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Thal's because it's prédiclnble packaging. Because it's the kind ol pack- J 0 u R N A l

aging only professionals can produce. Because il captures '
‘ on its

the bright look of newness to sell on sight * ! aye-calching visuals with
buy-it-now, serve-it-today appeal _| trademark designs to say nice things
about your product | | color dsage in exciling, attention-winning ways.

That's why modern macaroni marketers across e
the country know that ROSSOTTI delivers 47th

BETTER MERCHANDISING THROUGH PACKAGING!
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ACARONI was literally “king" at

the Mamma Leone's Restaurant,
famed New York City establishment,
from February 14 through February 22,

Work of Art

An unique “King Carnevale” sculp-
ture was made from thousands of pleces
of macaronl products stuck onto a
framework of plaster, cloth and chicken
wire by artist Jeanne Owens well-
known illustrator. Her imaginative
window displays are featured by lead-
ing Fifth Avenue stores, and she is
noled for her figurative paintings, por-
trails and sculptures. A popular illus-
trator of children's stories. she is cur-
rently working on her first book—"How
to Use Art in Your Home"—which will
be published this fall.

The delieately created macaroni king
was made in Miss Owens' studio on 36th
Street and had to be carried lo a wait-
iny flat-bed truck, where six chefs from
Mamma ‘Lyonels, Restaurant sat facing
one another, thelt”legs extended, to
form a human mattress to absorb the
bumps as the sculpture traveled to the
restaurant on 46th Street.

‘The 70-pound mountain of macaroni
sported linguini face, margherita
macaron! hair, shell macaroni eyes, and
a double-twlist macaroni moustache, His
legs were sculptured from fettuccine,
and his regal macaronl robes trimmed
with lasagna and egg bows.

Opera Singer Is Queen

The king sat in state during the nine
days of "Carnevale,” the Italian pre-
Lenten festival beginning on February

"14. The “Queen of Carnevale” was
bea)y international opera star, Miss

" . Giafiha d'Angelo,

The". Connecticut-born singer, who
mode her triumphant Metropolitan
debut In 1061, is hailed as one of the
grealest colortura sopranos of the cen-
tury.

Slim ond graceful (she stands flve
feet seven inches tall, weighs a modest
120 pounds), Miss d'Angelo has won
acclaim fin all the important opera
houses of Europe.

She arrived In New York for the
coronatlon after a successful season in
Ttaly.

Macaroni on the Rise

Figuratively, macaroni is king—con-
tinuing its climb in per capita consump-
tion as most wheat foods in the Western
World decline in popularity in competi-
tion with the wide variety of foodstuils
avvailable to the consumer. Only in the
Orient where grains are scarce is wheat
on the ascendency, replacing rice as the
staple of dlet.
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Jeanne Owens and King Camevaie

Throughout the articles that appear
in this 47th Anniversary Edition of the
Macaroni Journal, there are notes of
optimism that the Industry will con-
tinue its progress.

Working to insure that forward surge
is the National Macaroni Institute,
product promotional organization of the
industry, and the National Macaroni
Manufacturers Association. The Assocl-
ation, founded in April, 1904, continues
to promote and safeguard the wellare
of the macaroni and noodle manufac-
turing industry and to elevate it to the
highest plane of efMclency, effective-
ness, and public service.

Anniversary Salute

While the Association marks its 82nd
anniversary, it is the 47th anniversary
of the Macaroni Journal, official publi-
cation of the Nalional Macaroni Manu-
facturers Association. In 1919, Modesto
J. Donna of Braldwood, Illinols, became
the first paid administrator of the As-
sociation and edilor of the New Maca-
roni Journal, He was managing editor
of the magazine for some 34 years, and
then continued his activity by writing
a monthly column until his death in
December of 1852,

His pioneering efforls coupled with
those of former leaders in the maca-
roni-noodle Industiry have established
the foundations upon which the present
generation is building the popularity of
this fine food. The staff of the Macaroni
Journal salutes them for their efforts,
and pledges you, the reader, its sus-
tained enthusiasm to bring you the
news of this fascinating field.

1904—N.M.M.A, established.
1919—New Macaroni Journal.
1948—National Macaroni Institute
incorporated.
1966—62nd Annual Meeting,

WAY BACK WHEN

4U Years Ago

® Are you a member of the trade asso-
ciation representing the industry of
which you are a part? Do you ailend
the meetings and conventions of the
Natlonal Macaroni Manufacturers As-
soclation? What are you doing to "ele-
vate the trade,” to "promote belier feel-
ing" or “eliminate trade abuses?" Have
a heart-to-heart conference with your
better self, It will make you one of the
good fellows upon whom the industry's
future welfare may confidently depend.
® A Vigilance Committee was estab-
lished so the industry could police itself
for trade abuses. Samples for analysis
for adulteration, artificial coloring, in-
sufficient cgg solids, or mislabeling
were to be sent to the laboratory of
Dr. B. R. Jacobs In Washington, D. C.

® The Italian Chamber of Commerce
in New York through its magazine
called attention to the new anticoloring
rule made by the U. S. Bureau of
Chemistry, that artificlally colored
products would be considered in viola-
tion of the Pure Food Laws of the
United States, There was a protest from
Italian importers.

® At the request of the National Maca-
roni Manufacturers Associofion, the
U. S. Department of Corimerce made a
study of the ingredients used by leading
macaroni manufacturers of Ialy. The
attache in Rome reporied there were
variovs grades of products made. The
U. S. Bureau of Chemistry tonk this as
a reason why there would be no re-
striction on Imports of various grades
until the American practice of using
lower grade flours with semollna was
considered a deception and unfalr trade
practice.

30 Years Ago

¢ The National Macaroni Manufac-
turers Association was organized April
19, 1904. This month it completes 32
full years of useful service to an in-
dustry that has since multiplied ten-
fold in the number of plants, twenty-
fold in satisfled workers, fifiy-fold in
dollar volume, and a hundred-fold in
reputation for high quality products.

® There was concern because the Gov-
ernment was slow in refunding taxes
collected under the Agricultural Ad-
justment Act. The act had specifically
provided that in the event that the law
became Inoperative for any reason
whatsoever, taxpayers would be im-
mediately reimbursed for taxes paid on

(Continued on page 46)
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At the Malte

HE Macaroni Journal has friends

in some forty different countries
around the world. Once a year our
foreign contacts are sent a question-
naire on the status of the macaroni in-
dustry in their countries. From the re-
sponses, we attempt to show world-
wide trends in sales, production, con-
sumption, and packaging, as well as
major current problems.

United Kingdom

Information received from the British
macaroni industry indicates that sales
are slightly up. Seven plants produce
between 15,000 and 17,000 tons of prod-
uct per year, The most popular varietles
are spaghetti and short cut macaroni,
Durum semolina is preferred as a raw
material, with the price governed en-
tirely by the world market price of
Canadlan and U. 8. durum wheat. The
trend now Is toward carton packaging .
of macaronl products.

Future Prospects

What are future prospects of the
British macaroni industry? This de-
pends on the promotional activities of
individual companles. Imports from
Naly and other countries at very low
prices and varying qualities are the
biggest single problem. To counteract
this, cooperative promotional effort by
a group of macaronl manufacturers
using durum wheat Is belng put forth
through the distribution of brochures
entitled “Meet the Pasta Family” for
the student. The brochure tells the
story of macaronl storting with a grain
of wheat, then going step by step
through the milling process, the maca-

f

rede Fair .

roni manufacturing process, and endh“,y
with directions for cooking pasta.

Cookbook e

Another educational piece published =
by the Pasta Information Service of the
British Macaroni Industry Is a 14-page
booklet entitled “Pasta Makes Marvel-
lous Meals." This is a small coqkbook
of tested recipes with full-color Mus-
trations, and stressing the fact that top
quality pasta is made from durum
wheat. ; -

Norway

In Norway, the trend of macaroni
products sales is up, but it is a slowly
rising trend. The two plants produce
about 1800 tons of product per year,
mainly short cut macaronl and spa-
ghetti made of durum semolina which
is priced at 800 Norwegian kroner per

. ton., Short cut macaroni is packaged in

boxes-and sells for 5.40 N.kr. per kilo-
gram; spagheiti is wrapped in cello-
phane and sells for 6.00 N.kr. per kilo-
gram at retail. Goal of the Norwegian
industry: to increase consumptlon con-
siderably,

Swedes Like Spaghetti

Sales trends in Sweden Indicate that
while macaroni is steady, spaghetti is
up and prospecis for the future seem to
indicate that the demand for spaghetti
will continue upward., The two plants
in Sweden produce approximately 6,000
tons a year, using durum wheat. Most
popular varieties are spaghetti and fast-
cooking macaroni (a very thin-walled
product). Macaronl is usually packed In
450 to 500 gram packages and spnaghetti
in 400 gram packages.

Switzerland

Switzerland, where per capita con-
sumption is comparatively high, reports
that sales are steady, but that future
prospecis may show a decline due, first,
to the sharp decrease of Itnlian laborers
in Switzerland and the possibility of
further decrease of Itallan manpower;
and, secondly, to the changing con-
sumers' attitude toward macaroni.

Higher Income—Less Consumption

Heinz A. Berisch, of the Swiss firm
Bertsch and Company, did considerable
consumer research regarding future de-
velopment of macaroni consumption in
his country, in preparation for writing
his thesis to obtain his bachelor's de-
gree In economics at* lhe' Business
School of Economle and Social Sciences
in St. Gall. He writes: “It may Interest
you to know that my investigations
show that there is a negative relation

- between' the increasingi‘pler capita in-

" come and Swiss consuraption of maca-

ronl in the traditional dry form." At
.present, per capita consumption of mac-
aronl products in Switzerland is still
second only to the Itallans, and the
question is asked “Is there a saturation
point?”

Competition from Itallan imports of
-spaghetti made of 15 to 75 per cent soft
wheat flour but labeled “di pura semo-
1a di granl duri” is the major current
problem to some 42 Swiss manufac-
turers producing approximately 56,000
tons of product yearly, . M :

21!
Germna

German manufaciire g to
our survey report that mac prod-

ucts sales in thelr country were steady

to slightly down in 1065, and that thjs
trend is likely to continue in the future.
The 135 or 140 plants produce about
186,000 tons annually, most of this in
the shape of spagheiti, macaroni and
noodles. There are nearly no stamped
goods, and the coiled products are pro-
duced as speclalty items only in smaller
plants. Both cartons and cellophane
bags are used in packaging finished
goods.

A number of current problems were
listed by the German firms writing to
us. Among them: struggle with prices
and rebates; Increase in raw material
prices because of the Common Market
laws; rising costs of wages; price com-
petition.

Ialy

In Italy, the trend of macaroni prod-
ucts sales is steady, with future pros-

Tueg MACARONI JOURNAL

pects showing neither an increase nor
a decrease. The 700 plants in Italy, both
large and small size, produce about
1,700,000 metric tons of product per
year, It is anticipated that within five
years' time there will be only half this
number of plants in operation in ltaly.
The most popular varieties of products
are (10) spaghetti, (2) macaroni and (3)
egg noodles, Rigatoni also is a popular

seller, along with small shapes used in
soups.

Raw Materials Vary

Raw materials used in the manufac-
turing process vary from plant to plant,
and dopend upon the shape being
processed. Top quality macaronl prod-
ucts call for hard wheat semolina,
priced around 13,500 lire per 100 kg.
Commeon shapes are often made with
blends of hard and soft wheats. Prices
of the varfbus types of flours made
from hard wheat range between 8,000
and 13,500 lire per 100 kg. The three
types of flours milled from soft wheat
cost between 8500 and 9,800 lire per
100 kg, = %

Today In Italy between 40 and 50 per
cent of all macaroni products are pack-
aged In one form or another, with the
remainder sold In bulk., Some of the
large and important firms do o great
deal of packeging in carton boxes, but
paper bags containing 1 kg. of product
are very popular, as are % kg. cello-
phane bags. Selling price at retail varies
from 140 to 160 lire per kg. according
to quality and type of packaging. And
packaging Is the major current prob-
lem*inwitaly today, as manufacturers
woplgede convert from bulk product to
one-hundred per cent packaged product.

:N-Iqﬁ‘lﬁdullry Changing

Superinarkets are on the incrense in
France. At the beginning of this year,
shere wefe 586 supermarkets In the
country, an increase of 92 since the be-
ginning of 1965, and up from only 47
in 1860. This, in a country traditionally
addicted to the specialized little family
retail store in the neighborhood, is
quite a revolution,

Actually, more than 30 per cent nf
the existing supermarkets belong lo
three chain-enterprises — Monoprix,
¥Prisunic and Nouvelles Galeries. And
in the total sales of all the nalion's
supermarkets, foods and food products
account for a whopping 92 per cent of
the total gross. The trend of macaroni
products sales in France as well s fu-
ture prospects is steady, with the 65
plants manufacturing some 300,000 tons
per year. Most popular varieties are
noodles, vermicelll, macarcni, and long
spaghetti, In that order. All macaroni
products are made of durum wheat.
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A 250 gram carton of macaroni prod-
ucts seils at 211 Fr, per 100 kes. at re:
tail, while a 500 gram.cellophane bag
of product sells for 189 Fr. per 100 kgs.
Major current problems of French man-
ufacturers are reported to be in the
arens of transportation and reseurch
techniques.

Malta

On the island of Malla, the trend of
macaroni products sales is steady, with
future prospects of increasing sales if
and when the Government de-rations
the macaroni. The five plants on the
Island—two large operations and three
small plants—produce some 6,000,000
kgs. of spaghetti and thick, long maca-
roni called ziti. Some shells and elbows
are nlso produced. Packaging materials
used are cellophane bags and carlons.
The chief current problem is the fact
that the Government still controls the
Industry through subsidy. However, the
<Gbvernment is being strongly urged to
de-control macaroni products, as the
subsidy no longer is necessary. Manu-
facturers would like to do more ex-
porting, but they find it difficult to com-

“peté with the Italians price-wise.

Durum Scarce in Iurael

In Israel, chief problem of the seven
firms engoged in the macaroni business
is that there is not enough durum
wheat semolina available in their coun-
try. Therefore, the macaronl products
usedn domestic consumption are made
of a mixture of both hard and soft
wheats, while the hard wheat semolina
is reserved for”ekport only. Prices for
semolinn are around $120 In U.S, cur-
rency per 1000 kg. with flour at about
$108,

Short-cuts being elevated into storage silos
ot Vetta Macaroni Pty.,, Ltd., Roseberry,
New South Wales, Australia,

Concerning packaging of macaroni
products, Israell firms report that car-
tons are expensive and there is a high
custom's duly on cellophane Therefore,
the praclice has been to use polyethy-
lene on the better qualily products,
while paper bags are used for the less
expensive product.

Japanese Sales Up

Japunese macaroni firms report sales
in their country up, with future pros-
pects “developing by leaps and bounds.”
There are 22 manufacturers operating
25 plants, producing about 60,000 tons

(Continued on page 9)

Paven Long Goods Press in operation at Australion N.M.M.A, member,
Velta Macaroni Pty., Lid.
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WORLD FOOD PLAN-

ITH growing urgency, Govern-

ment planners in Washington are
groppling with a momentous inter-
national problem: An increasingly hun-
gry world is turning more to this boun-
tiful country for needed food; but the
United States with its surpluses already
shrinking, will be unable to fill the food
gap that looms ahead.

Ald and Self-Help

The planners are pondering various
combinations of American help and
foreign self-help. The choices finally
made will hinge in part on how much
room is left for welfare programs as
Vietnam war spending rises.

President Johnson has repeatedly
pledged steps to feed the world's hun-
gry. In his State of the Union message
he promised a “worldwide attack on
the problems of hunger and disease and
ignorance” and added: “We will place
the malchless skill and the resources of
our own great America — in farming
and fertilizers—at the service of those
countries committed to develop a mod-
ern agriculture.” Though the White
House hasn't spelled out specific pro-
posals yet, Administration task forces
have been busily sizing up world food
needs and possible U. 8. responses.

One basic text, a study by Agricul-
ture , Department economist Lester
Brown, concludes that as their popula-
tions mount faster than farm produc-
tion, the less-developed nations are
losing the capaclty to feed themselves,
A more recent Government study adds,
however, that some nations, including
Mexico, Israel and Taiwan, have had
encouraging success in increasing food
output when they put their minds to it.

U.S. Capacities Limited

The United States is physically in-
capable of filling the global food gap
that threatens if population growth
continues to outstrip farm output in
many areas. Nor ir it desirable that the
U. 8. become # charitable breadbasket
for all the world's needy. Hence, though
the U. S. should increase its Food-for-
Peace flow to some countries, the less-
developed natlons must vigorously
push their own output toward self-
sufficiency, The extient of U. S. ald
should depend on what the reciplent
will do, in farm production and in
health, schooling and population cons
trol. What these countries need, it is
said, is not only fertilizers, pesticides
and high-yielding strains of crops, but
the whole superstructure of rural prog-
ress—roads, housing, cheap water and
power, easy credit, farmer purchasing
and marketing cooperatives and gov-
ernment production incentives.

Furthermore, U. 8. policy-makers be-
lieve, other advanced nations should
increase their own efforts to help the
less-developed lands. Recently, the
United Nations Food and Agriculture
Organization, to which the U. 8. Is a
major contributor, did lift its world aid
quota to $275,000,000 for the nevt three
years from $100,000,000 over the past
three, But the increase is considered
only a crumb,

Congressional Push

While the White House ponders how
to proceed, a Congressional push for
feeding the hungry will, be starting.
Democratic Senator, Georga McGovern
of South Dakota,*former Food-for-
Peace director, anticipates hearings be-
fore the Senate Foreign Relations Com-
mittee on his bill to increase U. 5. food
and farm aid. In the House, where com-
panion measures to the McGovern bill
already are pending, Agriculture Com-
mittee Chalrman Harocld Cooley 4of .
North Carolina, has announced he will
introduce his own “war on hunger”
measure that would allow greater U. S.
plantings. Rt LS L

The McGovern and Cooley bills pro-

pose vastly greater increases in foreign °

food aid funding.
McGovern's bill moves up gradually
from a half billion dollars the first year

(additional or new money) to 3.5 billlon °

in the seventh year,

Cocley's bill, drafted as a four-year
extension of the present Public Law
480, or Food-for-Peace Act, authorizes
ten billion dollars of food distribution
for soft currency and long-term credit
in the four-year period—an increase of
aid from the. present 1.4 billion dollar
level annually to 2.3 billion. Cooley
would also authorize a doubling of vol-
ume of emergency and gift food distri-
bution, from $400,000,000 yearly to
$800,000,000.

Obviously, the size ol the program is
going to be the biggest venter of con-
troversy—whether it is to be a small
expansion or a big one.

U.S. to Test New
Food Product

The government Is launching what
officials call an important experiment
in feeding hungry people abroad that
may be broadened later io help give
millions of children a better start in
life,

The U, S. Department of Agriculture
is preparing to buy ten million pouads
of a new high-protein food, described
as a complete pre-cooked food which
needs only Lo be mixed with water for

serving. The producl is a blend of In-

. gredlents including de-germed corn

meal, wheat flour, non-fat dry milk,
processed soy grits and soybean oil, and
minerals and vitamins, The mixture is
extruded from a macaroni press into a
kernel looking like rice.

A pilot feeding program Is planned
for refugees and Infants in South Viet
Nam.

Doughboy Industries
Realigns Assignments

Three officers of Doughboy Indus-
tries, Inc, New Richmond, Wisconsin,
have been given new duties and titles
in connection with the company's con-
tinuing growth program.

Edwin J, Cashman, president of the
firm; ‘anmounced the changes and said
the moves were made (o strengthen the

- cofnpany’s position in highly competi-
* five national and worldwide markets

where its diversified products are sold.
James H. Buell, first vice president
of the Industrial Group, becomes exec-
utive vice president and still heads the
Industrial Group.
Dona!d L. Reppe, vice presidert and

. .controller, named firs\ vice president

“and ger.eral manager of the Agri-Prod-
ucts Group.

Robert M. Harding, vice president
and treasurer, named vice president
and treasurer and chief financial ofMcer.

>Buell Heads Industrial Group

Mr. Buell has been with Doughboy
Industries since 1055, when he left
Ernst and Ernst to become budget di-
rector of the company. He was later
named controller and in 1961 bécame
head of the Packaging Machinery Dlvi-
sion. He was elected first vicerpmesident
of the Industrial Group in the summer
of 1963.

The Industrial Group embracesathe

company's Packaging Machinery Divi- 3

sion, Televiso Electronics, the Dough-
boy Printing Division, Combustion
Products Corporation and Enerffy
Transmission Corporation, »» &%

A native of Milwaukee, Wisconsin,
Mr. Buell was educated at Lawrence
College, Appleton, Wisconsin, and Mar-
queite University where he majored in
business administration. He served in
the Navy during World War II, Mr.
Buell, who is a cerlified public ac-
countant, was with Ernst and Ernst for
seven years before joining Doughboy
Industries,

Reppe Heads Agri-Products

Mr. Reppe has been with Doughboy
since the late 1940's when he jolned
ine company after serving more than
fcur years with the Alr Force. For sev-

(Continued on page 14)
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| lzept fresh with Doughboy heatsealing.

BOTH come from Doughboy Industries, Inc.

at New Richmond, Wis.

Doughboy

(Ask ANY manufacturer of quality lamous macaroni products!)
CRAFTSMEN IN PLASTICS — PACKAGING MACHINERY — FARM FEEDS — DURUM PRODUCTS — PRINTING — ELECTRONICS
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Doughboy Assignments—
(Continued from page 10)

eral yzars he was chief accountant of

the company, and then assistant con-

troller. He became controller a few

years ago and in 1903 was named vice

president and controller.

The Agri-Products Group includes
the Formula Feeds Division, the Dough-
boy Research and Demonstration farm,
the Commodity Division, and all phases
of the chicken broiler and turkey busi-
ness, The company has breeder farms,
hatcheries in the Upper Midwest, and
processing plants ot Eleva, Wisconsin,
Faribault and Madelia, Minnesota, and
a marketing orgonization covering the
nation.

Harding Heads Service Functions

Mr. Harding joined Doughboy after
World War II, when the company
launched its postwar development and
diversification program. He served as
treasurer until the summer of 1863,
when he was elected vice president and
{reasurer.

A native of Baraboo, Wisconsin, Mr.
Harding was educated at the University
of Wisconsin where he majored in busi-
ness administration. He is certified
public accountant. During the war, he
was in the Army and served in the
Pacific. Before joining Doughboy he
was in the tax department of the State
of Wisconsin. He Is a member of the
committee of 25 appointed by the legis-
intlve council of the Wisconsin legisl-
ture to make a study of taxes and fu-
ture cconomic development in the
Badger State.

In his new assignment, Mr. Harding's
duties will include all treasury func-
tions previously performed, and in ad-
dition, he will be responsible for all
accounting and administrative service
functions.

Plan for Growth

“A pre-planned growth program is a
survival program,” says D. D. Steve
Brodie, director of sales of the Aseeco
Corporation.

He points out that the extent of
growth expansion of an individual
plant can be based on known facts, such
as a company's ten yeor record for
sales, production rates, yield, degree of
in-plant expansion and net profits. Add
to this information statistics from
which a forecast can be made, such as
the prediction of a 30 per cent increase
in population in the next decade, plus
the conservative estimate of a three per
cent increase in per capita consumption
of macaroni products

The question arises, will the present
producers of maceroni enlarge their fo-
cilities to meet this growth in demand,

D. D. Steve Brodie

or will new capital enter the field? Each
individual manufacturer must answer
the question, “Does he have the physi-
cal area to enlarge his present plant to
accommodate a one-third increase in
output or should he look for a new loca-
tion and build a new plant?”
Complete Service

This is where Asececo comes in ac-
cording to Mr. Brodie. He states: “Asee-
co Corporation offers a complete serv-
fce, from expanding a present plant to
the building of a new plant."

On the Aseeco staff are civil engi-
neers to prepare complete building
plans and specifications; plant designers
who know plant layout and can divide
floor area into flour handling, process-
ing, drying, storage systems, packaging,
warehousing, maintenance and office
operations. They have mechanical engi-
neers who can appraise and evaluate all
machinery and aulomatic systems plus
supervising installations through start-
ing-up procedures.

At the Wheat Quelity Conference. Left to sight: Don Fletcher Crop Quality Council; Robert

“The executive head of a successful
business surrounds himself with a com-
petent staff, each department head uan
expert in his respective field,” observes
Mr. Brodie. Top management is respon-
sible for the total success of the busi-
ness and to see that each depariment
operates at the highest degree of ef-
ficiency. This is a full time job and
doesn't ieave the manager much time
to delve into projects that are outside
this field of activity, By the same token,
the executive head may not be fully
conversant with plant layout and de-
sign. Here again responsibility should
be delegated to a contracting firm. This
firm should have a complete knowledae
of the macaroni industry; it should
know how to handle drying problems
and what Is required for proper and
efMcient insulation, where air conditiun-
ing is needed; and in general, should
have a first hand knowledge of re.y
production problem.

Plan Every Facet

“Pre-planning takes into considera-
tion every facet of the program, with
complete detailing before any step is
made, The contractor should present
floor layouts with practical recom-
mendations for space allotments of the
various departments with reelistic al-
lowances for expansion in the next len
yecr period,” says Mr. Brodie.

“This type of procedure is being fol-
lowed every day by large corporations
whose poliey is to manage a successful
business and put expansion projects
into the hands of people who know the
field and are held responsible for u key
job," concludes Mr. Brodie.

According to Vaughan Gregor, presi-
dent of Aseeco, the combined experi-
ence of the Aseeco engincering stafl in
the macaroni industry totalsfover forty
years.

P, )

Handschin, G.T.A.; Robert Green, N AV N4 ond Gene Kuba, manager, Amber Milling Di-
vision, G.T.A. Mr. Fletcher was honored 5t 2 testimoniol dinner following the conference on
his retirement as president of the Crep Quahiry Counci!
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ASEECO

The Name ASEECO — Automated Systems and Equipment Engineering Company — embodies
the science, engineering and experience acquired in many years of believing that a product — no
and matter how good and economically made today — can be made better and more economically
through **Automation.”

Originators

Pioneers
of This belief has made ASEECO's products successful and its work rewarding.
The diversified products manufactured and services performed by ASEECO for its many clients,
Many have been expanded to include complete Plant Layout and Automation Engineering, including
of Erection, "'Start-Up'* and Training of operating personnel.
Today's The quality of products manufactured by ASEECO and the caliber of services rendered has
resulted in many repeat orders, as well as a continuous increase of new customers. We hope this
Automated | Catalog will give ASEECO's present and prospective customers a brief cross section of the inge
Devices nuity and diversity of ASEECO's operations.
and
LIST OF THE PRODUCTS MANUFACTURED
Systems

VERTI-LIFT Bucket Elevator
VIBRA-CONVEYORS & SCREENS
CAN & BOTTLE CONVEYORS

AUTOMATIC CHECK WEIGHERS
AUTOMATIC NET WEIGHERS & FILLERS (Multiple Head. High Speed)

BULK WEIGHERS & FILLERS

FEED-O-METERS (Continuous Feed by Volume)
& STOR.0-VEYORS (Moving Belt Storage)
TRACE-A-VEYORS (Moving, Sufgefo[e ge),
DEHYDRATORS & DRYEQSE{Haiin
PRESSES & DRYERS forf S
AUTOMATIC CONTINUO ‘ _- A
CARTON SET-UP, FILL & CLOSE

Engineering & Sales bl'licu

LIST of SERVICES

Plant Engineering, Layout & Drafting

Site Selection & Construction Supervision |
Evaluation of Sub. Contracts & Bids
Machinery Selection & Procu
Erection and Installation
Electrical Engineering & C
Plant **Start-Up" & Final
Training of Operating Per.

Service after Sale
< e org 12 ey e eerre— Manufacturing & Warehouse Facllities

T 1
T
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T

4434
Sees
sseen
Tsews

Sce Aseeco 'One Responsible Firm — One Supplier”

: - 1830 W. OLYAPIC BOULEVARD  TCL (713) 385:950
: ST 2 Aviometad L05 ANGELES. CALIFORNIA 90006
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Artist Honoroed

A colorful painting, “The Arrival of
Martha Washington at Valley Forge,”
has been permanently placed at the na-
tional headquarters of Freedoms Foun-
dation at Valley Forge, Pennsylvania.

Dominic Mingolla, the artist, a resi-
dent of Long Island, and vice president
of V. La Rosa & Sons, a food manufac-
turing firm, presented the six by twelve
foot painting to Freedoms Foundation
at a luncheon program at Valley Forge.

Dr. Kenneth D. Wells, president of
Freedoms Foundation at Valley Forge,
accepted the Mingolla painting which
hangs in the main lobby at the Founda-
;.Ion'u new Martha Washington Build-
ng.

Also present at the ceremony was
Vincent 8. La Rosa, president of La
Rosa & Sons.

Native New Yorker

Born in Middletown, New York, Min-
golla resides at Manhasset, Long Island,
with his wife, also an accomplished
artist, and their three children.

Mr. Mingolla graduated from Pratt
Institute as a commercial artist and
illustrator. He also attended The
Phoenix School of Design.

A World War 11 Navy veteran, Min-
golla served in the South Pacific aboard
PT 169 which was but yards behind
President Kennedy's PT 100 when it
was cut in two by an enemy destroyer.
He later presented President Kennedy
with an eye witness drawing of the
Incident as seen from PT 169,

Plaque at Main Entrance

The painting {llustrates Martha Wash-
ington arriving at Valley Forgz in Feb-
ruary 1778. Mingolla was i:spimd ta do
the painting after reading a plaque at
the maln entrance of the Martha Wash-
ington Building. The inspirational con-
tent follows:

“Martha Washington, first First Lady
of the Nation, merited personal distine-
tion over and above the honors be-
stowed upon her as the wife of our first
president. Her love of mankind and be-
lief in the dignity of the individual
found frequent expression in her dally
life.

“The gracious hostess of beautiful
Mount Vernon left the comforis of her
Potomac home to be with her husband,
the Father of our Country, George
Washington, at Valley Forge. She ar-
rived by carriage at this hallowed place
February 10, 1778 (Old Calendar), the
day before his birthday, after evading
British patrols and fording dangerous
winter streams on her trip from Vir-
ginia to Pennsylvania.

“During her stay at Valley Forge, she
ministered to the troops during the
cold, discouraging winter of 1777-1778.

16

Throughout those direful days, she
nursed the sick, fed the hungry, clothed
the naked, cheered the homesick, and
soothed the malcontent. She was sym-
pathetic to, and understanding of her
husband's aspirations to establish a na-
tion of free men.

“Martha Washington loved her coun-
try and her husband. Her compassion
for the soldiery and steadfast faith in
the cause of independence sustained
George Washington during the dark
hours of despair, as he labored to insure
pursonal liberty for all Americans.
Every examination of her life confirms
she served her compatriots to the ulti-
mate of her graceful talents and wom-
anly wisdom. i :

“May the life of this heroic, self-
sacrificing, practical American woman
of dignity be the guide for all women
of every age In every phase of life who
would daringly and graclously shere in
the propagation of human freedom for
all mankind, for which this Republic
under, God, with its democratic meth-
ods, is an exemplar to the world.”

Foundation Founded in 1848

Free@oms: Foundation at Valley
Forge was founded in March 1949, The
Foundation's leadership includes Gen-
eral of the Army Dwight D. Eisenhow-
er, Honorary Chairman of the Board;
and the Honorable James A. Farley,
Senlor Vice Chairman; General Bruce
C. Clarke, U.S.A. (Ret.) Vice Chairman
for Education; Colonel John H. Glenn,
Jr., USM.C. (Ret.) Vice Chairman for
Youth Actlvities.

Here Is Pavan in 1966

Pavan was eslablished in 1946 to
serve the macaroni industry. From a
modest beginning, consumer acceptance
has vaulted the Pavan name around the
world. Today Pavan employs more than

Laft to rightt Dr. Kenneth D, Wells, Vincent S, La Rosa, and u;ﬂn Dominic

kgt Ty 15
Mingolla,

400 people, has developed a-rich buck-
ground of technological experience, has
many patents and a young, dynamie
staff to maintain the tradition establish-
ed for innovation.

Today Pavan is one of tHe largest
manufacturers in,world specializing in
macaroni machinery. They have licens-
ing arrangements in Spain, Argentinna
and Japan,

Box Beore . i

Here is a box-score of some of their
achievements:

1048—They were the first to market
an automatic loading®and unloading
silo dryer. :

1950—They made the first universal
type coll-folding unit, capable of mak-
ing coils of all slzes.

1851—They patented and marketed
the first short cut macaroni belt type
pre-dryer. e o f

1053—They engineered automatic
presses with vacuum mixers.

1853—They made a continuous long
goods dryer with automatic loading and
unloading.

1854—Pavan was the first T
a press equipped with sta 3 Slgai
troughs, shafts and. blade .
duty chromium coated sc —_ the
P.6800, with an hourly product!aj"o! Gy
kilograms.

1956—They put on~the market the
prolotype of the belt type short cut
dryer with composable sections for con-
tinuous and discontinuous production.

1859—Pavan automated nest and coll
production. Trays were abandoned and
replaced by a handy basket dryer.

1862—The continuous belt type nest
dryer combines with the already prov-
en short cut TR.56 dryer.

1864—The largest capacily press is
created—the twin screw P.1200, With
its partner, the P.600, production glants.
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tons long goods daily with

30 tong short goods and 24
night production Storage and

simultaneous packaging of
day and night product

8 working hours.

(*) dry product.
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Plans for Product Promotion
by Theodore R. Sills, public relations consultant, National Macaroni Institute.

A S we enter into the next decade,
our whnle einphasis is on increas-
! Ing sales—on broadening the market.

At first glance, this seems like a
fatuous gencrulily, but consideration of

" the problem lying in front of us should
- dispel this.

. Everyone, of course, is interested in
increasing sales and broadening the
market, but in the case of macaroni

| manufucturers—and all food manufac-

¢ lurers—this is absolutely a must in

{ | order o survive the next decade with

+ a profit.

Caught in the Middle

After a recent survey made by
Forbes Magazine among the top food
manulacturers, the editors have this to
suy;

Al in all, 1065 is ma reassur-
ing year for man panles,
While their market was growing with
the size of the U, S. population and
better standards of living here and
ahrond, so were the competition and
the cost of doing business. Controlling
neither thelrraw-materials supplies for
the supermarkets that distribute what
they make, the food companies are
middlemen, with only marginal control
over their own costs and markets.”

And this, mind you, referred to the

! year of 1065, In the next ten years, the
problem of the cost of raw materials

! supvlies and labor will accentuate the
difiiculties that lie ahead.

LS Rising Costs

A second problem facing manufac-
turers, also from the same article in
" Forbes, is commented on by William
. Murphy, president of Campbell Soup

pbell's mujor headache, as well

tas the'jndustry’s, is rising promotlon

'."dill. The outlook has become rougher
Lo tl*advenl of color-TV commerclals
threatens to balloon ad costs by 35 per
cenf™ Murphy figures the only way to
stay prosperous is to lift sales faster
than costs—and this is your problem,
100,

Macaroni Is Popular

We know we have a popular product
—one that the public likes, serves at
home or eats in restaurants.

We know, also, that we face Increas-
ing competition from products such as
rice, instant and frozen polatoes, as
-well as frozen macaroni dinners and the
combination dry dinners.

We also have a product that s con-
sldered a high-calorie product by non-

Theedere R, Sills

user and user allke, But, most impor-
tantly, we have a product that has high
acceplance with the youth market—
and that is the big market of the next
decade,

I should point out that while we are
facing increasing competition from
other producls, conversely they are
facing a great deal of competition from
us, Our plannipg.always carries the alm
of switching ric rs and potato users
to macaroni produd:.

As far as the" high-caloric image of
macaronl js concerned, we are constant-
ly at work to negate this image and to
present macaroni as a good-tasting,
highly desirable product with a fairly
low.calorie content. So, while we have
problems, we also are constantly striv-
ing to overcome them.

A Look Ahead

Let’s look at the next ten years' mar-
ket to see what we are facing. Last
July in New York I discussed the sig-
nificant figures of the next two decades.
But 20 years Is a long range. The next
ten years, however, are practically
upon us, We are slarting thul next
decade right now.

So let's enter the spirit of '76—19?0,
that is—and see what's ahead. All of
our planning, and all of your planning,
must tbe on the crucial next ten years.
Certainly, your competitors are doing
this. I think that we in the macaroni
industry should make our plans on this
next short-range, ten-year period.

What will the next ten years be?
What will be the configuration on the
profile of the American population by

1976? As you know, the population to-
day is somewhere around 195,000,000,
The expert prognostications for 1970
will be a population of approximately
230,000,000, It olso is estimated that
approximately 82 per cent of this in-
crease will be among persons under 35
years of age.

This points 1o several important
facts. In the first place, our survey,
made a year and one-half ago by Mar-
ket Facts, points out that the heaviest
users of spaghetti and macaronl are in
the age group of 35 and under. By pro-
Jecting the Image of macaronl as the
“go-go” food of the alive, alert younger
generations, we can materially increase
the per-capita consumption of maca-
roni products.

Consumption Up

According to the Institute figures for
1965, a total of 1,750,000,000 pounds of
macaroni products were consumed for
a per-capita consumption of about nine
pounds. Therefore, the industry in the
next ten years must plan to produce
almost 320,000,000 more pounds of
macaroni than it is producing today.

Or, in the next ten yea=s, if the same
rate of per-capita consumption is main-
tained, you will have to figure on an
increase in your production facilities of
almost 20 per cent.

I do not think that the per-capita of
nine pounds will remain, We are shoot-
ing for an increase in per-capita con-
sumption of 11 pounds, and I believe
the Industry should figure on this, also.
At eleven pounds per-capita, the flgures
become 700,000,000 and 40 per cent over
the present production.

Prepare to Expand

The inevitable conclusion of these
projections means that the indusiry
must be prepared for a tremendous ex-
pansion of its efforts to communicate
with and sell its prime markets.

You will not only be faced by a great
increase in production, but—more im-
portant—there Is a necessity to keep an
ever-increasing communlcation with
this vastly growing population and keep
these new markets sold on macaroni
products.

This resolves Itself into a two-
pronged effort: Not only must the
commodity be sold through the Insti-
tute, but you are faced by a tremend-
ously important drive to sell your own
brand name. Along with the sales effort
directed to the ever-expanding public

(Continued on page 20)
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Plans for Product Promotion—
(Continued from page 19)

comes hard merchandising and sales
efforts directed toward the retail out-
lets,

The Negro Market

I have mentioned the vast increase
in our population among persons under
35. There are other important and in-
creasing markets that also must be con-
sidered. One of the ever-growing im.
portant markets for the industry to de-
velop is the Negro market.

When I last talked before the Asso-
ciation in July, I used the current fig-
ures at that time of the Negro popula-
tion of 20,000,000 Negroes with an ex-
pendable annual income of $22,000,-
000,000, The latest flgures which have
just come out on the Negro market now
report that there are 21,500,000 Negroes
in the country with an estimated gross
income of $27,000,000,000. Ten years
from now, it is estimated that the Ne-
gro population will be between 25,000,
000 and 26,000,000 with an income of
$40,-$50,000,000,000.

The two significant things that are
happening to the Negro market are the
fact that the Negro population is in.
creasing faster than the white popula-
tion (4.4 vs. 3.6). The other important
fact is that the economic status of the
Negroes is having, and will have, a
tremendous upward surge.

The location of the Negro market is
a big reason why this market is taking
on a new significance to you. It isn't
primarily a Southern market any more.
More than half of the nation’s Negroes
—probably close to 60 per cent—now
live outside the Old South, and more
are moving out all along. This was not
just o migration northward; it is & mi-
gration to the big cities all over the
country. More than half of all Negroes
now live in 78 cities. More than one-
third of the total live in the 25 largest
cities ulone.

The effect of this concentration has
been enormous. Cleveland is more than
30 per cent Negro; Chicago is over 25
per cent; Philodelphia around 30 per
cent: Washington, D. C., about 55 per
cent. 1t is estimated that within ten
years, Chicago will be more than 50
per cent Negro, and other cities, such
as Detroit, New Orleans, Cleveland, St.
Louis, Philadelphia, und Atlanta could
theoretically go over the 50 per ceni
mark sooner than Chicago. While New
York has a smaller Negro population
percentuge-wise—some  where around
16 per cent—the Negro population of
New York City is more than one mil-
sion und is equal to the sixth largest
city in the country.
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Eat More Macaroni

Another importiant point is that while
the national figure of Negro family
median income approximates 50 per
cent of the whites — in key markets,
such as Chicago, Detroit, Los Angeles,
New York, Washington, D. C. and San
Francisco, to mention a few, the Negro
family income now averages more than
80 per cent of the white family in-
comes. When you take into considera-
tion the fact that the average Negro
family purchases 50 per cent more
macarcni than the white family, the
importance of this market to you is
readily discernible.

These are two of your important
markets—the youth and the Negro—on
which your public relations program is
concentrating. In additipn, there is the
labor market, which is™nost important.
According to our Market Facts' survey,
laboring people consume more food and
more macaroni products than the white-
collar workers. The laboring man has
more leisure time than ever. And, ap-
parently, he will get more. All of us
were startled by Quill's recent demand
for a 32.hour week—8 hours, 4 doys a
week. Nevertheless, this is a national
trend—a shortening work week—that
we must take into consideration. This
means more leisure time, and this can
make sweeping changes in the food-
buying habits of large segments of our
market.

Consumer Comments

1 recently attended a McCall's Maga-
zine Consumer Panel. Of great interest,
1 believe, were the views expressed by
many of the women on the panel. The
age group ran from 22 to 40, and the
income ranged from $5,000 a year up to
§11,000 a year.

1 had the McCall's Magazine people
throw in a couple of questions on the
feeling of the panel toward macaroni,
spaghetti and noodles versus the
canned and frozen products. The panel
was practically unanimous on its feel-
ing that they did not like the frozen
product and used the canned products
sparingly. Their feeling was that they
preferred to start “from scralch” with
the dry product and build their meal
from there, This was most encouraging.
Yet we do not know who the frozen
buyers are and why they seem to pre-
fer the frozen over the dry macaroni
outside of the convenience. We ought
to find this out.

Summary

1'd like to sum up: As we enter into
this next decade, the industry is faced
vith many problems. Problems ol ris-
ing costs of raw supplies, risine costs of
labor, and general rising costs of doing
business that contribute to the prefit
squeeze. But, hopefully, this will be ac-
companied by rising consumption of
macaroni products.

With the vastly growing market that
is ahead of us in the next ten years, we
must concentrate on a hard-hitting job
of communicating with our customers
and our potential customers through
intensified effort in both our Institute
public relations program and the ad-
vertising and promotional programs of
the individual manufacturers. So, we
must set our goals on the new spirit of
"76 and make every effurt to communi-
cate with and capture this growing
market,

“The trouble with success is that the
formula is the same as the one for o
nervous breakdown.”

Service Awards Presentation, During a recent Marketing Conference, held in Kansas City
by the American Beouty Macaroni Company, service awards were presented 1o three veteron
.employees of the firm by Ralph Sarli, executive vice-president—sales. Sorli (second from
\2It) extended congratulations and presented lopel pins 1o (left to right) Harry Harper, unit
manayer, Dai +#-Fort Worth, in recognition of ten years of service; A. H, Adoms, unit man-
oger, Oklct. i3, fifteen years service; Henry Duni, unit mancger, Konsas City, twenty-five
years with the company.

American Beouty, founded in Konsas City in 1912, presently manufactures ond mar- *

kets ils spaghetti, macaroni, egg noodles, packaged dinners and related products through
several plonts located in St. Louis, St. Paul, Denver, Dallas, Los Angeles, and San Diego, in
addition to its hume citce and Kansas City plont.
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NEVER DROPS OFF

when you specify
North Dakota Mill and
Elevator Durum Products

DURAKOTA
#1 Semolina

PERFECTO

Durum Granular

Start with the -vorld's best durum . . . give
it the advantage of superior laboratory
and testing facilities . . . mill it with
up-to-the-minute skills and equipment. This
is the way we've built our reputation for
consistently high-quality durum products for
leading macaroni manufacturers. And
that's not all of the story. The world's
best durum products deserve the best
service. We make sure your

order goes out — when you

asked for it. Isn't it about

time we got together?

N\
g EXCELLO
% fcjncy Durum
atent Flour

b

APRIL, 1960

Notth Dakota Ml and Elevator

*“IN THE HEART OF THE DURUM BRLT"
GRAND FORAS, NORTH DAROTA
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CONVENTION SITE

"["‘ HE 62nd Annual Meeting of the
Natwonal - Muacaroni Manufacturers
Assoviation will he held July 12-15 at
the Drake OakBrook, Oak Brook. 1l-
linos

Unusual Setting

This setuing 15 an unusual hotel in an
unusual conmmuntty just fifteen minutes
from  Chicago’s  O'Hare  airport and
thirty  ninutes  away  from Chicago's
Loup

Roughly, Ouk Brook hes between
Mevers Road, Cermuk Road, and the
East-West Tollway, Tri-State Tollway,
and Yok Road It extends over six
square miles o choiee Dupage County
countryside

A proup of internationslly  known
consultants spent five years in planning
the projeet which  preserves natural
seenie spots such as Ginger Creck and
York Womds as the settiing for rural
vleganee.

There 1s @ sports-recreation center,
already  fumous as the  international
polo capital

The development icludes the multi-
mwillion dollar Ouk Brook  { hopping
Center,  anandustrial-business  come
munications center including the new
Libwtatories tor Armour & Company for
ymproving  and - developing - compiny
products. Arrangements are being made
for i town of these faethities

Fine Facilities

The Drake OakBrook. which vpened
a the fall of 1962 has 160 1ooms and
uites and attrascuve public spaces. Tt
affers guest puvileges at the adjoining
York Golf Club and has arrangements
with two other clubs offering facilities
ol thiee of the Mudwests finest courses,
Tenni- courts are on the grounds and
other sport and recteational activilies
wmelude archery. shuileboard and skeet

ooting Unspotled  countryside  with

&

The Droke OchBrook at night,

miles of bridle trails that wander along
quiet streams and through impressive
woondlands makes riding o pleasure.

Italian Maitre'd

Known for good food, the Drake stafl
at OukBrook 15 headed by a smiling,
courteons staliun import named Gino
dilenzo, a European-troined maitre d'.
Born in Termol, Italy. the maitre d
worked in his father's restaurant as
chef, waiter, cashier, “everything.” he
recalls. His offering should be appre-
ciated by macaroni connoisseurs.

Communication Theme

The theme of the meeting will center
on communications — with employees,
with customers, with the various seg-

A
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Poolside ot the Droke OokBrook.

ments of the public
Staris on Tuesday

The Bouard of Director:
the vpening day, Tuesday,
the evening, o Receptie
g Party will be held ter ae o
tion delegates. General  sess
special speakers at luncheon v i,
are planned for Wednesday ' Thiurs
day, with the Rossotty trid
fet scheduled for Wednesday eve
and the Association dinner-dupes oo
Thursday evening. The Board of Diee-
turs winds up proceedings on Frday
morning, July 135 o +
The Drake OakBrook hus o vasual ot
mosphere which we think those attend®

il ead-

ing our Annual Meeting will appreciate, -

As the outdoor social center ol the
hotel, the magnificent pool provided for
the enjoyment of guests oller. o
sport or relaxation. Swim ity wish
in the erystal clear pool, enjoy intornai
snucks and heverages ot o handy ter-
race table . or loll in comfort on the
shady putio,

The relaxed and  gracious county
club living plus built-in urban conveni-
ences will make your stay at the Drake
OakBrook an occasion to remember

Details on how to get there, reservie-
tion cards und program plans will he
mailed as availuble, the Nutional M-
roni Manufacturers Association »'hoee
announces
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.
There's a new excitement about spaghetti. The addition vl
1,57 Myvarpex® Concentrated Glyeersl Monostearate to
the spughetti you make heeps its appeirance. favor, and
teture just as inviting in the steam table as when it comes
fresh out of boiling water at home. Food service managers
will want to serve it more often. You can look forward o a
broadening market.
shwvarLex Concentrate does not affect avor. It meets
- the requirements of U8, Food and Drug Definitions and

A WL 3 TR AT

standards of Tdentity tor Macaront and Soodie Produc -
astmended. Learn more about ats advantages by ogettine
touch with Dostlation Producrs Indistes, Rochester, Ny
|-”|”.‘. Siles olhees . New York amd (..]“L.l_'.'”- Wost Cinast
distributors: W. M Galties, Ine.

Mistillation Praducts Industee
16 a division of Eastman Kodas Compan,
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.color-quality!
Eeé’méjowﬁm

stant supphes of  fresh malled Amber Noo
Semoling and Imperin Durum Granular ...

E\l‘l)' Stpment from Amber Milhng has
the unmistakable amber cola that wentifies tap
quar. Conoina and Durum Granular, When you
findd 1o, quality, it s the same color as Amba
Venesin No, 1 Semoling and  Imperia Durum
Gromula,  Protect your  brand - speerfy
Aamber . .. uniform color, granulation and quality

B -

Huee modern concrete elevitors with tremen-
dots sturage capacities enable Amber Milling 10
buy top Durums whenever ... ond wherever they

are offered. Reserves of top Durums assure con-

eeN
FARVERS. o GRANTERMINAL w

1O

enihle

Amber Milling to ALwavs  mike

promused.

dehivery as

The men of Amber Milling know WHERE o
locate top Durums. and How 1o blend and anll
them to assure uniformly superin color and gl
iy e every shipment. Look fon Amban .0
means quality when you buy, helps vou to mam
win uniform quality m yvour products Toose the

whole story, call Gene Kuhn . MIdway 69433

DIVISION » FARMERS UNION GRAIN TERMINAL ASSOCIATION

MILLS AT RUSH CITY, MINNESOTA + GENERAL OFFICES, 5T. PAUL 1, MINNESOTA ===
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SEMI-ANNUAL DURUM REPORT .

Acreage Harvested (000's)

¥isld Per Acre (Bu.)

Average Average

1959-83 14 1085 1959-83 1984 1985
Minnesola 37 7 68 269 28.0 310
North Dakota 1,415 1,008 1,938 218 20.0 315
South Dakota 110 112 103 153 15.0 220
Montana 177 188 120 18.8 240 26.5
California 9 7 8 59.6 55.0 57.0
United Stales 1,748 2,382 2,234 214 28.0 30.8

<> Purum Production®—

HE Agricultural Marketing Service ™\,

of the United States Department of
Agr:e:lture has released its semi-an-
nual durum report which_read as fol-
lows: L(J! 3)
Although wet weather delayed plant-
ing of durum wheat and extended the
harvest period in,the main producing
areas, the growing season was quite
favorable, and the 1885 crop was esti-
mated at 68,900,000 bu-iels. This was
three per cent more than the 1984 crop
and 75 per cent above average. oth the
Dakotas increased production over 1964
but output was lower in Minnesota,
Montana and California. Average yield
per harvested acre for all States was
30.8 bushels, 2.8 bushels above last
ycar. 2,234,000 acres were harvested
this year compared with 2,382,000 acres
in 1064, A total of about 30,000,000
bushels of 1985-crop durum was har-
vested after extensive rains in North
Dakota, Minresota and Montana. Much
of that harvested after the rains show-

ed considerable sprout damage, the
U. 8. D. A. reported,

|  Commodity Credit Corporation

Sales of durum by the Minneapolis
Branch Grain Merchandising Office of
CCC during the period July 1 through
December 1065 amounted to 13,310,201
bushels, all for export. The CCC owned
44,950,559 bushels on July 1, 1865. In a
move to protect the high quality durum
wheat export market, the CCC on Jan-
uary 20 established a special subsidy
policy to discourage export of sprout-
damaged grain from the 1865 crop.
Under the special policy, a premium of
10 cents per bushel will be paid when
durum wheat with less than 4 per cent
sprout damage is made available for
export from free stocks. This premium
will be applicable only to subsidy bids
recelved and accepted subsequent to
this announceinent—CCC had 8,000,000
bushels of old crop durum stored in
terminal elevators and 2,000,000 bush-
els stored In binsites at mid-January

Midmonth average prices received for Durum Wheat by North Dakota farmers
Jan. Feb. Mar. Apr. Muy June July Aug. Sept. Oct. Nov. Dec.

1964 203 202 186 1.2 180 149 142 132 136 136 137 1.35
1965 135 133 133 133 133 128 128 128 128 128 126 120
Durum Export Customers, July-December 1965
{1,000 bushels)

No. 1 No. 2 No. 3 No. § Total
Belgium - 94 305 —_ 489
France —_ —_ 4,805 1 4,808
West Germany —_ 240 165 —_— 405
Netherlands —_ 1,446 1,344 —_ 2,790
Italy —_ 55 1,835 —_ 1,800
Spain —_ —_ 502 —_ 592
United Kingdom 38 —_ —_ —_ 38
India —_ —_ 271 — 27
Lebanon — —_ 1,162 — 1,162
Venezuela - 256 -— 374 630
38 2,001 10.669 375 13,073

Durum Stocks (1,000 bushels) Jan. 1 Oct. 1 Jan. 1

1085 1985 1086

On FAIME -esvveerrrresosonarsansssAR1TT 75,035 58,002

Commodity Credit Corp. ............ 1,665 1,031 1911

Mills, Elevators and Warehouses ... 44,835 46,456 39,127

Talal .ohiatiivrves A 93,677 123,422 97,040
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Production (000 Bu.)

Average
1953-83 1984 1985
1,020 2,156 2,108
32,307 /57,042 61,047
1,792 1,680 2260
3,539 4,512 3,10
542 385 246
30,200 86,675 68,001

1966 when the subsidy was annoup:d,

In Carada

At the en! of December 1845 Can-
ada's visible supply of durum all posi-
tions amounted to 21,641,000 bushels,
less than half that of a year ugu when
their visible supply Wwas 44,234,000
bushels. Commercial disappear: i v—
domestic and export (August 1 thious!
December 29)—amounted 1o 23,6.. 54 |
bushels. Domestic use accounted 10
only 1,639,000 bushels and that include
a portion milled for export. Yoy

Farmers in the Canadian Praiie

inces reduced the acrenpe -eedird
to™lurum wheat 56 per cor® (hi{d
spring of 1965 from that of 1064 but
growing conditions were favorable anc
average ylelds at 21,300,000 bushels ror
acre were 20 per cent above the 1064
crop outturn, Based on condition Octo-
ber 15, Canada expe Ya*erop of
17,000,000 bushels, compared with the
1964 crop of 33,600,000 bushels and the
1963 crop of 53,400,000 bushels,

Durum Promotion in Japan ;"

Plans have been completed for u
Durum-Macaroni promolion in Japan.
Jointly sponsored by U, S. wheat pro-
ducers and the Macaronl Arsaciation of-=" "
Japan the aim is to promote the 1"

U, 8. durum in Japan's fast-g
pasta industry, S
Twenty-five thousand colorful !

booklets have been printed, each Sl %

ing 15 nutritious'and easily pre [ \
dishes. The booklets will be distrive> =" {i
1o housewives, chefs, cooking school In- i
structors, and manufacturers who at- i K
tend any of the 80 cooking seminars to l [ |
be held throughout Japan over the nexi
12-month period, Also printed up were
10,000 promotional posters,

Recent Bals

The first regular commercial sale of
U. 8. durum to Japan was made in
Dedember when the Food Agency pur-
chased 3,000 tons of U, §. No. 2 Hard
Amber Durum. Their future plans call
for monthly purchases of 3,000 ton lots:
for several more months but the

THeE MACARONI JOURNAL
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amount will be shared equally by the
United States and Canada. Purpose is
fo got wheat from both countries into
normal usage channels where commer-
cial reactiv can be checked. This re-
rlt,c.l,]qr'\ then wili become one of the
major factors in 'the Food Agency's
?|LI:_)‘.i|| import policy’ on acrum.

UNDAMENTAL research and va-
L “rietal evaluation studies have pro-
*‘cgéded”on the three main cereal crops
“.grown in 1orth Dakota: malting barley,
--&M&m wheat and hard red spring
fyuotnd . During the past year, the cereal
00944ni’ provided approximately half of
10ihaincome of the state of North Dakota.
bz “The activities of the department have
included close cooperation with the
+Spring Wheat Quality Laboratory of
buthez1l 48, Department of Agriculture.
suTlii dooperative work has resulted in
.an increasing number of sclentific and
i educational articles which have op-
sgpeared in scientific journals, trade pub-
! tications and the popular press.

. New Wing

Consideruble  effort was  directed
. ‘toward the planning for a new wing on
the Cereal Technology Laboratory.
Tiitough the efforts of many people the
‘the 1865 legislature provided funds for
this consjrugtipn: $300,000 was included
i Aho_Agricultural Experiment Station
. budget a }d an additional $100,000 from
\he funds of the North Dakota State
Whg,_-i‘,kt):nmmlsqlon.
N~_,.'f‘h'é' pifot plant milling facility has
g improved ond expanded. When
4 completed it will be used for applied
* ieseaich ond the wheat and milling
,'_quall{y evaluation studies conducled
for the milling Industry in cooperation
P45 the Crop Quality Council.

S e Wheat Lipids

The research on the liplds of durum
and hard red spring’ wheat has been

* extended and the method for the de-
tectlon and estimation of farina in mix-
tures of farinn and semolinn hos been
developed and improved. It is now pos-
sible to detect the presence of farina
not only in the ground product from
the mill streams but in the fnished
macaronl product as well. The work
was expanded to compare the thin lay-

" er chromotography method with that
méthod involving infra-red spectro-
photometry as described by the Italian
workers, Afler numerous comparisons,
it wiis concluded that the separation of

the. silusterol_pulmitate by means of

CEREAL TECHNOLOGY ACTIVITIES

Highlights from the annual report of Dr. Kenneth A. Gilles,
Head of the Department of Cereal Technology of the
Agricultural Experiment Station at North Dakota State
University, for the fiscal year 1964-65.

¢ thin layer chromatography and subse-

quent detection of the quality of ma-
terial by means of densitomelry was a
more accurate and specific technique.
The infra-red spectrophotometric meth-
od was influenced by organic groups
typical of compounds other than those
specifically present in the ground prod-
ucts derived from Triticum durum or
Tritlcum vulgare. At the present time
we feel that the thin layer chromato-
graphic technique in conjunction with
pholoeléctric densitometry is the most
accurate method available for the de-
tection of semolina with farina.

Starch Differences

Rescarch on starch has indicated sev-
cral differences in physical and biologi-
cal properties in starches isolated from
T. durum and T. vulgare, These data
suggest that durum starches have a less
compact granule structure than other
wheat starches, Moreover, starches
from several spring wheat variaties
differ markedly in gelatinlzation char-
acleristics.

Studies on tae rate of jodine absorp-
tion by starch have indicated that dam-
aged granules absorb lodine at a faster
rate than do undamaged ones. A tech-
nique involving an amperometric titra-
tion has been developed which is repro-
ducible, rapid, economical and conveni-
ent. Moreover, the amperometric meth-
od appears to give lincar results over
an exiended range.

Technical Papers

Seven technical popers which were
presenied at the Industrial Advisory
Committee meeting In April, 1065 were
subsequently given at the 50th Annual

" Meeting of the American Association

of Cereal Chemists. Staff members were
in constant demand during the year to
talk before groups, on radio and tele-
vision,

Because of increasing interest in ex-
ports, the Cereal Technology Labora-
tery has participated in a number of
collaborative tests with the Internation-
al Association of Cereul Chemistry, and
the Grain Research Laboratory of Win-
nipeg, Canuda. These international con-
tacls provide for an eschange of tech-
nical methods and data for the evilua-
tion_of grain_ which moves in inter-

national commerce. These collaborative
efforts were well received,

Personnel

In September, 1865 Dr. Clarence E. ,
McDonald formerly of the USDA,
Western Utilization Laboratory at Al-
bany, California, joined the staff as an
associate professor. The increased re-
search activity has warranted the ap-
proval of a new staff positivn which it
is hoped will be filled in the near fu-
ture. The Rockefeller Founidlation has
awarded three fellowships lor gradu-
ate research from Mexico and Argen-
tina. The people that occupy these fel-
lowships are mature workers who have
begun work toward advanced degrees.

Granfs

In the area of new and expanded re-
seurch activities notification of grants
from the USDA and the National Sci-
ence Foundation were received. These
grants will strengthen the basic re-
search program and permit expansion
of activity in the area of wheat protein
research. Further assistance was offered
by the Director of the Agricultural Ex-
periment Station, who provided funds
for a Beckman Amino Acid Analyzer,
The grants from the Malting Barley Im-
provement Association, the North Da-
kota State Wheat Commission and th~
National Macaroni Manufacturers As-
sociation have been continued. These
grants provide approximately 39 per
cent of the operating budget of the
depariment.

Quality Surveys

For the fifth consecutive year wheat
qualily surveys have been completed in
cooperation with the Agricultural Ex-
tension Service, the North Dakote State
Wheat Commission and the Farmers
Grain Dealers Association, Reports of
these studies on the quality of the hard
red spring wheat and durum whent
crops have been written and widely di:-
tributed, ‘The continued interest in
Europe for information relative to the
spring wheat crops has continued. "'
seems 1o Indicate the great necd for
further information concerning the
quality of the spring wheat crops il we
are to remain compelitive with the tre-
mendous pioniotional activity now un
der way in the other whea! praducing
arcus of the waild.
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THE MILLER WANTS

QUALITY WHEAT N\

e
",

by Mark W. K. Heffelfinger, Executive Vice Pnﬂidont and
Director of Milling Operations, Peavey Company,

HAT makes a flour miller happy?

The answer is: “Quality wheat!"
First we must get more specific and
define what we mean by quality. It is a
characteristic or atiribute and is the
general word applying to something
possessed by a thing that helps to give
and distinguish its special character—
either by belonging to it by nature or
glven to it. Certainly, by implication,
when something has quality we assume
it to be good, but it can also be poor,
so really we are talking about good
quality which makes us happy.

In the early days of milling in this
country quality was no more or no less
than the wheat brought to the local
mill and ground for a fee by the miller,
and the vendor of the wheat virtually
recelved the same quality as the wheat
he tendered. Obviously, the modern
day concept is 180 degrees different,
and the user of the flcur—whether it
be housewlfe, cookie, cracker, bread or
pretzel baker or macaroni manufac-
turer—expects to buy a product from
the flour miller which will suit his
exacling specifications and satisfy his
wide-spread customer demands.

Today in India

Just for a moment let's compare this
with the procesa in India today as de-
scribed by George Swarbreck in the
Februsry issue of the Northwesiern
Miller.

“Would the Indian problem be eased
if wheat in edible form, that is, proc-
essed in the form of flour, were shipped
instead of whole grain? It's a question
now belng debated in U.S. milling
circles. And the answer is in the nega-
tive if U.8. type flour of 72-76% exirac-
tion is meant.

On arrival at the chakki with his
purchase, the customer either cleans
and dresses the wheat himself by pass-
ing it through a sieve which is kept on
the premises, or he may hire one of the
women squatting by the chakki to do
the job for him. He accompanies her
efforts with variour imprecations con-
cerning her abilities though this ap-
pears to have little or no effect on the
end result.

amount on a slip of paper which is
placed with the wheat awaiting its turn
at the mill. The customer squats along-
side keeping his eye on the purchase.
Each customer's wheat is ground strict-
ly in rotation—the average Indian is a
metrodical man, deeply conscious of
protocol and there's no shovin' or
pushin’, uxtreme politeness being thed
order of the day, contrary lo what
happens when an Indian boards a train
or bus,

After grinding, the miller takes the
product and welghs it s3°in. A small
deduction, known as tr ai-j*ial, Is made
by the miller to allow .'». loss during
grinding, and the amount is scaled ac-
cording to the se of the year. Dur-
ing the: N0, se .ﬂu de-
duction’ is usually‘on the high'side of
the range. And the miller collects a few
annas for his grinding fee.

On arrival home, the womenfolk are
usually called upon to sift the ata to
get rid of the larger particles of bran.
Thus, it is easy to see the type of prod-
uct a U.S, miller would have to manu-
facture to meet the demands of the
market,

The Indian is quality conscious, hav-
ing his own testing methods. The end
product pf his ata must taste just right
and feel right, and have the requisite
thickness or thinness. His definition of
quality is motivated, simply, by what
he has been accustomed to all his life."

Back in the US.A.

Meanwhile, back in the U.S.A., the
flour miller’s customers are accustomed
to continue improvements, and demand-
ing specification products which not
only meet the consumer demand, but
also the strict regulations of govern-
ment on sanitation, labeling, welghts,
additives, ete.

Adequate Supply

Perhaps there is, first of gll, a real
relationshlp between quality and price.
For instance, if something has just a
little bit better quality and costs a
good deal more, the real value isn't
there. Maybe then the first considera-
tion to a flour miller should be ade-

Mark W, K. Hetfolinger

we, as flour millers, have a vital Inter-
est in supporting those activities which
will help produce varieties of wheats
which will survive and:thrive in the
areas where they are intended to be

‘grown., We are dependent upon varie-

tles which will not be wiped out by
stem or leaf rust or soil diseases; will
not lodge in the flelds or shatter when
harvesied; will mature in time, etc. Yes
—we definitely are interested in bush-
els, and just to quote the June 30 carry-
over figures for a moment as of July 1:

Year Million Bushels
1860 1,314

1861 1411

1962 1322

1963 1,195

1964 901
1985 o™

“U.S. wheat stocks will fall 8% n?*

the year ending next June 30 to 750
million bushels, the smallest carryover
since 1953, about half as big as the 167
surplus. However, grain mercha,
should figure this year's booming ex-
ports may trim the surplus 20% to/650

million, less than a years 'domestie=
needs, They argue the Governtient. -

should declare 600 million bushels an
untouchable reserve for national se-
curity.”

“The facts are that, with exports now
indicated as high as 800,000,000 to
850,000,000 for 1065-66, the carryover
may be reduced almost 200,000,000 from
last year fo 625,000,09, the smallest
since 1953 :

It is obVious that we are more inter-
ested than in anyiof the last six years
at obtaining bushels.

Milling Quality

Next, let us consider milling quality
and its importance. Here, once again,
value plays an important role in the
demands for Northwest ‘wheals, and

= i

That"smright .'.'.' = = = We can

make Extrusion Dies in Any Lan-
guage;.any shape...any design...

A% st en

We've been doing just that for
the food industry since 1903.

To last that long takes quality,
workmanship and service. Guar-
anteed Extruded Results is a
Maldari feature you can profit by
for many years to come.

Want to take advantage of it?

Call us now...

0

America’s Largest Macaroni Die Mokers Since 1903 - With Management Continuously Refainid In Same Femily

D.MaLbarl & Sons, Inc.

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

APRIL, 1966

When this is done, the chakki oper- quate supply. You knuw;—supply. de-

3i
ator weighs the wheat und noles the mand, and the price curve. Therefore,

s
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. (Conlinucd on poge 32) .
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The Miller Wants
Quality Wheat—
(Continued from page 30)

particularly by those millers who are
located in areas that have access to
other wheats as an alternative and are
supplying domestic buyers who have a
wide cholce of flour products. Not con-
sidering baking characteristics for the
moment—I would say the three most
imporiant values or quality factors to
the miller are sanitation, how well the
wheat ylelds, and the percentage of
patent versus first and second clears.
Any type of contamination in wheat at
the mill Is a real source of problems,
and, therefore, a real cost factor which
discounts the value of the wheat In the
miller’s mind. Conversely, wheats which
yield well in the mill are worth a pre-
mium. Using the government conver-
sion factor of 2.283 bushels of wheat to
produce 10 lbs. of flour on a 72% ex-
traction rate type of milling, if wheat
were worth $2.50 a bushel at the mill,
every 2/100 in lower yield means ap-
proximately 5% per cwt in material
costs. Along this same line, if the wheat
will yleld a high patent percentage—
and patent flours are worth 50¢ to $1.00
per cwl more than clears—each addi-
tional percent of patent means greater
value in the wheat to the miller.

End Product Resulis

Finally, and perhaps most imporiant,
let's look at the value of wheat to the
miller in terms of end product quality,
ond for this purpose, let's talk baking
characteristics and macaroni manufac-
turing properties. What do the millers’
customers want? Value, quality and
happiness too. All of you who have
attended this and other meetings of the
Crop Quality Council I'm sure know
what I mean, but just so we are all
talking the same language, quality is
uniformity (from shipment to ship-
ment), color, protein, ash content, mix-
ing time, departure time, elasticity,

crumb structure-gluten quality, absorpy_

A Description of Macaroni
by Daniel Maldari, D. Maldari & Sons, Inc.

HE first half of the 20th century has

seen the tremendous and unprece-
dented growth of the macaroni industry
in the United States from its infancy to
a leading industry boating the world's
greatest output per unit, Hard pressed
to supply the great needs of home con-
sumption, the industry is nevertheless
exporting its products to all parts of the
world.

Research in the field of macaroni ex-
truding has been synonymous with the
surge of expansion, improvements, in-
novations, and modernization of maca-
roni producing equipment, D, Maldari
& Sons, Inc. has been a leader in the
research fleld in its quest to help the
manufacturer obfaln the greatest out-
put per die, fine quality, and most
pleasing appearance of his products.

It was in the not too distant past that
the macaronl producer believed one die
was much the same as another, and that
the question of producing a high grade
macaronl depended on the mixing and
handling of the raw material. They ex-
pended al their skill on regulating the
dough as to its moisture content and
texture, and applied untiring efforts to
regulation of the press, many times not
cognizant of the fact that most of their
difficulties . could be overcome by a
properly constructed die or mould.

It will be interesting to review quick-
ly the history of macaroni dies in the
United States.

First Dies Were Copper

« The first macaronl dies manufactured
in this country were made of copper.
Copper was selected from a standpoint
of necessity because of its physical
properties which bowed to human
stréngth.

% In the beginning of the macaroni in-

tion, spread factor, viscosity, ph, gasss# dustry in the United States, \nere was

ing power, amylase activity, cooking
quality, specs, grit count, sanitation in-
dex—yes, different things to different
people—our customers.

But why? And we complete the cycle
and come right back to the beginning.
When people are hungry they will eat
anything—ever had a chappati?—but
where there is a choice, the preferred
product and best value will be sold. :

All of us here are interested In ex-
panding the domestic and forelgn mar-
kets for wheat and wheat foods. We
can't do it without th- best bread,
cukes, ples, cookies, civ inrs, maca-
roni ,spaghetti, noodles, flour, semolina
and the best wheat. The Best Quality
Wheat—That's what Happiness is.

a conspicuous absence of miechanized
equipment. Dies were manufactured
entirely by primitive hand methods.
The holes were hand-punched through
a maximum thickness o' 1% inches,
and the outside diameter of the die
obtained by chiseling the excess metal
and filing. These manusl methods of
manufacture required a mallcable ma-
terial soft enough {o yicld to the great
amount of hand-punching required—
and copper possessed this physical
property.

The hand-punched muthods were
subsequently replaced by a Lhand-driven
drill press in 1905, and two years later
the power-driven presses and lathes
were drafted into service.

Bronse Alloys

With mechanization came the need
for increased production by the maca-
ronl manufacturers, obtained through
the medlum of grealer pressures in
macaroni presses. Copper, with its
property of malleabllity, was not able
to withstand the greater pressures de-
veloped by new.pi - problem,
then, was to fin '*u,.‘ $hich waa
not too difficult % q‘-lt e, Y
enough to withstsf@ahe factogs b
on by increased productiest The prob-
lem was thoroughly exploited, and re-
sulted in the selection of a bronze al-
loy in 1909.

Bronze alloys gained quickly and
steadily in popularity, and today the
vast majority of macaroni dies are of
bronze alloys.

And Stainless Steel

Economy-minded manufacturers how-
ever, demanded a still harder material
capable of resisting wear to a greater
degree than bronze—and stainless steel
came into existence. The possibility of
stainless steel was investigated, and a
limited number of dles were manufac-
tured for field testing. Statistics dis-
close that stainless steel is more wear
resistant than bronze, but has the dis-
tinct disadvantage of a low coefficient
of thermal conductivity. Thus, the
stainless material will retain heat gen-
erated during operation and extrude a
product with poor texture having o
whitish appearance. The copper content
of the bronze alloys is instrumental In
dissipating heat, which means a cooler
operating dle which extrudes a-superior
textured product with better tolor.'

General Types
There are two general lypesbr dies

in use: the round die and the i‘ed.?—

lar die. Functionally, the round die h*: - ¢

been more versatile than the ngt.‘m-
lar die in that it has, and can be, usc.
for both long and short goods produc-
tion. The rectangular die has been re-
stricled to production of long goods
only.

The round die is subdivided into two
categories: the yemovable type and the
stationary type. The rcmovable die is
the old type used In the first hydraulic
presses. This die is placed inside the

Lcylinder of the press from the top, and
sts on 4 shoulder at the bottom of the

‘ eylinder. It8 name is derived from the
‘fact that at the end of the piston stroke
the die must be removed from the cyl-

inder and resulting layer of hard, un-
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usable dough scrapped from the top
surface of the die. Thus, if continuous
production of the same product Is to be
malntained, two similar dizs must be
utilized in twin cylinders. If but one
die is available, then the press must of
necessity remain idle as the cylinder is
being refilled with dough.

The stationary type die is placed on
the outside of the press under a suport

below the A “This type die re-
roaing & du:_lnz the change-
over freh ING,.ie cylinder to the

full one, ,and"’lh’ residue dough is
scraped off e top of the die as the die
remains in place,

Prior to the advent of the rectangular
dies, the round die was used for produc-
tion of both long and short goods, To-
day the round die is used primarily for
short goods production, but has limited
use for the mostaccioli and matassa
type products. To explain, the type
macaroni termed ‘mostaccioli” is a
short-cut product which has its ends
cut at a 45 degree angle, and is manu-
factured by means of an attachment
fitted to the press below the die. The
“matassa’” s the coiled type product.

The continuous presses have made
the removable type dle obsolete, and
short goods are produced on the “sta-
tionaiy" type round dle, whereas long
goods are produced on the rectangular
type die, The latter type die is used in
conjunction with the continuous auto-

., “malle spreaders.

Fancy Shapes

“How do they get all those fantastic
shapes?” we are often asked by amazed

, laymen, and “How in the world does

the hole get in macaroni?” The stand-
. unswer Is, of course, the die. On
moccassions this summer has

2 Wt incredulous expressions on the

~*2z¥of the inquirer, and then in a hush-

‘¢dsvaice comes the statement, “So they
In"put dye in macaroni products!"

We have recelved many requests
from macaroni people for some minia-
ture die or gadget which salesmen can
carry with them and demonstrate to
food merchants just how the hole does
get in macaronl. Thus, the following
explanation i= given to clarify some
mystifying points which bother the lay-
man.

The great majority of the so-called
weird and fantastic shapes, including -
the hole in macaronl, are tHe results of
extrusion through the medium of a die.
The extrusion process can be a simple
one, or a complex one, and the shape
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Chamber
Pin
Chamber
Forming Pin Shank
or Gaging
Thickness
Figure 1

of the resulting extruded product is
generally in direct proportion to the
complicated design of the die.

The Flow of the Dough

In its most simple explanation, the
various shapes of macaroni products
are obtaincd by strict control of the
flow of dough. For example, elbows
curve by increasing the rate of flow of
dough on one side of the die outlet,
Sea shells curve, rotini twists, mafalda
edges ripple, fusilli spirals, and mar-
gherita wriggles, all by flow control of
the dough through the die.

Spaghettl Strand

Basically, the most simple macaroni
extrusion is the spaghetti die in that lts
construction consists of an intake
chamber, a forming thickness which
also acts as a gaging thickness, and an
outlet. The intake chamber permits the
entrance of dough into the die and nlso
has a supplementary function of proper
amalgamation of dough. The forming
thickness forms the shape of tlic maca-
roni, which in this instance is the round
strand of spaghetti. The gaging thick-
ness controls the diameter or size of the
product, and the outlet is the actual
exit for the shaped and sized dough.
This is illustrated in figure 1.

Hole in Macaroni "

The primary puzzle of laymen today
is just how does the hole get in maca-
roni. Continuing the basic simple cham-
ber construction illustrated in figure 1,
a slight design change will include a
ridge or ledge which permits the oddi-
tion of a suspended pin as illustrated in
figure 3.

This “pin" may be manufactured in
a variety of shapes and designs. The
illustration in figure 2 shows the most
commonly used 3-wing pin.

The ftriangular openings In the
“head" or {op of the pin permit the flow
of dough into the chamber of the die,
where it amalgamates and forms—sim-
llar to the basic spaghetti principle. In
this instance, however, the pin shank
(or stem) acts as a core and prevents
the dough from forming a solid strand

Pin Head

Pin Shank

Figure 2 Figure 3

—thus extruding a macaroni with a
hole in the tubular form.

And that is how the hole gels in
macaroni!

A Look into the Crystal Ball
by Charles Moulton,

DeFrancisci Machine Corporation

Statistics are encouraging pertaining
fo the consumption of macaroni prod-
ucts both here and abroad, the popula-
tion explosion, the change over in some
areas from rice to wheat foods, and the
emphasis on the nutritional value of
macaroni products by dietary experts.

While playing second fiddle in the
press perhaps to snacks and so-called
convenience foods, macaroni sales have
been steadily mounting and will soon
reach cne-half billion dollars. In terms
of tonnage, the U, 8. turns cut almost
two-thirds of the output of Iialy,

With these bright prospects, Demaco
has been taking escalating steps to in-
sure that the needs of the future will be
fulfilled by equipment built to Ameri-
can standards to operate around the
clock every day of the year.

Long Goods Line

The Demaco continuous automalic
line for long goods has a capacily of
1800 pounds per hour. Outstanding
characteristics Include simplicity and
robustness of construction. The line is
constructed on high sanitation stand-
ards that provide for easy maintenance
and low cost, There is only one trans-
fer point for the sticks. There is a fool-
proof automatic return of the empty
sticks from the stripping device to the
spreader, All eleclric apparatus and
motors are supplied in accordance with
U. 8. specifications. Standard “off-the-
shell” parts reduce down-time to a
minimum. Initial acceptance has been
good and the company is loocking for
ward not only to good domestic sules
bul expanding export business.

A Frenchmen, associated with one of
the largest macaroni companies in
France, one time told an American
counterpart: “Long goods, no gond.

(Continued on page 36
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UNIFORMITY OF CUT
WITH NO VARIATION
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VACUUM OVER \
ENTIRE MIXER
ENSURES
PERFECT
GOLDEN COLOR

" SLOW EXTRUSION

OVER 2 DIES
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(Continued from page 33)
Make short cuts, then you make mon-
ey." Good advice to those who can fol-
low it.

Bhort Cuts

Demaco is already producing auto-
matic lines for short cuts with a ca-
pacity of 2,500 pounds per hour. In a
few years time there will probably be
still larger capacities with drying lines
to handle the production of two huge
presses. Ten years ago 1,000 pounds per
hour appeared to be the Jimit, but this
is no longer so. Improvri drying tech-
niques at higher temperaiures resulting
in a shorler drying cycle will certainly
be developed in the future.

In the past year we have been greatly

heartened by the enthusiastic reception
accorded to our automatic canning
spreader for inserling automatically ex-
truded spaghetti directly from the prers
at pre-determined quantities inte the
cans. The large canning comnpanies
have been extremely interested in this
equipment and we hope that dry pack-
ers will show similar interest if they
should consider the canning of their
products.

Demaco looks forward with confl-
dence to the future of the macaroni
industry.

HE success of our durum prod-

ucts sales effort depends on the
overall health of the macaroni indus-
try,”" soys 8, F. ‘Sal' Maritato of Inter-
national Milling Co, “That is why we
try to help our customers sell thelr
products by promoting macaroni and
noodle consumption.”

Sales Alds

As a result of this philosophy, Inter-
national Milling has developed a wide
variety of selling alds which are avail-
able to all of its customers. “It's our
way of letting macaroni manufacturers
know that we're interested in their suc-
cess and growth,” explained Maritato.

The durum sales organization at In-
ternational is headed by Maritato, who
recently became U.S. durum products
sales manager, He succeeded Anthony
L. DePasquale, who was named bakery
flour sales manager for International's
central industrial products sales region.
Maritato has been with the company
since 1958 and had been durum prod-
ucis sales manager for International’s
castern region with offices in New York
City since 1961, 1

Sales Team

Other members of the company's
durum sales management team ure
Richard L. Vessels, assistant durum
products sales manager, Minneapolis;
George E. Hackbush, central region
durum products sales manager, Chi-
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ing durum products sales aids are Douglos L. H
pany's odvertising department; Sal Maritato, center, U.S.
ond Lioyd E

left, of International Milling Com:-

ale,
durum products soles manager;

. Workman, vice president in charge of the firm's U.S. Flour Milling Division,

cago; and Andy M. Rondello, who su-
pervises durum sales at International's
eastern region sales office in New York
City. MG b ihd

“Macaronl consumption has ingrpesed
considerably in recent years,” said
Maritato. *The macaronl manufacturers
have spurred this with an aggressive
merchandlsing campaign. Through our
company's durum merchandising activ-
ities we hope lo lend assistance and en-
couragement to this program.”

Merchandising activities are a co-
operative effort between International’s
sales organization and the adveriising
depariment, according to Maritato. Pro-
motion pleces are designed by Douglas
L. Hale of the advertising staff. “We
give Doug our ideas and he takes it
from there,” explained Marilato, “And
he often comes to us with an idea for
a durum promotion.” Once the idea is
developed, Hale designs the piece and
determines the printing specifications.

International’s mailings to the maca-
roni trade have taken many forms.

The company's latest merchandising
aid, currently being offered to the en-
tire macaroni trade, is a three color
14 x 20 poster with the theme “Hap-
plness is Macaroni With Your Meal"
The poster Is intended as point of pur-
chase aid to promote macaroni and

tomer.
An example of International's pro-

gram of keeping the trade informed
are the periodic reports from the com-
pany's crop survey team which are
passed along to durum customers to
keep them posted on current growing
and harvest conditions,

The company frequently sends kits to
its customers for use in their sales
meetings to stimulate enthusiasm ofr
macaroni products. In the tnll_ of 1964,
at the height of the gridiron sedson,
International distributed a '“Pasta is
the Winner" football kit containing
several four color posters. -

Agaln in the spring of 1965 tHe"8ay '
pany distributed colorful major leag:.
baseball pennants, one for each team't!
the American and National leagues,
with a special “Everyone's cholce—
Pasta” pennant. 'f';

Bumper Btickers a0

To further promote pasta enthusi-
asm, bumper stickers were produced
early in 1065 for distribution at the
Natlonal Macaroni Manufacturers Con-
vention. They were titled "Muacaroni
Makes a Meal —Serve Some Soon"
and “Nutritious Noodles — Serve Some
Soon."

.»~Other mailings have included o re-

Jprint from International Milling Com-

i pany's magezine, The Grist giving a
noodle products at the retail level. A

liberal supply was sent to each cus- -

humorous description of the history of
macaroni, and a large wall chart of a
cross section of a kernel of durum
wheat.

THeE MACARONI JOURNAL

|

As a decorative conversalion piece
for sales mweetings, International pro-
duced a world series baseball kit last
fall that included several cutouts of
miniature baseball players as well as a
number of other display pieces. “Op-
tional equipment” in the kit Included
uctual samples of popcorn and mus-
tard and a can opener. A 3-dimensional
Snowman display followed during the
Christmas season.

Last July a scries of four letiers went
out to 0l durum customers wishing
them respectively, a great future, great
success, lang life,nd double happiness.
Each leiter contained a gold charm [n
the form of 8 Chinece symbol rnd the
final letter alsd contained s hey chaln,

“We know that our customers put
these various pieces to many different
uses,” sald Maritato. “Some, like the
bumper stickers, find their way onto
employees' cars, company trucks, and
jobbers' vehicles. The posters are often
circulated among business associates
and used on bulletin boards and in
meeting rooms.

“Others, such as the leltess contain-
ing the Chinese symbols, are irtended
as friendly reminders, much lik. send-
ing a greeting card to an old friend. In
this case, Doug Hale developed a
charming serles of messages stressing
the idea of our company's research and
the quality and uniformity that result,”
explained Maritato. “It's a recurring
theme, but one on which we have built
our reputation and which we are pre-
pared to guarantee in the future.”

How fo Get Them Up

There is an amusing story behind the
magaroni and noodle bumper stickers.

“Now it can be told,” said Maritato.
“Tony DePasquale and I spent the en-
tire first day of the 1865 winter meeling
at the Diplomat Hotel at various meet-
ings and visiting with customers, When
the evening was over, we realized that
we hadn’'t made arrangements to dis-
tribute the hundreds of bumper stick-
ers we had brought along.

“It was too late to hire anyone for the
job and we didn't want to take time out
from our schedule for the following day
to do it ourselves. So, at iwo o'clock in
the morning, we took off our coats and
rolled up our slecves,

“Each of us ook one of the hotel's
parking lots and attached a sticker to
every car bumper in sight, It Is proof
positive,” suid Maritato with a smile.
“that we'll spare no effort to promote
macaroni and noodle consumption.

JeBmphasis on Quality

“But before the merchandising starts,
we've got to be sure that we have a
quality product,” said Maritato.

Durum quality control at Internation-
al is under the supervision of Robert J.
Bruning. Working at the company's
central research laboratory in Minne-
apolis, Bruning actually manufactures
macaroni products on a small scale. In-
ternational believes that the only way
to determine how durum ilour or semo-
line will perform in a macaroni plant
is to actually test the end product.

Each of the company's durum mills
is seryed by a well equipped lab of its
own in which skilled technicians con-
duct daily tests to determine color and
granulation, and analyze the moisture,
ash, and protein content of semolina
and durum flour, The central laboratory
in Minneapolis then rechecks the qual-

Robert J. Bruning, durum products quality control manager forlnternotional Milling Com-
pany, examines durum flour somples ot the firm's central research laboratory in Minneapolis.
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ity of all durum flour and semolina pro-
duced at these mills.

“At the beginning of euch crop yeuar
we establish our quality standards,”
sald Dick Vessels, “and we adhere to
them rigidly, We want our customers
to be assured that every durum ship-
ment they receive during a given crop
year will be of the same high quality,
Our strict quality control has won us
recognition within the trade for quality,
and equally as important, for uniform-
ity." Vessels pninted out thal such con-
sistent uniformity frees the macaroni
mantifacturer of troublesome equipment
adjustments and simplifies quality con-
trol operations at his plant.

Extensive Facllities

Internutional's durum production fa-
cilities include thr:e mills in the U.S.;
onc in Baldwinsville, New York, and
two in St. Paul, Minnesota. The plant
in Baldwinsville was standing idle
when International purchased it in
1043, Since then the company has made
capital improvements tolaling over
$800,000 in order to converl the mill
into one of the most modern and ef-
ficient plants in the semolina trade. Ad-
ditional property adjacent to the mill
was purchased in 1855 for added ware-
house space and in 1957 for the con-
struction of a new office and laboratory
building.

The two mills in St. Paul were pur-
chased in 19048. The “B" mill, the
largest, was one of the first plants built
exclusively for semolina production in
U.S. Early last year the company com-
pleted o $160,000 modernization pro-
gram at the "B" mill. A battery of new
purifiers, sifters, and roll stands was
installed to replace older cquipment.
“This project gave us a slight inereuse
in capacity,” Maritato said, “but our
primary concern was to improve the
quality of the mill's output.”

Muritato pointed out that Baldwins-
ville and St. Paul are highly strategic
locations with regard to the company's
durum markets. Baldwinsville is near
the majority of the company's custom-
ers in Its easlern sales region and the
mill there is able ot receive durum
wheat shipments over the Great Lakes
through the ports at Buffalo and Os-
wego, New York. St. Paul is near the
durum wheat fields in the Dukotas and
is able to provide quick service to In-
ternational’'s durum customers in the
central stales area.

“When describing our durum produc-
tion, quality control, and sales activi-
ties to a customer, I like to tell him ‘all
these people are working for you,'"”
Muaritato says, ‘because they really are.
Our customers' interests are insepar-
able from our own."
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Cyclo-Mixer Extruder .
with Twin Die Head for...

continuous mixing, kneading,
developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are eompletely mixed with each particle receiving proper amount of water. Elunlnaup dry
lumps found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM
Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed.

NEW TYPE WATER FEED SYSTEM ;
Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by mlcmmeter
adjustment with sight flow feed.

NEW TWIN HEAD DIE
Solid one piece head with two dies for slow extrusion with high production.

NEW CUTTING DEVICE SYSTEM v

¥

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 ¥
Force fesder maintains constant feed of dough tomwnnderpmﬁ

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

:hbpnduchmmmthhwmd.uti-lmﬁwdmohlﬂnummhwdn;!orlmgwmmdlow
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TWIN DIE MODEL THCP (ghown)
v 2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

For detailed information write to:

AMBRETTE MACHINERY CORPORATION

L
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Peavey Expands
Durum Capacity

Peavey Company Flour Mills has an-
nounced plans to Increase its durum
wheat milling capacity by 4,000 hun-
dredweights per day.

Harry Deaver, Jr, vice president—
operations, sald: “The ‘B' mill at Buf-
falo, New York, will be converted to a
100 per cent durum mill. It is our ob-
jective to have this mill operating on
durum by harvest of the 1868 durum
crop.”

Durum flour and semolina go into
the production of macaroni, spaghetti
and noodles. These products have et
with increased consumer acceptance in
recent years.

With this additional durum milling
capacity loceted nearer the large East-
ern consuming markets, Peavey will be
able to supply additional quantities of
durum flour and semolina with im-
proved seivice,

The fully pneumatic mill will be one
of the most modern and sanitary in the
country. New purifiers and milling
equipment will soon be installed.

Conversion of the Buffalo “B” mill
will bring Peavey's number of durum
mills to three.

Peavey also mills durum at Grand
Forks, North Dakota and Superior, Wis-
consin, with respective capacities of
2,200 and 8,200 cwis, daily.

The “A” mill at Buffalo, with a daily
capacity of 8,500 hundredweights, will
rontinue to mill flour for the baking
industry.

VP of ADM

Jach Williems, center, representing Kraft Foods, Ltd., In the United Kingdom, shows o Kraft

spaghetti product to British buyers ot the American
Trade , Left to right are Mr, Michael

ialty Foods Exhibition at'the U.S,
ley, director of Smedley’s Foods,

mter,
Lid.; Willlams; and ar. Peter Bertrom of the Henry Smith Omonlzotlo@

trigued newspaper food columnists who
saw them at the American Specialty
Foods Exhibition in London February
22-March 4. Held at-the U.8. Trade
Center, the exhibitlon featured unusual
foods and delicacies from American
manufacturers,

Among exhibitors at the Trade Cen-
ter show were General Mills’ with the

journalists took notes on items of In-
terest to the 145,000 U.K. grocers and
the thousands of cate; who are po-
tential big buyers of these U.S. foods.
Leading buyers' from the United
Klngddrocery trade were given a
special reception attended by 135 on
February 24, while 150 prominent Brit-

ish caterers attended a reception March
1. Attractive English girls “manned"

Long Goods Auvtomatic Load
Horizontal Cartoner

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

The machine
is adjustable
through a large range of sizes.

it runs ot speeds up to 100 per min-

Betty Crocker line of noodle tasseroles, gemonstration booths handing out ute or to the dexterity of the operators
Election of.Fred L. Merrill as a vice snd Kraft Foods, with their nood! d
president of Archer Daniels Midland gpaghetti dinners. ¥ asamples, of unusual U1 8. fois, I“di"' the machine, Aaros
Company was announced today b z Sponsored by USDA . . . . ~
John 11, DAnRI ADM prexident. L] ke S0060E WAL OB new Rayors, qusl e of The machine can be equipped with automatic scales. gt

Merrill is manager of the company's
flour division. He joined ADM on De-
cember 15, 1965, { \

Prior to that he was vice president
and gencral manager of Wichita Flour
Mills, Wichita, Kansas. A graduate of
Kansas State college with a bachelor of
science degree In milling technology,
Merrill is a vice president of the Na-
tional Grain Producers, Handlers and’
Processors Assoclation,

ADM, a leading processor of agri¢ul-
tural and chemical products, is a major
producer of wheat flour with two flour
mills in Minneapolis and one in North
Kansas City, Missouri,

ity and convenience at the colorful Lon-
don exhibition.
Specialty Foocds
These American specialty foods also

made a hit with members of the British
press who sampled them at the opening

day reception, February 22. They exam-

ined some 600 products shown by near-
ly 80 U.S. firms. They taste-tested doz-
cns of new and unusual delicacies from
America, expressed enthusiasm for
treats ranging from Hawalian spiced
pineapple and macadamia nuts to
smoked turkey, devilled lobster from
Maine, Ohio wines, tortillas from Texas,
and a great variety of confections, cock-
tail snacks, mixes, special cheeses and

The exhibition was sponsored by the
Foreign Agricultural Service of the'V1 8
Department of Agriculture in coopera-
tion with the National Association for
the Speclalty Food Trade and the Gro-
cery Manufacturers of America. It was
the first overseas show sponsored by
USDA exclusively for suppliers of spe-
cialty foods. ‘

U.S. Agricultural Attache Anderron
sald, of Britlsh market potentials, “The
average UK. citizen now has a higher
iﬂme than ever before—more ‘di:rre-
tionary income' to spend for new and
different items. These American spe-
clalty foods are in tune with the new
economics of this market, give the Brit-
ish- buyer a chance to develop new

o ll:cquipnunt has sliding product trays which move to the edge of the carton for perfect prod-
. uct insertion without fanning. Product is confined in tray on four sides during insertion by means
of an over-head hold-down.

Adhesive application over-all or vertical into jlio pattern.

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

cMC

CLYBOURN MACHINE CORPORATION

For further details write or call.
Telephone: Area 312, 677-7800

{i

Tl

sauces. Mastes, add zest to social #oceasions or

. family meals, These unusual U.S, food
} imports are becoming big husiness here,

Combination Dinners
Shewn in London

7515 N Linder.Avenue, Skokie, llinois

Plugged in Press

American made ready-mixed noodle
dishes attracted buyers from big British
grocery and catering firms, and in-

40

Newspaper food editors prepared to
tell 16 million British housewlves about
their finds at the exhibition, while trade

and the Trade Cenier shows offer our
manufacturers excellent opport.rity to
show their new lines to British buyers.”

Tug MACARUNI JOURNAL

Dependable %ipmen! for the Packaging Industry
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TECHNOLOGY AT ITS FINEST |

The World’s Leading Manufacturer

v - of Macaroni Equipment
" a have installed i

the advanced “Cobra Lines” with

TR

complete automation

for: Catelli Food Products Ltd,, Montreal
Gioio Macaroni Company, Buffalo |
Romi Foods Ltd., Toronto - \

U.S.A. and Canado Representatives:

L

raibanti

DOTT. INGG. M., G. BRAIBANTI & C. S.p.A. MILANO - L.GO TOSCANINI 1 - TEL. 792,393 (Tre Ilnll). 780,931 (Tre lines)

Lehara Cosporation

AND NOW RECENTLY INSTALLED - 60 East 42nd Street :
Western Globe Products, Inc., Los Angcles, Calif. New York, N.Y. 10017 :
San Giorgio Macaroni, Inc., Lebanon, Pa. Murrayhill 2-6407 %
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Of Products and Production
hy Renato Balossi,
M. & G, Braibanti & Company

NCE upon a time — perhaps in

China — perhaps in Greece—man
found that by mixing ground wheat
with water he had created a new prod-
uct that was not only tasty but extreme-
ly nutritious.

Hundreds of ycars later, in 1850 we
found in Naples the first record of or-
¢inized production of this dish. The
land of sunshine was to preserve, im-
prove and rightfully name the subject

For the next 300 years, macaroni
flourished in Italy. 1933 was an im-
portant date in the history of maca-
ronl. In that year the two Bralbanti
brothers of Parma, who had devoted
their lives to improving the machinery
for the macaroni industry, produced the
first automatic press.p

More improvements followed in rap-
id succession, resulting in more efficlent
production and better products. They
also haed to find a way to produce
enough to meet ever increasing demand.

They found that dryers could be’en-

presses could not, Yet larger output
was essential, It seemed that larger and
more efficient presses somehow had to
be designed. There were several prob-
lems facing the technicians.

Bize o! Mixers

i avat ek b

lqdu-w

tral cone nnd the perfmeur The dough
exiruded by an oversized screw run at
a fast speed lost its amber color and
natural uhenglh

It was aiso™n
larged to almost any size, but that-.uct was obtained by slowing down the

t a better prod-

screw. It Wig obylousthat distributing

‘a homogeneously mixed dough into two

screwg at low speed would improve the
quality*of the paste,

:

“Blse ohr.m-% s
)
Fdll&wing the same reumn

First of all they hna to determine the - was valld for the compression screws,

size of the' mht-m and at the same tlma

avoid an; Mage to ﬂ;ql dough during
its transformatlidq, f
water.| | Yol

Past cxp%ience had' shown that it

was not possible to oyersize or overload.;— Wi

or over-speed the mixers as. the mu
cular structure of the” produnt wWaa
cffected. Also a given amount of time
was necessary to obtain”the ¢ m.lcal
reaction of the basic lngredlents.

The logical answer tu"’ihaa'problhm

nllna lhq/ 2
P

it was determined that a proportionate-
ly ter extrusion surface of the die
the extrusion speed’ of the
t 1 thimg avoRiing “the unwanted
8 in cut leggghs. *°
‘the single di=, big and bulky,
ame difficult to handle, two dies
were designed with even greater ex-
trusion surface.

Compocuu

en the lhme problems of mixing,

di

was to build multiple mixers of a rea-* {’ comprenlon and extruslon were solved

sonably smafl'¥ize in which the semo-
lina and water comb!ned.into'paste pre-
serving their values. A-rd\her..unau and,
fust pre-mixer proved to be th&*ahswer
for a better hydration of the starches.
It was also noted that a very loose mix-
ing without a rest before the mix en-
tered the vacuum chambers permitted
u betler formation of the glutinous
parts.

Slze of Compression Screws

In the drive for increased production
it proved to be unsatisfaclory to en-
large or speed-up the compreasion
screws. The reason was the dough-mass
lost its plastic characteristics due to a
different friction ratio between the cen-

14

it was only a r of engineering to
“design the new presses adding many
other features for greater efficiencies.
The new two cylinders, with single or
double die holders, were created, com-
pleting a series with outputs, ranging
from 500 to over 2!00 pounds pqr hour,

Latest of the urlu the m {Kibra

has joined the Gibra, Mabra, Mabra 3R

and Cobra of the Braibanti line. Sev-
gral hundreds are already in produc-
tion throughout the world, giving full
satisfaction to the owners.

pn i ot N S

justifiably be claimed that during the
entire production cycle they are un-
touched by human hands. Thanks to
the Braibanti brothers, who contributed
so much in the way of engincering
achievements and improving technolo-
gy, the once artisan manufacture of
macaroni has grown into an industrial
process where automation is un estab-
lished fact. e,

Macaroni products, so nufxitious and
rich in protein and energy Jjlues, from
China and Greece and<Italy have
mmaqw all of the five continents and
even fnto space as a portion of an astro-
naut’s meal, And there is more to come
-—macaruniwlike outer space, has ..
great future.

Triangle Offers Many
Packaging Machines
One of the most important develop:-
ments for the macaroni indust 3
last year has been the introducljosy.bf
Triangle's new Flexiiron Net Wi ;
System. Receiving immediate accep-
tance—the use of Flexitrom has allowed
substantial savings, on product give-
aways for not only packeging in car-
tons but also bags. This new system
with its higher operating speeds and
greater qu now allows the mac-
aroni manufacturers.to. &chieve greater
ng profits, |
he new Flexitron sysiem ls avail-
able for use with cartoning equipment
or-for synchronization with Triangle's
Bag:Machine for form, fill and seal op-
erations using cello or poly films. It is
also available in a special model for
the handling of noodles together with
the appropriate accessories on the Bag
Machine for bagging of these products.

Twenty-four Modals

Triangle's Bag Machines now en:
compass over 24 models, for selection

A

of the most suitable and economicals
model for the particular packaging JLECi

Avallable as 1, 2, and 4 tube models,
they offer the 1.0st advanced vontrols
and design features. The cello models
are fully prewired for rapid field con-
version to poly and incorporate propor-
tional. heat controls. All Bag Machines
are equipped with pneumatic-mechani-
cal jaw action and quick return drives.
l;g?uniu are also furnished with the

lax-a-Seal jaw usembly and com-
plete Solid State thermal impulse con-
trols.

The newest addition to the Triangle
line of Bag Machines is the Fin Seal
,model which produces a four sided fin

The old”macaronl products, which} seal package. This unit is an adaptation

once required so much handling and
whose drying depended mainly on the
weather, are now days manufactured in
the most sanitary conditions, and it can

of the standard, bag machine for sup-
ported 'films, and uses a simple fllm
transport.sySTém that slits a single web

(Continued on page 46)
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Triangle’s

NEW FIN SEAL BAG MACHINE

s e

r .

Tridy

{ It's not only fast, but Triangle's new FIN SEAL Bag Machine can change over in minutes to different
sizes without changing parts. It produces a four-sided fin seal pouch from any heat sealable supported
" material, and can be converted to produce pillow pouches. 80ne FIN SEAL unit produces packages with
a maximum siz2 of 5%4"x 9" in a 2 or 4-up operation at speeds of 150 or 300 a minute. Another model
is also available for pouches to 64" x9" at speeds of 75 or 150 a minute. B Triangle's FIN SEAL Bag Mach-
ine registers a single web and slits it to form the front and back panels of the pouch. Suitable fillers
are available to handle both liquids and dry solids. To see a demonstration, write or call Triangle.

TRIANGLE

PACKAGE MACHINERY COMPANY
6654 W, Diversey Avenue, Chicago, lllincis 60835
Telephone (312) 880-0200

SEE YOU AT THE NATIONAL PACKAGING EXPOSITION
BOOTH 2031, APRIL 25-20
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Triun?cll Machines—

ontinued from page 44)

to form the front and back of the
pouch. Available for 1, 2, 4 up operation
with speeds to 200/minute, this model
is ideal for packaging of dry sauce
mixes such as used in packaged dinners.

Long Goods Wrapper

Triangle also offers the Gaubert scale
and wrapper for long cut items, This
unit for both standard and Italian
length cuts, weighs and wraps in cello
or poly. The scales are also available
for synchronization with various car-
toners where this type of package is
preferred.

With its widening line of packaging
equipment for use by the macaroni in-
dustry, Triangle Is proud to have had
such an important position in the pack-

aging of the expanding vaoriety of prod-

ucts available. ¢x i

Triongle Low Piohla 'o‘rm, FiIl.Jand Seal -

Machine with Six-5ection Flexitron
Scale. 4

y

Triangle Expands .
Manufacturing Facilities

Trinngle Package Machingry Com-
pany has aéquired a 38,600 square fool
building adjacent to the
offices and plant in Chicago, Illinois.

In making the annpuncement, Robert
L. Muskat, Président, stated-the new
acquisition will be used to provide ad-
ditional offices and ma facturing fa-
cilities to meet the exr{dlng needs of
the company. He added that this would
give them a total footoge of more than
100,000 sq. ft.

Triangle Representatives

Professional Packaging Assoclates of
Waltham, Massachusetis has been ap-
pointed stles representative for Trian-
gle Package Machinery Company,
Walter P. Muskat, vice president-sales,
announced.

46
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(Continued from page 6)

30 Years Ago

raw materials and finished stocks on
hand at the time the tex ceased to be
effective. The Supreme Court decided
agein AAA in January, but as of April
refunds had not been made.

o A specinl laboratory was set up in
Brooklyn for the joint study: of a new
coloring agent known as “carotene” by
the Food and Drug Adminlstration, as-
sisted by ther on's Wi glon
representative, Dr. /Ba¥ J\Fobl. Caro-
tene was being considered’ejther as a
substitute for eggs or to ¢nhance the
egg coloring in egg producis.

e Durum acreage in 1036 was indi-
cated at 3,312,000 acres, an increase of
25 per cent over fhe 2,644,000 acres
harvested in 1835, but substantially
under the five-year average 1028-1832
of 4,805,000 acres. The prospective in-
crease for Minnesota was 15 per cent
and in Montana 40 per cent.

20 Years Ago

® “Make ladustry affairs your affairs,"
urged President C#gack Wolfe. “Do

this for something$§d theer about.”

® Among the problems perplexigg the
industry was War Food Order No. 144
ralling for 89 per cent wheat extraction,
Delegates to an industry meeling in
February went unanimously on record
as preferring to get along with a small-
er available supply of semoliha of the

naymal 68 to 72 per. cent extraction

rither than hava impossd the decree
compelling them to use 8) per cent
extraction flour. }

® There was concern that pressure for

, increased wages would result in manu-
murers being squeezed betweep fixed

ng prices and ever-increasinf costs
of production.

¢ ® The durum ecrop failure of 1935-36

proved .that without an ample supply
of this*ssentiol grain, the macaroni in-
dustry would suffer. In an effort {o get
3,000,000 acres of Murum planted in
1936, the Association and millers were
beating the drum with advertising and
publicity weleases,” * <

e The Court's decision on the right
claimed by the FDA to seize gacaroni
which had moved in interstate com-
merce some 18 months after it was de-
livered to the wholesaler was awaited
with interest. Mony firms felt the law

should determine the point at which,
title passed from manufacturers to re;'
tailers and thelr responsibility ceases. L3

® On April 1, 1948 there were 88 maca-
roni firms and 17 suppliers who were
members of the national association.

10 Years Ago
¢ "Speeding Durum Seed Develop-
ment" was a collaborated report by
T. E. Stoa, chairman of lhe Depariment
of Agronomy at the North Dakota Agri- _
cultural College at Farg#, Ruben M.
Heermann, research ngrdnom-st, fleld
crops research branch, US.D.A.; ani
Victor Sturlaugson, superintendent  f
the Langdon, North Dakota Substat 1.
They told about the crash progr ™ to
develop tance fo Raca 10B :i:m
rust. H
® The quulities of the new durums
were analyzed and reported by Rae ?
Harris, cereal technologist; L. D. Sib-
bitt, assistant cereal technologist, ...
Geofge M. Scott, experimental 1ai" -
at the North Dakota Agricullugal-ii-
lege, Fargo. i A s
¢ Don G, Fletcher of the Rust -
tion Assoclation reported on the project
in Mexico where a winter increase” of
the new durum varieties speeded seed
development. o
® The 50th Anniversary of the Fed:
Pure Food Law was celebrated with”
trade asgdeiations, indivitual v
ies, Government officials ana vonsu: 1
groups joining In on the observance.-
¢ Philip R. Fossen was appointed gen-
eral manager of the North Dakota Mill
and Elevator at Grand Forks
® Publicity and related item . uuve ‘i
ing with macaroni products for Lent
was heavy. Support came from the
American Dairy Assoclatiof. K ait
Foods, the Carnation Company, Iiey-
nolds Metals, several tuna packers, and
tomato sauce packers. ! ;
® A serics of meetings for Nat’'
Macaroni Institute members was cu
for New York on April 2, Chi-
April 4, and in San Francisca Ar
Local grocers were invited to gie
merchandiser’s view of promotions.

-
P

Lioyd E. Skinner Honored
Mr, Lloyd E. Skinner has been pre-
sented a Distinguished Service Award

‘by ,the Arthritis Foundation of New

York City.

*“Mr. Skinner is president of the .lun
ner Macaronl Company, Omaha, Ne-
braska. He also serves as preside=* .~
the National Small Business Ase ..u-
tion.

The Award was made,jn reognition
of Mr, Skinner’s pioneer tfforts in 1952
to help establish the Nebraska Chapter
and for his past years of dedicated serv-
ice as iss president. He served as Ne-
braska President from 1860 to 1964.
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Henningsen Sees a Swing
To Solids—

John T. Henningsen of Henningsen
Foods, Inc. has poipted in the past to
the profit potential {ln prepared dinners
and related convenience foods. He notes

that in the past year many new: prod- .
ucts have come on the market in con- °

venience form to meet the eager de-
mand of sheppers all over the country.
Supermarket operators have noted the
trend and now devote special ueclior}s
to these products.

Henningsen Foods has been at work
developing a aumber of new specialized
products to be used as ingredients.in
these prepared dinner combinations
such as dehydrated’cooked, chicken In
chunks, in powder and in freeze dried
pleces. They also produce beef in these
forms. Other products includs dehy-
drated chicken broth, dehydrated chick-
en extract, rendered ‘chicken fat and
dehydrated chicken ~fat. 'Henningsen

representatives have full information,

specification sheets and samples.
Bwitch to Bolld.l

Mr. Henningsen reports’ that many
more noodle manufacturers are becom-
ing steady users of cgg solids. “Where-
as not so many years ago a majority of
egg noodle manufacturers were using
frozen eggs lo mapufacture nocdles, to-
day the majority of egg ngedle manu-
facturers use cgg solids "’my; Mr, Hen-
ningsen, N

He claims the switch over from froz-
en cggs to egg solids has heen given
jmpetus from many directions. Not the
least of these has been federal govern-
meit pasteurization regulations and
salmonella surveillance. Henningsen
Foods has been pasteurizing eggs since
1235 -und has offered salmonella nega-
tive egg products for many years. They
feel that emphasis on these fictors has
benefited them and. initurn therc has
been more use of egg solids. which
can be guaranieed salmonella negative
when received and which will not be
mronlnm[nated during a thaw process.

Mr, Henningsen has listed many of
the practical advanlnges of using dried
egg products in'eg uoodle manutactur-
ing:

1. Egg snlidu can be more readily
bhnded with other dry lngred[enu.

2. Dried ecgg yolk and dried whole
e;,gs are both readily available for use
without thawing and prnducﬁon iched-
ules for noodles can'be changed wllh-
out delays.

3. Use of egg solids in
ing of materizl-from
which consumes time and labor and
constitutes a source of possible con-
tamination, It is estimated that about

two per cent of frozen eggs are 1nst,

53

plves no u:rap- ¥
ns, a practice -

from product adhering to the side of
the can.

4, Use of egg solids eliminates the
necessity of refreezing the thawed eggs
left over after a day’s run, another prac-
tice which consumes time, labor and
constitutes a source of possible contaml—
nation.

5. Egg solids oﬂer greater uni(urmily
as they are pmdm:ed to tight speelﬂca-
tions. 2

6. Egg solids tan’ be hlndled Aand
stored with lreﬂgr ease. and ‘gonvenl-
ence and at lower costs.

7. Dried egg- products are | glerio- .
logically controlled to levels' Lare
much lower. than leveu u.mlny fm.md
in thawed egg product.

8, Dried egg products ne;:' n"-lhnw-
ing, and ﬁurlng the thawing
is easy to recontaminate, eggs, even i!
they are salmonella negative and con-
{ain low bacteria levels when frozen.

9. Frozen: whole eggi: coftains about
75%  water,” and for" each pound of
frozen eggs stored or r handled there are
three pounds of water, Dried whole egg
contains §5% solids and 5% molsture.’

10. Frozeri efg. yolk contains about
half water so there js a pound of water
for each pound of egg solids stored or
"handled. Dried e§g conulnl only 5%
moisture,

114A new frog nowﬁg dried egg yolk -
and dried whole egg has been devel-"
oped which offers the exira advnntau‘:."

of ensy dispersion and rapid rehydras =

tion. These products can be easily me- 1.

tered into a batch nﬁ.\vul readII‘y djp-

rse.
Other developments that have accel- Yo

erated the use of egg solids have been
in the designing of a spceial pre-meds:: °
ured batch size pack

and the duelop-
ment of free flowing e| lids 2*
can be easily mel¥red into a bate i

addition special “machinery_has

designed 1o facjlitate the uie,obeu

solids in noodle productlon N
A

LI 4
.__\\

Q\\\

=y sull and .y dividends.

The Egg Market

In direct contrast to 1065 ho@ epg
prices in January and Febru.rs ‘were
at thelr lowest level in y¢* s wvricas
thus far in 1868 are higher ‘' i ihase
reached ot any 4ime during (Eo o fivd
years, reporls’the’Henning.. Vead-
lines. &, .

+«3 Many factors worl\ed in combination
to cnuse the firm skell egy vaet. The
low egg prices reesiyd 'rv AN r-.‘-
‘sthe spring of 1{
;duction and =
_their flocks as JUPPL'ER
Trecelved. In pduition,
incentiye to p‘:‘chau chiche &
éries reported the lowert: :‘.uc.
ment figu
gures in yecrs. Tlnl ed In

+ Demand Giood. "¢

Lower production did nol, di:
increased egg consumpiion, ‘he
and the demand for both tah'e'“ ure
egry and gg producls was be:
expected through the second h b
,year, In addition, the U. 8/ Bov ot
enteud the market in Nuv'
purchased 4,500,000 pounds of L'ﬁ wm"
egg solids at a time when lhe.r e door”
weu having difffilties in M TEtura.
dustry dtzmnmifl patient.,
‘cqld /Weathe!
ary<sontrib {rying for.

ation of highp bet th
tations are for some p ’ﬂtlug;ecom?-

‘sprirly, but no ‘sharp_ phieé stems plan

fetwect

ticipaled and it looks faitl¥yne for the ™

price levels of 1968 will ay

2 apove those of 1065, “a told
Current Receiphs, - 500

"Current receipts of shell eggs h."
Chicago market. hit a low of Zecog-
¢ per dozen in January 14 hears
,yeh. they“ranged 31 to 36¢ anu
. angther 3¢ higher ln February.»m did
Frozen whale e wnre at thahiane,
est last year in Jhnuary whep.t,
. ranged 20,75 0 22.6¢ per’poyr the€ire
“January-Febrllary sp-ad ln,ectm‘m
“{from 26 to 32¢. y of the
Frozen yolks were at their 1d; pre-
early arch, 1 to; 50¢ ih. Tom
colnr. 45 per cen s0Tids. In thitest ac-
}»months of 1986 the range has’s_
tween-R3 and 83/jer-posind..
The 1965 mlnlrhum"fdr dqied ‘Whole
_ﬁll came 1 mid-April at 90¢ to $1 per
und. -Dried yuvik solids at the suine
time ranged 986¢ 1p $1.04 pep [""lpd In
10686, .Tununry-" bruary prices’ have

_been §124.low, and a high of '$1.35 for
S,ded.’iw b eggs, $1.40 for dried ynlks
-. » . = i

lunyud /Philosophy ',
. A hen'is the ohly critfer that can sit

S, o o
A
AR v
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George N. Kehkn

O the salesman no fortress seems
so impregnable as an oxisting rela-
tionship between buyer and seller.

How many times have you heard
from a buyer that he is perfectly happy
with his present supplier? Preity soon
you start believing that there is nothing
you can do to tear a prospect away
from his embrace with your competitor.
The marriage appears to be a per-
manent one.

Nothing is permanent The problem
of existing relationships is a tough one,
but not impossible. If you have enough
paticnce and are wiling to work hard
enough, you can get inside the barrier.

Two Main Problems

* A sulesman has iwo main problems:
(1) to maintaln customers already on
th2 books and (2) to get new customers,

To accomplish the second you will in-
evitably encounter an existing arrange-
ment between prospect and -another

supplier. The buyer is probably com-'.

fortable in the arrangement and re-
sistant to change. Nevertheless, you
must pry him loose and make him like
it.

As a starter in solving this problem,
take a look at your customers.

They are probably sutisfied with their
arrangement with you. No doubt they
use the same dismissal tactics with your
competitors ns prospects use with you.
What have we here then? An impasro?
Not necessarily. Remember, that noth-
ing is permancnt. Everything is subject
to change, even buyer - seller love
affairs.

The answer is that some day one nf
your customers is goinggo be unhappy
with rou or your firm. He will con-
sider a change; he will be ripe for it.
A competitor could probably knock him
over with little effort.
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SMOOTH

by George

SELLING®

N. Kahn

FROMJAN txlanG SUPPLIER

This js No’.f" of 24 sales training articles.

W e,
The Warehouse Tale @ &

Cal Murchison,, who sold elvcl;ical
insnlators, was convinced that he would *

never make ‘any inroads with certain
prospects who clung loyally to thelg ex-
isting suppliers. He had his eye on two
or three big firms but cquld not make
a dent in their purchhsing deépartment,
The buyer .would say, “we're happy
with our present situation” and that
was that,

One day Cal called on one of his best
customers and found him hopping mad

“Your new system has

really fouled u nna pments,” Athe
customer raged. “The Iast one wsl five -
days late and I missed business because
of it »

Cal evenlually took care of the gripe
and the customer stayed withhis firm.
But the incident gave him food for
thought. ¥

That customer mlght havé ‘switched*
over to a competitor.:In: fact, if some

salesman less skilful t Cal had,,
)er m

handled the matter,:the
have been lost.

“If this happened to me it mult be
happening to my competitors,’’ “Cal 4
reasoned. “They must also have their
troubles with ‘good’ customers.”

Cal changed his entire calling sched-
ule. He had been' calling on” certuln
prospects. only sporadically. since he
had, in his mind, wrillen lhem off as
lost causes.

But now he began fo make regular
monthly checks. 'As timo wore on, Cal
amade holes In the, fortress. H11llzned
up prospecls who had beep fied for
years. to p competitor. Why did"It hap-
pen? The law of probability teak effect.
Some of these prospgets. became, for
one reason or anothetr, disenchanted
with their supplier and Cal was' there
when it happened. His persistence paid
off,

Take Nothing For Granied
This story shows that nothing is

. sacred in relling except hopesly and

fair play, Take nothing for nnted in
an existing relationship, bt
What looks like a solid link btWec' y
‘a prospect and your competilo uy
in reality a weak one. Even af, ‘u are
being dismissed, the buyer ma|
sidering a change. The next ydu
qppenr may be the time yoJfet,the
NeVer regard a prospct as a
“den issue.” Whenever you lejp with-
ul an order, make sure that|;e door’

wil be open for .y when yol retura,

I'lernnln pleunnt. pful an( pauenl.,
Board Member |
.
Tom /4 had ‘been trying for

_ months” to get a hearing before the
mana ement members of aJtility com-
pany. e had a business si§tems plan
he know would be a good
firm.

""“Not a chance,” an execul.m told
Tom. “Elwood Moore, one of the oani
members, Is also on the board d the
competluve mpany we deal wlll.

en he bught to'be able fo
|ooc| proposition when

it,"! Tom réplied. f

But a couple of weeks later[-om did
get his hearing. It was"a brilfhtiiane,
“but it did not get him' the bipren_t,

However, a few months 1dik theire
was a big shakeup in the progjét &7m.
The board was reorganized. T }ot the
former members recalled Tf10s pre-
sentation and called him bachyh. Tom
was- awarded one of the {@est ac-
counts in his btulneu careefs, . .

Positive 'lh‘lug

fo far we've just dllcumx; the walit-
ng game in the struggle to dislodge
buyers from existing relationships, You
may be wondering if there is any posi-
tive a ou can take to achieve this
goal. ere is.

The salesrfan must be alert to every
possibllity for winnlng new customers,
If, for example, your firm comes out
with a new product, take it to the pros-
pect at once. lt may be just what he's
wanted.
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Zonesville Cold Storage Bidg.
Zanesville, Ohio 437
Phone 614-453-0386
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Smooth Selling—
(Continued from page 54)

Does your outfit have a new discount
policy? Inform prospects about it. lt
may swing the deal for you.

Is your firm huilding a new plant
near certain prospects? By all means
rush over to them with the news. The
closer shipping situation may turn the
tide in your favor and you have a large,
steady order,

Use every weapon you have to bulld
up your accounts, You can be sure your
competitor s wasting no time in plug-
ging his advantages to your customers.
A salesman I know once lost a good
account because he ;assumed it was
safely In the bag nnd treated it quite
casually.

One day a competitor came along
with a new dealer display idea that
¢enght the fancy of this “safe" cus-
wHTar.

‘trn customer switched to the com-
petitor and my friend lost an account
of ten years standing. But that isn't the
end of the story. My friend’s firm had
the same dealer display idea but he had
neglected to show it. “Why bother,” he
thought, “This guy is in the bag.”

Superior Presentation

A salesman often gels an opportunity
to make a presentation before buyers
who are committed to other suppliers.
This is done for the salesman out of a
sense of fair play, curiosity, or for other
reasuns. The reasons should not matter
to you. You have Leen given a break;
make the best of it.

It's not impossible that you can, by
sheer mastery of your presentation,
convince the buyer o change to your
firm. ¥

But you should first discover every-
thing you can about the competitor, the
relationship with the customer and the
latter's feelings about the competitor.
This gives you the necessary ammuni-
tion to carry on the battle,

Some companies periodically review
their arrangements with suppliers o
determine if changes ure needed. This
ngain is your opportunity to make yuur
presence known and felt.

The vice president oi a large textile
firm revealed to me that his organiza-
tlon finds it necessary to take a hard
look at its supplier agreements every
two years.

“Some,”" he added, “don't make the
grade under this scrutiny. We chop
them off because they've slipped in
quality, are too high in price or for
some olk~r reason. i

“At this time we're usually quite re-
ceplive to new salesmen. The surpris-
ing thing is that not too many of them
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come around, I guess they figure we're
all tled up with competitors and there's
no change for them."

I've encountered this situation else-
where, Salesmen are so sure they will
be turned away that they don't bother
to investigate prospects, The higgest
order I ever got was from a buyer
whom no uIeamnn‘.de seen for eight
months. as

Personnil Chngo W

Ancther factor to 'Walch for is a per-
sonnel change. The buyer who turns
you down repeatedly may " i e the
next time you call, p, P Y

Companies do change buyers, and uu
salesman should, be aware of these
changes. A hostllé ‘buyer may be re-
placed by one who is much more amen-
able to your sales talk. Ag nothing-
is permanent. Change is wheret
Be alert to it. k

' #4
Don't !loglul .'lour C\mmﬁ

While you're beaung the bushes for
new accounts, don't neglect your old
ones. They need constant cultivation or
some competitor will snatch them away.
Don't give your-customers a chance
become annoyed,
you or your firm! :

It's a good idea to ork. out = pro-

gram that will’allow ﬂ'u to'spend suf* =

ficient time with your existing accounts
while looking for others, g,
Keep in mind that your prelenl cus-
tomers may be a means of helping you
land new ones. There is nothing wrong
with mentioning your accounts to¥a
prospect. If they are welljmown firms,
the prospect will beimpressed. O
your present customerl as referen

You might even try to get some letters .

of reference_from your buyers.

Dick Haley, a mutual funds salesman,
can truthfully claim that each of his
customers has been responsible fcr get-
ting him a new customer through the
process of recommeéNdation,

Doing Your Hmwu& 9

Watch the ncwspapersand trade
magazines for news of mergers, acquisi-
tions, expansions, té'l‘hen' often
‘valuable tips to mew busine

A glance at the financial pa of o
newspaper will convifice ypu, 1| at busi-
ness is in a constant state of fl x. Noth-
ing remains the same for very long. The
salesman has a responsibility to keep
“abreast of these developments and cap-
italize on them.

A company's decision to diversify
could mean big sales for you. Another
firm's plan to seek overscas markets
might m@an a great deal to you and

Your company.

The financial pages may also tell you'.
something about the strengths and °

weaknesses of your compelitors, thus
enabling you to cope more adequately,

with them. S

Besides reading, you should alsa®
make it a point to learn from others in
your business. Find out from people in
vour industry what the latest gossip lc,
Somelimes gossip is very revealing.
lot of it may be sheer hogwaai, bu! '
time you'll be able to separaie '
wheat from the chaff, It

* Bummary

In conclusion, be skepticel o Lo called
entrencheZ relationships. Look behind
the solid facade to the situation inside.
It may be better than you lhlnk.

The status quo s never as perng;meut,
as it appears on the surface. Keep mak-
ing the rounds and take advantage o!
changes. Other salesmen have ,m

uvgr com es that had long e
ps with suppliers &’ _ .+’

can you.

*To ser how you are geiting along in
thii phase of sel here is an exerciu
you may tale, I‘;:atln answer ‘Yes"

you're pmbably
new accounts ~ite rem-l-’

b . Yea No
410 Do{ou feel that any, exist-
ing# relationship between
buyer and seller can’ be
broken? — —
2. Do you make regular calls
_..on prospects even though
% they have allegiance with
- your competitors. — -
1.:.Qo yot acquaint prospecls
< With your firm's new prod-
ucts, ete.? —_——
4. Do you work hard to make
a good presentation before
a prospect even though he

is committed elsewhere? AT )

5. Do you read the financial
pages and trade publica-
tlmu for newa that can win
xnu new custémers?.. | R A T
8. Do’ you continue to take
good care of your cusiom-
ers while searching for new
& accounts? —_——
7. Can you learn from your
present accounts how fo
get new ones? s —_——
8. Hav ou garne! any
ne*aounu in the last
three montha? —_—
9. If so, were they previcusly
with your competitor? —_——
10. Can you point to a pros-
pect right_now whom you
think you nn make into a
cultom;! A 'k' —_———
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Kahn Sales
Training Articles

REPRINTS FOR
YOUR SALESMEN

Heprinll of this serles come In a four
{n ge format, printed In 2 colors and
J\rce hole |[lmm-hecl to fit any standard

x 11 o ring binder, each re-
p int Includes a sell-evaluation quiz.
Prices are:
1 10 9 coplas (of sach article) ..J0c each
10 to 49 co; ph

lof -lch article) iiviiinne &
P iy sucl ariicie) e
100 or more co

{of each artic! )..... ..15¢ ench
You may pre-order the cnllm serles, or,
If you w individual articles. Each
article in the series Is numbend Please
specity yuur wuhu by n

en ordel the vnriou ;runtu of
‘lhll series, ad orders to the

. Kahn Company, Marketing Consult-
-nu. Sales Training Division—Services
Depariment, Ernpir- B(ate Building,
New York, N.Y,

1. The Balesman 1s a V.LP.

2. Are You A Balesman?

3. Get Acqualnied With Your Com-
pany

. You're On Siage

;rlcm Can't Flre Without Ammuni.
on

. You Ars A Goodwill Salesman, Too

. Closing The Bale

, How To Bei Up An Interview

. Resting Between Rounds

10. The Competition

1], Taking A Rlsk

1%. Playing The Shorl Game

13. Selling An Idea

119 ::rlng Commiitess Are Hare To

ay

15. The Automaied Balesman

18, Samples Can't Talk

17. The Unexpecied Loiter

18, Prospect or Perish-

9. ll:w

1 e L:’a Dl.llo'd.o:"t"rmpd From

20. :::ang Salesmen of Your Cusiom-

2l. Repent Orders Are Not Accidental
11, Room At Ths Top

13, You Must Give More To Gel More
24, Running Inlo The Rude Buyer

When ordering, rlnu mention the

SeNe o

name of this publleation,

N the closing days of the First Ses-
sion of the 80th Congress H.R. 11788
was introduced. This Bill is a very im-
portant one for anyone engaged in sell-
ing merchandise in more than one
State, It is the result of a six-year study
by a Special Congres.ional Subcom-
mittee. It is aimed at lessening the
burden on sales in interstate commerce
which results from the imposition of
different forms of taxes on interstate
sellers by the fifty States of the Union.
Public Hearings are now being held on
this Bill
Recognizing that federal action is
necessary to correct the situation, the
Bill sets limits beyond which the States
cannot go in imposing Net Income,
Capital Stock, and Sales and Use Tax
provisions.
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STATE TAXATION OF
INTERSTATE SALES

by Harold T. Halfpenny of Halfpenny, Hahn & Ryan
General counscl to the National Macaroni
Manufacturers Association

History of the Legislation

Prior to 1859 it was widely belleved
that a State could not impose an in-
come tax on a non-domiciliary com-
pany engaged solely in interstate com-
merce in that state. In that year, the
United States Supreme Court decide
the famous Northwesiern State P
land Cement case (338 U.S. 450), which,
rightly or wrongly, was interpreted as
opening the door to wider taxation by
States than had formerly been thought
possible.

Congress reacted by adopting P.L.
86-272, which prohlbited states from
imposing a net income tax on income
derived from interstate commerce if the
only business activities within the State
are the solicitation of orders which are
sent outside the State for approval and
flled by shipment from oﬁﬁida the
State, e

P.L. 16-272 was barely on the books
before Congress recognizedtthat a simi-
lar state of confusion wag arising in the
field of State Sales and Use Taxes. Con-
gress accoidingly amen P.L. 86-272
to provide that “full and complete stud-
les of all matters pertaining to the
taxation of interstate commerce by the
States” be made by designaled Com-
mittees of the House and the Senate.
H.R. 11788 is the climax of these studies.

Sales and Use Taxes

The Bill sets up two alternative meth-
ods of imposing the limitations u:¥ State
action. First, it provides that no State
has the power to require a seller to
collect a sales or use tax unless the
seller has certain minimum connectionsy::

with the State (described below), SecJI

ond, it sets forth in detail the terms of-
a “Model Law,” which the States may
or may not adopt as they decide.; 3
which adopt that “Model Law" a’
lheneupon become members of

operative system” for interstate lllt.!
tax collection. Under the “system,” thz2

Sccretary of the Treasury will have |
generul respdmlhliﬂy for the ndmmium i

tration of all sales tax collections andi !

ts by persons malting"

'sales having destinations

ich are members of the

“system.” . i L :

" 'The "principal | provln!om of HR.

11788 are:’

I. Leghlation Prohibited h the Nllu‘

For States which do it adopt the '

“Model Law” H.R. 11794 (federal law)

would prohibit them from:  §

4\) Imposing a use tax on pertoral
property unless the user |s & 1eside "
individual, or has a businesa locat! -

-cin {the State, L

(This would eliminate the pres: :
practice of many Slates of atterapfy®
to Impose a use tax on out-of-,
sellers who disseminate ndw.r s
material in the State, on the" ?' (Lol
the material so distributed), |
B) Requiring a seller to r_-u'
sales or use tax uniesa ' i e
a bc.:xlnl;u location in t J
regularly makes h uu}m‘ln
in it. .

& 1L Uniform "Le% T

If a State adopts a “\luun

spelled out in H.R. 11793 then: =
A) The provision as’to, g™
materisfvis the same as above, (
1.A) h —
B) States adopting the Mooy -
may require collection from «)o.—
of-State sellers except ‘hose wiuie
only contacts with the Btste are the
dlueminnllolf ol advertising ard the

(Continued wun (73 ) ISP
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SELL MORE PASTA PRODUCTS

Use Market Research Report on Consumer
Attitudes toward Macaroni Products . . .

1966 Macaroni Merchandising Calendars
with publicity and promotional themes . . .

Progress Reports and pictures
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State Taxation—
(Continued from page 58)

making of sales in the State solely by
prepaid-mail order,

(This model law varies the juris-
dictional standard in that credit sell-
ing is singled out for less advantage-
ous treatment than in the suggested
general sections of the law quoted
above in Par. LA).

C) For these States, the Secretary of
the Treasury would be responsible
for the administration of the State
laws to the extent of auditing inter-
state sales, issuing uniform regula-
tions, making rulings, and prescrib-
ing tax reporting methods and tax
return forms.

D) The Model Law does not prescribe
the rates of tax, which will continue
to be set by each individual State.

State Income Taxes

Power of States o Impose Income Taxes

A) Under the Federal law now In ef-
fect (P.L. 86-272), no State has the
power to impose a net income tax on
an out-of-State seller whose only actlv-
ities within the State are the solicita-
tion of orders, which orders are sent
outside the State for approval, and
filled by delivery from out of the State.

Most companles have found this to
be workable and satisfactory. It allows
each State to establish its own method
of apportioning income. Most States
use a “three factor” apportionment for-
mulu for attributing income to the State
—payroll, sales, and property, while
others use a “two factor” forinula, pay-
rol! and property.

B) H.R. 11788 proposed to limit the
power of the States to impose income
taxes {o the situations in which the out-
of-State seller (1) owns or leases real
estate, or (2) has an employee whose
work is performcd primarily in the
State,

Al the same time, it provides that net
income shall be apportioned among the
States on the basis of a two-factor for-
mula, using property and payroll.

Summary

It appears to be the consensus that
H.R. 11798 tried 10 uccomplish too
much, and to solve all the tremendous-
ly difficult problems involved in this
complicated field at one swoop. The
complex Federal-State “cooperative”
tax system Iz much more complicated
than it need be to correct the evils com-
plained of. Yet, the case by case meth-*
od of solution in the courts is not a sat-
isfactory guideline for the business
community.

1t is therefore urged that your asso-
cintion and its members advise their

[

State taxing officials of the need for
Congressional actlion and write your
Congressman suggesting the following
solution: i

1. That a federal law is needed which ; . i
merely limits the right of a Btate to i< i}
impose tax collection requirements to
situations in which the taxpayer has a
designated minimum conncction with
the taxing state; whatever the stand-
ards they should be applied unifcrmly
to all kinds of State taxes; that the
standards as set forth in P.L. 89-272,
although not perfegt, have proven their
usefulness; and thiat Congress should
not only retain P.L. 88-272, but its
coverage should be extended to the
collection of Sales and Usé. Taxes;

2, That Congress should, be com-
mended for its study and recommenda-
tion in this fleld; and that the States
be given the opportunity as requested
in their behalf by the National Tax Ad-
ministrators to develop some plan of
uniformity during the next four years;
and 1 '- M Allen

3. That the Congressional Special
Subcommittes be suthorized to con- g“' O"i.f:"' at
tinue to advise Congress of the effect ‘~GNEpa LOmpany
of the extended coverage of the juris- _ At a recent meeting of the Bosid -
dictional limitations of Sales and Use Directors of the:John B, Canepa’ Co.,
Taxes and to assist the States in de- manufacturers of Red Cross Macaroni

i
e
|
L}
i
i

rﬁ*'

veloping uniformity. Produsts, Albert J. Bond, Sr. announced
s his t as Presidgrt, after a 35
year B ation with tha company

“llﬂ!' Practice During these years, Mr. Bono har
“Lifting"” & competitors’ products, or . served in all capacitles. fle will con-

their purchase from dealers or con- tinue to-act as a consultaut. i tlie cor-

sumers, has been challenged under & T

Section 5 of the Federal Trade Cdmmis- Allen nt .

sion Act as an unfair method of com- Effective immediately, the ¥ "

petition in certain cases. .
cers for the 106 year oldfirm aic. ..k
Recently a manufacturer of tints and Denby, Alles, Presidenf and Treaurer;

dyes obtaised a New York Suprem il

Court injunction prohiblting a distriby % Ben C. Ryden, Vice P :ld‘“‘- ll!‘ ht.rd
tor from “lifting" his products f A. Zajac, Vice Presidentand Secriiary.
“lifting” his products from retail stores *, Mr. Allen has been with the comnpany

d di tailers to substitute for ten years. He joined|the ¢rganize-
:nmnr;:;!t;‘i:ven:&ud? 10 MBS ton as Assistant Sales Manager. Six

Among other things the Injunction Y€Aars ago, he was made Vice Ereaicll'ent
does: (1) restrains the defendants frony and Sales Manager in Charje ol A}-g"
acquiring by purchase or otherwise; - ti5ing. He lives in Wl}:ﬁe e with his
any goods or merchandise bearing Wife and two young childeen.
plaintif's name or trademarks, except RAyden Vice P, nt
in the ordinary and regular course of '

poration,

Ben C. Ryden the‘;;_" Vice Presi-
business; (2) restrains the defendants /o)y oo u'mcla!eg bt

sived by the
wles are, issu-

from inducing or persuading any retail
outlet to sell, deliver, transfer, destroy
or otherwise dispose of thmm plaintiff's
merchandise; (3) restrains the defend-
ants from selling the plaintif's goods
acquired by purchase or otherwise from
any sotail outlet; (4) restrains the de-
fendants from representing_ that any nouncement by ihe Board of Directors
person has ceased to deal in any goods advanced Mr. isjac to Vice Presidency

bearing the plaintif’s name or trade- h
amﬁ Secretary, He lives in Skokie wit
marks unless the facts and circum- his'wife and two children,

stances are accurately set forth, -
The case was Corn Products Sales Co. 4

versus Almor Wholesale Distributing 62nd Annial Meeting N.M.M.A.

Co. July 12-15, 1966
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aroni Company !orllz ¥}
of Sales and Consultant. §\.
Downers Grove,. Iinolg.{. ) ™ Pol-

Richard A. Zajnc_nn‘léd with the
company in 1848, He became Office
Manager in 1058 and in 1034 he herome
Secretary of the company. The an-

V. JAS.
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RICH-NATURAL DARK COLOR
EGG YOLIK AND WHOLE EGG SOLIDS
AS WELL AS FROZEN

ALL EGGS PASTEURIZED

BENINCASA COMPANY
First National Bank Building, Zanesville, Ohio 43702
614 - 453 - 0522

PLANTS
| Louisville, Kentucky . . . Bartow, Florida . . . Farina, llinois

“WHAT & DIFFERENCE
wic CONSOLIDATED BALERS

You can take your choice —clutterad
unsightly, dangerous and :nll’h_ of

a8 ... "
:‘r' a low-cost Consolidated baling prass
that produces dense bales, spgsdily,
safaly and acanomically. Rugged all.
steel, hydraulic Consolidaled baiing ma-
chinas are simple to operate, completely
\t-contained and occupy 8 midimum of
loor space,

for furthor data on Conselidated belers —
::llmduﬁllnllhbll!«mqan‘.

& Hydroudin sioce 1999
+ CONSOLIDATED

BALING MACHINE COMPANY

406 THIAD AVL., BROOKLYN, M.Y, 11218
Dept, M MAin 5-0928 (213;

&
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7
Read the JOURNAL
every month for

News of the macaroni field
ot home and abroad.

Technological developments
in manufacture & packaging.

Articles on sales training
and product promotion.

Advertising of bona fide
suppliers to the industry.

CO®Q

Twelve monthly issues $5.00;
Add $1.50 for foreign postage.

the MACARONI JOURNAL
P.0. Box 336, Palatine, lllinois 60067
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Report on Annual Conference of the Law Institute

and the Food and Drug Administration

by Jomes J. Winston, Director of-Research, N.M.M.A.

N December 6, 1065, the Ninth

Annual Conference under the
auspices of the Food and Drug Admin-
istration and the Food Law Institute
was held in Washington, D. C,

This meeting was attended by over
800 persons representing companles in
the food and drug indusiries. One of the
main purposes of these Annual Confer-
ences is to further the development of
a closer relationship and betier under-
standing between the related industries
and the FDA, Also, it is the hope that
these meetings will increase the knowl-
edge of participants in order to help
them comply better with the needs and
wishes of consumers.

Program Pariicipants

The program was devoted fo a num-
ber of interesting presentations made
by members of the Food & Drug Indus-
tries and representatives from the FDA
and Law Food Institute. Among the
participanis were the following:

Fred J. Delmore, Food & Drug Ad-
ministration; Franklin M. Depew, Food
Law Institute; E, F. Rickelts, Assistant
Director, Public Administrative Berv-
ices; Melvin W, Alldredge, Vice Chair-
man, Great Atlantic & Pacific Tea Co.;
Theodore R, Gamble, President, Pet
Milk Co.; John T. Kelly, Legislative
Counsel, Pharmaceutical Mfrs. Associa-
tinn; Robert W. Ballard, Vice President,
Winthrop Laboratories; Anthony T.
Buattl, Chairman, College Pharmacy,
St. John's University; William C. War-
ren, Dean of Law School, Columbia
University.

The following from the FDA: Harold
F. O'Keefe, James L. Trawick, Winton
B. Rankin, Dr. Frances O. Kelsey.

The general theme of the conference
emphasized the following. Plans and
Progress—Industry Information, Vol-
untary Compliante, Consumer Educa-
tion.

Cooperation and Communication

Cooperation and communication be-
tween indusiry and government was
emphasized by Theodore R. Gamble,
Chairman of the Board, Grocer Manu-
facturers of America and President of
Pet Milk Co., in his talk “Food Industry
Plans for Cooperation and Education.”
He stressed the following:

“The first and most important thing
I want to make clear is that the food
indusiry endorses vigorous enforcement
of existing laws. In addition, the indus-
try— both in lis public statement and

\
J_J.Wﬂ_ [t

in its day-to-day actiog—has com-
milted itself to a continuing policy. of
voluntary compliance and self-regula-
tion in the interest of the consumning
public.”

Mr. Gamble said that there has been
a revolution in the food industry since
World War II, and there has been a
rapid trend away from the use in the
home of basic agricultural commodities

in meal preparation. The pattern °fc’pther

food consumption has moved over
whelmingly toward prepared ;
These offer special convenience fea-'
tures:

{a) Time-saving in preparation

(b) Incredible increase in variety and
availability made possible by widening
patteins and new methods of distribu-
tion storage and packaging.

Mr. Gamble looked toward a continu-
ing “successful working partnership be-
tween government and business with
the consumer enjoying the right of free
choice in the market place.”

FDA's Plans and Progfims

Arthur D. Davls—DeputytAuistant
Commissioner for Planning, FDA,
spoke on “FDA's Plans’and Programs.”
The FDA's new five year program in-
cludes plans to assist the States to
achieve the personnel, facllitles, and
laws to undertake a large share of con-
trol of foods and drugs and plans to
recodify and simplify Federal food and
drug regulations, Other projections in-
cluded an automatic data system for

scientifle information, assistance to for-
cign food and drug programs, and an
expansion of the adverse drug reaction
warning system. Mr, Davis estimited
‘that just to maintain our present stand-
ard of living will require this increase
of productivity 50% during the next ten
years. In other words, we must step up
our annual increase in productivity
from its traditional 2.5% to f%.

Mr. Davis reviewed the five year pro- |
jection plans which will consist of sever”
program elements as follows: ¥

(1)—Consumer and Industry Infori
mation—This activity involves the pro-i

motion and voluntary compliage:and *

cooperation between the pu . the
regulated industries, and the FDA
through educational and informationel
means. 8

(2)—Intersgency ' Coordintion — This
activity will intensity the efforts of our
Office of Federal-State Relations, and
the entingagency to esteblish more ef-
fective® rative programs with the

- States and larger metropolitan areas. It

will attempt to eneourago‘alau a better
integration. of our work” with related
activitles of other Federal illen,ia_e'sd.
(3)—Medical and Sclentific Review
and Evaluation—This activity involves
the review and evaluation:of industry
proposals for the use of chemicals and
nces and for food standards.

It provides for the medical review of -

ew drug applications for safety:and

i, effcacy, review of proposals for clinical

testing of investigational drugs and the
conduct of an adverse reaction report-
ing program. Medical and sclentific ex-
pertise is also provided in suppo:i of
regulatory and voluntary compliance
programs,

(4)—Regulations—Thiryactivity pro-
vides Interpretations of faws the Agen-
cy administers and eahplinhes JBuide
lines and rules to be obsejved by the
affected industries. Examgles are, issu-
ance of interpretative regulsians,.pals-
icy statements, pesticide, food additive,
antibiotic, insulin, and color additive
regulations, and aparoval of new drug
applications.

(5)—Enforcement—This 1z the basic
regulatory ' activity and involves the
development of regulatory programs,
flel§ inspectional and analytical activi-
ties,«preparation and presentation of
enforcement actions, and coordination
of regulatoryfactivities with the Office
of the General Counsel.
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JACOBS-WINSTON
LABORATORIES, INC.

156 Chambe'u_‘Slrg_el
New York, N,Y. 10007

It is with pride that we call your attention
to the fact that our organization established
in 1920, has throughout its 46 years in op-
eration conmﬁed itself primarily with maca-

roni and noodle products,

The objestive of our organization, has been
¥ to render betteff service to our clients by
specializing in all matters involving the ex-
amination, production, labeling of macaroni,
noodle and egg products, and the farinaceous
{i‘ngredients that enter into their manufac-
sture. @‘,!Aapecialists in this field, solutions are
. more‘}"r-eadily available to the many problems

alfecting our clients.

We are happy to say that, after 46 years
of serving this industry, we shall continue
to explore ways and means of improving cur
types of acti\}igbs to meet your requirements,

[
and help you progress with your business.

¢ ames ) Wudlan

o
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Conference of Law Institute—
(Continued from page 62)

(6)—Research and Msthodology —
This activity involves fundamental re-
senich eoncerning the effects and inter-
relationships of substances occurring in
the products that FDA regulates, as
well as scientific experim.antation to
arrive at new und better methods of
detecting and idontifying harmful and/
or insanitary subctances.

(7)—General Support and Exscutive
Direction—It is from this activity that
the Agency's operational elements re-
celve executive direction, overall co-
ordination, and general staff support,

Voluntary Compliance

Mrs, Esther Peterson, Special As-
sistant to President Johnson for Con-
sumer Affairs, addressed the group at
the dinner meeting. She told industry
and FDA officials that the “President's
challenge to all Americans to use their
wealth to Improve t:e juality of our
national life—will never be met if busi-
ness or any of the other cectors of our
soclety, sits on the sidelines.”

Elaborating on the need for industry’s
voluntary compliance, Mrs. Peterson
declared: “You in industry cannot be
expected to remedy our social ills, You
are not social workers; you are in busi-
ness to make a profit—and this is prop-
er and good. Increasingly, however, we
must have the Involvement of the pri-
vate sector in our social problems. Many
of you decry government power, but I
would urge you to war against the
problems and not the government.”

Mrs. Peterson examined the rights of
the consumer: the right to be informed,
the right to choose, and the right to be
heard. “The consumer interest and the
producer's interest are two sides of one
coli and inseparable,” she emphasized.
But she would also welcome “renewed
attempts to develop more uniform laws
and more coordinated enforcement.”
Specifically Mrs. Peterson advocated
enaciment of a Fair Packaging and
Labeling Bill to ensure the consumer's
right 1o be informed.

“The consumer does not simply have
rights. He has obligations, too,” she
concluded. “Oftentimes, he fails to rec-
ognize thut the vast majority of busi-
nesses are honest and fair-dealing and
he condemns you all for the sins of the
wayward few. This is a grossly unjust
attitude, and one 1 have done my best
to eliminate.”

Yelanda
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Guido Tanxi
Observes Anniversary

Guido Tanzi, the old die-maker in
Niles, Illinois, is celebrating his Golden
Anniversary in business.

Born some 72 years ago in the town
of Torremaggiore, Province of Fopgia,
Italy, Guido worked in a macuroni
plant with his brothers and father, that
had been establiched by their grand-
father, !

Guido was észévially Intrigued with
the mysteries ‘8 dies and die-meling,
and at an early age was off to Naples
to serve as a die-maker's apprentice,
He had his own shop in Milan and then
in 1014 migrated to New York City. He
found employment in a die-making
establishment and worked there until
he established his own business jn
1918,

He moved to Chicago about 25 years
ago and has been locrted in the sub-
urban community of Niles for the past
13 years,

Fancy Bhapes

Over the years he has been an inng-
vator and creator of such fancy shapes
as fusilli, yolanda, spiedind, cavatello,
berretti, gemelli, milleflori, and many
others,

He also was an early advocate of
plugs in dies even though it increased
costs considerably, Mr, Tanzi states; “It
permits finishing operations to reach
perfection for each Individual hole, not
often possible with the whole die.
permits the use of metals having a
greater degree of resistance to wear
and corrosion with a nominal increase
in cost. .

*“Plugs make possible complete dupli-

cation of a new die whenever the old~
die becomes unworkable due to wear *

and corrosion.

“Plugs permit an operation on the
wall of each hole which eliminates
rings, an essential consideration in
macaroni manufacturing, and contrary
to opinion held by many that rings can
never be eliminated. Our dies, mounted
with mirror bushings, are completely
Ruaranieed (o operate continuously un-
til worn to oversize without producing
rings.'

While the old hammersmith+ with the
modern fechniques will continue o
produce dies for macaroni manufac-
turers and develop new sizes ond
shapes to stimnulate eor~vmer
in macaroni p
thought to !;

73 general mannge g
il Guido should nge

for some {ime. At one peri "'y op!
ated a restaurant on Chicago's se-
side.

Married and father of two teen-nge
daughters, Mr, Fania iy intereried in
music. Accomplished o1 the guitar and
mandolin, he has been active in the
Pro Oratorio Society, an organization
dedicated to promoting classical re-'
ligious music,

Bert Fanla thinks die-makiny js
something of an art and offers his .= .
tomers craftsman's skill in cus| work

~and development of new dies. !

Egg Breaker in Nebraska

Dr. Milton G, Waldbaum of the Mil-
ton G. Waldbaum Company claims his
company to be the largest independent
packer of :frozen eggs in the Usseg
States. Their plant is locn{gm S
field, Nebraska and theydlal
fleld” as their label.

Waldbaum began pas
and w gs some eigh :
a regu sis. They mairCoW {
own loboratory' and bocteriologist for
quality control.

Quality dark yolks are « blulned from
Waldbaum's own farm - procurement '
systém. They break only the highest
quali‘a" eggs and maintain a twelve-

{month supply of frozen and dried eggs.

-7¥LON INSERTS

s

CAN NOW BE APPLIED
- TO YOUR PRESENT DIES.

Leading monﬁfacturers_‘have switched to this change
with excellent results on products like

) é ' spaghetti
{ ® macaroni
) " @ noodles
® elbows
A ® mostaccioli
’ ® rigatoni

® sea shells
) : With Teflon inside and outside

,,, for all products with a hole.

A |

6917 Milwaukee Avenue
Niles, lllinois, U.S.A. 60648
Phone: Area 312 - 647 - 9630

Guido"'rl'unzi
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ﬂ...!he mao3i sanitary extruder

New frbm
| w1 can buy ‘

Capucities from 1000
to 2500 lbs. per hour/'

-
COMPLETELY RE-DEﬂG?ED I L
the ground up. The new Benne
I'PR incorporates all the basic ele
ments wh hohave made Boae
Fatruders the favorite throuchou
the world . . plus many impros.
ment< which put it far ahead o1
anv other vou can buy in North
Ameriea today!

SUPER SANITARY. Frame and el
ments are completely re-arranzed
to provide the most sanitary Fa-
truder on R market. Structural
members l'ﬂl'llllh'll't\ enclosel,
while motors and drives are in the
open. fully aceessihle, Chain avneds
open at hottom so dust talls
through, can’ accumulate, Tnsde
the one-piece mining trough has
<mooth, ronsged corners with no
place wheie dough can lodge.
ACCURATE BLENDING. Screw frede
keeps uniform Tove of hoth dry and
i materials moving to misern.
Composition of the extruded prod
act doesn't vary.
SINGLE MIXER. .Just one large dou-
hle-<haft mixer, You ean easily in-

complivated vacuum sealing =v=tem
needed for tour el miser

POSITIVE FEED. Keops ~teidy o
moving throngh vacnunm ceanber
e esti=ion clement<c Yo van
Proness T I e L L bl s
v wikh

EFFICIENT VACUUM. I'redinetr i
completely de-acrated inovieanm
Chenther between mver and et
<on elements Produce s pne-tes-
poaed dongh and lets von operate
with medsture content between 2
el o Sinee news design snual
v ochimmates leakaze, the B
ottt neved= bagt ! the vaeim
pumping capainy of others whil
nnntaann o hizgher o

U.5.-BUILT DRIVES. " «n, voviiads
Avstenn estrnson eleia nbsoete b
maede in Swatzerknd Lo ol
Tals, -|Il"l‘!.l'1-. vhatn-, ool elecn
val vonlrals e ~tandand [
nent cnlable throughear the 178

For tull intornctien on new
TR Eatruder on other o
fowed provessing egnipent, wih

All motors in epen for easy ateesy Spec 'y I
deyigned chan gaords are 64

peet misture at any time. No ar call Benes todoy!

caly remosd

- Conte e sumie Comrormon 5 14 8L
> A Frovessing Fisuts Soles Ofice Noaw Yord o0y 230 FPare Aweour
'y -'L by Phone #2U 0 H - 5448

BUMLER BROTHERS Cuncida LTD 177 Goven Stoen
Eost. Toromto 1 Cotung * Plome EMp e 22370

£
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ANY maocaroni firms have been

incorporating quality control lab-
orutories with their plunt facilities. Ke-
cently Heskins Company, industrial
consultants in Libertyville,. Illinols,
recommended the following tests to be
utilized ,in a macaroni plant laboratory
and listed equipment needed.

The tests:

1. Cooking test. ]

2. Percentage molsture in flour and
macaroni products, .

3, Percent solids in frozen egg or
dried egg.

4, Ash.

5. Test for sprouted wheat.

6. Granulation.

7. Speck test.

8. Finished product quality.

1f the laboratory is to be operated by
a graduate chemist, there are a number
of other worthwhile tests that can be
run. If a graduate chemist is not to be
used, these more difficult tests can be
run by an outside laboratory. The rec-
ommended more sophisticated tests are:

1, Protein.

2. Egg solids in noodles.

3, Insect fragments.

4, Bacteria In eggs.

B, Lypoxidase activity,

The cooking test Is the most Im-
portant control on quality. Essentially,
the test requires a stove and other
kitchen utensils plus a scale for welgh-
ing quantities of product, cooking uten-
sils of uniform size and some kind of
cooking test form. o

Cooking Test Profile

In a form developed by Food Tech-
nology, Inc., a cooking test profile would
take the dimensions of the product:
diameter or width and wall thickness.
Then it would have a place for cooking
time and how determined. The appear-
ance of cooking water after x number
of minutes of cooking would be indi-
cated by cloudine.a and yellow color
with four gradations: None, Slight,
Moderate, ond Extreme. Odor of the
cooking water would be noted. :

Demerits would be listed for the fol-
lowing factors based on different times
for cach product:

Range of
Demerits
Gray or Brown Color (0-5)
(6 = very dark)
Yellow Color (0-5)
(5 = no yellow)
Surface Irregularity (0-5)
Splitting or Breaking (0-10)
Stickiness (0-10)
Slime (0-10)
Odor (0-10)
Taste = (0-10)

68

macaroni moistures,

Quality Control Laboratory

-

Too Soft (0-10)

Too Firm w1 (0-8) 1y
Doughiness (0-10)
Lack o! Elasticity (0-10); " =
Total Demerits (0-100) " ¢ °
Score (100—Demerits)
Tests For Molsture,
Egg Sollds, Ash

Moisture above 14 per cent in flour
causes serious bridging in storage bins.
Moisture in finished goods affects pack-
age welghts and drying efficiency. The
molsture test requires an alr oven, labo-
ratory ' ‘balance, desiccator, molsture
pans, a grinder and accessories. This
test dries ground macaroni for one hour
at 130 degrees centigrade. For fast
moistures electronic instruments l“u:h
as the Macaronl can run moistured in
one and a half minutes.” However, they
should always be backed up by the .
standard air oven test. iy |

Variation of solids in eggs affects egg
solids in finished product and cost per
pound of egg solids. The standard test
for egg soliddirequires a vacuum oven
to be run a105 degrees centigrade, a
steam bath and essentially the same
accessories as the molsture test for flour
and macaroni. Fairly accurate tests can
be run with the same alr oven used for

»

The ash test requires a grinder, clec-
trjc muffle furuace and ashing dishes as
well as the equipment used for running
molsture tests. The flour or semolina is
weighed and placed in an ashing dish

* and heated to 590 degrees centigrade

until it reaches constant weight.
For Sprouted Wheat
There are a number of tésts for
sprouted wheat, including:

1. Brabender Amylograph.
2, _Am_vlnse activity (maftose value).

isngrread out and dark and light specks

i el i L Sk O i e i o b b P e B 3
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3. Glabe gel test.

4, Hagberg test.

Several of these tests are within the
capabilities of an intelligent high sche.
graduate. In.a year in which sprot i
damage has been wide-sprend, it is only
prudent to run some kind of lest to sce
if any sprotifed wheat has been nixed
into the product,

The distribution of particle si.e s
important in the operation of the j:ress
and the dryer because it determines to
some extent the absorption of mcisture
and the qualities of the finished prod-
uct. The granulation test requires a
stack of sieves of sizes beginning at
U.S. 20 and ending with U.S. 100 p'1*
a sleve holder, shaker and balance. [

The speck test requires a board wit..
a glass cover ruled into 100 one Inck
squares 30 that the semolina can be

Call or Write .

— HOSKIRS

r be counted.

The finished product yuality - ob-
tained by visual inspéction using some
kind of grading sheet’to give a numeri-
cal value to each of the characteristics
such as white spots, cht.k, rough sur-
face, colof, mtc. We prefer the thllowing
dry product evaluation: T

"ﬁ’;,fk“ea" Sy o ol iy Sp.zehlhls to the Macaroni Industry

eIl 0, T — featuring -

Duornel (010 drled of Compy
Color s "‘Pl-::mum : Lift .,

GrayorBrown (o e »aq:" £MACO MACARQNI MACHINERY
S vam ) @ SEMCO BULK MATERIALS HANDLING SYSTEMS
"m""’“‘e g 09 () e AMERICANSSANITATION INSTITUTE

» ng e

L R e HOSKINS DRY EGG BLENDING SYSTEMS

: 733:»&::;5’2255' &p ¢ ; o HOSKINS AUTOMATIC SPAGHETTI TRUCK LOADERS
il 359

im0 T PR ® SPECIAL PROJECTS — WHAT'S YOURS?

Toial Demerits IR L

(0-1.0¢ )
Score (100—Demerits)

O constant testing and surveil-
lance®ean assure good quality. The
plant owner who has the time to con-
tistously circulate throughout his plant
and eat his product regularly con keep
the quality up, but as factories grow
larger, it becomes necessary to delegate
some of .the duties to other people and
a laboratory becomes a necessity if high
quality is to be ‘maintained.

THE MACARONI JOURNAL
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‘ BUYERS GUIDE

The following firms support the industry’s trade association os associate members
and/or as odvertisers in the Macaroni Journal.

DURUM PRODUCTS

AMBER MILLING DIVISION, Farmers
Unlon Graln, Terminal’ ‘Association,
St Paul, Minnesota 55101, Telephone:
Area Code 612, 646-0433. Manufac-
turers of Venezia No. 1 Semolina,"Im-
peria Durum Granular, Crestal Durum
Fancy Patent Flour, and Kubanka
Durum Flour, See ad pages 24 and 25.

ARCHER DANIELS MIDLAND COM-
PANY, Durum Department, P. O.
Box 532, Minneapolis, Minnesota
55440. Manufacturers of Comet No. 1
Semolina, Romagna Granular, Fancy
Durum Patents, Palermo Durum
Flour. See ad pages 28 and 29,

A

DOUGHBOY INDUSTRIES, INC., New
Richmond, Wisconsin 54017. Manu-
factufers of Doughboy No. 1 Semo-
lina, Granular, Fancy Durum Patent,
and other Durum Flours. See ad page
11,

FISHER FLOURING MILLS COM-
PANY, 3235 16th Street, S. W,
Seattle, Washington 98134.

INTERNATIONAL' MILLING COM-
PANY INC, :Durum Division, In-
vestors Building, Minneapolis, Min-
nesota 55415. Manufacturers of Como
No. 1 Semolina, Capital Durum Gran-
ular, Capital Fancy Durum Patent,
Ravena Durum Patent, Bemo Durum
First Clear and.Naples Durum Sec-
ond Clear. General offices in Minne-
apolis; sales offices in New York and
Chicago. Principal durum mills in
Baldwinsvllle, New York, and St."’-
Poul, Minnesota. See ad on Back'™
Cover.

NORTH DAKOTA MILL AND ELE-
VATOR, Grand Forks, North Dakota
58201, Manufacturers of Durakota No.
1 Semolina, Perfecto Durum Granu-
lar, Excello Fancy Durum Patent

"y

King Midas No. 1 Semolina, King
Midas ‘Durum Granular, Gragnano
Durum Granular Flour, King Midas
Durum Fancy Patent- Flour, Kubo

“*Durum Fancy Patent<¥Flour, Duram-

ho .Durum Flour, See*ad page B.

FonTlﬁcAzlo”ﬁ g

DISTILLATION PRODUCTS INDUS-""

TRIES, Division of Eastman Kodak

Company, Rochester, New York'’
14603. MYVAPLEX ® Glyceryl Mon- -
, ostearats, a starch complexiug agent

uniformly and dependabiy, Locks
are maintalned In convguient, n:.tion-
wide locations,

EGGS

BALLAS EGG PRODUCTS COM-
PANY, INC,, 40 North Second Street,

Zanesville, Ohio 43701. Sales offiG'in

New York City. Packers of pastesr

M frozen and spray dried high color

olks for the noodle trade. See ad
page 55.

’,

%

""to permit manufacture of rpacnronh.{y JAS. BEN]NCASA COMP.\NY,

products with increased firmness, re-
duced stickiness and greater resist-
ance to prolonged cooking. An op-:
tional ingredient permitted by Fed-
eral Standards of Identity, See ad
page 23. -

P
‘MERCK & COMPANY, INC, Men:k HENNINGSEN FOODS, INC., 0¢“East

Chemlcal Division, thway. New
Jersey 0706, Suppliers of regular
and custom ‘ritamin mixtures to mil-
lers for inclusion in semolina and
flour mixes. Sales Offices: Teterboro,
New Jersey; Chicago, Illinols; St.
Louls, Missouri; San Francisco, Cali-
fornia. Sy

H Bl

VITAMINS, INC., 809 West 58th Street,” -
g

Chicago, Tllinols 60621. Phone: 312-
483-3000. Mianufacturers of enrich-
ment inixtufe and defstted wheéat
germ e lly manufact to im-
prove the r, functionality and
nutritionak:value of macaroni and
spaghetti products, an optional in-
gredienk permitted by Federal Stand-
ards of° Identity, Sales representa-
tives: East, Louls A. Viviano, Jr., Jer-
tey City, 201-434-2788; Midwest, Jack
‘W. Rogers, Chicago, 312-483-3000;

‘West, Joseph P. Manson, Tiburon,

California, 415-567-4162.

First National Bank Building, Zanes-
ville, Ohlo 43702 Packers of fruzen
and dried egg products. Ifigh color
yolks available. Plants in Louisville,
Kentucky; Bartow, Florida; and Fa-
rlna. llllnoil. See ad page 61.

42nd Street, New York, N. Y. 10017,
Manufacturers, of wholu R solids,
egg yolk sollds andegg albuma
solids, Manufacturers' nf dehytfated,

frozen spray dricd and ‘freezn dried
beef and chicken product} Plants in
Springfield, Missouri; Omm. Ne-

! 'bralkn. and Ravenna, Nebndu. See
ag page 53.

-

C. KAITIS MPANY, 2043 North
Damen ue, Chicago, Illinols
60647. Phonw! 312-384-0700. Distribu-
tors of fresh-broken, frozen, and shell

"eul. State and Federal In-plant in-

See &d page 57

v

WM. H. OLDACH, INC., Americnn and
Berks Streets, Philadelphia, Pennsyl-
vania 19122, Packers and distributors
of frozen and drled egg yolk, Dis-
tributed from warehouse stocks lo-

-n.

" cated throughout the United States.

Flour, Nodak Durum Patent Flour, WALLACE & TIERNAN INC, 25 Main SCHNEIDEB BROS.," INC, Office and

Red River Dirum Flour, and Toma-
hawk Durum Flour, See ad page 21.

PEAVEY COMPANY FLOUR MILLS,
860 Grain Exchange, Minneapolis,
Minnesota 55415. Manufacturers of

70

Street, Belleville, New Jersey 07109,

" “N-RICHMENT-A"® gives ‘maca-

roni-noodle manufacturers a proven
method for the enrichment of their
products. Available in wafer or pow-
der form. Wafers dissolye quickly;
WA&T Feeders apply the powder form

plant: 1550 Blue Island Avenue, Chi-
cago, Illinols 60608, Birmingham of-
fice and planl: P. O. Box 1580, ‘3ir-
mingham, Alabama. Processors of
frozen eggs since 1915. Broker and
Clearing House member, Chicago
Mercantile Exchange.
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MILTON G. WALDBAUM COMPANY,
Wakefield, Nebraska 69784, Dried
whole eggs. Dried yolks (color speci-
fled); frozen whole eggs (color speci-
fied); frozen yolks (color specified).
See ad page 59,

AANUFACTURING
EQUIPMENT

AMPRETTE MACHINERY CORPOR-
A'LION, 166-166 Sixth Street, Brook-
lyn, New York 11215, Manufacturers
of Aml.celte automatic presses for
short cut and long goods and noodle
production. Automatic long goods
finish dryers and preliminary dryers

-& .1 lovg goods finlsh drying rooms

‘for long goods production. A com-
plcie line of all type automatic con-

_veyors, A complete line of Ambrette -

high-speed mixers and automatig,
flour feeder and water metering sy!-
temns for ! botlh macsronl and egg
n .dle production. Exchange systems
for all equipment, Catalogs on re-
quest, See ad pages 38 and 39,

ASEECO CORPORATION, 1830 West
Olympic Boulevard, Los Angeles,
Californie 90006. Agents for Pavan
maggroni production machinery, U. 8.
and Canadian representatives for
Garibaldo  Ricciarelll, packaging
equipment qﬁanufnctumra. and Mon-
tonl,  macargni dle - manufacturers,
both of Pist&u, Italy. Manufacturers
of complete storage systems: Verti-
Lift bucket elevators, automatic
check weigh scales, Vibra-feeders,
Feed-o-meters, Stor-A-Veyors. Com-
plete macaroni plant layouts, includ-
ing plant engineering, designing, su-
pervision and installation- of all

equipment. See ad pa!j'lb.

fa)
d
DOTT. INGG. M., G. BRAIBANTI &
COMPANY, Largo Toscaninl 1, Mi-
lan, Italy. American representative:
Lehara Corporation, 60 East 42nd
Street, New York, N, Y. 10017, Man-
ufacturers of completely automatic
lines for long, twisted, and short
fjoods. Production lines from 5,000 to
12,70 pounds in 24 hours. Pneumatic
flour handling systems. All types of
specialty machines, including ravioli
and tortellini. Free consultation gerv-
ice for factory layouts and engineer-
ing. See nd pages 42 and 43. &y

THE BUHLER CORPORATION, 8925
Wayzata Boulevard, Minneapolis,
Minnesota 55426, Planning and engi-
neering of complete macaroni fac-
tories; consulting service. Manufac-

APRIL, 1966

turers of macaroni presses, spreaders,
continuous dryers for short and long
goods, multi-purpose dryers for short,
long and twisted goods, automatic
cutters, twisting machines, die clean-
ers, lahoratory equipment. Complete
flour and semolina bulk handling sys-
tems. Sales offices at 230 Park Ave-
nue, New York, and Butler Brothers,
Ltd., Toronto, Ontario, Canada. Sce
ud poges 66-67.

CLERMONT MACHINE COMPANY,
INC,, 280 Wallabout Street, Brooklyn,
New York 11208, Manufacturers of a
complete line of machinery for the
macaroni and noodle trade, including
bucket and cleat gonveyors. See ad

wpages 47 through 50.

CONSOLIDATED BALING MACHINE
COMPANY, Sales Divislon of N, J.
Cavagnaro & Sons Machine Corpora-
tion, 408 Third Avenue, Brooklyn,
New York 11215, Department MJ.

¥ Manufacturers of a complete line of

all steel, hydraulic baling presses for
baling all types of waste paper, car-
tons, segolina bags, cans, etc. Also
manufacture machinery for produc-
ing Ch:ne§e type noodles, dough
brakes, and cutters, See ad page 61,

¥

DE FRANCISCI MACHINE CORPOR-
ATION, 46-45 Metropolitan Avenue,
Brooklyn, New York 11237, Full range
of automatic presses for both short
cuts and long goods from 500 1bs. to
2,500 1bs. per hour. Continuous auto-
matic lines for long goods with new
patented automatic return of the
“emply sticks to the stick reservoir of
the press. Automalic stick stripping
« device with a speed up to 24 sticks
per minute. Automatic long goods
cutters and automatic weighers for
long goods; automatic sheet formers;
. noodle cutters; high temperature
finish drying rooms;:pew dual air
chamber design preliminary dryers
for long goods. Die washers, egz
dosers and conveyors. Special cau-
ning spreader for filling macaroni
products at a predetermined quantity
directly from the extrusion press into
cans. Consultations and factory luy-
outs available for your requircments.
Full line of rebuilt presses and hy-
draulic presses. Exchange system for
preliminary dryers, ADS spreader
conversions and screw cylinders.
Western representatives:  Hoskins
Company, P. O. Box 112, Libertyville,
Illinols 60048, See ad pages 34 and 35.

PAVAN, Galllera Veneta, Padova,
Italy. Magaroni manufacturing equip-
ment. Automatic continuous lines

iy
1A e s i

from 2,800 pounds per hour to 300
pounds per hour for short and long
cut pasta. Entirely automatic noodle,
nest and coil lines (no trays). Conven-
tionul and fust drying cycles with
pre-dryer and fish dryers in stoin-
less steel Sew ud poges 17 and 18,

ZAMBONI, Via isonzo Casaleccnio,

Boulogna, INaly. Coiling machines,
ravioll machines, resting machines,
shearing-folding machines. Carlon-
ing, weighing, and bag-packing ma-
chines. Agents in the industrial maca-
roni branch: Dott, Ingg. M., G. Bral-
bantl & Company, Milan. Braibanti
representatives in the United States
and Canada: Lehara Corporation, 60
East 42nd Street, New York, N. Y.
10017,

DIES

D). MALDARI & SONS, INC,, 557 Third
Avenue, Brooklyn, New York 11215,
Specializing in extrusion dies for the
food industry. See ad page 31.

GUIDO TANZI, 6017 Milwaukee Ave-
nue, Niles Illinols 60648. Manufac-
turer of all type of dies. Specialists
in teflon dies. See ad page A5.

PACKAGING
EQUIPMENT

AMACO, INC., 2601 West Peterson
Avenue, Chicago, Illinois 606845. De-
signers and distributors of all types
of weighing, bag-making, filling and
cartoning equipment for all branches
of the macaroni trade.

CLYBOURN MACHINE CORPORA-
TION, 7515 North Linder Avenue,
Skokie, Illinois 60076. Vertical car-
toning equipment with volumetric or
net weigh filling. Horizontal carton-
ers for long cut macaroni products.
See ad page 41.

DOUGHBOY INDUSTRIES, INC., Me-
chanical Division, New Richmend,
Wisconsin 54017. Heat sealing iie-
chines for bag top closures. Madel
AT rotary sealers for cellophane bags
ond Model CBS-AB band sealers for
polyethylene bags. See ad page 11.

(Continued on page 72)
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Buyers' Guide—
(Continued from page 713

FR. HESSER Maschinenfabrik Ak-
tiengesellschaft, Postfach 560 und
580, 7000 Stuttgari-Bad Cannstait,
Germany. Equipmuent for packeging
lund gords in either enrton packages
or wrap., Packuging machines for
short ‘cut spughetti’®r macaroni prod-
ucts- Spaghettl weighing cquipment
for long goods and shor_i'.,cut products.
See ad peges"12 thd 13}

TRIANGLE PACKAGE MACHINERY
COMPANY, 6655 West Diversey Ave-
nue, Chicago, Illinois 60635. Phone:
888-0200, Area Codg, 312. Manufac-
turers of automatic form, fill, seal bag
machines for the packaging of short
cut goods and noodles; automatic and
semj-automatic Flexitron net welgh-

.. ing systems for short cut goods; auto-

matic scales and wrappers for long

goods spaghetti items including a

new wrapper_gnd scale for the han-

dling of Ifaliah style products. See ad
page 45, PP

PR |

- PACKAGING
SUPPLIES

DIAMOND PACKAGING PRODUCTS
i:!VISlON.‘ Diamond National,Corp.,
733 Third Avenue, New York, N.Y.
10017. Creatorsund producers of mul-
ti-color labels,, folding cartons and
other packuglng“maleriala; point-of-
purchase displays, outdoor posters,
booklets, foldors, banners and other
advertising materials. Sales offices in
22 principal cities' offer nationwide
package design‘service and market-
ing cogsultation.. Nine manufacturing
plants are ‘strategically. 'Ioc'ated coast .

to coast. See ad page 7.
. L%

E.I. DU PONT DE NEMOURS & COM-
PANY, INC, Wilmington, %e]awnn;
19898. The principal Alms from D@
Ponl used® for packaging” macar
and ncodles are: Du Pont “K"® 207
cellophanes and Du Pont 2-in-1 poly-
cthylenc Bage films. Sales offices:
Brston™ Boston, Massachusetts; New
York, New Yurk; Philadelphia, Penn-
sylvania; Aillantu, Georgla; Chicago,
lllinois; Prairie Village, Kansas; and
San Francisco; C’lllornln.

FAUST PACKAGING CORPORA-
TION, 100 Water Street, Brooklyn,
New York 11201, Creators'and manu-
facturers of multi-color cartons and
promoticnal material for macaroni-
noodle products and frozen fuods.
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MUNSON BAG COMPANY, 1366 West
117th Street, Cleveland, Ohio 44107.
Converters of cellophane and poly-
ethylene bags as well as printed roll
stock for automatic bag ’qulpment.

ROSSOTTI LITHOGRAPH CORPOR-
ATION, 8511 Tonnelle Avenue, Norih
Bergen, New Jersey 07047, Complete
packaging sorvices for macaroni
manufacturers, frogn design and pro-
duction via latest lithographic equip-

* ment, to merchandising and .xparkel-

ng, assistarnce in packa -promo-
‘tlons, Rossotti Clo-Seal ns (sift-
proof, infestation-proof carton con-
struction); Rossotti  Econ-o-mate
equipment (heat-seal packaging ma-
chinery). Executive offices? North
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ADVERTISING RATES
Displey Adverthsing ... Rates on Applicstion
Went Ads ... ... .......78 Ceuts per line
Minimum $2.00
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v = Ed De Rocco Is Dead

- ACCOMPANIMENTS

LAWRY'S FOODS, INC., 568 San Fer-

nando Road, Los Angeles, California

Edward D, De Rocco, mat rroni rian-
ufacturer of San Diego, Call’ornia, died
suddenly on Februury 1U at the age of
57, He leaves a brother Walter and
sister Albina.

He was general manager of the Sun

hed
80065, Manufacturers of Layty's Spa-  Diego Macaroni Company, establis
ghetti Sauce Mix, Slrogalm Sauce By his father in 1912, and sold tu the
Mix, Chili Mix, Beef Stew Mix, Tar- American Beauty Macaronl Company
tar Sauce Mix, Seasoned t, Sea- last summer. 4

soned Pepper, Garlic Spred, Span-

He bad served on the board of direc-

ish Rice Seasoning:Mix, liquld dress- tors of the National Macaroni Manufac-

ings, dry salad dressing'rijixes, 8rpvy/
salce mixes, and dip mixes. -

turers Association for a great many
years. 3
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DIAMGND PACKAGING PRODUCTS DIVISION
DIAMOND NATIONAL CORPORATION

733 THIRD AVENUE
HEW YORK N.Y. 10017
212-6L.-1700

rom now on, this one
will do the job
of these three!
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NITED BTATES PRINTIN
AUND LITHOGRAPH DIVISION

e * DIAMONG NATIONAL CORPORATION

W

Vllmlwmﬂlw YORK 1T, N Y.
N v

We've shortened our name...
and broadened our services.

Y-ou may have knowii us as United Staies Printing & Litho-
“graph. Or Forbes. Or Gardner-Breoks.

Now, we're one..The Diamond Packaging Producis Division
of Diamond Natlonal Corporatlon. But, we offer multiple ad-

vantages, broader sorvices.
A cgoas'l-to-coasi mant-facturing and service organization.

3 es offlces. The resources, production and
2:1%53::\»,2318@'- s'r-rea organizations have been welded lo-
gether and srengthened to provide a more complete, more
highly integrated source for your packaging and promotion
nag%st.a creative, quality, price, or delivery problem? Ask uze
man from Diamond Packaging Products Division to show *3u
his solution. Color printing Is still our baby.

il\lﬂ PRODUCTS DIVISION
AN lﬂ#ﬂ%ﬂ‘:{?"“l&::hfﬁaﬂﬂﬂAﬂﬂn
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The answors to Yhese and other qumtmna rognrdm;,

* durym pmdnctu are vital to your llpﬂlqpbs.
are husy: witlf ého nfany other pmhl(-m
the ﬂuuhlctlulmgnl Ay lwtuu, of maca

Too busy really to (ll'\'llt(“\l|l(‘@l(‘tl§§ﬂl’y time tbﬂl
properly o swer _ﬂwm. ']huﬁa'\\hom our -mnrkotmg

+ knowledge ean he of real .l%hfuncc to yuu.

-,
* DURU_M DIVISIOI\‘_‘I-‘

Intgrnational’s team of mnrkctmb and milling’ ex- "
pert®ktudies the umlh. the market and information
from various solfces to furnish you with data of
particular significanéc. Their appraisal of .the total
marketing situstion is based ‘on years of experience’
and is vour assurance of up-to-date, fuctual analyses,

‘This is yet another service from International, pro-
ducer of the finest quality durum products. At-ﬁmur

service . . . 100%,.

MILLING CDMPAHY INC.
‘Emaml' Oflicos: .M‘Innanpoﬂq, Minnesota 55415




