are plentiful in the
fall because they come from young hens
that have just begun to lay. These
young hens will not start to produce
large size eggs until December or after.
Young hens make up a proportionately

.

greater share'of the laying flock in fall
than older hens.

At this time older hens are being sold
to make root for the new young birds.
The flock consists of fewer birds that
lay lurge size eggs, and so the supply of
large eggs declines,

Variatlons In egg prices have become
less pronounced because egg production
hus become more evenly distributed
throughout the year than formerly.
‘Pwenty years ago the spring peak in
receipls was about 60 per cent alw ve
the monthly average, and the full Jow
was about 40 per ce.at below, But in the

Tate 1950t the seascinal changes shrunk >

to not more.than 20 per cent ohove tie

* unnual nionthly average «nd 10 j.or cent

below. Henc¥, egg prices vary less than
in the past, rising lesg:jn the fall and
dropping less in th%'lng from the
monthly averuge.

The use of new breefls” of chickens
that lay more eggs per bird in the fail
largely accounts for the more evenly
distributed production throughout the
year. Also, producers wure hatching
chicks earlier so thut they will be pro-
ducing more eggs by fall when large
egg production drops.

¥ -

Voluntary Inspection
Program for Eggs.

Representatives of the egyg products
manufacturers, the Institute of Ameri-
can Poultry Industries:and USDA met
in Chicago February 25 {0 review pro-
posed regulations covering the treat-
ment of egg products processed under
the voluntary inspection program.

They also reviewed the time sched-
ule for putting these regulations into
effect.

The meeting was arranged by the
Institute’s egg products committee for
its industry actlon group. It was the
latest in a series of meetings the Insti-
tute has arranged within the last two
months to clarify some of the problems
the egg products people are facing and
watk out solutions compatible with the
public interest.

Representing USDA were Hermon 1.
Miller, B. W. Kempers and Connor Ken-
nett.

Miller indicated the Department ex-
pecis lo make certain modifications in
the regulations it first suggested. After
they are published in the Federal Reg-
ister, the industry will have the usual
30 days to comment on them before
they become cffective.

Industry representatives scemed gen-
erally agreed that the changes USDA
now proposes will mu''= the program
more workable and indicated their
willingness to cooperate.

Institute Will Report

At the request of the industi ueople,
the Institute will report Jjmprovements
in manufacturing_procedures to trade
groups whose members are users of egi
products, pointing out that these prod-
uctz can be used with complete confi-
dence, so there is no reascn [or going
to substitutes.

President Harold M. Williams sald
the Institute and its members have
been commended by cake mix manu-
facturers for the work it did with them
nn methods of testing for salmonella.

Willlams, Frank Wollney and Mar-

Continued on poge 70,
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Long Goods Avtomatic Load
Horizontal Cartoner

for long goods only, or combination of packets
for macaroni or spaghetti dinners.
{ It packs lasagna as well.

The machine
is adjustable
through a large range of sizes.

It runs at speeds up to 100 per min-
ute or to the dexterity of the operators, .
loading the machine.

The machine can be equipped with automatic scalez. o . :"'*s
The cquipment has sliding product trays which move to the edge of the carton for perfect prad-

uct insertion without fanring, Produ:ct is confined in tray on four sides during ins: rtion by mecans

of an over-hcud hold-down.

Adhesive application over-all or vertical intaglio pattern.

Available extra features: no product-no carton control; code-dating; couaters and the like.

For further details write or call.
Telephone: Area 312, 077-7800
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Egg Inspections—
Continued from page 68

garet Lally Huston of the Institute staff
Indicated the organization will be ex-
panding its educational program to in-
sure industry cooperation both in con-
trolling salmenella and in the proper
use of pesticides.

The Institute Research Council put a
high priority on both these projects,
Wollney said. Mrs. Huston pointed out
that over 8,000 charts showing the
proper use of pesticides were distrib-
uted through member companies.

A Food and Drug Administration’
spokesman told members of the Re-
search Council that the level of pesti-
cide residues they found in eggs was
noticeably reduced following an inten-
sive educatfnnal}cnmpalgn the Institute
and its'members conducted with egg
producers early in 1964,

Specifications Change

It was suggested at the meeting that
the Chicago Mercantile Exchange prob-
ably should be asked to change its spe-
cifications on frozen egg to conform
with the new USDA regulations when
they become effective.

Industry representatives present at
the meeting were:

Lawrence Atkin, Standard Brands;
D, J. Purcell, Armour & Co.; Jack Wil-
son, Seymour Foods; Allan Rose, Tranin
Egg Products; Mel Krigel, Monark Egg
Company; Dan Gardner, M. G. Wald-
baum Co.

Carl Piowaty, Emulsol Egg Products;
Harry; Slosberg, Hennimgsen Foods;
Morris Schneider, Schngider Bros.; Carl
Lane, Producers I’m«TF Co.; H’amld
Ahlers, Carl Ahlers, Idel; nn{ Marvin
Puinter, Ballas Egg Products Go.

Egg Drive

The Poultry and Egg National Board
is launching a series of promotions to
roll back the depressed egg martket,

A twin drive, aimed at supermarketshy,
und school lunch administrators, has

been introduced to point up the current
low egg prices and tie-in products,

wIt's E.m ‘ﬂmn : e

“It's Egg Time." a !ulrler with eight
eusy-to-use egg rgelves, has been made
available by the board for major food
chninb ut u half cent e ach,

Inrn letter seni to m,)e'rnrkr.l-..
npernton were reminded that March 3
marks the beginning of the Lenten
season, and they were urged to take
full ndvantage of meatless meals pro-
motion in conjunction with National
Egg Month,

An order form for the “It's Egg Time™
folder w. s attuched for quantity orders.

70

The folder to be inserted in egg cartons
and made available to customers.

In addition, the board is offering egg
decorating kits for use at Easter time.
The kits, offered in bulk for 10 cents
each, also are available to consumers
through coupon inserts. The consumer
may receive a kit by sending the cou-
pon and 25 cents to the board here. In-
serts are available at 50 cents per 1,000
or in pads of 50 at 10 cents per pad.

The kit Is a series of letters and de-
signs which are to bv cut out and af-
fixed to eggs. After eggs are colored, the
stencl] designs are removed, leaving the
design in the natural color of the egg.

Wide Support

Among organizations alding the
board and the U. S. Department of
Agriculture in efforts to relleve the
current egg crisis, are the Super Mar-
ket Institute and the Independent Gro-
cers Alliance.

The Super Market Institute stressed
egg promatibn in its recent monthly
bulletin. The Independent Grocers As-
soclation sent out an claborate 10-page
bulletin to its wholesale units, head-
lining National Egg Month, promoting
the National Egg Cooldng contest now
under way, and materisfs ‘avallable for
the contest.

In addition, the association offered a
variety of point-of-purchase advertising
alds which are available to wholesalers,
and, in turn, to their retailers.

Approach Criticized

An official for New York's largest
locally-based chain criticized egg~ pro-
motional materials for ignoring an im-
portant cause of declining egg sales.

Adrian Etzel, head dairy buyer for
H. C. Bohack Co., 200-store Brooklyn-
based chain, says that according to De-
partment of Agriculture figures, egg
consumption fell from 393 per capita in
1851 to 315 in 1964,

Cholesterol Scare

He blamed this on had publicity con-
necting eggs, as a high cholesterol food,
with danger of heart discase.

But material available from egg in-
dustry sources is geared only to price
promotions and Yecipes, broadly mak-
ing reference to qualily, he said.

The promotions do not get specific in
rebutting the bad publicity which has
put fear in penple’s minds about high-
cholesterol foods, Mr. Etzel sald, Such
an approach would be more valuable in

pushing egg sales up than the present

approach, he stated.

Mr. Etzel said Bohack will place ln-
stitutional ads in local newspapers to
promole sales during Natlonal Egg
Month.

Partial reprints of a story which ap-
peared In the New. York Times .. st year
on the -!hlp'l.M eggs will apprar in
upcoming ads, he nld,
Price promctions’
during the first half 61 4
by extra-trading-stamps
the latter half of the maith,

The chain

distributes King Korn trading stamps,

Ballas Improvements

For about ten years European mar-
kets have required that egg products be
pasteurized to meet their rigid health
standards. Ballas Egg Products Cor-
poration, with processing facilities in
Zanesville, Ohlo, along with others in
the egg breaking industry has had pas-
teurizing equipment and offered these
products to domestic customers as well
as to the export frade, Now they have
installed a second pulem-her so that
all products for all cusfomers will be
fully pasteurized. d

In cooperation with Exact Weight
Scale Company they have developed an
automatic scale to accurately weigh
liquid egg into the can. So customers
are also insured of full measure.

Practically all of the cggs broken by
Ballas are produced in large commer-
clal laying operations which is the
cquivalent to the quality of eggs usod
for the breakfast table.

Ballag takes pride in selling quality
merchandise, fully pasteurized, with
guarantegd full measure,

American Home Net Up

American Home Products Corp. re-
ported record operations for 1064 with
gains of 8.2 per cent In earnings and
7.6 per cent in sales.

Net income rose to $61,515,583, equal
to $2.65 a share, compared with $58,-
870,838, or $2.45 a share,

Sales totaled $618,874,723 against
$575,04.° 8,

Alvin G. Brush, chiirman, said all
divisions contributed to the incrcases.
Ethical drugs accounted for 43 per cent;
packaged drugs, 23 per cent; houschold
products, 18 per cent; and food, 16 per
cent,

American Home produces the Chel
Boyardee line of Italian foods.

Benincasa Pasteurizes Eggs

The V. Jas. Benincasa Compuny has
announced that all their plants ire now
fully equipped for pasteurization, and
all eggs shipped are salmonella con-
trolled. Jim Benincasa states: “Qur cus-
tomers can be assured when placing
orders with us that eggs delivered to
them will meet all government specifi-
cations and regulations.” v

Tmz MacaroN! Jnmmm.
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SELL MORE PASTA PRODUCTS

Use Market Research Report on Consumer
Attitudes toward Macaroni Products . . .

1965 Macaroni Merchandising Calendar
with publicity and promotional themes . . .

Progress Reports and pictures
to be used as sales tools .

all are available to members.

NATIONAL MACARONI INSTITUTE

P.O. Box 336, Palatine, lllinois 60067

AFRIL, 19!":5 :

TIME-AFTER-TIME...

MONARK ASSURES YOU OF HIGH QUALITY
GOLDEN YELLOW EGG SOLIDS!!!

Al-.:o . a
Prompt shipment on Frozen Dark Yolks ® Whole Eggs ® Dried Albumen

Al Egg Products Pasteunized or Heat
Treated To Meet New Government

sl

ALL PRODUCT:

FACKED
UNDER LUSDA
SUPERVISION

PACKED
50-53 ib. Brxes
175-200 Ib. Drums

ORDER WITH C()NFH)LN( l —Lowest Prices -Hu .n\'




Macaroni Census

Manufacturers shipments of maca-
ronl, spaghetti and noodles amounted to
1,144 million pounds zhipped in 1963,
15 per cent higher than the 996 million
pounds shipped in 1933, according to a
preliminary report of the 1963 Census
of Manufactures just issued by the
U.S. Department of Commerce's Bureau
of the Census.

i

macaroni and spaghetli increased 18
per cent from 708 million pounds in
1958, year of the previous Census of
Manufactures, to 936 million pounds in
1863 while shipments of noodles went
up 14 per cent from 143 million pounds
to 163 million pounds in 1963,

For the industry as a whole, payrolls
went up 27 per cent, employment ad-
vanced 7 per cent although the number
of establishments remained relatively

o 3

24 per cent and vulvgsidded-br-man-
factuie . went up 43 per cent 1 $47
million it 1058 to $84' Million 11 1963.
“Value adéd™™, ¥ Aoproximates the
value of shipments the cost of
materials used to produce,
The report, “Macaro ,
tl," MC63(P)-201-3, is hrale by the
Bureau of the Census, Washington, D.C.
20233 and U.S. Depariment of Com-
merce Field Offices. The. price is 10

f
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l The report shows that shipment of the same, value of shipments increased cents. 156 Chombers Street
i‘ New York 7, N.Y.
it Establishments All employees Production workers

i £l Value Capital > -

g With 20 Number Payioll Number Man-hours Wages added by Cost of Value of expendl- . .

e or more (81.000) (1,000)  ($1,000) manufacture materials shipments fures

l | Year Total employses (81.000)  ($1,000) ($1,000)

H % 1963 ...222 71 7214 35508 5008 10374 21,175 96016 126541 223027 4763 It is with pride that we call your attention
I 1958 ...214 76 6,825 27,010 4,930 9,507 16445 67,130 -113,813 180,180 : 5,274 .

i 1054 ...233 B84 7,058 24278 5276 10,216 14,465 52,568 102,570 © 154830 2,469 to the fact that our organization established

f 19063 United Btates, : (&

bt towl 22 71 7,214 35508 5008 10374 20,175 96016 126541 23027 4763 i hout i i

o = srsaser e " i) ¥ " " 0 0 ears in op- 4
f‘;‘ " " New England ...... 23 3 457 223¢ 809 @55 1181 5715 10,719 ﬁ,'m- 's80 ~ in 1920, has throughout its 45 years in op

K Middle Atlantic .... 59, 21 2,860 14,5658 1,054 4,152 8,527 18,721 51,083 \NGy,784 1,030 e . i z 2 i i
p ! New York ....... 36 12 1,580 7,811 1067 2329 4760 18,204 25318 43,565 817 eration concerned itself primarily with maca
New Jersey ....., 8 3 620 3,786 401 ABi 12,043 9,938 14,560 24,522 702 .

N Pennsylvania .... 15 6 654 2961 486 962+ “1,724 10589 12,07 22667 321 roni and noodle products.

ke East North Central . 43 16 1,214 4,891 -~ 977 1,843 3,557 14,180 17,871 32,200 507 »
r),. Iinols v.vevunnnn 23 9 691 2,059 657 1,111 2,100 8,454 9,531 17,007 285 f‘

A West North Central . 18 7 821 4237 520 1,000 2242 11,007 15478 27381 567 The objective of our organization, has been
i South ........ i 18 @ 645 2080 472 ..~-956 1700 6997 8180 15205 618 e obj It org A
T I P S [ 1,217 6928 866 1699 3,088 18476 22310 40812 571 y ,

i3 California ....... 0 10 843 4,960 567 1118 |, 2,786 14,110 16,828 30,086 407 to render b}etter service to our clients by
4 Note: Each producing State not shown separately in the above table was withheld either (a) to avold disclosing figures specializing in all matters involving the ex-
'\” for individual companies, in this or nssoclated industries or aries, or (b) because the industry was of relatively minor eco- :

P;' nomje Imgr.l-mnce in the State. (Additlonal publishable detail will appear in the final report on this industry,) ) 5 amination, pmductiqﬁ, labeling of macaroni,
AN ' ‘ 3 LT ! 1
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Y Jnnuury Egg I’rodueg" uary last year. Quantities used for dry- pared with 140,000 pounds in January, noodle and €ee pmduCts' and the farinaceous
?_‘u LR e : ing totaled 14,051,000 pounds, over twice  1064. Albumen solids totaled 1,068,000 . . th into thei £
b Protduction of liquidiegg,dind liquid the quantity used in January 1964, Li- pounds, 87 per cent more than the ingredients that enter into their manu ac- .
n{ egg products (ingredients .added) “dyr- S

ing Jonuary” was 46,503400: peunds,
per eenl larger than the Janusry 1064
production of 27,955,000 pounds, accord-
ing to the Crop Reporling Board.
Liguid egg used for immediate con-
sumption totaled 5,345,000 pounds as

quid egg frozen was 26,207,000

48 per cent more than in January 1964.
Egg solids production during Janu-

ary, 1085, totaled 3,578,000 pounds—an

increase of 90 per cent from Jonuary,

1864 and the largest January produc-

tion since 1047. Production of whale

pounds’ produced in January,
1864. Output of yolk solids was 1,076,000
pounds, 111 per cent more than the
511,000 pounds produced in January
last year. Production of other solids was
1,075,000 pounds, 55 per cent more than
the production of 695,000 pounds in

ture. As specialists in this field, solutions are

more readily available to the many problems

affecting our clients.

i compured with 2,841,000 pounds in Jan-  egg solids was 361,000 pounds as com- January 1964,

b Dried Egg Prgducl('?n in Uini_l'ed tates, :y} Months, 1963-64 We are happy 1gugay. that, after 45 years
i P igures in- pounds 3 o - ' ;
”‘ 20 +. 1963 : : i . 1964 of serving this industry, we shall continue

i nen v+, : v al . T . ;
?__ kS Month . Whle Alhun{vn:z:"? Yalk  Other Total . Whole  Albumen Yolk (81,000) Total, to explore ways and means of improving our
JRAUAEY. eeves el 20 448 550 160, 1y 1485 140 542 511 695 1,888 o i .
t o Yehruary g, 3T (4280 450 oosf W 1me 202 891 018 ayg 2,007 types of activities to meet your rea .iiements | 1
PR T March Lob, Gor gt oy ey 1180 714 3,302 542 1,127 1412 027 4,008 ’
"I April . . ... 681 999 1,403 023 3,076 2,825 1,267 1,325 981 6,308 : :
H ;Liln_\' o eeeead. 3738 1,106 "’1:554 1,187 7,675 3,887 1:358 ﬂaaa 1,376 2,009 and help you progress with your business.
‘ JUBE See v vare.n 23007 7 055 1380 ~ 038 6,968 4,159 1,250 1,037 1,327 182
i July % ceaiie ceees 2402 B2 1416 1,041 5,751 3,157 937 907 1,102 4,103
' AUUSl ciiiinnnines 1422 837 1312 1,117 4,688 1,563 731 614 037 2,845
{ I September ....... 230 520 792 1,000 2,548 046 805 632 503 2,806 w /
;I ! Octaber ...vv.ene. 201 532 1,107, ° 700 2,540 867 R 637 622 2,889 aniesd A inston
= November ........ 101 481 807 545 2,024 932 587 446 095 2,660
1 Lecenbes ... 117 637 600 635 1,005 330 au7 850 15 2,652
| Total ........14,170 8,651 12672 9,217 44710 19,650 10,854 10,677 10836  «52,027
5 7 - - . THE MACARONI JOURNAL
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George N. Kahn

-«

HE art of closing the sale can be
compared to the approach of a shy
suitor.

He wants to marry his girl and she is
more than ready to accept his proposal.
But he cannot bring himself to pop the
question and chatters on about irrele-
vant matters, +

Here the analogy ends. A woman can

steer the conversation back on the main
track or, in some other manner, make
it easy for him to nsk for her hand.
& Drospects however, usually offers
ro'such help and often th#order is lost
because the salesman simply didn't
know how .to close. He ‘muffed his
chunce hecyjuse he didipot realize that
the "prus ect was rendy”{o buy and
nexded onlysthie Anal, deeieive action by
the salesmarn. . £t

Even while a Whyer 1§ offering ob-

CLOSING THE SALE

o g This is No. 7 of 12 sales training articles,

most of them fall into the category of
excuses, not objectives. No professional
salesman should be discouraged by such
statements as:

We're bound up with other producers.
We are reducing our inventory.
We're buying from too many different
firms now. &
We're waiting until business ‘eondi-

tions pick up. oM
Your product is li We are al-
ready using.: "‘Mh o

These are such obvious excuses that
the prospect may as well be weaging a
sign to that effect. Still these excuses
can sink you if they go unchallenged.

Take these negative replies to your
sales talk and turn them into positive
selling points, Battgr down this wall of
excuses by showing the prospect that
he needs your product—that its benefits
far outweigh his reasons for not buying.

Excuses like the above can be knock-
cd over like tenpins by the salesman
who Is agile of mind and rong
belief in the superiority of his company
und his merchandise. And who has a
powerful will to succeed in his profes-

jections, he still may be psychologically ~&lon.

ready to give you an.order, All he needs
is assurance from you that he is making
the right decision. Give it to him and he
will be grateful.

Self Confidence

The ability to close a sale with ease
nd precision comes largely from hay-

Remember the buyer is not infa'}.libla."ﬂfng confidence in yourself,

He only acts that way srmetimes. He
has his self doubts, faars and apprehen-
sions like anyone else, In_addition, he

is burdened with tremendouys:responai-:

bility. Very gften.it® ii_up to’yof to
direct his thinking into’ proper buying
channels. "

How Is this done? By always being

on thi offensive. Always udvance and”

never retreat. Pe t-back objections with
strong counter arguments until the
prospect has exhausted his reasons for
not buying. Then move in quickly and
close the sale.

Excuses or Objections?

If you made a list of all the types of
sales arguments you get, you'd find that

74

* Frank Murrzay, a top producer in fiber
glass, doesn't.think of anything else ex-
cept getting.an order when he walks
into a prospett's office.

“I take the &der as a matter of
icourge,” he” explained. “Before going
on a call, I have figuratively, but most
of the time this attitude helps me close
the sale. I just don't let myself think
of defeat.”

Men like Frank know that some sales-
men defeat themselves. They invite re-
jection because they haven't lenmeg_
that self confidence pays off. You n;ust
be in the proper frame of mind to sell,

When is the right monient to close
the sale? Its hard to find agreement on

.%! 1¥4

this question. Some veteran salesmen
claim there is only one psychological
moment and if that !+ missed, the order
Is lost. Others assert there are various
times during an'Intervie% when the sale
can be closed. The Liaportant thing to
remember, they nole, is that.the sales-
man must take advantans et 'his oppor-
‘unity. Like v Lalfbackhe must scam-
per through the opening made for him,
Any prospect will provide the opening
more than once during the sales talk,
they argue,

Both these points of view are right,
On some calls there is only one pro-
pitious mament to drive home the sale,
This cannot be explained by logic. The
one-chance closing may occur only once
In every 20 interviews, The other nine-
tcen may offer several opportunities for
“luging. 2t in either case the self con-
fidence the salesmun feels willl be the
determining facfor in getting the order.
You must go Into an interview with
the expectation that you'll come out
with an order,

Pressure Point

The term “high pressure” has fallen
into disrepute these days. Yet there is
nothing wrong in using a little pressure
if it brings resulls. Often it does.

Mauy procpects are bored by the soft
sell and will welcome a figurative hoot
in the pants to help them make up thelr
minds. Buyers often toss in objections,
not out of conviction, but as a means of
obscuring their own doubts and inde-
cision, They're on the fence and waiting
for someone to knock them ofl,

Tread carefully here. Know your man
before you apply pressure. Some pros-
pects moy resent it and will show you
to the door. But if a buyer seems to be
wavering, make up his mind for him.
Such an interview might go like this:

Prospect: “I don't think I'm ready to
buy right now.”

You: “Mr. Smith, I think you're as
ready as you'll ever be, If there is still
something you're in doubt about, name

Continued on page 76
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'j [ Closing the salm Eltn ;h; oblecuoi. tl's‘ wenllcl. skip Bl’(:l.lln;i it 5. ?:uro'.\ t‘.-;:e‘c:ta ltl?t soll whe P ‘
; . tinued fribe 4 ammer at the really escentiul fea- you, i, 240 (“ i e
£ Continue W page tures of your product or service. He will 6. Do vour i&=n3glittle pressure
it and I'll clear it up. Otherwise, why soon forget all about his trivial Jodge. with tn unseeld ospect? — - -
; don't we get this thing over with?” ¥ ’ 7. Do you faels o infequal e
\ s Or ¢ When fo Stop Talking footing WHW the hrogpect? — - - (FOR, QUALITY %05
I Prospect: “Your company is 8 little  Don't sidestep a serious objection, 8 Do you hélpithe Wodpect L B Aad Km
{ hls{h In P;'ltce.]" e ; however, meet it squarely and try to g“kf UP:('IS "71'“"'-’ =" B s >’ -
N ou: * [, that's ail that's worrying satisfy the prospect. Once you do, stop , Do you keep minor argu-
you, you may as well sign right now. talking about this query. That’s the time ment3 minor? —_ VITAMIN ASSAYS
| Our prices are compelitive and You (o close the sale. Many sales have been  10- Can  you sell  without IN LINE
i won't do better anywhere in the indus-  kjcked away because the salesman lying? ; —_—

[ try." " nlked past the psychological moment ) b g

! Don't, under any circumstances, lie to * fop clmli:nn‘. Don'r s:verself g A / é] %

| get an order. Don't tell a prospect that | can speak with authority on this (((( <Jb
L\

o prices are going up when they're not a8 matter since I commiiteed the same REPRINTS FOR - Pﬂ s T E U R I z E D

[ 5 a means of scaring him into an order. mistake mysell many vears ago.
Don't tell him that your product is In 1 had answered the prospect’s ques- YOUR SALFSMEN ~ Start right with Wallace & Tieman's quality controlled “N-Richment-
[k short supply when it isn't. These tactics tion fully and honestly. But by that Miny sales and management WHOLE EGGS A", Whether you feed it In powder or wafer form, NRA gives
ity will invariably boomerang on you, even {ime I had worked up a full head of | executives are ordering reprints you uniform enrichment,
B though they may work the first time. IS gteam and charged ahead. I went com- of this series of"aflicles for dis- YOLKS With a uniform product, the next step is uniform addilion. The W&1
i_‘. better to lose the order than tg begin pletely beyond the original issue and tribution to their sol¥fien. These i Pb e b avar 30 years oF will opesaiien,
i your relationship with a customer With was off on a different topic. Suddenly, | Will be attractively -zeproduced 3 e ] t: hout ond it never vorlss. '
Eoat a lie. Sooner or later he'll find out the | t 1 in a 4 page formn. {Free hole M g to the Set It for a few ounces 1o 10 |b. per hour and i} neve d
fet was aware of a gentle tug on my agm oA ey p Wi » feeds "N-Richment-A" consistently, accurately, dependably.
| truth and you will lose him—along with  The prospect smiled at me. y puched fo At af@NGdard (812 x %, ; e ombing th o
vour reputation. “ b " 11) bindep=each reprint will in- The right enrichment . . . the right feedes. “ombine them, &
; I was ready to buy ten minutél ago, No STRY
} I discussed this at lunch one day with he said. ' dj luation quiz. ) you can't miss on vilamin assays.
byt Gabe Pelham, an Dlll? friend and a 30-  That buyer was a compassionate man ? . reprints of the ik il Ofces and worehouse stocks In principal citles,
o year veteran selling. who understqod -dhat 1 was inexperi- various articles of this series, ad- * Or wille Dept. N.122.53. <
li:'_ ] "If 1 have"he.to get an order I gpced and anxious to moke a good im- dress orders to the George N. C. KA'TIS CO. P .
] lli(ml wtnnl 1!1.) G?be sulid. " ﬁ;.'rulie that pression. With other prospects, how- K1hn Sﬂlgplﬂny'-rmlﬂflke“%li ﬁ?n' 2039-45 N. Damen, Chicago : a
e 'm not much of a salesman can't  ever, you may talk yourself beyond the sullants. Bales Tralning Division e . CE & TIERNAN INC.
4 sell on the strength of what I have go- point of ever making the sale. Glve the [ ——Service Departmeni, Empire Telephonc. Everglads +-0700 ::\:;l::aun e T :
ing for me—a good company, a good h State Building, New York, N.Y,
| - ' man a chance to buy, f ' L
b product, a rising market and my own $ . 10001, 25 MAIN STRELT, BTLLIVILLL 9, NIW JIRSIY
i ? b knowledge and experience. I leave the Summing Up Prices are: b
fiy tricks to the fly-by-night boys selling Ev resentatl hould end with 1.9 coples (of ea. art) 050¢ ea. Wﬂn T A DIF ER
_',n gulgels and widgels. . a aurzrn):inl; up. Rcr::m‘::er you've ;:m_ 10-49 cpph:a ol ca. ort) 37TVa¢ ea. 5
S “"Gube reflected the position of high ed a lot of information nt. the prospect 50-99 coples (of ea. i\l_’tf’: 30¢ ea. 'ﬂ.l co"sotlnﬂ]’m BAI-ERS
3 1 culiber salesmen everywhere. They n o short period of fime. Make sure he's ™% 100 or more (of ea. mrt) 25¢ ea. W| ¥
1 ‘ operule honestly and fairly because it's  gizasted it all. Wrap it up carefully for |- You may pre-order the entire oy s 2 = ]
£ more profitable that way.; him at the end, highlighting important series, or if you yish, individual ‘ TR |
g Objéctions-Are S@ndardiséa.  points. Closing will™Beneagier It e e e ; a -
& W e understands your proposition. The sunt<" | 1 /8 numbered. Please specify your
Lo - A new “Ljection is as unlikely as a “| ¥ wishes by number.
MY . i mary also will forestall objections, : . V4
ghie snowstorm in July. The same excuses especially if you put yourself in the ¢
iy and stalls keep popping up on call affer . 7 yrospct Yo sudictootice No.; 1 The Salesman is a V.LP,
i_," call. The prospect who is too busy too Ig;. lmmenup posi pa No. 2 Are You a Salesman?
et Ik, overstocked or satisfled with his “UEEIE TN i o ccosstul sates- | N 3 Got Acquainied With
Ll t.resent supplier is a familiar figure to "oy {abrlc.nted sledl! alviiva Yok . Your ‘Company % Each year the U.5. eccnomy pays @
i ”“i. o "_';T,‘.""rfd' sn!e:::n. list of thése #dry run at his home before an important « | Mo 4 ¥ <0 o'f.s’;“-' staggering-$22 billion for packuging- - i
P4 -an;;f: ‘Lb‘i::c‘:m;s“’_';‘ yz; m’r‘l E::oun?ﬁ. tall, He times his presentation so five ¥o. 5 :;‘m\?nnll:ln . Without more than for any cother marketing
pyed : & minutes is always left for summing up. s e e ion. P -
l Ji them each time they come up. In this I:c v let's ch:ck your ‘closing igecll:- No. 6 You Are a Goodwlll Salet- FECEY ancept lrunspo.rfnflon li -“kc:s. !
1. way you will close mare salesin  less nique. If you can answer “yes" to seven man, Too . Ing, mareover, 'F.NCheb Ty exthy
} ol time. Selling is like a .ug:_ng;\of-ch“_éuq.. of these quistions you're closing with No. 7 Closing the Sale o o spect of your operations.
{ The more nl}gn you can counter. yoir e ) i No. 8 How to Sat ilp o, lutore o b il ) L g Vi
I upponent's move, the quicker viclory Is e o view A You can take your cholce —cluttered, ; ; f th T !
b Youms, Trud, v penspect v not exactly is e ' Closing on Cue R o' Rasting Betwaas Rovia 1 unslghtly, dangerous and costly floor Thel! May lsiue obb e Ma sble " 4 \uc*\_ \ .
bt an opponent, but vn:the oither hand he Yes No i of & low-cost Consolidated baling press will be a blue-ribbon number on p I
Y ol o 4 { No. 10 The Competition that produces dense bales, spasdily, ina. Y il tvaur * ¥ to rea
isn't going to makr wour work easy, for,, ;1. Do you anticipate obstacles sifely and sconsmically. Rugged all- aging. You will want your C w
‘M you. The salesmayiy 1.0 has planned his” tg,smooth closing —_ — No. 11 Taking a Rlsk = sjeel, hydesulic Cansaln e B otely it.
presentation, & seldum caught off base - 2. DO you paure v your talk ::l:: 12 Prl;ﬂ?'n '“": Short C.?.mn H‘Ji‘.“.’?i‘:'.“" and occupy 8 minimum of
bv 1y objertica--or excuse. He ficlds to give tle prospeet a en ordering, please mention . sl : )
i Jestion Sor ik h . P R — . | the name of this publication. $end for further dota en Consolidoted balers — $5.00 annvally; add $1.50 foreign postage.
1, e ¢hjectinn «nd goes on to close the chance: to buy? o anand models avallable for svary nesd
| suly 3. Can you really tell the dif- : R vt doesami s il Lk 1R i
W 2 it pick your arguments with eare. {erence between an excuse 4 A Reud the MACARON' J-..JﬂNA-.
i~ ‘ ‘Ot magnify an obstacle by giving it and an objection? —_—— Personal A udit— CON soLl DATED p o 57}
\ Tunnecessary abtention. For example, a 4. Do you recognize the psy- How do ybu rate yourself? The eales BALING MACHINE COMPANY P.O. Box 336, Palutine, lllinois 6003
'prospect may raise a minor point mere- chological moment or mo- . manager of an important steel company 4CS THIRD AVE, UROOKLYN, N.Y. 11213 b
Iy to sBow y.u that he is no push over. ments for clnsing? Ffiei asks, “Would you rezlly hire yourself?” Dept. M4 MAin 3.0928 1212) ’
~ Tue MACARONI JOURNAL ‘
Fo FRETS Sk 10001 & A Ly fof B b L TR - [ \
s ;gxry..-‘l.-,.v.-a ,:sb = sl :“ ERTSSER nip Lo iy b it o ek _' S - e
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Hoskins Company
Marks Silver Anniyersary

Twenty-five years ago Glenn G. Hos-
kins founded the Hoskins Company to
help the macaroni industry grow in
quantity, efliciency and quality and to
solve the problems raised by intense
competition, govermment regulation and
increasingly complex technology.

The same problems are here taday in
more fomplcx'form and the Hoskins
Company -18"%ailable to make your-
growth more effective and to help solve
your problems.

1t is their aim to have as great an®
impact as possible on solving the most
important technical problems in the
macaroni industry. In order to do this,
they have formed strong ties-with sev-
eral organizations which expand their
ability to help clients.

When asbusiness grows, it has prob-
lems In the areas of machinery, plant
design and modernization, research and
developraent, auxillary -plant systems
und .in-plant services.

A¥ Hoskins they have concluded that
they can mgke the maximum impact on
improving bashigroduction machinery
by pu: icipating in the design, develop-
ment and application of this machiner »
in ccoperation with DeFrancisei Mu-
chine Corporation.

They have designed and installed
sutomalically, runtrol.Led fleur handling
cvrtems Y ading_jnacaroni factories
nver tne past ﬂ!fcelﬂ'ywls

They canp supply auxiliary equipment

-

roni industry throughoui the world. It is
their hope to keep these contacts and to
improve communication between the
rerenrch people and the macaroni man-
ufacturers so ‘hat the ?ﬁ’enrch will
solve groblems. which have comimercial
value and which help the industry to
grow in quantity and quality.

For many years they have worked
with the American Sanitation Institute
and the Hy&n Company io help the in-
dustry improve its sarnitation level.
They~hope to intensify these cfforts,
They state it Is the.r hope to improve
thn sanitary design of new equipment
and to develop methods of .improving
existing equipment so that it can be
more easily cleaned.

‘I’Mnskins Company claims every
macdroni plant should have a labora-
tory which at least runs cooking tests
and moisture tests. The leaders in the
industry should have more_ elaborate
laboratories which are eapab]; of r\g
ning salmonella in eggs, color tesls, .
solids in noodles and tesis on p&ging
materials. They worl. ith ¢ s to
help them develop lnl')pratories v.hich
suit their needs. ¢

The control of temperature nnd hu-
midity in the'plEht is needed to prevent
condensation on Yalls cnd ceiling, to
improve the efficiency of worl.ers and
to hold plant condjtiops ut a level which
will nct harm { 'ﬂduct. They; have
had many years of experience in the
field of controlling temperature a.id hu-
midity inside dryers and in gcnernl
arens. .

In their weeklygh Mtw

[ 4

Lf?‘.;‘.‘_““ ;'J;‘ _V
Drinking Man's Diet—
Coning "frﬁ page i
Canvs » & Cu, p
cnuugn vhal distillg
tified wines el

out accurateiy
rs and anfor-

they argue, just cun't colin "—.hc} fome-
how disappear in a mysterious meta-
bolic process. The truth Is that sonn
after alcohol gets out of the bottle und
into a healthy liver.it gocs through n
series of counplex processes, one prod-
uct of which is a sugar (a carbohydrate).
And if it is not used for energy, much
of this may be turrai into fat,

Mhlndinn on i'cty

The drinking ;..ans aiet also pro-
claims that pmlelr\ is- not especially
fattening. And it goos o_gio assert that
a man canleat aimost as, much fat as he
wants  to wllhcbl" “ % ek ylnu -about
welght, whi.i* Vi #-d the
authc. ‘admit, can Mangerous for
people who may be develoring heart-
artery discase. ~,

The fact is thal the drinkln}. man's
diet will work in some cases, but not
for many of the reasons given by its
advocates. A-bon vivant executive who
is ordered to ke off 20 to 30 pounds is
made miserable and tense by being de-
nied most of his drinks and rich meats,
Told that he can go on drinking, he
stays relaxed, which reduces the temp-
tation 1g nibble between meals. Also,
deapile a popular imnisc.oception, two or

cocktalls actually depress the ap-
te. The drinking man feels eatisfied

R A e e e

IF YOU ARE GOING PLACES

HOS3IKINS-CAN HELP

to tie the various parts of the plant
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They have helped macaroni manul’ac-
turers design and® build 502
most modern fucwries
Siates. In many creas u’company ‘pre-
i.r3 to expand an &xisting plant and to
modernize it to bring it up to the
vfiiciency of a new plant. They haVe had
witle experic’ e in this fie'd.

Hesearch and Developmont

I'urough thelr associate, Food Tech-
nolopy, Ine, they? e had an nctive
hand in tha'fesearcl¥’ -ndlm: up to mae-
aronl products made with munoglycer-
ides, non-fat milk solids uned sev loar.
Thev huve developed new products
using macaroni cquipment for other
dustries

Throughoul qu years they nave dis-
vussed techofeal probiems of research
with e leacing scicntists in the maca-
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“uctsfand

page supplzment in color in Super-

v market News showing grocers how
meatless meal merchandising can help -

make Lent, 1985 (March'3-April 16) one
of “the. biggest selling seasons of the
year, 3
“Four .ul:miy pictured the stocking_ ol
a dairy case.di
of cheeses, Pflls refrigerated prod-
l%raﬂ citrur products. Opera-
tinng Impact '65 calls for 138 Kraft mag-

*.ozing ads and 153 tv, commerclals on
dai ms alone, All lhmugh the yecar,

350 Kraft commurcieis on Kraft's week-
Iy night-time network v shows are
scheduled. They ariy Kraft Suspense
Theatre and Perry Como. Three hundred
sixteen color ads are scheduled in
Ladies Home Journal, Good Housekecp-
ing, Look, Better Homes & Gaidens,
Family Circle and Woman's Ray.

with all varietles .

AR - s
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* ¢voiding not nnf,v bread, potatoes and

even innocent strawberries but, far
more important, the butter and cream
or sour cream that usually go with
them. If "he loses welght, it is because
of a red.ed calorle intake.

J »
“Bunk” Says A.M.}?

¥ Soys Dr, Philip L. White, the Ameri-

can Medical Assoclotion's Iop 1.utrition
expert: “The drinking man's. dlet is
utter nonsense, has no scientific usis,
and is chock-full of ergors, Some indi-
viduals on these low-carbohydri ~ dicts
may at first undergo a change In water
balance, which might account for a luss
of a few pounds. Even the authors of
the hook make the interestipg admis-
sion that if a man eats and drinks
heavily, he is going to gain weight and

-ger drunk.” ;
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> o {ugether and Lo perform special services their clients abrenlt of import.nt de-¥, after a filet mignon, and the little bit of
¢ in the plant. This equipment includes velopments in the fleld of regulstions, .+ fat that he gets with It will do him no ¥ .
i storuge for finished ggpds, conveyors, ““n‘“ci’ tﬁdiiihgﬂﬁvgy%&n m. 4 ; s
by regrinds handling =vsteme, nutomatic Mmationis W LR ooy DATS by a 7 T *
[i°: Jdry bLlending of eggs and flour, maca- ey ‘Reduce Calorie Intake GROWING MPANIES NEED
.‘ roni sticks and many other products The mnin thing Is that a man who .' N F .
L specifically designed for the macaroni Meatless Meal Merchandising sticks (b the drinker’s diet will cut down ! ew Factories
i ‘_p; industry. " “Kraft Foods recently ran an eight- drastically on his calorie intake’ by : Plant Expansion

Improved Processes P
MNew Products -

Our experienced engineers and research laboratories

* can design new facilities and preducts to get the most

out of your growth dollars,

Our oxperience and knowledge are
as near as your telephone.

CALL CHARLES HGSKINS 3iZ-363-103]

HOSKINS COMPANY - Industrial Censultant — Kesearch Laborajory

P.0. Box 112, Libertyville, Hlinois

4]
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BUYERS' GUIDE g

The following firms support the industry’s trade aﬂid\inn a8 cisoaindo mg
. ‘edvertisers in the Macaronl' Journal: T

DURUA). PRODUCTS

AMBER MILLING DIVISION of Farm-
ers_Unlon Graln Terminal Associa-
tiofit 1467 North Snelling Avenue, St.
Paul, Minnesota 55108, Telephone
Midway 6-9433. Manufacturers of
Venezia No. 1 Semolina, Imperia
Durum Granular, Crestal Durum
Patent Flour, and Kubanka Durum
First Clear Flour. See ad pages 38
and 30. )

»
'

R, "t o

ARCHER DANIELS MIDLAND COM-

rafy, Durum Department, P. O.

* Box 532, Minneapolis, Minnesota

55440, Manufacturers of Comet No. 1

.. Scmolina, Romagna/Granular, Fancy

“aDurum Patents, Palermo Durum
Egpuri@ee fagi pages 34 and 35.

[ P bty

DOUGHBOY INDUSTRIES, INC., New
Ri.ch.--mnd, Wisconsin 54017. Manu-
fogturers of Doughboy No. 1 Semo-
1iA%, Granular, Fancy Durum Patent,
and other Durum Flours. See ad
page 13.

FISHER FLOURING MILLS COM-
PANY, 3235 1§th Street, S.W., Seattle,
Washington l:i_f: i d

GENERAL MILLS, INC., 8200 Wayzata
Boulevard, Minneapolls, Minnesota
55426, Makers of the following for
the manufacturer of mfcaroni foods:
Durelld Semolinn #1, Gold Medal
Durum Granular, Gold Medal Fancy
Durum Patent Flour, Rocamani Dur-
um Flour, Durum First and Second
Clears, Toasted” Wheat Germ (low
fat), Pro-Vim ana Pro-80 Vital Wheat
Gluten. Sules nfiices in New .York,
Chicago, Minneapolis, Los Angeles,
Pnlo Alto, Ogden, Portland, Seattle
“and Oklahoma City. ‘See nd pages
25 and 84, Ly’ 58

o N

INTERNATIONAL MILLING - COM-

PANY, INC., Duriin Division, Inves-

tors Building, Minneapolis, Minne- *

sotu 55415. Manufacturers of, Como
No. 1 Semolina’ Capital Durum Gran-
ulur, Capital an_}x Duruni Patent,
Ravena Durum Patent and Bemo
Durum Clear. General offices in Min-
Ticapolis; sales offices in New York,
Chicago, Detroit, Cleveland, Pitts-
burgh and Greenville, Texas. Three
durum mills, one in Baldwinsville,
New Yo '€/ and two in St. Paul, Min-
nesotn. See ad on page 27.

80

NORTH DAKOTA MILL & ELEVA-
TOR, Grand Forks, North Dakola
58201.¢M&numcturem of Durakota
No. I' Semiolina, Perfeste Durum
Granular,” Excello Fancy Durum

Patent Flour, 'oduk Durum Patent -

Flour, Red River Durum Flour, and
Tomahawk Durum :Flour, See ad
page 23.

PEAVEY COMPANY FLOUR MILLS,

=860 Grain Exchange, Minneapolis,

g:""”igfﬁ 55415. Manufacturers of

ng Midas No. 1 lina, King

Midas Durum %mﬁligp Gragnano
Durum Granular Flour, King Midas

«Durum Fancy Patent Floar,; Kiho
Durum Fancy Petent Flour, {Dutam-
bo Durum Flour. See ad page15.

FORTIFICATION

DISTILLATION *PROIJUCTS INDUS-
TRIES, Division of Eastman Kodak
Company, Rochester; New* York
14603, MYVAPLEX® Glyceryl Mo-
nostearate, a starch complexing agent
to permit manufaéfre. of macaroni
products with incressed firmness, re-
duced stickiness_and “greater resist-
ance to prolon, cooklm‘
tional ingredient permitt v, Feds

v

' Page
. 38, 3

tion .. 42, 42

3 &"H 3, 35
> _‘9.

WALLACE & TIERNAN INC,, 25 Main
Street, Belleville, New Jersey 07100,
N-RICHMENT-A"® glves macaroni-
nondle manufactugers a prover meth-
od for the cnrigeiment of their prod-
ucte. Available in wafer or powder
form. Walers dissolve nuichly; W&T
Fueders apply ‘he powster form gini-
formly and dependubly. Stocks are
maintained in convenient, nationwide
iations. Sed'ad page TT.

: i
it .
EGGS.. ~
_ T

BALLAS, EGG PRODUCTS COM-
PANY, INC, # 8" 8cond Street,
Zanasville, 7 A8z Sales office In
New York City. Packers of posteur-
ized frozen and spray d*d high color
yolks for the noodle trade. See ad
page 57,

-

V. JAS. BENINCASA COMPANY, First

Na{fonal Ban¥ Building, Zanesville,

Ohio 43702)7 Packers of frozén and

dried egg products, High color yolks

uvailable. Plants in Loulsville, Ken-
tucky; Bartow, Florids; ond Farina,

liscls, See ~d page 76.

HENNINGSEN FOODS, 1%:C., 80 East

P24 ,~42nd Street, New York, New York

10017. Manufacturers of whole egg

eral Standards ot‘ Identity. See ad®% golids, e, yolk «ids and egg albu-

page 21,

HUFFMANN-LA ROCHE, INC.. Fine

Chemicals Division, Nutley, New Jer-
sey 07110. Vitamins for enrichment of
macaroni products.

MPBRCK & COMPANY, Rahway, New

Jersey. Suppllers of vitamin Ingredi-
ents distributed directly to millers
for ineclusion .in semolina and flour

ihea.

VITAMINSAINC,, 800 West 58th Stzeet,

Chicago, 1ili 0821, Manufacturers
of Vi‘tlng.ﬁemd Wheat Germ Type '
-I.‘m_l‘éspeclnlly manufactured to im-
prove the flavor, . functionality and
nutritional  value “of mncaronl and
:pﬁ&heui products. It is permitted for
use under the Federal Standards of
Identity for enriched mncaronl and
spaghelti- producis. Sales representa-
tives: East, Louis A. Viviano, Jr., Jér>
sey Cily, HEnderson 4-2788; Midwest,
Jack W. Rogers, Chicago, HUdson
3-3000; West, Joseph P, Manson, Bev-
erly Hills, '

PO = S v e

" men solids. Manufacturers of dehy-
drated, frozen spray dried and freeze
dried beef and chicken products..
Plants in Springlield, Missouri: Oma-
ha, Nebraska; Malvern, Town; Nor-"
folk, Nebraska; and Ravenna, Ne-
braska. See ad poge 55.

C.. RAITIS COMPANY, 2043 “North

Damen Avenue, thicago, Illinois
60647, Distributors of fresh-broken,
frozen, und shell eggs. See ad page 77.

MONARK EGG CORPORATION, 601
East Third Street, Kansas City, Mis-
souri 64106. Manufacturers nd pack-
ers of all dried and frozen égg prod-
ucts. Specializing In duck color for the
noodle trade. All products y- ieur-
ized. Main office located Kansas City.
Brand nome: Monark. Diying and
breaking plants In Missourl and
KXansas. See ad page 71.

WILLIAM H. OLDACH, INC,, Ameri-
can and Berks Streets, Philadelphia,
Pennsylvenia 10122, Packers and dis-
tributors of frozen ond, dried egg
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“Jaland &+ enue, Chi-

mingham, Alabama. Processors of
frozen fresh epgs since 1915. Broker
«nd Clearing House member, Chicago
Mercantile Exchangc

MILTON G. WALDBAUM COMPANY,

Watefeld, Nehraska, Dried wholc
eggs. Diind yolis (color specified);
frozen whole eggs (color specified);
frozen yolks (color specified). Ser nd
page 67. L

MANUFACTURING
[EQUIPMENT

AMBRETTE baofi- e CORPLR-

ATION, 156-168 Sixth Street, Brook-
lyn, New York 11215, Monufacturers
of Ambrette automatic presses for
short cut and long gonda and noodle
production. Automatic long goods fin-
jsh dryers and preliminarsaXoyers
and long goode finlsh drying robms
for loug goods produc iun. A cum
plete line of all type automatic con-
veyors. A complete line of Ambrette
high-speca  iniXers and outomatic
flowr feeder and waler melerin eys-
tems lor “rth mriaiian and cgg
noodle pri.cticih Exchange systems
for ull equipment. Catalogs on re--
quest. See ad pages 42 and 43.

ASEECO CORPORATION, 1830 West
Olympic Boulevard, Los Angeles,
Califurnia 90000. United States and
Canadian represeniatives for Gari-
baldo Ricclarelll (Pistorin, Italy),
packr.ging equipment manufacturers;
United Siates and Canadian repre-
sentatives for Montoni (Pistoia,
Haly), marsroni die & rnuiacturers;
manufaciurers of Asceco packaging
and materiai handling equipment;
Asceco combination noodle and cut
goods pocker, fully “or semi-nuto-
matic; the Stor-A-Veyor noodle stor-
age sysizm;.and the Trace-A-Veyor
surge o storage system. See ad
pages -1 and 47.

pOT1* 'NUG. M., G. BRAIBANTI &
COMFANY, Large Toscanino 1, Mi-
lan, Ituly. American representative:
Lehara Corporation, 60 East 42nd
Sircet, Hew York, New York 10017,
Maunufacturers of completely auto-
matic lines for long, twisted, and
short goods. Production lines from
5000 to 72,000 pounds in 24 hours.

Pneumatic flour hondling systems.

e Lt e A S e R

All types of specialty rawchines, in-
cluding ravioli and toricilini. Free
consultation service for factory lay-
outs and engineering. See ad pages 10
and 11,

“cago, s1uno1s’ Quﬂﬂ&.'“BIrmlngham of- THE BUHLER CORPORATIOHM, » &
tice and plant, . 0. Box 1500, Bir-

‘Wayzata Boulevard, Minnear il
Minnesota 55426. Plarning ond g~
neering of complete macaroni fuc

tories; consulting service, Manufac-
surers of mesarnnl prosse spreaders,
continuous dryers for short and long
goods, multi-purpose dryers for short,
long and twisled goods, automulic
cutters dry long goods, twisting ma-
chines, die cleancrs, laburaw v rauio-
ment. Complete flour and semuiini
bulk handling svstems. Sales offices
at 230 Park Avenue, New York, and
Buhler Brothers, Ltd., Toronto, On-
tario, Canada. See ad pages 30 and 31.

ZILERMONT MACHINE COMPANY,

AT, 280 Wallabout Street, Brook-
lyn, New *Tork 11208, Manufacturers
of a compicte line of machinery far
the macaroni and noodle trade, ins
cluding bucket and cleat conveyors.
Sce ad pages 58 and 59.

ONSOLIDATED BALING MACHINE

COMPANY, Sales Division of N. J.
Cavagnaro & Sons Machine Corpora-
tion, 408 Third Avenue, Brooklyn,
New York 11215,. Bepartment MJ.
Manufacturers of a complete line of
all steel, hydraulic Baling Presses for

- aj) .types of waste paper, car-

“fons, semolina bags, cans, ete. Also
. manufacture machinery for produc-

ing Chinese type noodles, dough

brakes, and cutters. See od page .

DE FRANCISCI MACHINE CORPOR-
ATION, 46-45 Metropolitan Avenue,
Brooklyn, New York 11237 Suppliers
of the most modern equipmen* to the
industry built to meet the most strin-
gent.criteria of the sanitation regula-
tions. Full range of automatic presses
for both short ciits ond long poods
from 500 to 2,000 pounds per hour.
Demaco Continuous Auwmatic lines
for. long goods with new patént pend-
ing automatic return af empty sticks
to the stick rescrvoir of 'the press.
Automalic stick stripping device With
a speed up to 24 sticks per minute.
Automatle long goods cutters and
automatic weigiers for long goods
automatic sheel formers, noodle cut-
ters, continucus dryers for short cuts
and noodles, automutic long goods
finish drying rooms, new dual air
chamber design preliminary dryers
for long goods. Exchange system for
preliminary dryers, ADS Spreader
conversions and screw cylinders. Die

‘jpecinl  canning device fur

vastwers, egg dosers and roo el
fAliiag
macaroni products ot a pre-deter-
mined quantity directly from extru-
don press ‘uto cans. Consultations
and factory lavouts available for your
requirements. Full line of rebuilt
presses and hyg.rpl"?' presses. Italian
representative” uf sDanied spreader
attuchments: Meneghini, Via Scar-
lotti 20, Milan, Italy. See vd pages 4
and 5.

PAVAN, Galliera Veneta, Padova, Htaly.

Macaroni manufacturing equipment.
Automatic continuous lines from 2900
Ibs. per hour to 300 Ibs. per hour for
short and long cutl pasta. Entirely
automatie noodle, nest and coil lines
(no trays). Conventionul anu fast dry-
ing cycles with pre-dryers and finish
dryers in stainless steel. See ad poges

49 through 52,

DIES

D. MALDARI & SONS, INC 337 Third

Avenue, Brooklyn, New York “ig1s.
Complete line of all typeg of extru-
sion dies. See ad page 65.

’

PACKAGING
EQUIPMENT

AMACO, INC., 2601 West Peterson Ave-
nue, Chicago, llinois G0645 Design-
ers and distributors of all types of
weighing, bag making, filling and car-
toning equipment for all branches of
the macaroni trade.

CLYBOURN MACHINE CORPORA.
TION, 7515 North Linla dveiu
Skokie, Illinois G0076. Vertical cai-
toning cquipment with volumetric 1
net weigh flling. Horizontal carloners
for long cut macaroni products. See
ad page €9

DOUGHBOY INDUSTRIES, INC., Me-
chanical Division, New Richiad,
Wisconsin 54017, Heat sealing mnig-
chines for bag top closures. Model
AT rotary sealers for cellophune bige
and Model CBS-AB bandSealeis lor
polyethylens haus. See ud page 13.

HAYSSEN MANUFACTURING COit-
PANY, Shebnvgan  Wisconsin, Ex-
pund-0;Matict automatically forms.
fills and scals bags of noodles at over
40 per minute; macaroni products al
more than 120 per minute. Wrappers.
aceumulntors and bundicrs, cartuning
equipment. Offiees ot L. 8
cities and around the world. Sve ud
page 03. ..

Continued on page 82

81

L N I NS IO T A I L M e et




i
T

oo =

T ——

e T

e S e
- = -

.

AT e e e

e
~..\,’- il IO

S —

Buyers’ Guide—
f Contirued from page 81

Fr. HESSER Maschinenfabrik AG,
Postiach 569 and 580, 7000 Stuttgart-
Bud Canstatt, Germany. Hesser ma-
chines are available for packaging
long goods in_cdftons or wrap at
sperds from .78 to_ 180 packages per
minute—using ¥ eléctrone’ welghing
equipment of a unique design. A com-
plege range of machines fs also avail-
able for packaging short goods. Ex-
clusive East Coast distributor of Hes-
ser fully automatic macaroni and
spaghettl packaging machines: Ge-
veke International, 63C Third Avenue,
New York, New York 10017. See ad
pages 18 and 19,

TRIANGLE PACKAGE MACHINERY
COMPANY, 68655 West Djversey Ave-
nue, .Chicago, - Illinois 60835. Phone:
889-0L00 Area Code "312. Manufac-
turers of automatic form, fill, seal bag

“machines for the packaging of short
cut gnods and hoodles; automatic and
semi-gutomatic NMexitron net weigh-
ing s7ftems for short cut goods; auto-

_‘@guc scales and wrappers for long

2 goorls spaghetti items including o new
srapper and’scale for the handling

; of Ttalian slylg products, See ad page
0l. .4

.
PACKAGIN(j
- SUPPLIES.” .
- . P g TNt
E 1. DU PONT DE, NEXOURS & COM-
PANY, INC., Wilmingion, Delaware
198909, The principal films from Du
Pont, used for packaging mgcaroni
and noodles are: Du Dot #K' llo-
phonc® 16-392dr 140-207 and Du Pont
2-in-1 polycthylene bag fllm. Sales
‘offices: Boston, Massachuselts; New
York, New York; Philadelphia, Penn-
sylvanio; Atlanta, Georgia; Chicago,
1linois, I*rairie . Village, Kansas; and
San Frarf€ifeo, California.

FL.UST PACKAGING CORPORA-
YTION, 100 Water Streef, Brooklyn,

New York 11201, Creators and manu-i,

focturers ‘'of ' multi-color® macaroni,
noudle and frozen food cartons.

’ g,

THE MUNSON BAG COMPANY,

roll stock for sutomatlic bag equip-
‘ment.

ROSSOTTI LITHOGRAPH CORIPORA-
‘*ION, 0511 ifpnnelle Avenue, North
srgen, Negy Jersey 07047, Complete
phokaging refvices for macaroni man-
uf.'lclul‘c&. fyom design and produc-

82
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1306
Wesl 117th Street, Cleveland, Ohio,
44107. Converlers of cellophané,and
polyethylene bags ps well ms printed,

tion via latest lithographic equip-
ment, to merchandising and murket-
ing assistance in packaging promo-
tions. Rossotti Clo-Seal, Cartons (sift-
prool, infestation-probf“karian con-
struetion); Rosottl Ecop-o.mdle equip-
ment (heat-seal ;packdging machin-
ery). Executive offices: North Bergen,
New Jersey, Sales offices: Rochester,
Boston, Philadelphia (Pennsauken,
N.J.), Pattsburgh, Chicago, Milwau-
kee, Kansus City, Los Angeles, San
Frantisco;Secattle, and San Juan, P.R,
See od pages 2 and 3. °

UNITED STATES PRINTING AND
LITHOGRAPH, Division of Diamond
National Corporll!.on. 733 Third Ave-
nue, New York, New York 10037,
Creators and prod
labels, folding ont and yother
pn:l:gdnl(tp(pjals: noint-of-pur-
chase displays, outdoor pusters, book-
lets, folders, bannef™and. pther’ad-
vertising mpterials. {'ales’ s ™
principal “cities™ offer wide
package design serv,2e and market-
ing consultation. Six manufacturing
plants are strategically located codst
to coast. See ad page 83,

SERVICES

HOSKINS COMPANY, P, O. Box 112,
Libertyville, Illinoils 60048." Food
Technology Laboratory at 5901
Northwest Highway, Chicago, Illinois.
Industrial consullants, engineering
services, Consulting-on drying, new
plant design, plant layout, moderni-
zation, technical consulting on all
phases of research and macaroni and
noodle production. Western sales rep-
resentative for De Francisci Machina
Corporation. See ad page 79.

JACOBS - WINSTON LABORATO-
RIES, INC, 156 Chambers Street,
New York, New York 10017.°Con-
sulting and analytical chemists; sani-

. talionfconsultants; new product de-

* velopment; “labelihg and packaging

advisors. Ece ad page 73.

A
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RGCOMPANIMENTS

LAWRY'S 'FOODS, INC., 568 San Fer-
nando_Road; Los Angeles, California
90065. Manuficturers and distributors
of . Lawry's” Spaghctti Sauce Mix,
Stropganoffl Seuce Mix, Chi’l Mix,
Beef Stew Mix, Tartar Sauce Mix,
Sensoned Salt, Seasoned Pepper, Gar-
+lic Spread, Spenish Rice Seasoning
Mix, liquid dressings, dry salad dress-
ing ixes, gravy/sauce mixes, and
dip mi{es. #h e TN '
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of miilti-color.,
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Doughboy Industries, lnc, ... ; 13
General Mills, Ing, .o 7. ....25, 84
Hoyssen Manwfacturing Cumpany 63
Henningsen Foods, Ing, ... .. 55
Fr. Hesser Maschinenfabrik AG .. 18, 19
Hoskina Compoif__-‘....-'...ﬂ...'_k,:..u, e 79
International Milling Company...... 27
‘lubl-\'ﬂnﬂn Lobadi e, Inc. ‘73

‘tis Egg Compaity, " 7
Macaroni Journul, The .. 77
Maldorl & Sons, Inc., D, i 65
Monark Egg Corporation .....0 I L
National Maceroni Institute ... n
Notional Macaronl Mirs, Amsn.. ........ 67
North Dgkota Mill & Elevator ... .23
Poved; N, &M, S .. 49.52
Penvay Company Flour Mills ... 15
Rossotti Lithograph Corporation .. 2,3
Triangle Packoge Machinery Co, .. .. 61
United Stotes Printing & Lithogronh . 83
M, G. Waldbaum Company .. ... 67
Woallace & Ti.nen, Inc, AT ¢ |

3
CLASSIFIED -

ADVYERTISING RATES
Display Advertising  Tates on Application
Want Ads .................. 75 Cants par lina
Minimuin $2.00

WANTED—-Used ep) doser and metal maca-
roni storoge truck wins., Box 218, Mozaroni
Journal, Palatine, I,

FOR SALE—Used 5 column tube type for
134' ¥4, standord size ravioll machine,
dcf#h brake for 14" shesting. Excellent

woeking conditicn. Max 224, Macaroni Jour-
nal, Palatine, III,

EXCLUSIVE FRANCHISE

Amaxln?‘ﬁiw liquid plastic coatifg vsed on
all types of su,iuzes interior or exlerlor,
Eliminates woxing w applied on Asphalt
Tile, Vinyl, Linoleund ¥inyl Asbestos, i~ard

'ood, ond Furniture, Completely climinates
.painting when opplied to Wood, Metal, or
Concrete surfaces, This finish Is also recom-
mended for boats and automobi'es,

"
NO COMPETITICA: | *

As these are exclusive farmulas in” demand
by all businesses, industry and homes. No
franchise fee. Minimum investment—$300.
Maximum investment—3$7,000. Invasiment
Is secured by inventory. Factory trained per-
sonnel will help set up your business.
For complete detalls and descriptive ljtcra-
ture write:

CHEM-PLASTICS & PAINT CORP.

1828 Locust St. Louis 3, Mo.

A ¥
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NO
ONE

CAN
PACKAGE
A.PRODUCT
LIKE MOTHER
NATURE

But since ma:flroni doesn't come In pea pods, try the next
best thing and ask USPL to show you how smart, modern,
multi-zolor folding cartons can add more merchandising
power to your products. We can't compste with, Mother
Nature, but wendo 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 ta meet your
delivery requirements. And we have the finest Ta-lithog-
raphy, letterpress and gravure.
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Call USPL for help on your next packaging problem. We
have offices in 21 cities coast-lo-coast and one is near . u.

i .

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFRICE® NE N YORK 17, NEW YORK
Offices: Atfanla * Baltimore * Beverly Hills * Bozton * Chicago  Cincinnati * Cleve.

land * Dallas * Delroit * Louisville * Milwaukee * Itinneapolis * New York = Qinal
Philadelphia = Pitisbargh * Porlland * San Francisco * Sgnltle o S Lgmr;is _D“aun:
(%)
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PRODUCERS OF FOLDINGICARTONS, * LABELS #{WR
POP.DISPLAYS =" POSTERS = AATE

ADVERTISING AMATERFALS-
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