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A NO-NONSENSE APPROACH TO PACKAGING
éecause its recipes reflect the geographical_ll"

paltegns of your pwn consumers.Because its desj

A Rossotti-produced mac*roni package is a modern

marketing tool It will do these things for you, efficiently,
s geared to an increasingly value-conscious custor !

without fuss or fanfare:
Also. because it's been created by pedple who

It will give you a sensible, hard-sellirig package nol

seen the inside of a macaroni plant...who have wo

only at the point of purchase but all through the cycle of e B wt J
distribution, It will run trouble-free on your equipment. in 11 who know macaroni roduction. And, B
Il will yield cost-cutting economies, without sac cause Rossotti 1s a name your cnmpanyl,_: .
rificing quality or service. others like it, have trusted for lh
How can one sales ool do so much? generations.
Because it utilizes the proper SIZ% 4 “ No-nonsense speaking, Ro
\ gives modern macaroni lgr

and construction lactoss for your _
keters better merchandis-
B

market Because it is convenient .
ing through paclugl

to stack and convenient lo Use.

BETTER MERCHANDISING RDSSDTTI THROUGH PACKAGING

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

ROSSOTTI MIDWEST LITHOGRAPH CORP...CHICAGD 10, i

ROSSOTT) CALIFORNIA LITHOGRAPH CORP.. SAM FRANCISCO 24, CALIFORNIA -
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THE PRESS

One (1) Mixer—The famous Demaco “Trade Ap-
proved" single mixer with vacuum applied over the
entire mixing cycle produces o product with a dzep
yellow color and extremely smooth,

Semolina and ‘Water Feed—Simple airlock with new
proportional water metering device—eliminates all
the cumbersome gingerbread feeds.

Die Removal—Simple 4 bolt die removal. Dies can
be changed in a few minutes.

Accumulator—Can be designed to fit your particular
requirements with no accumulator to a full 18 hour
accumulator,

L ",] —+ Exterior Covers—Fabricated polyurethane panels

with 20 gauge aluminum sheets baked with white
synthetic enamel on both sides.

Stick Return—At bottom of dryer and is visible, New
patent pending positive stick return which does not
utilize roller chain,

Temperature and Humidity Controls—Pre dryer and

THE DRYER

Sanitation—The only dryer that you can walk

through to wash clean or vacuum all interior
surfaces,

Maintenonce—Remember only 1 stick pick up and
1 stick transfer for the entire finish dryer section and

accumulator, Heavy extruded aluminum sticks with
welded ends,

fully controlled finish dryer has 3 zone controls.

‘Construction—Ruggedness and simplicity of design
with companent parts supplied by America's top
manufacturers. Immediate availability of spare
parts—thereby minimizing “downtime’’, Drying se-
quence is not controlled by any operator, it is all
pre-programmed thus eliminating the human ele-
ment, Guaranteed 1500 Ibs. per hour of dried, ready
to pack spaghetti.

46-45 Mctropolitan Ave.
Brooklyn, New York 11237

! DeFRANCISCI MACHINE CORPORATION

Western Representative: HOSKINS CO., P.O, Box 1 12, Libertyville, lllinois - Phone 312-362-1031
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At IPACK-IMA exhibition

on the Milan Falr grounds:

S AR

Pavilions in the foreground contain

disploys of materlals for packing ond packaging. In the background are buildings housing

exhibits of materials handling equipment, pac

kaging machines and machines for the proc-

essing of food-stuffs, including the largest display of macaroni equipment In the world,

THE fourth edition of the IPACK-
IMA Exhibition held on the Milan
Faoirgrounds from September 11 - 17
and the Seminar of Macaroni Manu-
facturers on September 16 and 18 at-
tracted delegates from all over Europe,
Africa, North and South America, and
Australia,

U.S. Representatives
In the delegation from the United

" States were Mr. and Mrs. Ernest Scar-

pelli of Porter-Scarpelli, Portland, Ore-
gon; Mr, and Mrs. Joseph La Rosa of
V. La Rosa & Sons, Westbury, New
York; Mr. and Mrs. Joseph DeFranciscl
of DeFrancisci Machinery Corporation,
Brooklyn, New York; and Mr. and Mrs.
Robert M. Green of the National Maca-
ronl Manufacturers Assoclation, Pala-
tine, Ilinois.

American Packaging Displayed

The IPACK-IMA show contained ex-
hibits of major macaroni equipment
manufacturers of Europe ranging from
full production lines to die washers and
packaging machines. For the first time,
an important cross-section of American
packaging and packaging equipment
was displayed through the United States
Trade Center. The display was pro-
moted by the Packaging Machinery
Manufacturers Institute in cooperation
with the U. S. Department of Com-
merce,

6

International Macaroni Meeting

At the Convention of Macaroni Manu-
tacturers, sponsored by the Assoclazione
Italiana fra gl Industriali Pastificatorl
in Milan, manoged by Dr. Mario Bat-
toglla, popers were presented ranging
from improvement of durum wheat to
efficiently planning modern macaronl
production. Highlights will appear in
future lssues as translations are receiv-
ed. The author's paper appears on page
10.

Supply Problem

A good deal of the convention's time
was spent on the problem of getting
sufficlent supplies of good raw mater-
lals and control methods to ascertain
how much soft wheat is mixed with
durum for quality control and consumer
acceplance,

Basic problem Is that durum must be
Imported to fill out limited Italian and
Spanish production and to supply the
rest of Western Europe. Taxes and tariff
put the price of durum some 40 per cent
above soft wheat, which encourages
blending and false claims in packaging
statements of quality. This is tough
competition to meet anywhere. Hence,
there was great interest shown in a
new test for soft wheat in blends using
infra-red spectrograms by Brogionl, sup-
plementing the sisterol palmitate
method and improving on the Maatweel
test.

OM EUROPE

There s a practical difficulty how-
ever in the application of this test by
the average macaroni manufacturer —
the equipment costs some $10,000.

French Msy Change Requirements

The French (only country where one
hundred per cent durum ls required
by law) now contemplate changing their
law to permit soft wheat, which France
produces, and make imported durum
even more costly with Common Market
tariffs. This created considerable oppo-
sition from other countries, and the
matter will have to be worked out in
the Kennedy round of tarift discussions.

Brussels Specifications Challenged

Mr. H. Pelissier of the French Asso-
ciation of Macaronl Manufacturers de-
clared that the Brussels specifications
for durum (emphasizing the fourteen
chromosomes in the botanical variety)
started at the wrong point with a bo-
tanical reference—that quality stand-
ards must be set for the consumer so
that along the line consumers and maca-
roni manufacturers will not be at the
mercy of suppliers. There are variations
in quality of durum and semolina de-
pendent on season and ares, Mr. Pelis-
sler sald.

He was taken to task by some of his
Italian colleagues for alluding to sclen-
tific or botanical specifications, but his
point on standards for consumer ac-
ceptance and the economle disparity
between classes of wheat was well tok-
en.

World Wide Product Promotion

Dr. Gluseppe Bralbanti called for a
world wide effort to promole the nutri-
tional story of macaroni, but no dis:
cussions of how this would be donc
{ook place.

Bralbanti Hosts Group

On September 17, a delegation of
macaroni manufacturers were taken by
M. & G. Braibantl & Company to visil
machine works of Zomboni in Bologn:.
Fava in Ferrara, and the Corticella
macaroni plant just completed for the
Italian Communist Party in Bologna.

Zamboni produces manufacturing
equipment for macaroni products spc-
clalties and packaging equipment. Pack-
aging is developing rapidly, but mer:
than half of the output of the macaroni
industry in Italy is still sold in bulk.

Custom Cooked Spaghetil

Fava manufactures presses and dry-
ers. They also have perfected a com-
pact spaghettl cooker to automatically

(Continued on page 8)
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l.eading packagers prove
: Du Pont“K"” 207
| is the most durable
cellophane.

Two years of on-the-market sales experi-

ence by leading packagers in all areas of

the U.. S. A. offers you positive proof of the

| superior durability of ‘K" 207. This on-the-

| rnarket experience, including two winters

i inthecountry'scoldestclimates, hasproven
that, gauge for gauge, "'K" 207 is the most
durable cellophane you can buy.

And "K' 207 gives you the same spar-
kling clarity, the same low water-vapor per-
meability, the same excellent machinability,
sealability and printability as all other *'K"
cellophanes.

For proven durability in your cellophane
bags, Join the packaging leaders. Upgrade
with *'K'* 207, available in 140, 195 and
210 gauges. For information and samples,

: see your Du Pont Authorized Converter or
4 Du Pont representative.

L] .
Du Pont's registered trademark lor ity polymar-coaied celiophane

Inn Mald Products, Inc.,of Millersburg,

T Ohlo, uses "K'
Better Things for Better Living . . . through Chemistry cel!oi:)hanse. K 207' i, oot dusable
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Unique hetti Cooker
Pa by Fava.

Report From Europe—
(Contlnued from page 6)

control perfect preparation for hundreds
of servings in a short time. The machine
handles four-pound quantities in each
unit for a 12 to 15 minute cooking
period, discharging the product cooked
to order every four minutes. The visit-
ing group of delegates was served a
hot luncheon of Spaghetti Bolognese
from this equipment. It was excellent!

Corticella Operations

At the Corticella maocaronl plant,
milllng is done in one building and the
milled product transported to a newly-
erected macaroni plant. The plant has
four completely automatic production
lines. Some packaging equipment is
utilized, but as indicated above more
than half the output is still sold in bulk.
The Communist Parly has wide dis-
tribution through its own network of
stores.

Tour of JOWA

We then traveled to Switzerland to
visit the works and laboratories of
Buhler Brothers in Uzwil, Their per-
sonnel escorled us to see the new,
modern operation of JOWA at Buchs,
macaroni manufacturing division of
Migros, supermarke’, chain doing about
40 per cent of the retail food business
in Switzerland, a country of 6,000,000,
(The October 1965 issue of the Maca-
ronl Journal carried a picture story of
this “Swiss Showplace)" This plant,
with four continuous lines, is highly
automated and supplies about holf of
the macaront requirements for 200
stores. Flour coming into the plant is
pneumatically handled directly to the
continuous production lii.es. Fresh eggs
are broken at the plant to provide the
egg product used in most of the produc-
tion. In contrast to the Italian produc-
tion, all of the output is packaged, and
in this instance elther In cellophane
or polyethylene bogs. Larger quantities

TGN Y TSV R

are tied with wire bands rather than
heat-sealed. Because production goes
directly to Migros stores, it is put in
transportable wooden crates that can
be returned back to the plant after
carrying the merchandise to the various
stores.

Canning SBhow

On September 21 we visited the
Canning Show st Parma. Fruit, vege-
tables and especially tomatoes are the
main products. Little in the way of
pasta products are canned and those
that are are shipped for export. Par-
mesan cheese on the locally made tor-
tellini is the greatest!

Forty-Four Presses

On Seplember 22 we saw the tremen-
dous plant of Barilla in Parma, with
44 presses working seven days a week.
This fine company keeps up on de-
velopments around the world — and
are most interested in the latest de-
velopments in marketing, as well as
production and administration.

Convenlence Items Unpopular

On September 23 we lunched with
Guido de Luca, general director of
Bertagni, General Foods' establishment
in Bologna. They pack sauces, canned
ravioli and tortellinl in addition to mak-
ing a line of macaroni products. Minute
Rice, Minute Macaroni, and similar con-
venience items apparently have little
appeal to the Itallan market, where
money is more important than time.

Pavan Plant Visited

The followinf, week we visited the
establishment of Mario and Nico Pavan
in Galliera Veneta. Some thirty miles
from Venice, this Important plant em-
ploys about 400 persons and has a back-
log of orders, Established in 1947, the
engineering firm is the outgrowth of a
macaroni plant which is still maintained
as a practical laboratory. In the after-
noon of September 27, we saw the op-
erations of Pastificio Jolly, a modern
plant with five lines: one long goods,
one coiled goods, and three short cut.
Drying Is continuous, Two men and a
boy handle the production department.
Packaging is also modern, with a Sen-
zani bag forming and filling machine
among the most Interzcling

Birthplace of Spagheiti

On Seplember 28 we saw Alfonso
Garofalo in Gragnano, in the Bay of
Naples erea. Spaghettl was reportedly
born here and in Torre Annunziata. The
Gasofalo family has a patented extract
of the enzymes from the aleurone of
fermented wheat (appearing similar to
soy sauce), This is supposed to impart

L ol

Dining st Alfredo’s! Restouront Monoger
Pletro DI Napoli prepares to serve Mr. and
Mrs. Robert M, Green the famed Fettuccine
all' Alfredo.

special properties to the pasta, as does
the special spring water that flows from
the mountains, Of course, the sea breez-
es once used for drylng the products
on rooftops makes Naple's products
world famous. Today, modern presses,
continuous dryers and aulomated pack-
aging are found, although housekeeping
leaves something to be desired. The facl
that four generations have been muok-
ing spaghettl accounts, in part, for their
skill.

Everywhere, finished dishes are su-
perb. This is due, in my opinion, to
skillful cooks who know the product.
Methods of production are no betler
in Italy than in the United Stotes, and
the materinls are generally Inferior to
our standards of quality.

Alfredo’s in Rome

In Rome, we dined at thr famous
Ristoranle of Alfredo, “the real king
of fettuccine,” in the Piazza Augusto
Imperatore. This is the son of the origi-
nal, and there are two other imitators
Rastaurant Menager Pietro Di Napol
visited with us, as Mr, Alfredo was ab-
sent the doy we called. He deflly sweep:
the noodle strands through butter ani
Parmesan cheese wih the flair of show-
manship that makes this an incompar-
able dish with three simple ingredients
1t convinuiud me that while the fnod
industry in the United States might
dwell on the fact that food Is a bar-
gain, the Italian approach that food is
an adventure might do more to in-
crease sales and consumer acceptance.

Pantanella Publicity

Everywhere in Rome there were
posters of sad-faced individuals in this
country of noted gaiety that had empty
plates before them asking plaintively,
“Where is my Pantanella spaghetti?” 1
didn't listen to television or read many
papers, but the billboards appeared to
be effective advertising to me.
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TO INSURE THE QUALITY W IN ANY MACARONI

PRODUCT @0 ALWAYS SPECIFY 4
WHETHER YOU'RE MANUFACTURING LONG GOODS

= —— OR SHORT @@@?,EGG

NoopLEs [ J ¥ JoR OTHER SPECIALTY SHAPES,
ESINYOU'LL FIND4 IS ALWAYS UNIFORM

IN COLOR AND GRANULATION.

' BECAUSE OF

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

erowiNG AREAMl we caN suPPLY THE

FINEST DURUM WHEAT PRODUCTS AVAILABLE.

AND WE SHIP EVERY ORDER /=//AT THE TIME

QP AMBER MILLING DIVISION

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

NﬂVEMDER. 1965 TELEPHONE: Midway 8-B433
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MACARONI IN A CHANGING MARKET

by Robert M., Green, Executive Secretary, National Macaroni Manufacturers Association,
for the Convegno dell’ Industria della Pastificazions, Milano, September 15, 16, 1965

ATING habits of Americans have
changed drastically in the past
filteen years. According to information
from the United States Department of
Agriculture, the average consumer is
eating 44 per cent more beef, 065 per
cent more chicken, 33 per cent more
cheese, and 150 per cent more {rozen
fruit ond vege! bles.
Consumpticy; of fresh fruit is off 40

.per cent. Eggs are down 18 per cent.

Potatoes and wheat products, down 15
per cent; and pork, 5 per cent.

Consumption Trends

Recently Mr. D, J. Uhrig, president
of Interstale Bakeries Corporation at
Kansas City, had this to say: “It is true
that compared with fifty years ago, the
average individual is eating less bread
— but he is also enting less of every-
thing else. His caloric intoke has drop-
ped from over 3500 calories to under
3000 calories per day — the result of
the change from a marual labor to a
machine oriented society. Based on
government statistics, the so-called de-
cline ended aboul ten years ago, and
flour consumption and per capita con-
sumption of bread has remained fairly
steady during the past ten years. In
fact, it galned a pound per person in
each of the last three years. Actual con-
sumptic.a has kept pace with popuia-
tion gowth.

Nutritional Education

“Another encouraging factor, in the
consumption ares, Is the recent move
by all wheat interests to join in pro-
moting increased consumption. The
bokers, macaronl manufocturers, mill-
ers, and wheat growers have indepen-
dently carried on promotional programs
for their products. Their eflectiveness
has been limited due to limited funds
and lack of common direction. Now,
under the guldance of the Department
of Agriculture, a committee has been
formed to coordinate a program of nu-
tritional education, stressing the part
that cereal grains and their end pro-
ducts play in a well balanced diet. This
should make the future much brighter
for the nggressive wholesale baker with
a well-advertised quality product.”

Macaroni Sales Up

While the Department of Agrlculture
has reported that many of the products
made from wheat have declined in per

Rebert M. Green

capita consumption, the pasta products
— macaroni, spaghetti and egg noodles
— are among the notable exceptions to
the downward trend. The Economic Re-
search Service of the Department re-
ported that total dollar sales of these
products increased by 84 per cent dur-
ing the period 1947-1863, whereas per-
sonal consumption expenditures for all
food increased by 66 per cent. During
the period 1058-1863, dollar sales of
macaroni products increased at an aver-
age annual rate of 4.4 per cent, while
total personnl consumption expendi-
tures for food increased ot an annual
rate of 2.4 per cent.

Detween 10858 and 1063, annual per
capita consumption of macaroni pro-
ducts increased from 5.7 pounds to 6.1
pounds, a gain of 7 per cent, During the
same period, total domestic consump-
tion of the products Increased by 14.8
per cent, while the population of the
country increased by 8.3 per cent,

Consumer Study

In a consumer study made in early
1964, these points were made:

1. About one family In six uses maca-
roni and spaghetti on a weekly basis or
more frequently; just under half use
macaroni and spaghetti two or three
times a month or more often. Egg
noodles are used less widely, with about
a third of the homemakers serving them
at least two or three times a month.

Thus, the opportunity for conversion to
regular usage of macaroni products in-
cludes the majority of the homemakers.

2. The most dominant form of maca-
roni products used is dry form, For In-
stance, while about two out of three
homemakers serve dry form macaroni
and spaghettl once a month or more,
the proportion who serve macaroni or
spaghetti in canned or packaged dinner
form ranges from 9 to 21 per cent.

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

Urban Areas
4, Consumption of macaroni products
in lurger urban areas is much higher
than in rural areas.

6. There Is a high degree of duplica-
tion between the use of macaroni and
the use of spaghetti. Seven out of ten
homemakers who qualify as falrly 1egu-
lar users of either macaroni or spaghetti
also qualify as fairly regular users of
other products.

Economy Food

8. Macaroni and spagheiti tend to be
viewed as economy foods, Heavler usage
has developed among large, young, blue
collar families residing in urban areas.
By no means, however, Is usage con-
centrated among these people, and it Is
reasonable to assume that the oppor-
tunities for expansion extend to all
segments of the population.

7. Egg noodles are viewed more as a
side dish or as an ingredient to be used
in combination with other food items.
Thus, it has achieved a more balanced
usage configuration compared to maca-
ront and spaghettl in terms of the popu-
lation segments using noodles regularly.

Children Love It

8. The presence of children may offer
real opportunities for greater sales of
macaroni products. While most home-
maokers regularly serve macaroni pro-
ducts because for total family accept-
ance, where differences exist, younger
children or teenagers tend to prefer
macaroni and spaghetti more often than
adults.

9. An Italian background clearly en-
hances acceptance of macaronl pro-
ducts. The proportion of families with
some Italian background who use maca-
ronl and spaghetii regularly Is aboul
50 per cent hipher than the general
population.

(Continued on page 12)
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\ Who Really Invented Macaroni ?

7 ~ Accounts vary. According

\ to Greek legend there

was a deafening crash of

thunder and lightning

one day, the heavens

opened up, and the gods

of Olympus gave man

macaroni, which in their

language meant “The Divine Food.”

And according to Chinese legend a young

Chinese maiden, enraptured by a hand-
some Italian sailor,

happened to let

her batch of bread

dough overflow, The

dough dripped from

her pan in strings

and dried in the sun,

and these the sailor

to?k back to his

shlp. When the ship’s cook boiled these
strings and covered them with broth,

the result was an appetizing success—
word of which quickly spread through-
out Italy on the slip's return,

!uld u:;ordlng to Berman legend, the food
an e name were both inspi
German merchants, s

who once
sold large, %
synibolically- «./

shaped
breads to
the people
of Genoa,
Italy. The
Italians balked

at their large form and high pri
:'N_In Caroni”, they prolesteg —R‘Bc:t.;
it is very dear.”” And when the mer-
chants reduced the size of their dough
forms and their prices, the phrase

“Macaroni” persisted for their new
products,

While macaroni legends often conflict
‘ _ , manufacturers agree
on the consistent high quality of King Midas Durum Prodlglcts

‘I

PEAVEY COMPANY

Flour Mills

NoveMper, 1965
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Changing Market—
(Continued from page 10)

But the market is changing. At the
Annual Meeting of the National Maca-
roni Manufacturers in July of 1863,
Dr. Charles C, Slater, Director, Execu-
tive Development Programs in Mass
Marketing Management, Michigan
State University, stated: “The maca-
roni business looks like it has five seg-
ments.”

Dry Packaged Goods

He continued: “In any one market,
three or four firms compete for most
of the retall sales of the dry packaged
product in a tight competitive race.”"
The Preliminary Census of Manufac-
tures for 1963 puts the Industry volume
at the factory level at $205,000,000,
whereas Food Field Reporter put the
value at retail level at $382,180,000. 'The
same source indicated that 68 per cent
of total consumption moved through
grocery stores, with 32 per cent going
to institutional and industrial uses.

Canned Bpaghetti

The second segment mentioned by Dr.
Slater was the canned spaghetti busi-
ness, amounting to about $85,000,000 at
the manufacturer's level. He said two
firms dominate this business; the same
two firms dominate the wet sauce busi-
ness.

Sauce and Dry Dinners

The wet and dry sauce business was
the third segment, amounting to about
$30,000,000 in annual sales, and was
termed by Dr, Slater “as not a dynamic
sector of the industry.”

Dry dinners, which consist of dry
macaroni products and other ingredients
such as sauce, cheese, or seasonings, re-
present a market of $35,000,000 to $40,-
000,000 and is growing rapidly.

Frosen Business

A few firms are large in the frozen
business, but the frozen business is a
part of the frozen prepared foods busi-
ness — not macaronl alone. This may
represent $5,000,000 to $7,000,000 in
sales as of 1963.

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

The dry form of macaroni products
has shown a consistently upward sales
trend accentuated during World War
1I because of meat rationing and there-
after because of things Italian being
popular, with the single exceptions of
the periods when durum wheat was in
short supply.

These increases in consumption how-
ever are not attributed to factors that
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are tled to specific ethic groups. One of
the strongest factors has been the grow-
ing popularity of all nationality foods
among consumers generally, Casseroles
as a household dish also appear 1o have
been growing in popularity. And cer-
tainly advertising by manufacturers of
other food items featuring their pro-
ducts in casserole dishes has benefited
macaroni.

Five Year Forecast

1t is expected that during the period
1065 to 1670, the retail value of all food
and beverages consumed annually in
the United States will increase at an
annual average rate of 2.7 per cent. It
is anticipated that consumer interest in
casserole dishes, nationality foods, and
convenlence foods will continue to grow
in the future and provide expanding
markets for standard macaroni pro-
ducts at a higher rate than this.

Canned Spaghetil Sales

Sales of canned spaghetti increased
by about 200 per cent between 1847 and
1983, but the rate of increase has been
materially lower during recent years.
Between 1958 and 1863 the average
rate of increase was only 1.7 per cent.
It may be expected that sales of canned
spaghettl will increase slowly in the
future, at a rate below the 2.7 per cent
annual increase anticipated in retail
value of expenditures for food and bev-
erages. However, it 1s expecled that
gales of other canned pasta products,
such as lasagna and ravioli, may In-
crense a8t an annual rale equal to or
somewhat higher than that.

Total retail sales of frozen Itallan
style foods in 1083 was estimated at
approximately $43,000,000. It is impos-
sible to determine what portion of this
total consisted of pasta products,

The Stouffer Btory

Stouffer Foods of Cleveland operate
38 restaurants that contribute about 70
per cent to total revenues and approxi-
mately the same proportion to net in-
come. The restaurants are located in
several major metropolitan areas. They
are noted for high quality food and
service and reasonable prices, Their
Frozen Food Division has increased at
an average rate of 11.5 per cent in the
last ten years, and prospects for the fu-
ture appear to be even better. Of the
key 13 items of the Stouffer line that
they iry to merchandise as a depart-
ment, two are the fastest movers —
macaroni and cheese and spinach souf-
fle’. Among the other items are es-
calloped chicken and noodles, tuna
noodle casserole, spaghetti sauce with
meat, macaronl and beef with toma-
toes. Stouffer tells retailers in key areas
that this department will turn in more

than $51 a week in sales — or Stouffer
will make up the difference.

Golden Grain's Study

In the magazine Modern Packaging
for February, 1065, the trend in con-
venlence foods toward dry, packaged
products was reported by the Golden
Grain Macaroni Company on the basis
of a survey of 200 housewives In 24
citles. According to the study, women
were currently buying 76 per cent more
dry packed convenience foods than in
1959 and 25 per cent more frozen items,
but 27 per cent less canned products.
However, canned foods were still the
first cholce of 45 per cent of the women
surveyed (as against 60 per cent five
years earlier); frozen items were prefer-
red by 30 per cent and dry packaged
items by 25 per cent. Reason for the
trend? According to Vincent DeDomeni-
co, president of Golden Grain, women
“are growing bored with being merely
tab pullers, can openers, and stove con-
trollers;” they want to add a personal
touch to dishes that they serve.

More Companies Enter Fleld

During 1963, three large food com-
panies began test marketing new lines
of dry packaged dinners comprising &
variety of items. Armour & Company's
line included noodles and chicken;
noodles, ham and chlicken; potatoes
and ham au gratin; and shrimp creole
dinners. Lipton & Company’s line con-
sisted of noodles and chicken; beef and
rice espanole; rice and chicken; and
shrimp newburg with rice dinners. Pills-
bury Company's line of dinners con-
sisted of twenty items. The new pro-
ducts were convenience items. For ex-
ample, to prepare Lipton's producis the
housewife added water to the noodles
or rice, then added the meat, and cooked
the combination for 8 to 10 minutes.

Explosion puff drying, freeze-drying,
and liquid nitrogen freezing are among
the processing innovations that may
affect food markets of the future, These
new developments in dehydration and
freezing offer improved quality of food
as well as the possibility of preserving
new foods.

Freese-Drying

Freeze-dried foods have been on the
U. S. market for about flve years.
Freeze-drying is a method of drying a
frozen product under vacuum, The food,
kept frozen during dehydration, main-
tains its flavor, color, and texture, Dur-
ing the process, it loses up to 80 per cent
of its welight and 98 per cent of its mois-
ture. Freeze-dried products are brittle
and light-weight, but when soaked in
a specific quantity of water for several
minutes they may be treated and used
as fresh food.
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At present the )iquid nitrogen process
is more costly than conventional freez-
ing methods, but with new davelop-
ments and volume operations, cost may
be reduced and the method widely used.
It i3 expected that the rapid freezing
process will not only Improve the quali-
ty of many frozen products, but also
muke possible the freezing of items
never successfully frozen before,

Some preservation methods, like ir-
radiation, may be new concepts in pro-
cessing, while cthers, like puff drying
and liquid nitrogen freezing, are im-
provements or reflnements of existing
methods,

General Foods, best known In the
United States for instant coffee, also
successfully sells Minute Rice and Min-
ule Taploca. They are currently test
marketing 2 product called Minute
Macaronl. This is supposed to be a pre-
cooked product and is being sold as
starch-controlled, which gives it an ad-
vertising “gimmick.” General Foods has
a reputation for advertising and pro-
motional weight that comes from ex-
perienced attention and massive ex-
penditures. Their product planners are
not infallible. They stubbed their toes
on a gourmet food line a few years back,
but they have marked up more successes
than they have fallures.

Requirements for Success

Requirements for success in the fu-
ture would appear to be maintenance
of a high consumer acceptance for in-
dividual brands product, brands that
are marketed aggressively, and the de-
velopment and introduction of new
products. The new producls may in-
rlude items based on materials other
than macaroni products. The Green
Giant Company is an example of a com-
pany following a similar type of pro-
gram in the canned and frozen vege-
table industries.

BIG “M”

C hain Store Age magnzine recently
described Migros, Switzerland's

glant co-op, “as ruffling the retailing

scene with all the fair of a three-stage

rocket,”

Operated with the precision of a
Swiss watch, big “M" is everywhere in
Switzerland; in the big cities and sub-
urbs, in remote Alpine villages. A co-
operative since 1845, Migros Is 15 semi-
autonomous reglons with 433 slores,
144 truck stores—and bakeries, butcher
shops, do-it-yourself stores, appliance
and record outlets, Plus a vast network
of manufacturing and packing plants,
warehouses, trucks and cargo ships,
banks, an insurance company, and 200
discount gas stations. In addition, it is
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involved in adult schools, cultural cen-
ters, book and record clubs, youth ac-
tivities, travel groups and flve news-
papers in three languages.

Hapld Buildup

Bequn in 1923 by Gottlieb Duttweiler,
Migros launthed a rapid buildup ac-
quiring supply and distribution sources
as fast as they could be consolidated.
Today, some 60 per cent of '} items in
the stores come from Migros manufac-
turing and packing plants, with the rest
made up of private labels and ex-
clusives, It accounts for 12 per cent of
the country's total food sales.

In the production set-up is the new
JOWA operation at Buchs, described in
the Macaroni Journal for Qctober. Also
Paul Eckert is listed as a supplier of
macaroni and noodle products. They
also produce candy, baked goods, choco-
late, canned fruits and vegetables, jams,
dairy goods, meats and pouliry, cookles,
margarine, rice, frozen foods, bottled
soda, cosmetics and toilet goods, wrap-
ping and packaging materials. In their
retalling set-up there is complete de-
centralization to tailor operations to
local needs. There is no “standard”
Migros layout, even within categories
of stores, and every unit presents new
and different problems of merchandis-
ing.

This makes the Swiss operation quite
different from the typical U.S. chain.
Another difference is the political ac-
tivity of the co-op’s three weekly news-
papers. Members und others are kept
nbreast of local and Federal Govern-
ment politics, economies, education and
other cultural happenings.

Planned Promotions

Key to thelr spectacular sales suc-
cess, says Chaln Store Age, is con-
tinual, hard-hitting promotions, or-
ganized well in advance, Every month
buyers and merchandising men from
each region meet to map out a fresh
promotion for the following month.
They pick the theme, the merchandise,
design the displays, order the special
display material. The advertising de-

partivent Is brought in to lay out ads
for the local newspapers. Tape record-
ings are made for the promotional an-
nouncements broadcast over the store's
P.A. systems. Free samples of some of
the promoted food items are lined up.
Slide fllms are selected for projection
in local theaters during intermissions.
For chain-wide promotions, television
spot commercials are written and
scheduled. Resulting displays are often
spectacular—so are the resulls.

Tie-ins, multi-pricing and related
item promotions are pushed hard in
Migros units.

Precision Marketing

“What can U.S. chalns learn from
Migros?" Chain Store Age asked oper-
ating executives who recently toured
the facilities. Their answer was "Pre-
cislon supermarketing!"” A summary of
comments indicated that this is a very
thorough outfit—they think of every-
thing. For instance, some of their stores
are on very narrow streets, Deliveries
were 4 king-sized headache until Mi-
gros engineered a truck thal could be
loaded and unlonded from the side by
pallets,

Migros tries to use every Inch of
selling, even if it's on the outside of
the store, Most of their exterior pro-
motions feature frults and vegetubles,
but on occasion they can even display
canned goods. Thelr promotional efforts
for getting more early week business—
especially the way they tie-in a gas sta-
tion purchose with a food purchase—
show some very sound thinking.

Few chains have been so successful
In creating an image as the consumer's
friend. They have fought to cut the
price of milk and to cut the price of
gasoline. The David versus Goliath
theme is oddly out of scale, but Migros
manages to conjure it up. The chain
has created an impressive image of it-
self, not so much ns a commercial en-
terprise but as a national institution
atlempting to hold down prices in
defense of the consumer,
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<\ NTERNATIONN MEETING OF MACARONI MANUFACTURERS

Morc than 500 macaroni manutacturers
from 42 countries participated in the Brai-
banti International Meeting held in Flor-
cnce, Italy, on June 9-11, 1965,

The guests visited two large and very mod-
ern macaroni factories equipped with auto-
matic presses for large productions. Also
visited were Braibanti’s workshops in Cento-
Bologna-Pistoia, highly specialized in the
construction of machinery for the macaroni
industry,

The perfection of operation of the equip-
ment, the technological high standard of
the product, the modern equipment of the
workshops, the quality of the cquipment,
once again have demonstrated that the
Bra Lanti Company is synonymous of qual-
ity and perfection for the macaroni industry.
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Beat the Drum

Publicity for macaroni, spaghetti and
egg noodles issued by the NationalMaca-
roni Institute through Theodore R. Sills
and Company reached a crescendo dur-
ing National Macaroni Week, October
14-23.

Sunday Supplements

Coverage included natlonally distri-
buted Sunday supplements such as This
Week, Family Weekly and Parade. On
September 12 Parade presented a full
page feature for “Spaghetti and Steak.”
Distributed by 75 newspapers, Parade
has a circulation of 12,182,653,

Syndicates

Syndicated columns have been sup-
plied recipes and background material.
They include: United Press Internation-
al, Assoclated Press, Newspaper Enter-
prise Association, King Features, Paci-
fic Coast Dailles, Bell-McClure Syndi-
cate, Westchester, Rockland Newspaper
Publishers, Copley News Service, Chi-
cago Tribune Syndicate, New York
Daily News BService, Afro-American
Newspapers, Pittsburgh Courier and
Chicago Defender.

Typical of the columnists was Gaynor
Maddox of Newspaper Enterprise As-
soclation, On September 1 he released
a black-and-white photograph of Maca-
ronl Campfire Skillet. Story described
the accompanying two recipes as suit-
able for a Labor Day cookout. The
column of Mr. Maddox has some 25,
000,000 readers.

Newspapers Using Color

Colaor photograph of Macaroni Orlen-
tal, with story and recipes, has been
sent to all newspapers using color trans-
3 parencies. Publication has been sched-
4 uled by the Philadelphia Inquirer, Buf-
I falo Courier Express, Columbus, Ga.
i Ledger, St. Louls Globe-Democrat, New
York Journal American, Los Angeles
[ Herald Examiner, Orlando Sentinel,
4 Denver Post, Daytona Beach Journal,
& and the magazine - Grit.

Black-and-White Releases

Three new black-and-white photo-
graphs with recipes to serve eight or
i+ more, have been supplied with storles
": on entertalning with macaroni products
I to food editors of newspapers in 212
b standard metropolitan areas. First was
s a black-and-white version of Macaroni
b Oriental, with recipes for Macaroni
Oriental and Turkey Tetrazzinl. Next
was Curried F2g Noodles with Sausage,
with a second recipe for Spaghetti with
Lamb Sauce. Finally, the recipe and
photo for Spaghetti wih Turkey Mole
Sauce and a second recipe for Egg
Noodles with Flemish Pot Roast.

TG e —
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Munson of Lokota, North Dokota, presents the

:l::‘om..l‘:lht'WIlllum L. G\ry.“?ovemor of north Dakota, with o sheaf of durum as a symbol

of the emphasis being placi

on durum during the month of October.

Special Markets

Special market areas were covered
such as the Negro press. In addition to
the syndicates, a separate release o 125
papers with about 2,000,000 circulation,
featured a photo of a Negro woman
serving a plate at a buffet table with a
recipe for Egg Noodles with Sausage
Tomato Sauce. A second recipe included
Baked Macaroni Turkey Salad.

A special malling was made to 600
labor newspapers. A story about Na-
tlonal Macaroni Week, entertaining, re-
cipe and photo of Turkey Tetrazzini had
coverage from about 11,000,000 readers.

A similar release went to'1600 small
town daily and weekly newspapers with
some 12,000,000 circulation.

TV and Radio”’

Two hundred demonstrators on tele-
vision stations across the country were
supplied with script and two recipes to
serve company: Two-Way Macaroni and
Egg Noodles with Curried Pork. Radio
broadcasters were provided a script with
recipes for Spaghetti Pork Dinner and
Wor Mein given for use when enter-
taining. Some 000 statlohs received the
relense, More than 700 disc jockeys from
coast to const were supplled background
information on macaroni apd National
Macaronl Week. (sl

£
Cooperative Publicity

Publicists for Jood products com-
patible with macaroni products were

contacted with regard 18 preparing pub-Week."

licity during National Macaronl Week.
Examples of cooperation recently in-
clude the release of the International
Tuna (Fish Assoclation of a recipe for
Sca Food Noodle Casserole, Natlonal
Live Stock and Meat Board sent a recipe
release to food editors for Veal Noodle
Special. The American Dairy Associa-
tion released a color photograph of
Italian Casserole made with noodles.

United States Brewers Assoclation
sent out a recipe and photograph for
Spaghetti with Buttered Crab Sauce.
The story was about a Spaghettl and
Beer Party, and relates the origin of
spaghettl in this country—the spaghet-
ti making machine brought here by
Thomas Jefferson.

The Dole Pineapple Company has in-
cluded “Mucaroni Week" in October in
its 1065-68 Desk Daliry supplied to home
economics teachers.

Cover Girl

Last month's Macaroni Journal cover
girl Joanne Cummins donned parly gear
to alert grocers to the “profits party”
offered by macaroni products and re-
lated Items. Releases to grocery trade
publications sald: “Spaghettl, elbow
macaroni, and egg noodle dishes are real,

crowd-pleasers whether the gathering .

be o birthday parly, anniversary, O
just an impromptu after-the-game sup-
per, so display macaroni products with
sauces, cheese and meats agd u!lfer
related items duripg the fall and £s:
pecially ‘during - National Mucoron

Tue Macarur Jouasnd
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“Burum-Macaroni Week
| The Honorable Willlam L. Guy, gov-
ernor of Norih Dakota, proclaimed the
week of Octaber 17-23 as Durum-Maca-
ronl Week. A fealure of the special
week was the U.S, Durum Show held at
Langdon October 18-20. The proclama-
. tion read as follows:
Proclamation

WHEREAS, wheat foods have been
the staff of life for civilized man since
Biblical days, and throughout the world
wherever macaronl foods are enjoyed,
Durum Semolina has been the Standard
of Quality; and

WHEREAS, macaroni—once consid-
ered a nationality food—because of its
nut-like flavor and great versatility has
bocome a gourmet entree on menus
throughout the world, and

WHEREAS, increased per capita con-
sumption indicates strong future de-
mand and a bright future for North
Dakoin duram growers; and

WHEREAS, durum production in-
creas2s  the agricultural income of
North Dakota by about 85 million dol-
lars annually; and

WHEREAS, Mother Nature has in
1865 once more given us a bountiful
harvest,

NOW, THEREFORE, I, Willlam L.
Guy, Governor of the State of North
Dakota, do hereby proclaim the week
of October 17-23, 1065 as

“DURUM-MACARONI WEEK'
and urge the people of North Dakota to
join in the observance for durum—
a distinctly North Dakota crop—and
macaroni—a high quality food made
from Durum Semolina.

. Given under my hand and the Great
Seal of the State of North Dakola here
f' . in my office in the State Capitol at Bis-

{ + marck, North Dakota, this 2nd day of
{ October, 1065,
§ (Signed) William L. Guy
l Governor
it ' State of North Dakota
; Attest:

1 (Signed) Ben Meler
Secretary of State

National Wine Week

Wine growers and wine sellers of
America had a special reason to cele-
brate during the week of October 23-
] . 30. It was the vintage season of a
bumper year in California vineyards,
i + + and approaches the climax of an out-
[. 1, standing sales year for American wines.
i

1. The Silver Anniversary of National
< |» Wine Weck was marked by a series
'g’_‘ul» ¢pecial events throughout the na-
; .‘l.lon and a special effort by wineries
Mgindikving vetajlers in support of wine

“as"a’beverage of moderstion cnd-good .

" 1 living,
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1965-66 National Wine Queen Bonnie Bor-
;:n comes from the wine country in Cali-
o:nia.

An assortment of promotional items,
in Juding posters, maps and free book-
1 s w:re available from Wine Advisory
B_ard in San Francisco to help retailers
capilalize on National Wine Week pub-
licity. The Board also has timed intro-
duction of its new cookbook "Adven-
tures in Wine Cooking" (companion to
th2 best-selling “Favourite Recipes of
California Winemakers") to take advan-
tage of autumn wine promotions,

Special Events Scheduled

Tastings, luncheons, banquets and
other special events were scheduled
across the U.S. during the week to call
attention to the growing ncceplance of
wine on American tables. Emphasis also
was given ta the “Drink American"
trend aided this year by President John-
son and the Depariment of Stale.

In California, interest was centered
around a lovely brunette from the wine
country, 25-year-old Bonnie Barrett.
Bonnie reigned as Notlonal Wine
Queen. Crowned at the California State
Fair September 7, Queen Bonnie will
hold office for a year.

National Wine Weck found her pre-
sidinz over a tightly-scheduled round
of celebralions, receptions, dinner
dances and tastings In the nine wine
districts of California and in major U.S.
citles, Also scheduled for duty during
the week was the Internationnl Ambas-
sador for Californin wines, Hollywood's
Vincent Price,

This year's tribute to our own wines
coincides with booming sales of wines
for use with meals. Shipments of Call-
fornia table wines in the first halfl of
18965 were nearly a million gollons
ahead of last year's record pace, and
sparkling wines were up almost 14 per
cent.

Macaroni Sales Up

Food Topics, the magazine for super-
market management, in their Septem-
ber, 1065 issue, reporled the results of
their 18th annual study of what shop-
pers spent in supermarkets and other
grocery outlets in 1964

Food store volume increased 5.1%,
the best gain since 1958, Sales of all
food ond grocery products were up 4.5
per cent (macaroni products, 3.6 per
cent), und sales of non-foods in super-
markets and other grocery stores up
12.6 per cent.

Value of total macaroni products do-
mestic consumption was $395,450,000,
up 3.5 per cent from the previous year's
$382,180,000. Spaghetti accounted for
sales of $156,050,000, a gain of 3.6 per
cent. Macaroni totaled $128,700,000, a
gain of 3.9 per cent. Noodles netted
$100,480,000 for & gain of 2.8 per cent.
Sixty-eight per cent of total consump-
tion of macaroni products goes through
grocery store channels.

Letter from Rome

Monsignor John Romaniello, the Hong
Kong noodle priest, sends greelings
from Rome where he is atlending the
Ecumenical Council at St. Peler's in
the Vatican City.

As hunger is the great problem in the
world, he is still promoting noodles. He
notes that golf pays off for noodles
(Noodle Golf Tournament in the Maca-
ronl Journal for July). As a participant
in the World Seniors' Tournament at
the Broadmoor in Colorado Springs he
ran into C. W, Jack Wolfe of Pennsyl-
vania Dulch-Megs Company. They pos-
ed before the big cup, which they didn't
win, but they did make new friends for
noodles.

The Monsignor hapes to attend the
Macaroni Convention in Florida in Jan-
uary.
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Egg Needles With Mest Sauce

he National Macaroni Institute car-
ried advertising in the October
issue of Practical Forecast for Home
Economics, the teacher edition of Co-ed.

A folder of six menus with maln dish
recipes was developed to show how easy
it is to plan nourishing meals that are
not excessively high in calories,

The NMI message said: “You may be
pleasantly surprised to see that you can
eat egg noodles — or macaroni or spa-
ghetti — and still have a low-calorie
meal.

“Macaroni products are included in
one of the four food groups in the
United States Department of Agricul-
ture's Daily Food Guide. They furnish
valunble protein and carbohydrates.
Most macaron! products are enriched
and supply B vitamins and iron. They
have a definite place in the normal
diet, which is after all the pattern from
which a weight control diet is planned.

“Using the food gulde given in this
leaflet, you can plan the other meals
and snacks which must be added to
each of the calorie-counted menus to
meet your food needs for a day. We wish
you good ecating, good health — and
a good figure!”

Calorie Counters’ Noodle Supper

(About 600 calories)

Egg Noodles with Meat Sauce 421

Zucchini with Paprika

(3% cup, cooked, diced) 23

Green Salad: Lettuce (3 large

leaves, torn); French Dressing

(1 teaspoon) 15

20

Cantaloupe (Y4 medium)
Skim Milk (1 cup)

Egg Noodles with Meat Sauce
(Makes 4 servings)
% pound lean ground beef round
2 cloves garlic
1 small onlon

30
80

1 can (1 pound, 3 ounces) tomatoes

1 can (6 ounces) tomato paste

1 can (3 ounces) sliced mushrooms

1¥4 teaspoons oregano

Y4 teaspoon pepper

1 tablespoon plus ¥4 teaspoon salt
3 quarts boiling water

8 ounces medium egg noodles

In skillet, slowly brown beef stirring

frequently. Add gerlic and onion

and

cook until tender, Add tomatoes, toma-
{o paste, mushrooms, oregano, pepper
and ¥ teaspjoon salt; simmer covered 1

hour.
Add 1 tablespoon salt 1o rapidly

boil-

ing water. Gradually add noodles so
that water conlinues to boil. Cook un-

covered, stirring occasionally,
tender, Drain in colander,
Serve sauce over noodles.

Slim-Down Noodle Dinner
(About 600 calories)

Egg Noodles and Ham Casscrole
Broccoll (¥4 cup, chopped)

Lemon Wedge (1/6 mead! i)
Carrott Salad (V4 cup grated)

Lettuce (1 large leaf)
Grapefruit (4 cup sections)
Skim Milk (1 cup)

until

419

FOR WEIGHT CONTROL -

Egg Noodles and Ham Cassercle
(Makes 4 servings)
1 tablespoon salt
3 quarts bolling water
8 ounces wide egg noodles
(about 4 cups)
1 cup chicken bouillon or stock
2 cups diced cooked ham
1 can (3 ounces) sliced mushrooms
V4 cup non-fat dry milk crystals
1 teaspoon dry musiard
1 teaspoon onion salt

1 teaspoon buliter or margarine

Add 1 tahlespoon salt to rapidly boil-
ing water. Giadually add noodles so
that water continues to boil. Cook un-
covered, stirring occasionally, until
tender. Drain in colander,

Meanwhile, mix together boulllon,
ham, undrained mushrooms, dry milk
crystals, mustard and onion salt. Add
noodles; mix well, Turn noodle mix-
ture into buttered 2-quart casserole and
bake in 350° (moderate) oven 1 hour.

. o »

Waight Waitchers' Spaghetti Supper
(About 600 calories)
Spaghettl wih Tuna Sauce 38n
Green Beans (V4 cup, cooked) 15

Mushrooms (% cup, canned

solids and liquid) 10
Sliced Tomatoes with Oregano

(V4 medium) 18
Banana with Cinnamon (1 medium,

sliced) B85
Skim Milk (1 cup) 2

Spaghetti with Tuna Sauce

1 can (10% ounces) beef consomme
1% cups waler
V4 cup flour

2 tablespoons horse-radish

2 teaspoons Worcestershire

2 {ablespoons butter or margarine
2 cans (8% to 7 ounces each) chunk-

style tuna, drained

V4 cup chopped parsley

1 tablespoon salt

3 quaris boiling water

8 ounces spaghetti

Heat beef consomme to boiling point.
Combine 1V cups water and flour; mix
well. Add to consomme and cook over
low heat until thickened, stirring con-
stantly. Add horse-radish, Worcester-
shire, butter, tuna and parsley; cook
over low heat 10 minutes, stirring con-
stantly.

Meanwhile, add 1 tablespoon salt to
rapidly boiling water. Gradually add
spaghettl so that water continues to
boil. Cook uncovered, stirring occa-
slonally, until tender. Drain in colander.
Serve horse-radish sauce over hot spa-
ghetti.

-

- USE YOUR

Disters’ Club Spaghetti Dinner

(About 600 calories)
Parsley Spaghetti 300
Relish Plate: Cottage cheese
(Y5 cup, uncreamed) 65
Celery (1 large outer stalk) 5
Radishes (4 small) 5
Green pepper strips
(% medium) 4
Frult cup (% cup equal parts
fresh pineapple, white grapes k1]
Skim Milk (1 cup) 1]

Parsley Spaghetti
(Makes 4 servings)
1 tablespoon salt
3 quarts boiling water
8 ounces spaghetti
2 cloves garlic, chopped
¥ cup butter or margarine, melted
¥4 cup finely chopped parsley
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,
Brown garlic in butter. Add, with
parsley, to spaghettl. Toss.

*® 0 @
Macaronl Low Calorie SBupper
(About 600 calories)
Tomato Juice (¥ cup canned) 23
Macaronl and Cheese 325
Asparagus (Y cup cooked,
cut spears) a5
Pimlento strips (4 canned) 5
Cucumber Salad with Chives
(1 medium, sliced) 30
Sour Cream (2 teaspoons) 20
Cling Peaches (V5 cup canned,
sliced) 67
Skim Milk (1 cup) 20

Macaroni and Cheesse
(Makes 4 servings)
1 tablespoon salt
3 quarts bolling water

2 cups elbow macaronl (8 ounces)

2 teaspoons bulter or margarine

1 tablespoon flour

3 tablespoons nonfat dry milk sollds

1 cup water

1 cup creamed cottage cheese

1 teaspoon garlic salt

1 tenspoon caraway seeds
{6 teaspoon pepper
Vi cup grated American cheese

Add 1 tablespoon salt to 3 quarts
rapldly bolling water, Graduslly add
macaroni so that water continues to boll.
Cook uncovered, stirring occasionally,
until tender. Draln in colander.

Melt 2 teaspoons Lutter, blend in flour
and milk solids. Gradually add 1 cup
water and cook over low heat, stirring
constantly, until thickened, Stir in cot-
tuge chéese, seasonings and macaroni.

g oveMBER, 1965,
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Turn macaroni mixtur; into greased
casserole and top with A'nerican cheese,
Bake in 350° (moderate) oven 1 hour.
L] . .
Trim Line Macaroni Meal
(About 600 calories)

Macaroni Chicken Salad 477
Fresh Strawberries (3 cup) a3
Skim Milk (1 cup) 00

Macaron! Chicken Salad
(Makes 4 servings)
1 tablespoon salt
3 quaris boiling water
2 cups elbow macaroni (8 ounces)
2 cups diced cooked chicken
1 cup diced celery
2 sweet gherkins, chopped
2 tablespoons chopped onion
1 canned pimiento, chopped
V4 cup mayonnaise
Juice of 1 medium lemon
s leaspoon dry mustard
Dash Tabasco
1 medium tomato, cut in 8 wedges

Add 1 tablespoon salt to rapidly boil-
ing water, Gradually add macaroni so
that water continues to boil. Cook un-
covered, stirring occasionally, until
tender. Drain in colander. Rinse with
cold water; drein again.

Combine and toss macaroni, chicken,
celery, gherkins, onion, pimiento, may-
onnaise, Iemon julce and seasonings.
Chill. Garnish with tomato wedges.

For Welght Watchers
Your welght control plan may only
Involve learning the pattern of a good
normal diet and sticking with it until

Speghettl with Tune 'leuce

it becomes habit. (If you are seriously
overweight, see your doctor. He will
help you work out a food plan which
will bring welght loss without danger
to your health,)

Learn what a good daily food pat-
tern is. You may be simply eating too
much food altogether, or you may be
ealing too many foods of a particular
type. One simple guide includes four
main food groups:

Milk group: some for everyone every
day, amount depends on age.

Vegetable and Fruit Group: 4 or more
servings a day (including citrus, dark
green or yellow).

Meat Group: 2 or more servings of
meat, fish, poultry, eggs, dry beans,

Bread Cereal Group: 4 or more serv-
ings (whole grain or enriched bread,
other cerenl products including egg
noodles, spaghetti and macaroni).

Other Foods: Fats, sugars or other
foods to round out meals and satisfy
appetite,

Check a reliable source to determine
the number of calories your diet should
supply each day; it varies with sex,
age and activity, Check, too, to learn
what your ideal welght should be. Plan
to lose no more than two pounds a
week. Stick to the daily food plan and
you'll lose slowly, but steadily. And
more important, you'll keep the pounds
off!

Shun any diet plan which puts great
emphasis on, or eliminates entirely any

(Continued on page 24)
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Cyclo-Mixer Extruder | i |
ith Twin Die Head £ | | J
W1 win vuie e or... | _ : |
continuous mixing, kneading, ;
) o -3 ) . \
developing and extruding. gk e |
. 4 w ] i
| NEW TYPE HIGH SPEED CYCLO-MIXER i TWIN DIE MODEL THCP (shown) A ) & 1l
i‘:;t:; ?;gn?lai::: :;:em:;:’l:‘l:lt:]gx l::xed with each particle receiving proper amount of water. Eliminates dry 2000 Ibs, per hour r R e s 0
SINGLE DIE MODEL BHCP o & 9 ) e
NEW TYPE FLOUR FEED SYSTEM 1500 Ibs, per hour T T |
‘ Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed. i .
SINGLE DIE MODEL SHCP : i
NEW TYPE WATER FEED SYSTEM 1000 Ibs. per hour . - - ‘ !
Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micrometer Phm, - 3, i
adjustment with sight flow feed. Fonis ; %
NEW TWIN HEAD DIE ‘ ;
Solid one piece head with two dies for slow extrusion with high production. z
NEW CUTTING DEVICE SYSTEM e kS ;

Independent direct motor drive to cutting shaft. Wide range of cutting speeds through electronic control.
Elimination of pulleys, belts and varidrive motors,

NEW TYPE SCREW FORCE FEEDER SYSTEM | For detailed information write to:
Foroe feeder maintains constant feed of dough to screw under pressure.

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER
:{.immduction screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
T B
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The Soup Market

Patrick J. Kelly of Printers' Ink says:
“The soup business is one of the phe-
nomena of marketing. In most product
lines there are at least two brands in
strong contention. This is not so in the
soup Industry—either the wet or dry-
mix segments,

“Campbell takes better than 80 per
cent of the total sales volume, In the
wet segment, which includes the con-
densed and frozen varieties, its share
is B0 per cent. Heinz is n weak second
with five per cent.

Dry-Mix Market

“In the dry-mix market, there is a
bit more competition, but again there is
one strong leader getting stronger. This
is Lipton with 68 per cent of the mar-
kel, Oddly enough, despite its know-
how in the soup market, Campbell has
not been able 1o make u sizable dent
in the dry-mix market with its Red
Ketile line)”

Total Sales Gain

Total soup sales in 1864 increased
moderately over 1063, but this gain
was attributed entirely to the wet va-
riety as the dry mixes lost ground. Ac-
cording to the Maxwell Report, sales
of wet soup increased four per cent to
$520,000,000. Sales of dry soup mixes
dropped 7.7 per cent to $60,000,000.

Dry Brands Shift

Brand shares have been constant In
the wet-soup market, but there has
been sizable activity in brand standings
among the various dry-soup products.
Compbell’s Red Kettle, for example,
has been slipping, and Knorr in 1004
had only half as much as they con-
trolled in 1962, Wyler's, under the con-
trol of the Borden Foods Company, is
coming on strong, almost doubling its
share since 1862,

Heavy Advertising

Campbell Soup not enly dominates
the sales scenc but the advertising
pieture, Its investment of $17,400,000
for wel-soup in 1064 was 62 per cent of
the total. Mogazines are thelr major
media. Spot TV has been increased by
other soup advertisers.

Alm at Youth

Heinz is opparently going directly
after youth with their new campaign
on Happy Soups, tled-in with Disney
characters, Knorr has been featuring
homemade quality, while Wyler has
placed major emphasis on price and
quality under the dominant headline
“How on carth does Wyler do it at the
price?”

Active Industry

Printers' Ink described the soup in-
dustry as “active.”” At every level there
is activity—changes in sales standing,
packaging changes, new brands, pro-
motion schemes and counter moves,
new products galore, and new manage-
ment consideration for what appears to
be a basic item.

New Packages

The Welss Noodle Company of Cleve-
land, Ohio, has introduced a new line
of packaging for its soup products.

Old Fashun

Utilizing antique style type and il-
Justrations, Old Fashun Noodle Zoup
(mix with chicken flavor) comes two
packages of three ounces each to thz
box. Each package makes four to six
servings, Print is brown on yellow
background. Kluski Zoupa (noodle
dumpling soup mix with chicken fla-
vor) utilizes hlack and white print on
a hlue background., These are also in
three ounce puckages.

Mushroom soup mix with cgg barley
uses black and white copy on a russet
brown background. These packages are
215 gunces each. Each unit was retail-
ing at 39 cents in the Chicago area.

New Soups

Campbell Soup Co., Camden, N. J,, Is
adding bisque of tomato and chicken
and stars soups to its line of concentrat-
ed soups, Chicken and stars, which has
been in the test market, contains cubes
of chicken and tiny macaroni stars in
a seasoned chicken broth. The bisque
is a rich tomato cream soup with but-
ter and pleces of tomato.

The bisque and chicken soups are
in 11- and 10%4-ounce cans respeclively,
and retail from about two for 37 to 39
cents.

An introductory “Try Both, Get Both
Frec" offer will be run through Dec. 31.
The full price of the products is re-
funded when the customer buys one
can of each and submits proof of pur-
chose.

Spaghetti Souce

A “new improved" Chel Boy-Ar-Dee
spaghettl souce with mushrooms is
being sold by American Home Foods,
Division of American Home Products
Corporation, The sauce has a high ratio
of tomato solids and contains Italian
seasoning. It comes in 15%- and 8-ounce
cans.

For Weight Control—
(Continued from page 21)

particular food. It is not a food plan
you can continue using the rest of your
life. Avoid any diet which calls for
special dietary products. They are us-
ually expensive, and they are not neces-
sary for sensiLle reducing.

Note: Calorle fiyures used In these menus
and recipes were taken from or calculated
from U.S, Departnient of Aﬁrlcullum publi-
cations: Home & Garden Bulletin No. 12,
Hnmae & Garden Bulletin No, 74, Handbook

0, 8.

-

Food editors ot the 23rd Annual Food Editors’ Conlference, held in Chclago recently, were

hosted by Prince Macaroni executives. Shown at the Prince press suite ore some of the
more than 150 food editors who visited with Joseph Pellegrino, Jr., executive vice presi-
dent of the Prince Macaroni Mig. Co., Lowell, Mass., ta the left; Ted J. Settanny, vice
president — sales, far right; ond Chef Fortunato Nervo, who heads up the kitchens of the
Prince sauce plont, The food editors from all parts of the nation ore tasting some treats
prepored from the new “"Prince Treasury of Italion Recipes,” introduced at the Conlerence.

‘T MACARONI JOURNAL

i At et =ie e )

Y b o 0

o O
T T T e e YTy TR ST T iy v




MISSING
DOCUMENT

Identified as

Pas. 26 121

000000000
¢

0000000060000 000000000
0000000000000 0000000000000000000000

[ XXX X/
¢




e S T T

o o

New Standards for
Egg Products

The Federal Register for August 21,
1045 carried proposed new standards of
identity for whole egg, yolk and egg
white products. The new standards
merely amend standards already in
existence for whole egg and yolk, but
this is the first time that a standard of
identity for liquid egg whites, frozen
egg whites and dried egg whites has
been established.

In general, the physical standards of
identity for yolk egg products are un-
changed. Frozen and liquid yolk must
still contain a minmum of 43% total
egg solids and dried yolks may not ex-
ceed 5% moisture content.

Liquid Egg Defined

Liquid eggs, mixed eggs, liquid whole
eggs and mixed whole eggs are defined
to be eggs of the domestic hen broken
from the sshells and with yolks and
whites in their natural proportion as so
broken, Dried eggs and dried whole
eggs are defined a3 liquid eggs dried to
a molsture content which does not ex-
ceed 8%,

Egg Whites

Egg whites, liquid egg whites and
liquid egg albumen is defined as the
food oblained from eggs of domestic
hens, broken from the shells and sep-
arated from yolks Frozen egg whites
and frozen egg albumen are prepared
by freezing liquid egg whites. Dried
egg whites are prepared by drylng
liquid egg whites,

The Commissioner of Food & Drugs
has stated that he proposes:

28

1. To amend the definitions and stand-
ards of identity for liquid eggs, frozen
eggs, dried eggs, liquid egg yolks and
dried egg yolks to require these articles
of food to be pasteurized or otherwise
treated so as to destroy all viable Sal-
monella micro-organisms.

2. To establish definitions and stand-
ards of Identity for liquid egg whites,
frozen egg whites end dried egg whites
and to require these articles of food to
be pasteurized or otherwise treated so
as 1o destroy all viable Salmonella
micro-organisms,

Both proposals would permit the use
of safe and suitable substances (other
than chemical preservatives) that are
essential to a method of pasteurization
or other treatment to destroy Salmonel-
la without designating such substances
for label declaration.

Higher Egg Prices Predicted

Egg production is expected to be be-
low a year earller for the rest of the
year and into the frst quarter of next
year, and egg prices are expected to be
higher says the U. S. Department of
Agriculture.

Government Purchase

An announcement by the Army in
mid-September that it would purchase
about four millien pounds of egg solids
for use in Viet Nam had an immediate
effect on the shell egg market, Four
million pounds of whole egg solids is
the equivalent of about 400,000 cases of
shell eggs and In this season of the year
is a large quantily of eggs o take off
the markel. Delivery is for November
and December.

Even without the government pur-
chase, prices were advancing and the
Army order was expected to accelerate
that advance. Trade sources sald that
although the Army would purchase
whole egg solids, the program would
affect yolk and albumen prices as well,
since many eggs which would have
gone to separation will now be broken
as whole egg tending to firm up the
market across the board.

September Egg Market

September egg prices in Chicago saw
shell eggs in a range of 26 to 20.5¢ ad-
vance 2¢ a dozen. Frozen whole eggs
ran from 25 to 26.5¢. In the East they
were one-half to three-quarters of a
cent higher for light color; two-and-
one-half cents higher for dark color.
Frozen yolks, 45% solids under No, 4
color, were not quoted in the Chicago
market; were steady at 40 to 53¢ in
Eastern markets. Frozen whites were
stronger at the end of the period rang-
ing 14.5 to 16¢ per pound.

August Egg Processing Up

Production of liquid egg and liquid
egg products (Ingredients added) dur-
ing August was 49,537,000 pounds, 21
per cent more than the 41,037,000
pounds produced during August 1984
and the largest production for the
month since 1944, according to the Crop
Reporting Board,

Liquid Egg Figures

Liquid egg produced for immediate
consumption was 3,350,000 pounds com-
pared with 4,250,000 pounds In August
last year. The quantity used for drying
was 16,074,000 pounds, up 12 per cent
from the 15,223,000 pounds used in
August 1864, Liquid egg frozen totaled
20,204,000 pounds compared with 21,-
564,000 pounds a year earller and was
the largest production for the month of
record.

Egg Bolids Production

Egg solids production totaled 4,098,
000 pounds compared with 3,854,000
pounds in August 1964, an increase of
7 per cent. Production of whole egge
solids was 601,000 pounds compared
with 1,563,000 pounds in August 1864.
Albumen solids totaled 1,086,000
pounds, 50 per cent more than 731,000
pounds produced In August 1864. Out-
put of yolk solids was 1,237,000 pounds,
slightly more than twice the produc-
tion of 614,000 pounds in August last
year. Production of “other solids" was
1,162,000 pounds, 24 per cent more than
the production of 937,000 pounds in
August last year.
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ASEECO Automated Systems & Machines
Used world-wide by leading companies

Modal VC

VIBRA CONVEYOR Model VO
The economical and sanitary
means of Conveying, Heat.
ing, Cooling, Separating and
Screening granular, Ires flow-
Ing and semi-free flowing
materlals (grains, vegelables,
chemicals and pharmaceu-
ticals),

Capacities: Up 10 2000 Cu, F1,
per Hour,

Faatvren: “Scotch Ply" plastie

tray supports {Stainless Steel or
Pic:rie C%:’MJ trays evollo.l:l'n,l.

AUTOMATIC CHECKWEIGHER & CLASSIFIER
Model CWE (Gravity Typs)

Weighs and classifies packages weighing up to 5 Ibs. at

speeds up to 120 per minute with accuracles of =+ 1,30

ounces on a simple gravity type weigh platform, Packages

are checked while In motion and the overs and unders

are rejected.

Models for Cartons, Boxes, Cases, Bags, Bottles or indi-
vidual pieces,

FEATURES: Visual weight indicator makes adjustments
simple.

Suspended weigh platform for quick cleaning.
Easlly fits into packaging line.

No belts, chains, or drives.

Sanitary, easy to clean.

Added to the ASEECO Verti-Lift Line!
The NEW “Lo-Cost” Medel VLL

Vertical Overlapping Bucket Elevator

FEATURES: Sanitary "SANI-PLAS" Plastic
Buckets (Folygmpolenu = Lexan — Poly). Large
Delrin Self-lubricated Rollers, Extended Pitch,
Roller Chaln, Motor and Drlve,

INNOVATION: Available at Your Option (never
before offered), KNOCKED DOWN — rea y for
quick assemblage {you save assembly costs) —
or— assembled, motor and drive mounted, ready
to put in operation.

CAPACITIES:

from 150 to 500 Cubic £1. per Hour. Other modals
up to 4000 Cubic Ft., per Hour,

VOLUWEIGH

Automatic Filler & Net Weigher
Volume Metered Quick Fill Accurate Scale “Finish”
“High Speed with True Precision”

Automatic Filling and Ne! Weighing of:
Blended powders, frozen fruits and vegetables, mixed
nuts, or candies and other “hard to weigh" products
(having a mixture of large and small pieces).

Precision Waights of: from d or. 1o 5 by, ot speed of 15 1o 360
per minuvte,

Automatically filled inte: Cans, Cartons, Glass Jars or Plastic

Non Corrasive » Cleon » Sanitary Containers.

ASEECO offers without obligation, engineering service to aid In i ::

design and layout of material handling and storage systems, as : - it
wall as complete Installation service, if desired. Customized sys-

T
T T

tems on special order, 1 Automated
Conlact our maln office for additional information. Call or write: H HH _? :"J:’::.ﬁ' '
ASIECO CORP, Dept, M., i i Hiti H E:gl:utlng
1830 West Olymple Blvd,, Los Angeles, Calif. 90006 TEL. (213) 385-9091
Novemser, 1965 29

T

i ey

e

L




T e = et T o T T e T g

Egg Notes

To make cne pound of dried egg, 36
eggs are required. Thus, the govern-
ment’s order will require 144 million
eggs.

Before the sharp recovery with the
Army order, September contracts had
dropped to 20 cents a dozen, their low
this year. December and January con-
tracts also had hit lows.

Good buys have been scarcer than
hen's teeth in the egg industry lately.
One reason was a disappointing crop
report issued by the Depariment of
Agriculture early this month which
said about 202 million egg-laying hens
now exist,

That is about the same number of
hens in existence last year when farm-
ers were supposedly killing egg-laying
hens but not replacing them. The hens
became unpopular last year because
their enthusiastic production caused egg
prices to drop.

Coupled with trader disenchantment
with the September crop report is the
fact that the industry also has bullt up
heavy storage stocks.

Poultry Research Council

“To sell me on research, talk to me
about it in my language, not yours,”
Mark Goldberg, Polo Food Products
Company, Chicago, told members of the
Institute of American Poultry Indus-
tries' Research Council.

Speaking at the Council's dinner
meeting in Chicago, September 30 Gold-
berg said communication is the jugular
vein of business and warned the scien-
tists not to cut it.

He described research, properly ap-
plied, as “the most powerful weapon
the business community every had.”

“You know your ‘product,” the food
processor said. “Nuw get to know your
customer — the business man who can
put your results to use, Tell us about
these resultz in terms we understand,
and that have mcaning to us"

Importance of Communication

Harold Willlams, Institute president,
and A. Barde Rogers, Armour and Com-
pany, director of the Research Coun-
cil, also emphasized the importance of
communication.

“Research is only of academic value
until it is put to work," Rogers said.
“We have a real responsibility to get
information to plant superintendents
and service men, who can put it o use.”

The Council is planning to prepare
periodically reports on results of re-
search in specific fields. Willlams said
the Institute will “translate” this in-
formation into businessmen's language

30

g0 it can be readily understood.

The first of these reports will sum-
marize what is presently known about
how to prevent losses from brulsing.
The information to be included in it
was presented to the Council by K. N.
May, University of Georgia,

Bruising Losses

May said a broiler plant running ap-
proximately 10,000 birds an hour found
downgrades were costing $905 a day,
with most of the loss due to bruises.

May cited research indicating that
98% of bruises are inflicted within the
24 hours just before the birds are killed.

Based on this information, practical
suggestions have been developed to re-
duce the loss from downgraded birds.
Williams said these suggestions will be
included in the Institute's report.

Egg Pasteurization

B. W. Kempers, USDA, and Dr. John
Silliker, representing industry, dis-
cussed experiences in pasteurizing eggs
under the new USDA regulations.

Dr. Silliker emphasized what he said
is a basic difference between USDA and
FDA requirements. USDA, he says, em-
phasizes the act of pasteurizing, while
FDA emphasizes the result—the prod-
uct must be free of Salmenella organ-
isms.

Btudies on Salmonellae

Ellen Tuttle, Wilson & Co, Inc,
chairman of the Council's microblology
division, reported on the comparative
studies members of this division made
on methods used to determine whether
Salmonellae are present. Joseph Heck,
Armour and Company, and Richard
Greenberg, Swift & Co, and the In-
stitute laboratory worked with Miss
Tuttle on the studies.

The egg, poultry, farm production
and microbiology divisions of the Coun-
cil, after half a day's discussion, each
recommended research projects they
felt should be glven priority.

Research Needed

High on thelr lists were those having
to do with tenderness, product stability,
waste disposal, water conservation,
chemical composition of both eggs and
poultry, control of environment and of
such diseases as salmonella, coccidiosis,
and leucosis, which is causing from 25
to 35 per cent of the condemnations on
the processing lines.

Margaret Lally Huston, Institute Sci-
entific director, reports that seven new
members were recently appointed to
the Council, They are:

Maxwell Brockmann, chief, Animal
Products Branch, Food Division, U.S.
Army Natick Laboratory, Natick, Mass.

James Welch, Willlam Underwood
Co., Watertown, Mass,

Donald B, Schwall, Armour and Com-
pany.

Robert Baron, Dr. Salsbury's Labora-
tories, Charles City, Iowa.

C. W. Darby, Ralston Purina Com-
pany, St. Louis.

W. K. Warden, Dawe's Laboratories,
Lansing, Mich,

Andrew Singleton, National Dairy
Research Laboratories, Glenview, Illi-
nols.

Net Waighing System

The first net welighing system to com-
bine a short blanced beam with flexures
and a differential transformer to insure
greater speed, accuracy and repeat-
ability has been introduced by Triangle
Package Machinery Company.

This new Flexitron scale has no mov-
ing parts that can cause friction or dls-
tortion, It has new =asy-to-reach con-
trols to provide pin-point adjustments
of bulk and final weight while the ma-
chine is running. Also, it has a new
constant mass weighing system and re-
designed vibrating trays for more con-
sistent, uniform feed rate.

Faster response time s achieved by
the greatly shortened beam to improve
accuracy while still retaining inherent
stability against vibrations of any asso-
clated mechanisms. The “molecular
pivot” flexures insure positive accuracy
longer than ever before possible and
replace the knife edges that are subject
{o friction and dullness, The differentlal
transformer of the Flexitron scale has a
repeatability of 3/1,000 of an ounce.

This new Flexitron net weighing
system can be installed within existing
scales so that even present users of
Triangle's scales can take advantage of
this new greater speeds and accuracles.
And i's available for automatic and
seml-automatic weighing lines.
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[if you feed it its own special kind of spaghetti]

MyvarLex Type 600 Concentrated Glyceryl Monostearate is
all it takes, The addition of 1.5% 1o your regular product keeps
it just as appetizing in the steam table as it is moments out of the
boiling water in ths home. Food service managers can make sure
they won't run out, yet be protected against wasle,

So schools, hospitals, indrstrial plants, and other volume
feeding establishments can serve spaghetti much more often than
they do now. Your market broadens,

MyvarLEx Concentrate has no effect on flavor, And it meets

Novemseg, 1965

the requirements of U, S, Food and Drug Definitions and Stan-
dards of Identity for Macaroni and Noodle Producls, as amended, )

To find out more about the advantages and economic effects of
MyvarLex Concentrated Glyceryl Monostearate, get in touch
with Distillation Products Industries, Rochester, N. Y. 14603,
Sales offices: New York and Chicago » Distributors: West Coast—
W, M. Gillies, Inc.; in Canada—Distillation Products Industries

Division of Cunadinn Kodak Sales Limited, Toronto,

LA

for you
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Distillation Products Industries is a division of Eastman Kodak Company
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Design For Better Business

“The real yardstick of progress is
the awakened managerial awarene:s of
the subject of design,” says Paul Rellly,
Director of the Council of Industrial
Design in London, addressing the open-
ing-day luncheon of the three-day “De-
sign for Better Business” conference to
be conducted in New York by the
American Management Association.

The conference, presented at the Ho-
tel Plerre on October 27-20, explored
the creatlve skills of top management
in marketing, merchandising, public
relations and corporate image building.

English Ideas

As director of London's Council of
Industrial Design, Mr. Reilly heads an
organization that was set up in 1044
to improve the standard of design of
British manufactured goods by all prac-
ticable means. Its purpose is to stimu-
late British industry to design mare
competitive and more acceptable prod-
ucts in the markets of the post-war
world,

Mr. Reilly explains that the phrase
“typicully English” has come to con-
jure up a world of tradition “a graclous,
gentle, even grandmotherly way of
life." He feels that British manufac-
{urers have “long been lulled into the
belief that all the world wants of them
is to repeat the successes of their an-
cestors,”

Buy Up fo s Sfandard

One of the objectives of the Council,
Mr. Rellly reveals, was realized when
it apened a Design Centre to contribute
to a more discriminating awareness of
design in the home market "to per-
suade people to buy not down to a
price but up to a standard."”

Additionally, the Council altempts
1o create the climate in industry for the
employment of college-trained design-
ers and through its exhibitions and
publications, prepares the market for
their wares. But the acid test of good
industrial deslgn, Rellly continues, is
1o be “unashamedly commercial” —it
should benefit not only the consumer
ond the community, but the client as
well.

Underscoring the importance of top
managerial awareness of the subject of
design, Mr. Rellly states: “No design
policy will get oft the ground if it
starts from the bottom or even halfway
up the ladder—it must come from the
top. But it must be fed into an or-
ganization continuously at all levels
from the top downward, he continued.

Mr, Reilly foresees the time coming
owhen one of the yardsticks by which
we shall measure the malurity of a
soclety or an economy will be the de-

n

gree of consultation between industry
and the consumer before a product is
put on the market.”

Joining Mr, Reilly in the opening-
day sessions were Waller Hoving,
Chairman of the Board of Tiffany &
Company; Milton Immermann, partner
in Walter Dorwin Teague Assoclates;
Willlam P. Keeshan, President of I
Magnin & Company; Max O, Urbahn,
head of the Office of Max O. Urbahn,
Architects; E. William Mandel, Vice
President and Assistant to the Chair-
man—Marketing, of Revlon, Inc., and
Walter P. Margulies, President of Lip-
pincott & Margulies, Inc.

Trend at Tiffany's

Mr. Hoving, who will dellver the
keynote address of the conference, Just
recently observed his 10th anniversary
as board chairman at Tiffany's, where
he has seen sales increase 124 per cent
gince he arrived.

He belleves “one of the greatest mis-
takes in merchandising is to figure out
ahead of time what people want." At
Tiffany's, long a mecca of good taste
for its elegant jewelry, china and sil-
ver, he has succeeded substantially in
puiting a new gloss in that emporium's
polished old name by selling what he
wants people to buy. When it comes to
taste, he insists, you can be 95 per cent
arbitrary.

Industrial Design

Milton Immermann, us a pariner in
the firm of Waller Dorwin Teague As-
ciates, industrial designers, explains
that his firm “practices industrial de-
sign organized on the theory that all
phases of design—product design, ar-
chitecture and Interiors, graphic arts,
engineering—are interrelated.

“Whatever success we have achieved
is due to the ability to apply the same
techniques to design problems, no mat-
ter what thelr nature may be, and to
the fact that all our design is market-
oriented. Everything we design must be
mede in quantity and sold by industry
at a profit,”

Architectural Design
Max Urbahn, whose architectural de-
signs have won him many awards and
international recognition, prescribes
that perhaps we should “sit back and
critically evaluate where we are headed
—and do we really want to go there”
He believes that in a world where
events move so rapldly, people fre-
quently fall into a pattern of thinking
and of actions which may signify noth-

ing—or all the wrong things.
swith the quickly chanping scenery
and increasing pace of ev. »i% in the
space age, these re-evaluations are nec-
essary at more frequent intervals to

help us understand where we are
headed,” Mr. Urbahn states,

Much of the problem resulling in
poor architecture for business stems
from the fact that rapport between
management and the architect “has
been shattered. Industrialists have lost
touch with architectural disciplines
which have become so complex that
management too often makes arbitrary
decislons. At the other extreme, he
may leave everything to the architect
without adequate two-way consulta-
tion."

Marketing Objectives

At Lippincott & Margulies, New York
industrial design and marketing con-
sultant firm, President Welter P. Mar-
gulles explaina one aspect of his firm's
business: the relationshlp of creative
design to marketing objectives.

“Without full reckoning of oppor-
tunitles and problems in the market
place, the designer would be function-
ing in a vacuum. With the background
provided by research, analysis and
planning, the designer's contributions
are limited only by his creative skills."

Better Image Needed

Distributors, manufacturers and ad
agencies must act to end the cynlelsm
which supermarket buyers have toward
new products, was the consensus at the
Frozen Food Distributors of New Eng-
land convention this fall.

“New" An Old Word

An advertising executive told the
group that buyer cynicism has grown
because “manufacturers and their agen-
cles have fallen in love with the word
‘new’ and as a result distributors and
buyers have developed a defense which
condemns every item being presented
as new. I've had salespeople tell me
that a buyer refused to consider p new
product simply and flatly because thert
are ‘loo many new producis’ or ‘we
don't have space for another,’ " ho sald.

Problem of Burvival

James Blalr, assistant marketing di-
reclor of This Week magazine, stated
that an estimated 5000 to 6,000 new
products were introduced in 1063. O
these, 1,800 were accepted for sule by
supermarkets, and of these 6U0 sur-
vived more than a year, “In thls fiercest
market by market arena,” he said, *by
far the most important competitive
weapon is new product development.”
Frozen foods departments, because of
new frozen food products, are the fast-
est growing segments of the retall gro-
cery industry, in 1864 growing almost
three times the rate of the gross na-
tional product, it was pointed out.
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Finest Quality

SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 246-2101 °

DOUGHBOY INDUSTRIES. INC.

SINCE 10356
NEW RICHMOND, WIS, ]

Crattsmen In Plastics — Packoging Machinery — Farm Feeds — Electranies — Printing

Quality Since 1856

JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

?onmmnd and Analytical Chemists, specializing
in ail matters involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egg
Products.

1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids ond Color S E
5!: ko g olor Score in Eggs, Yolks and

3—Semolina and Flour Analysis,

4—Rodent and Insect Infestation Investigotions.
Microscoplc Analyses.

S—SANITARY PLANT IN Tl
WRITTEN REPORTS. R TETIRRG AR

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

FORECAST
FOR 1966

and the Decade Ahead.

At the Winter Meeting
of the National Macaroni
Manufacturers Association

Hote! Diplomat,
Hollywood, Florida
January 16-20, 1966

Plan now to attend.
Reserve rooms directly
or write N. M. M, A,

P.O. Box 336, Palatine, Illinois 60067
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Poter Rossl & Sons macereni plont circa 1900

Braidwood Centennial

Braldwood, Illinois celebrated its one-
hundredth anniversary with a gala pa-
rade and homecoming between August
2327, The Braldwood Journa), housed
in what used to be the headquarters of
the National Macaroni Manufacturers
Association and the Macaroni Journal,
put out an anniversary lssue replete
with quotatlons from the Braidwood
Story written Ly the late M. J, Donna,
first pald employee of the Assoclation.

Braidwood was a mining town — strip
mining coal. Among its population were
many Italians who came there seeking
employment with the mines, It was
logical that this market have a maca-
roni factory and Peter Rossl, Sr. sup-
plied that need.

Pionesr Operation

Before coming to the United States
he had operated a macaroni factory in
his native Italy, had experience in mill-
ing and as a government inspector, The
Rossi plant in Braldwood was establish-
ed in 1888 on Division Street, It was
the third plant in the country with one
in Chicago and the other in Brooklyn.
Much of the manufacturing equipment
was home made and powered by a horse
turning a capstan. Capacity was one
barrel or 186 pounds of macaronl per
day.

Within a few years Peter Rossi was
joined in the business by his four sons,
Stephen, Felix, Henry and Peter. The
business grew and in 1900 the Broad-
bent Hotel on Front Street was pur-
chased and the plant moved into it,
This building still forms part of the
present plant, however, many additions
have been added.

After a number of years Stephen and
Peter sold their interest to Felix and
Henry who incorporated the business
as Peter Rossi & Sons in 1020, In 1946,
Felix retired and sold his interest to
Henry Rossi, Jr. and Albert Rossi, sons
of Henry Rossi, Sr. who presently are
operating the company.

k)

The company sells its products
throughout the midwest under the Rossl
and Lincoln labels.

Food & Drug Hearings

The Food & Drug Administration
proposes to eliminate Vitamin D from
enriched macaroni products, flour,
bread, corn meal, rice and margarine.
It would still be permissible in milk
and milk products at levels of 400 USP
units per quart,

The proposal is to prevent possible
injury to infants, The safety question
raised last year by Dr. Robert Cooke
of John Hopkins Unlversity precipitated
the proposal, FDA explained. Dr. Cooke
questioned whether ingestion of exces-
sive Vitamin D by pregnant women or
young infants might be related to in-
fantile hypercalcemia, This is a con-
dition which in severe cases causes
high blood calcium levels, changes in
facial bones, adverse effects on the
aortic valve of the heart and mental
abnormalities.

Non-Fat Milk Solids

Another proposal calls for the estab-
lishment of definitions and standards
of identity for macaroni products con-
taining milk solids, non-fat. The rec-
ommended amount of non-fat dry milk
would be not less than 12% and nat
more than 25% by welght of the fin-
ished non-fat milk macaronl product.
There is also a provision that the use
of éarrageenan or salis of carrageenan
(a sea-weed derivative) may be used in
a quantity not in excess of 0.833% by
welght of the non-fat milk solids,

The Commissioner of Food and Drugs
proposes on his own iniative that other
sources of milk solids non-fat, namely
liquid skim milk, concentrated skim
milk, condensed rkim milk and evapo-
rated skim: milk, alone or in combina-
tion, be provided for if such proposed
standards are esiablished. The Com-
missioner also proposes on his own
initiative that the names “skim milk

macaroni products” and “enriched skim
milk macaroni products” be specified in
the labelling.

The petitioners are Milk Rasearch,
Inc. located in Fond du La:, Wisconsin
and Marine Colloids, Inc. of Springfield,
New Jersey.

Food Fair in Cologne

Cologne's mammoth fair grounds was
filled as far as the eye could see with
munching and bibbling people,

The occasion was the openinZ of the
1965 International Exhibition of Fine
Foods and Provisions, probably tha
biggest food falr in the world.

The exhibition, which ran through
October 3, attracted about 250,000 visi-
tors. More than 2,500 exhibltors from
486 nations, including the United States
and the Soviet Union, spread a seem-
ingly endless variety of tempting deli-
cacles throughout the vast halls of the
falr ground.

Sipping and Bampling

Many of the visitors were buyers
from Germany and other nations. But
they seemed to be in no hurry to make
their purchases. Instead, they wan-
dered from booth to ornate booth, tast-
ing here and sipping there.

To be really thorough about tasting
requires a strong and capacious stom-
ach. There were smoked and fresh
meats and fish, candies and cakes, fruits
and vegetables, cheeses, breads, pre-
serves and honey, milk and butter,
soups, spices, condiments, nuts, pasta,
ice cream, coffee, tea, beer, wine cham-
pagne whiskey, soft drinks and bottled
mineral water.

Chicken Leg Attraction

The biggest attraction at the United
States exhibit, which is sponsored by
the Depariment of Agriculture, was a
stand where chicken legs broiled with
half a peach were being sold at 50
plennig (12 cents) each. Peter H. Poh),
director of the Institute of American
Poultry Industries in Germany esti-
mates that the stand passed out about
30,000 chick~n legs a day,

Because of the high Common Market
tariff on poultry imports, Mr. Pohl ex-
plained, United States poultry ralsers
cannot compete with Germans in sell-
ing whole chickens. But they can com-
pete in speclalty products such as poul-
try parts, and Americans are stepping
up their competitive efforts.

Burke's Comment on Law

Laws are commanded to hold their
tongues among arms, and tribunals fall
to the ground with the peace they are
no longer able to uphold.

THE MACARONI JOURNAL

Ty Ty = e

,é?monz_ Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

I Clermont Extruded Noodle Dough Sheeter VMP-3
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Clcmu;ﬁl Sy rl-li h Speed Noodle Cutter, Type NA-4 worki 7
junction with the VMP-3 for continuous lﬁDgIﬁs. per I:\ul::r t:lgeﬁgnf:\z

FOR THE SUPERIOR IN NOODLE MACHINES
IT's ALl WAYS Clormont!

Machine can be purchased with attachment for producing
short cut mrcaroni,

TAILOR-MADE FOR THE NOODLE TRADE
Available with or without vacuum process

VMP-2 with short cut attach-

C H — Two speed mator affords flexibility for 1600 1bs.
OpGClty I'Cll'lge lbs, per hour or any twa lesser cutputs can be :"::llz'?o

r—

arge screw for slow extrution for better quality.
nginee red for simplicity of operation.

uggEd Construction to withstand heavy duty, round-the-clock usage.

controls, Automatic proportioning of water with flour,
CItChIESS Temperaturs control for water chamber.

I"I| one plece housing. Easy to remove screw, easy to clean,
Y No separation between screw chamber and head.

ewly designed die glves smooth, silky-finish, uniform shest.

=]7]o]z|= |~ = o]

S enclosed in steel frame. Compact, neat design.
1 0fC|"Y Meets all sanitary requirements. A
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266-276 Wallabout Street,
Brooklyn 6, New York, N.Y., US.A,
Telephone—EVergreen 7-7540
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Windmills in Portugal

A windmill in full sail has for cen-
turies symbolized man's aspiration for
release into space, Today, reality has
outdistanced dreams and the windmill
I3 in danger of extinction.

The Portuguese, who are nearly all
poets and who relish the past, have
taken on the role of Protectors of Wind
and Watermills and hope to persuade
other nations to join In a common
defense program.

Protect and Preserve

An international symposium, organ-
jzed by the Portuguese Friends of Mills
Association, met in Estoril, Portugal,
the last week in September to study the
problems of the protection and preser-
vation of windmills and watermills,

About 80 specialists in molinology
(the study of mills) from 11 countries
discussed the future of this rapidly
disappearing phase of technology and
prepared a molinologic map of Europe.
Reports on historic origins and types
of mills were presented by delegates
coming from Spain, France, Belgium,
England, the Netherlands, West Ger-
many, Denmark, Sweden, Finland,
Brazil and Portugal.

The climax of the symposium was a
pilgrimage on October 3 to a village
north of Estoril to pay homage to a
10th-century Arab poet, Ibn Mocine,
whio wrote lyrical praise of that then
new invention, the windmill,

Portugal —not the Netherlands as
might be supposed—has Europe's finest
collection of live mills today, according
to Joso Dos Santos Simoes, a leading
Portuguese molinologist. There are still
2,500 working windmills on mainland
Portugal and 400 alone in the Estoril
area, he sald,

Portugal boasts many more walter-
mills—about 25,000 in use today, but
since they are generally hidden beside
small brooks, they are not so great an
attraction as the windmills,

Tourlst Treasure

For years, many Portuguese were
somewhat ashamed of the proliferation
of windmills about the country. They
considered it a sign of their still under-
developed economy. There is now, how-
ever, a growing realizalion—even

among the millers—that these archaic
winged structures are one of the coun-
try's main tourist treasures.

The Porluguese Government has gone
so far as to give the Friends of Mills a
grant to protect and restore up to 300
windmills and 200 watermills, The as-
sociation has accordingly embarked on
a program {o conserve some of the
finest mills, many of which date back
{o the early 1800's.
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Italian!

“Italian!" headlines an ad for Lawry's
Foods in Supermarket News, Copy con-
tinues: “All those great Italian dinners
people will eat this fall call for Lawry's
Garlic Spread, Moves mountains of
specially brcads, too. Twice normal
sales, if you use Lawry's merchandis-
ing rack.”

Saucy Sophia

Italian actress Sophia Loren cele-
brated her thirly-first birthday recent-
ly. She was quoted as saying: “Every-
thing I am, I owe to spapiwtti, But
don't get me wrong. A womun isn't
spaghettl alone. It's the sauce that
counts.”

Good Report

International Milling Company Inc,
has been selected to receive a first
place award for having issued the best
stockholder annual report of the milling
and grain industry in the 25th Annual
Report Survey sponsored by Financial
World magazine. The report covered In-
ternational's fiscal year which ended
August 31, 1064.

G.T.A. Appointments

B. J. (Barney) Malusky has been
named assistant general manager of
Farmers Union Grain Terminal Asso-
clation, it was announced by M. W.
Thatcher, general manager, Mr. Ma-
lusky formerly was vice-president in
charge of country operations.

Mr. Thatcher said that Mr. Malusky's
appointment as assistant general man-
ager, as well as three other executlve
promotlons, were confirmed at a meet-
ing of the G.T.A. board of directors last
week,

Overseas Sales

Also announced was the appointment
of Thomas F. Toohcy to the newly-
created position of director of overseas
sales and services. Mr. Toohey, former-
ly vice-president in charge of market-
ing and merchandising, “will have a
global-ranging job indicative of the co-
operative's increasing involvement in
foreign groin markets," Mr. Thatcher
said.

Domestic Marketing

Named to succeed Mr, Toohey as do-
mestic marketing and merchandising
director is Royce Remsland. He hns
been Mr. Toohey's assistant for the
past two years.

Also announced was the appointment
of Russ Johnson as general superin-
tendent of all the G.T.A.'s terminal ele-
vator operations. Mr, ¢ Jhnson has been
superintendent of the cooperative's 20,-
000,000-bushel terminal elevator at Su-

perior, Wis,, since that facility was
built in 1942,

The G.T.A. iop management team
also includes Dwayne O. Andreas, exec-
utive vice-president, and Lowell W.
Andrenas, vce-president in charge of
oilseeds processing. All function under
General Manager Thatcher and a 13-
man board of directors headed by Emil
Loriks, president,

Fiit; Grain Handler

G.T.A. annually handles more than
100,000,000 bushels of grain originating
in the Upper Midwest, end is a major
factor in the processing of oilseeds, du-
rum wheat, malling barley and th2:
manufacture of liveslock and poullry
feeds. Its latest acquisition In August,
was the Froedtert Malt Corp, of Mil-
waukee, tne nations largest processor
of maliing barley for the food and
brewing industries.

Kahn Sales
Training Articles

REPRINTS FOR
YOUR SALESMEN

luprlnu of this serles come in a four
rh format, printed In 2 colors and
ree-hole punched to At any standard
8%y x 11~ three ring binder, each re-
print Includes a self-evaluation quiz.

1to 8 les (of each arlicle) .. K¢ each
10 to ::' ]Ill b1

{of sach article) sach
Iﬁtnn-ﬂn (of sach nllch] -uh
100 or more ¢

(ot each article) ....... sreee 2 sach

You I'I'IIJ' El;]l-nrder thn entire series, or,

individual articles. Each
-rl el- In the l.l numbcnd Please
ﬁclfy your whhu number.
en un‘hrinﬁ- vnrlou.- lrticlel of
this series, ld orders to rfl
N. Kahn C lhrlullnl Conlu t-
ants, Bllu Tr-ln ng Division—Services
Department, Emp State Bullding,
New York, N.Y, 10001,
1. The Balesman is a V.IP,
2. Are You A Salesmant
3. Get Acqualnied With Your Com-
pany
4. You're On Sisge
1 8 ‘I‘on Can't Fire Without Ammuni-
(B I’m Ars A Goodwill Balesman, Too
7. Closing The Bale
8. How To Set Up An Interview
0. Resling Beiween Rounds
10, The Competition
11, Taking A Risk
11. Playing The Shorl Gams
13. Belling An Iden

14, Buying Commliises Are Hsre To
Stay

18, The Automated Salesman

10, Bamples Can't Talk

17. The Unaxpecied Latier

18, Prospact o1 Perlsh

. llw'l'onllh‘.ohrmndrn-
An !alluu. uppliey

10, Making & of Your Cuat
ars

LN Ordars Are Noil Accldental

11. Room At The Top

13. You Must Give More To Get More

24. Running Into The Rude Buyer

When ordering, rluu mention the
mmc of this nu‘bl tion,
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Our Extrusion Dies have a built-in
melody that is contagious. Use one
and soon you'll hear your equipment
hum, “Better results . . . better results
. . . better results. . ., ."

Want to learn the tune? Call us now.

e
N

D. MaLpar! & Sons. Inc.

557 THIRD AVE. BROOKLYN, N.Y,, US.A, 11215

America’s Largest Macaroni Die Makers Since 1903 - With Managemen! Conlinuauily Retained In Same Family
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HE traditional person-to-person

selling is glving way in many in-

stances to a person-to-people relation-
ship.

Instead of a single buyer, a salesman
often finds himself confronted by a
buying committee which at first glance
is a rather awsome group. Salesmen
meeting this committee for the first
time have been known to quall. Some
become so flustered that their normally
smooth presentation falls to pieces,

1t you've been through this ordeal
you know it's a little like being on trial
and having a jury hear your story. You
might convince three of the jurers but
what about the other nine? It has been
done in court and you can do it with
the buying committee. When we cut this
bunch down to size, you will find they
are not so formidable,

Why a Buying Committes?

First, let's find out about the reason
for the buying committee. The commit-
tee is a perfectly logical step for indus-
{ry. Orders involving hundreds of thou-
sands of dollars are becoming routine,
Many companies have decided that
they don't want to place the responsi-
bility of these big orders on one man,
There's too much at stake.

So these firms have delegaled a group
of Individuals to make the buying deci-
slons. The committee Is usually made up
of finance, production, marketing ad-
vertising etc. Individually they can
really put a salesman through his paces;
collectively they are even tougher,

The buying committee is rather pre-
valent in the food and other industries.
1t is gaining in popularity, so you may
as well learn to live with it rather than
fight it
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SMOOTH

SELLING®

By George N. Kahn

BUYING COMMITTEES ARE
HERE TO STAY

This is No. 14 of 24 sales training articles.

Choosing Your Arguments

When you engage a buying commit-
tee, you don't have to drastically alter
your approach to selling; you just have
1o be better prepared. You must develop
answers and arguments to an array of
questions in different areas. This means
you must work a little harder, learn
a little more and be a bit more versatile.

Charlie Rogers, a food salesman, was
really shattered by his first experience
with a buying commititee. A good sales-
man with an enviable record, he blew
the interview higher than Telestar. He
felt he was lucky to get out of the room
with his skin, much less getting an
order.

His lament to his district manager was
a study in self pity.

“Look," Charlie exclaimed, “I'm used
to dealing with one buyer, a guy I've
known for a long time. When they put
a committee in front of me it's like play-
ing with a stacked deck. How can one
salesman have a chance against a bunch
of experts?” The supervisor told Charlle
he may as well get used to the idea.
“Commitiees are here to stay,” he add-
ed.

Ideas from Court

It so happened that Charlie and his
W.. 2 visited their son in Washington,
D. C. about this time.

Thelr son, an attorney, invited Charlie
to come along one day to the United
States Supreme Court to hear argu-
ments in an important case,

Charlle's boy picked up valuable legal
tips but Charlie learned a great deal
also, and not only about the law. The
food salesman was highly impressed by
the way the lawyers handled them-
selves before the court. He noted how
they were prepared for a number of
different questions shot to them from
the bench. Charlie made up his mind on
the spot that he would prepare himselt

in the same way for the buying com-
mittee.

He made it a point to learn about
finance, production and advertising. He
did not become an expert In these
fields but he didn't have to be. Charlie
merely picked up enough information
on these subjects to stay on his feet in
front of a buying committee. He could
talk intelligently about new production
techniques or financial management.

The other salesmen In Charlie's com-
pany thought he was deserting them
since they had all objected to the buy-
ing committee, But, as it turned out, he
eventually led them. The others began
taking Charlie's advice and prepared
themselves for the committee rather
than resist it.

Charlie developed his appearances be-
fore the committees to such a fine point
that he was often praised by their mem-
bers for his showing. And, of course,
orders began to pile up.

Each year Charlle is called in 1o head-
quarters to teach a sales training class
in dealing with the buying committee.
The course has become so popular that
his firm is thinking of making him a
full-time instructor.

Win Over One Man

The psychological factor of the buy-
ing committee is a barrier to some sales-
men. They're afraid to face what seems
to them a hostile ring of faces. As one
engineering salesman put it: “It's worse
than when I had to stand in front of a
board of high-ranking officers to get into
officer’s tralning school in World War
11. And I thought that the worst ordeal
of my life."

This stage fright 1s normal. There is
usually some fear of the unknown. But
it should not inhibit you to the point of
freezing before the group.

One way of getting over the hurdle
is to mentally pick out one member of
the committee and concentrate on him.
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Pretend there is nobody else in the
room but you and this man. You will
find yourself warming up to your pre-
sentation. If you reach this man you
will usually get to the rest of the ¢om-
mittee. If you watch your chosen inan
you will spot a reaction sooner or later.
He may smile or nod at you. This means
you're making headway.

Lawyers use this device quite often
in addressing juries, They will single
out one juror and play 10 him. The idea
is that he might swing the others to the
attorney's side,

Now carry this theory over to the buy-
ing committee. Suppose you make one
friend on that committee. He may go to
bat for you when it meets to make its
final decision. It has worked this way
more than once as many salesmen know.
One of them is Jim Mooney, who sald:

“If you know someone on the commit-
tee, work on him. If you don't, pick the
man who looks the friendliest. This isn't
as hard as you might think. Because
five people are serving on the same com-
mittee doesn't mean they all think alike
or act alike.” Jim, incidentally, got a
$25,000 order for roller bearings the first
time he ever faced a commiltee,

Take It Easy

Some committee members may try to
get you off balance with rapld-fire ques-
tions. There is no reason you have to
adopt their pace, Take your time, Think
over each question and answer clearly
and to the point,

Don't waste time in long embellish-
ments after you've answered the ques-
tion. These are busy men who are in-
teresied only in pertinent facts.

If matters reach a standstill, you
might invite questions from the com-
mittee. This will show you confidence
in your product and company.

Motivation Is the Same

Always bear in mind that whether
you are dealing with one buyer or a
commitiee, their motivation s the same.

Purchases are not made on the basis
of sentiment, personality or whim. Com-
mittee members are primarily interested
in whether your product fills a particu-
lar need in their organization, "ext,
your price has to be right ond your
company able to supply the product
when it is needed.

“Well,"” you say, "this is nothing new.
Every buyer I've ever dealt with has
thought along the same lines.”

Exactly! Only now you have six or
seven minds running in the same direc-
tion instead of one, Therefore your sales
talk must be that much more effective.

When talking to a commitlee your
proposition must be angled to the buy-
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er’s point of view more so than when
you are selling to a single purchaser.
You must understand the needs and the
wants of the prospect firm and convince
the commiltee that your product will
satisfy its needs. Stress the buyer's point
of view throughout your presentation,

“Any salesman who goes before a
committee with a selfish viewpoint is
doomed," said Don Masters, sales man-
ager for a southwestern tool company,
"He must put himself in the place of the
committre and try and think as it does.”

Even more convincing is the word of
a man who serves on the buying com-
mittee for a large lumber products com-
pany.

“We can usually tell in a few min-
utes if a salesman really hes our in-
terests in mind,"” he asserted. “If he
does, there is rapport belween us and
we can usually do business. If not, we
dismiss him."

Think Big

If you appear before a buying com-
mittee, the chances are that you are
dealing for big stakes. In a large order,
committee members are mainly con-
cerned about the essential qualities of
your product, not the trivial details.
They want to know its performance,
durability and maintenance needs. Don’t
dwell on secondary issues that will only
take up time without shedding much
light.

I once sat in on a buying committee
sesslon where a salesmaon spent 20 min-
utes in telling about the product’s evolu-
tion. The commitiee wanted to know
what the product could do now, not
ten years ago.

You might also keep in mind that the
committee appearance does nol permil
much of the easy, informal give and
take that you experience with one buy-
er. Jokes, anecodoles and small talk
should be kept to a minimum. Gel on
the track and stay there. Oren Hart, a
chemical salesman, summed it up this
way:

“I'm pretty fair at amusing a single
buyer with a joke or two, but with a
committee you practically have to be a
professional entertainer to go over.
Its better to stick to the presentation.”
There is also this to consider. If you
try and entertain a large group and
foil, you'll have a difcult time getting
back in its good graces.

Make Lasting Impression

Your appearance before a buying
commitiee may be a great success ex-
cept for one thing: you did nol get an
order. This can and does happen. When
it does, be sure that you get a rain
check. Conduct yourself in such a man-

ner that you'll be invited back.

Rollie Bateson, who sells advertising
specinlities, was once given a hearing
before a committee for a firm which
normally spent $50,000 or more for such
products. After talking for more than
an hour, Rollle was given one of those
“don’t call us, we'll call you,” dismis-
sals, He felt badly, but his hurt feelings
were nothing compared to those when
he learned that another outfit got the
order,

A year later, Rollie got a phone call
from one of the committee members,
nsking him to come over to discuss a
possible order. It turned out that the
committee had been completely revamp-
ed since Rollie had last appeared before
it. The man who had called him was the
only original member left. 1le had re-
membered Rollie’s presentation and
had liked it and Rollie.

The outcome was different the sec-
ond time. Rollie walked away with a
huge order thanks largely to his bene-
factor who convinced the others that
he had the best product. A salesman
never knows when a good impression
will help him at some future time.

Are you elfective before a buying
committee? Hold up the mirror o your-
sell and see. If you can answer “yes” to
at leost seven of the following ques-
tions, you are probably at home before
the committee,

Sales Ammunition Yes No
1. Are you seriiusly intent on
understanding e  buying
committee ins. .4 of rebell-
ing against it? —_—
Do you stick to the main facls
when appearing before a
committee? ——
. Do you try and catch the at-
tention of one commitlee
member and convince him? — —
4. Do you think over carcfully
cach question thal is put to
you? —_——

Do you adopt the commit-
tee's point of view? —_—
. Do you understand the needs
and wants of the commitiee's
firm? |

7. Do you leave a good impres-
sion with the committee, or-
der or no order? —_—
Do you keep jokes and small
talk to a minimum? _——

9. Are you training yourself in
knowledge aboul various fa-
cets of business, e.g. finance
production? —_—

10. Are you able to talk intelli-

gently about them before a
commitlee? —_——
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WAY BACK WHEN

40 Years Ago

“Know your competitor,” urged Edi-
tor M. J. Donna.
® When you hear a man always attrib-
uting dishonorable motives to others,
be careful in your business dealngs with
that man.
® Most of us assume that other people
act just as we would act in the same
circumstances; if we are honest, we
give the other man the benefit of the
doubt,
® It is difficult to judge one whom you
do not know. Make the acquaintance of
your competitors, and you will be bet-
ter able to judge them justly.

e That's the prime purpose of trade
associations — belter acquaintanceship.

e Tentative standards for alimentary
pastes were proposed by a joint food
committee calling for no more than
13 per cent molsture and 5% per cent
by weight of the sound edible solids of
egg in egg products.

o NMMA awarded a silver loving cup
to Albert O. Schuiz of Eureka, South
Dakota, as the Champlon Durum Grow-
er exhibiting in the North Dakota State
Fair,

® President Coolidge sponsored an In-
ternational Golden Rule Sunday for
December 6, 1825, Contributions for that
day would feed 35,000 hungry orphans
in the Near East. Meat stew with maca-
roni was on the menu.

30 Years Ago

® Tomorrow's macaroni business will
be exactly what the manufacturers of
today wish it to be, wrote Editor M.
J. Donna. “Conditions of the trade have
improved somewhat in the past few
months, and greater improvements may
be expected as a nutural trend.”

® Activities of the Macaroni Code
Authority had been terminated with
the Supreme Court’s decision in May,
declaring the National Recovery Act
unconstitutional. Chairman G. G. Hos-
kins issued a final financlal report
audited by Wolf & Company.

e Columbus Day was celebrated by
La Premiata Macaroni Corporation in
Connellsville, Pennsylvania, with a
banquet for its employees and friends,
More than 250 attended the affair and
enjoyed the meal prepared ond served
by girls employed in the factory.

® Vincenzo Agnesi of Oneglia, Italy

wrote® an interesting article on the
macaroni kneader — La Gramola.

ity

® An interesting macaroni publicity
test was reported in a news release con-
taining a short introductory story about
macaroni products and a macaronl
recipe couplet, Conclusions were that
the $35 investment for the cost of pre-
paration and distribution of the release
garnered results worth many times that
amount.

20 Years Ago

¢ How clean is your plant? How well
protected are your products in their
consumer packages? The food inspector
may catch you If you become careless,
wnlrned the editor of the Macaroni Jour-
nal.

® DDT in the food processing plant was
described by Conrad Johnson of Innis,
Speiden & Company.

® A trend in diminishing durum
acreage was of concern to macaroni
and noodle manufacturers, and yield per
acre dropped 1o 14.8 bushels putting pro-
duction at 31,933,000 bushels. Mean-
while, macaroni demand was growing
each year.

® Durum Wheat Notes was inaugurated
as the durum millers’ latest contribu-
tion to the promotion of macaroni pro-
ducts. Mary Jane Albright, a noted
home economist, was in charge of the
new Durum Wheat Products Division
of the Wheat Flour Institute.

® Better Homes and Gardens magazine
featured macaroni and spagheiti for
autumn with recipes for “so good meals”
— Quick Spaghettl Caruso, Spaghetti
and Meat Balls, School Day Casserole,
Spaghetti All-American, and Macaroni
and Cheese Souffle,

® Hearings on the use of gluten flour
for macaroni were called by the Federal
Security Agency in  Washington.
NMMA expressed the opinion that glu-
ten flour be added as an optional in-
gredient to the standards of identity in
such amount that the finished product
shall contain no more than 13 per cent
on a moisture free basis, and that this
shall be added only for the purpose of
increasing the cohesive or binding qual-
ities of the product.

10 Years Ago

e At a New York regional meeting,
Heather Allen of the Sills organization
gave a report on publicity for National
Macaroni Week. Bob Higgins of William
Underwood Company des-ribad the ad-
vertising and merchandising promotion
of noodles and deviled ham being con-
ducted by his company during the third
quarter of 1855,

CLASSIFIED
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® The Queen of National Macaroni
Week was a new 20-year old Italian
movie star — Sophla Loren, She was
pictured eating a platter of spaghetti
in a restaurant In Rome. Copy read:
“Shapely Miss Loren is a living testi-
monial of the assets of a spaghetti diet,”
® Look Magazine for October 18, 1055
listed the twelve favorite American
dishes, They were (1) steak; (2) roast
beef; (3) fried chicken; (4) lobster; (5)
spagheitls (6) shrimp; (7) apple pie; (8)
strawberry shortcake; (8) ice cream; (10)
hamburgers; (11) beef stew; (12) baked
beans.

® Lotest development In bulk flour
handling were demonstrated by the In-
ternational Mllling Company in De-
troit. Among the macaroni manufac-
turers at the demonstration were Horace
P. Giloia, Dan Piscitello, and Albert
Welss,

® Durum from Montana was command-
ing a higher premium than that from
North Dakota. This brought protests
from Bert Groom, chairman of the
board of the Greater North Dakota As-
sociation, and Dick Forkner, business
manager of the North Dakota State
Durum < how,

Joseph DeMarco

Joseph DeMarco passed away Octo-
ber 3 after an illness. He had retired as
Eastern Durum Sales Manager for Gen-
eral Mills on June 1 for reasons of
health after 42 years of service, Sym-
pathies go to his wife Mildred.
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NO
ONE ,
CAN i
PACKAGE ,
A PRODUCT
LIKE MOTHER
NATURE

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

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

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFFICE: NEW YORK 17, NEW YORK
OHicen: Atlanta * Ballimore = Beverly Hills * Boslan * Chicago * Clncinnall Cleve-

land + Dallas * Detrait * Loulsville * Milwaukee * Minneapolis * New York » Oriah,
Philadelphia * Pitisburgh « Portland = San Francisco * S!pllﬂe * 5t Louls » ?u.ls:

PRODUCERS (‘)I FOLDING (/\Rl()NS * TABELS = WRAPS
PO DISPIAYS = POSTERS = ADVIRITISING MATLRIALS
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QUALITY

B At International it is the end result of the
efforts of many people—grain buyers,
W a research chemists, laboratory technicians,
master millers, marketing management—all
determined to provide you with durum

® ]
products of uncompromising quality.
IS 1 t It is pride of workmanship by experienced '
-

craftsmen.

It is the best available durum wheat—tested,
refined and milled into durum products of
uniformly finc quality—shipment

} after shipment.

It is modern plants and milling equipment,
operated and maintained at optimum
performance.

| : It is knowledgeable management at your
service . . . 100%.

Quality is International’s durum products.

=

DURUM DIVISION I

MILLING COMPANY IicC.
General Offices; Minneapolls, Minnesota 55415 pEeiny




