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WEDNESDAY, JULY 13

11:00 a.m. Findings from the 7th Du Pont Consumer Buy-
ing Habits Study
by Jerry L. Scales, manager of special projects
for the marketing research section of the
Du Pont Film Department

11:30 a.m. New Trends in Store Operations and
Merchandising
by Richard W. Daspit, Directar of Administra-
tion, Super Market Institute.
12:00 noon Fast Buffet Luncheon Line for Golfers; Mr. Daspit
Colonlal Room. ey
Round Table Discussion Groups for those who
want to participate.
2:00 p.m. Buses leave for tour of Armour & Co. Research
Laboratories.
7:00 p.m. SUPPLIERS’ SOCIAL in the Colonial Room.
8:00 p.m. Authentic Italian Dinner Party in the Ball Room
Remarks by Dr. Augusto Russo,
Italian Consul General in Chicago.
Music through the courtesy of Rossotti Litho-
graph Corporation.

THURSDAY, JULY 14

Registration and Assembly in the Ball Room.

BREAKFAST SESSION—Premiere of the film,
“Macaroni Menu Magic — How to Prepare

ond Serve Macaroni, Spaghetti and Egg
Noodles” for hotels, resturants and institu-
tions by Beverly Anderson, Durum Wheat
Institute,

Comments by Kathryn Bruce, Director of Ed-
ucational Programs, National Restaurant
Association,

9:30 a.m. GENERAL SESSION—Seminar on Public Rela-
tions moderated by Theodore R. Sills, public
relations counsel for the National Macaroni
Institute;

Ruth Ellen Church, Food Editor, Chicago Trib-

une;
Elinor Ehrman, Vice President, T. R. Sills & Co.;
Charles R. Patton, Manager, Sales Promotion
and Packaging, Kitchens of Sara Lee, will dis-
cuss the NMI’s public relations program:
What is the program—
Who is doing it and how is it being done—
Where does it cover — Why such a pro-
gram—
When is it being done. M, Sills
11:45 a.m. Nominations Committee Report:
Election of Directors.
Audit Committee Report. Resolutions,
12:00 noon Board of Directors Organizational Meeting in
Colonial Room.
Fast Buffet Luncheon Line for Golfers;
Glen Room.
Round-Table Discussion Groups for those who
want to participate.
7:00 p.m. SUPZL!ERS' SOCIAL On the Veranda and Pool-
side,
8:00 p.m. Dinner-Dance in the Ball Room.
Dancing to the music of Joe De Salvo and the
Chicagoans.

FRIDAY, JULY 15

9:00 a.m. Board of Directors Meeting in Club Room D.
Miss Ehrman Adjournment in time for afternoon checkout.

62nd Annual Meeting

National Macaroni Manufacturers Association

Drake Oak Brook Hotel, Oak Brook, lllinois

TUESDAY, JULY 12

9:00 A.M. National Macaroni Institute Committee
Committee Room 1, Ground Floor, East Wing
9:00 a.m. Finoncial Review Committe2
Committee Room 3, Ground Floor, East Wing
1105 p.m. Registration Desk Open in Lobby
7:00 p.m. WELCOMING PARTY and SUPPLIER'S SOCIAL
for all delegates on the Veranda and Poolside.
Dinner where you choose.

.. WEDNESDAY,JULY 13

8:15 a.m. Registration and Assembly in the Glen Room.
8:30 a.m. BREAKFAST SESSION—
Greeting from President Fred Spadafora.
Appointment of Convention Committees:
Nominations, Audit, Resolutions.
Proposed Progrom of the Wheat and Wheat
Foods Foundation
by H. Howard Lampman, Executive Director,
Wheat Flour Institute.
9:30 a.m, GENERAL SESSION—Conclave on Communica-
tions
Association Contacts and Services:
Panel Discussion
Moderator, Robert M. Green, Executive Secre-
tary, N
Participants:
Paul E. R. Abrahamson, Administrator,
North Dakota Wheat Commission;
Dr. K. A. Gilles, Cereal Technology,
North Dakota State University;
Eugene B. Hoyden, Executive Vice President,
CroeVQuullly Council;
John W. Wright, President,
U.S. Durum Growers Association;
C. L. Cap Mast, President,
Millers National Federation;
Dr. Ralph Kline, Egg Research Department,
Armour & Co. Laboratories;
James J. Winston, Director of Research,
NMMA;
William V. Humphrey, Public Relations,
o Nc;‘tjlqlr_\ahclafnfectiuners Association;
Mr. Hayden arold 1. Nalipenny,
o Halfpenny, Hahn & Ryan, General Counsel
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HE Drake OakBrook, site of the

82nd Annual Meeting of the Na-
tional Macaroni Manufacturers Asso-
clation, July 12-15, offers the unusual
combination of informal country at-
mosphere with close accessibility to
O'Hare Airport and Chicago's Loop.
The airport s twelve miles via the Tri-
State Tollway. The Loop is about thirty
miles via the Eisenhower Expressway.

In the area there are many things to
see. Onk Brook shopping center boasts
names of many famous shops. For the
naturalist, Morton Arboretum has acres
of trees, shrubs and flowers. For the his-
torian, Cantigny War Memorial, featur-
ing World War I memorabilia, and the
Old Graue Mill, an old-fashloned grist
mill. For everyone, Brookfield Zoo has
animals in natural settings.

Sportsmen will find golf, tennis,
swimmnig right at the OakBrook. Ar-
lington Park offers horse racing. The
White Sox play Cleveland Friday night,
July 15, and at 1:15 p.m. Saturday, July
16—Iadies day.

Chicago has many fine eating places.
Here are some recommended by a
native son:

Chiag;;'_Conentn Capitol of h .S.A.

Armando's, 100 E. Superior, old man-
sion creates posh atmosphere.

Agostino’s, T East Deleware, good
Italian cuisine.

Athens on Rush, 840 N. Rush, Greek
food and belly dancers.

Barney's Market Club, 741 W. Ran-
dolph, Les Halles restaurant, Chicago
style.

Blatkhawk, 139 N. Wabash Prime
ribs, spinning salad bow!.

Boveri Restaurant, 20 E. Lake, The
Loop's oldest Italian location.

Cafs La Tour, 400 E. Randolph, sky
high restaurant, French cuisine.

Chex Paul, 660 N. Rush, Eat as French
businessmen do.

Club E! Bilanco, 2747 W, 63rd 5t,
Famous Itallan Fiesta Dinners.

George Diamond’s Steak House, 512
and 1133 S. Wabash, named correctly.

Dino's Alpino, 539 8. Wehash, more
Italian food and wines.

Don the Beachcomber, 101 East Wal-
ton, Origina! and best for Polynesian
food.

Fritsel's, 201 N. State, Chicago's
Toots Shor with a repertoire.

Stanley Green's Buffet, 127 S. State,
A “New York style” delicatessen and
fine dining room.

Famous Fred Harvey cperates: Bowl
& Bottle, 71 E, Jackson; The Crossroads,
Dearborn Station; Gold Lion, Clinton at
Jackson; Harlequin Room, 818 N. Michi-
gan; Harvey House, Riverside Plaza;
Kungsholm Restaurant, 100 E. Ontario;
5 Oasis Restourants, 1llinois Tollway;
Old Spinning Wheel, Hinsdale, Illinois.

Ireland's, 832 N. Clark, the best for
seafood.

Itallan Village, 71 W. Monroe, three
sparate restaurants with three menus.

Jacques’, 900 N. Michigan, Fountains,
umbrellas, real cool.

King Arthur's Pub, 126 S. Wells,
Steak and Kidney Ple, Pimms Cup.

The Little Corporal, One E. Wacker,
Elegant dining at no! to royal prices.

London House, 360 N, Michigan, Top
name musical groups; good food.

La Strads, 1531 N. Wells, Italian food
in the heart of Old Town.

Malson Lafite, 1255 N. State, Le bonne
cuisine.

Maxim's De Paris, 1300 N. Astor,
Supposedly an exact transplant.

Pump Room, Ambassador East Hotel,
Flaming swords and celebrities,

Riccardo’s, 437 N. Rush, Congenial,
sometimes pleasantly rowdy.

Su Casa, 40 E. Ontario, Recreated
Mexican haclenda.

Sasha's, 014 Ernst, Old favorites and
sad songs from Russia,

Stouffer's Top of the Rock, Priuden-
tial Building; other loop locations.

Water Tower Inn, 800 N. Michigan,
Spectacular nighttime view.

Wrigley Building Restaurani, 410 N.
Michigan, steaks, chops, whitefish.

Plus all of the good hotels and depart-
ment stores,

Marine City Towars
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know everythi
about n;z:“;ns,g

but Henningsen,
the egg people,
can tell you
something new
about eggs.

nella-negative, by test. We homoge-

First, we ran save you money on
nize our egg solids for uniformity.

eggs you don’t put in your egg noodles,
We guarantee absolute uniformity, We can also tell you ways to save
and tightly-controlled moisture con- money on the eggs you put into your egg noodles
tent, which is something a hen can't do, Because by better methods of handling and blending and
we guarantee a minimum of 95% egg solidsin our storing eggs in your plant. And we know all the
whole egg and egg yolk products, they have a ways. After all, we're the egg people.

built-in safety margin thatkeeps your egg noodles One more thing. You get fast, on-time, depend-

~ safely at or over the 5.6 per cent egg solid mini-  able delivery of egg solids from Henningaen,

mum content set by = 2deral regulationa. So you And we have local representatives all over the
don't have to pour i» a lot of extra egg for good country to help you out on egg problems.
measure when you use Henningsen egg solids. After all this, we're afraid to suggest that you
And we pasteurize Henningsen egg solids. We use your noodle and buy your egg solids from
also guarantee that they are 100 per cent salmo- Henningsen, the egg people, But it iz a good idea.

Henningsen Foods, Inc.

The egg people
80 East 42nd Btreat, New York, N.Y, 10017 (212) MU 7-1630
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The Egg Market

The egg industry penerally looks for
Jower prives after Easter. But this year
April prices were about 30 per cent
higher than a year ago. Just when it
Jlooked as if there would he no spring
flush of shell eggs, production did in-
crease and early May prices declined,
although they are still about 20 per cent
over last year's level.

The balance hetween yolk and al-
bumen has heen i precarious, and while
both products remain at high levels
they have henefited somewhat from
the increased supply of egys available
in May. The demand for egg yolk has
remained very strong and prices firm,
so that albumen prices have benefitted
from the increased egg production more
than yolk. The Henningsen Newsletler
observes that it remains to be seen
whether noodle  manufacturers and
other yolk users will continue to buy
yolk or whether they will switeh to
whole egg. This will be a factor that
influences albumen prices.

Chicago Market

Current receipts for standard shell
eges in Chicogo during May ranged
from 27 to 30.5 cents per dozen. Frozen
whole eggs were quoled in a range of
a7.5 to 20 cents, frozen whites from 105
to 12 cents, dricd whole eggs $1.15 to
$1.25 a pound, dricd yolks $1.27 to §1.35
a pound.

In the New York markel, frozen
yolks, with 45 per cent solids in Under
No. 4 color, sold at 586 to 62 cents per
pound, with darker color bringing 63 to
67 cents. Frozen whole cpggs ranged
from 28 to 30 cents, with darker color
bringing o two rent premium.

The Departmen: of Agriculture re-
ports egi production in April at 5,500-
000,000 eggs, about the same as last year
but one per cent below average.

The Egg and You

A dozen eggs will cost an average of
52 (o 54 cents at yearend, according to
authoritative projections—but of this,
the farmer will be receiving an average
of only 33 cents.

Who will be getting how much of that
21 cent difference?

Sylvia Porter, popular econonmst andd
columnist, recently gave this answer:
“Let us make this point clear ot the
start: A large variety of expensive
things are done to und for the egg be-
tween the time it leaves the nest and
reaches your local food market.

“For instunce, the eggs are not only
collected by the furmer but they are
sorfed into size groups (extra lurge,
large, medium); the undergrades are
separated from the Grade A's; the cgps

JuLy, 1966

are probably cleaned and they may be
washed too.

“They are placed in 30-dozen cases:
transporied, perhaps over considerable
distances, and then repacked in small
cartons for consumers. They may e
sorted for fairly long periods of time
Each phase will add 10 the cost of the
epps—and all this happens hefore the
retailer ndds on his expenses,

Price Spread

Here is an expert hreakdown of the
projected 21 cent sprequd:
Operalion
Loeal assembly  from  furms 1o
grading & packing stations 1.2
Grading & packaging, cartons &
clses i 2
Grading & packing, “other” p R
Storage & wholesaling .. . H

)
i

Cost

il

Transportation to market . a5

Retailing, including promotion 1]

Total 210

The 21 cent average may be higher in

targe oty arcas and lower in smialler

communities. but the general pattern
will hold.

—_——————

Enns for Breakfast

The Poultry and Ege Natonal Board,
alarmed ot the gradua! disappearance
of breakfast in the United States. s
aiming a double-harreled hlast it eon-
sumers this fall in the form ol an in-
dustry promational eftert

“We want prople to et breaklast”
Rob Roy Benson, direetor of merehan-
dising for the Board, sui.. “Fegs natu-
rally should share in the increise uf
volume of foudstutls consumed at the
breakfast table” The promotion will
start September 1 oand will he ealled
alet's Start the Day O With o Better
Breakfust.”™ 1t will have Tull retail hack-
ing, Mr. Benson said, anid will consist
of an extensive in=store sign and display
effort.

Displays

Epgs will be displayed alone and with
reluted breakfast items, Cookboks will
he given away in egg cartons, Full-colur
pictures will show breakfust table set-
tings, including many Kkinds of hreak-
fust foods.

Thie ety program alsomncludes
distnbntion of v tal
whet

anls 1o sehoals
0o D vonine people can he

encottaged toovat better hreakfasts

v 1. A Wil veneral managen
of the Beard o bk nanchers and dis-
tt utors that e Pad ege consump-
Yeom beee deelined per eapita, and thin
fhee i il oory e srwang b lesser

rate thine popalation

e emted o study swhiach showed that
hoys and men under s and men and
WOICT OVEr B eat ore epes as i group
thin other awe clusstications Pre-teen-
age and teenage pirks he noted, el
fower eges than any other group
Where It All Started

Henpecking by henshas been re-
Atudhed sewentifically by poultry specials
ists at USDA'S Pouliey Geneties Lahao-
rutory - Athens, Gao Findings - were
that  chickens  apparently  recognize
broeds and strains Even though within
o given stram the hgger hird usually
was e more apgressive, the large
Hhade Tslond Reds clearly ywelded 1o
the much =oadler White  Leghorns.
Tougher strams not only produced more
eges but had the lewea mortality

Tonling the Chickens

Several USDA sewentists at Beltsville,
Marylidd e terving to prove that you
cin Tool all af the ehickens all of the
time, by makime them helieve that days
are only 1 hours long. 10 they sueeerd,
they will have ervated GH6.6 short duys
per yesr anstead of only 365 and the
chickens may oy menre cgps

New Noodle Products

Three noodle produets Goulash Erg
Momlles, Fettueeint Alfredo Unfolded
Nodles, il Clieken Dumpling Noo-
Ales are bemg sold ader the Pennsyls
vt Duteh brand by Megs Macarony
Company, Harpsburg, B nnsyIvanii

The products ate packed vight-
ounee bags 20 cents el They are

betne distributed o the Mud-west, East
and Northeast A vase ol twelve pack-

ages s STt the retatle

Selective Marketing

Lar Mosa's Thim Spachett was pro-
moted e the
~17¢ bu

Boston market via King-
posters. which reportedly -
livered the List nupresson many shop-
pers receved belore entenng a supers
market

Yolk

A Cambrdae University = enhist says
that epgs can talk 1o each other  So
that's where all those bl yolks come
lrom
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HEN the Nutrition Foundation

was organized twenly-five years
ago, n few days before Pearl Harbor,
fifteen founding member companies
cach put up $50,000 to start the Founda-
tion's scientific research and public
education program,

It was a new and Is still a unique
jdea that the companies were attracted
to—the idea that industrial competitors
could pool their efforts and set up a
Foundation entirely in the public in-
terest. The Nutrition Foundation was
set up to support research in nutrition
at universities and medical schools and
to help spread the word of new nutri-
tional discoveries to the public. A
Scientific Advisory Committee, made up
of well-known nutrition scientists,
guides the grant program.

Now the Foundatlon has 87 membar
companies in the food and allied indus-
tries. Each member company makes a
annual membership payment of be-
tween $500 and $20,000, depending on
capitalization,

Organization

The late Karl Compton, President of
the Massachusetts Institute of Technol-
ogy, played an important part in organ-
izing the Nutrition Foundation and set-
ting the path for the future. Indusiry

aaders turned to Dr. Complon, an

established leader in science and educa-
tion, to carry out their idea. The idea,
and the Foundatlon, have flourished. As
one indication of this, Seven Nobel
laurcates and three university presi-
dents have been supporied by the Foun-
dation during their early careers as re-
search scientists,

War problems occupled the chief at-
tention of the Foundatlon during its
first years, of course. Dr. Charles Glen
King, the sclentific director of the
Foundation for 22 years, often found
himself busy in Washington. Many re-
search projects closely related to the
war cffort were started. For example,
studies were made which led to im-
provements in life raft survival rations.
The Foundation supported work on
ways to feed aviators o increase their
tolerance to decrensed oxygen supply at
high altiiudes. Nutritionol studies of
fatigue and resistance to stress were un-
dertaken. Methods of detecting nutri-
tional deficiencies were developed. At-
tention was given 1o the conservation of
nutrients, particularly vitamins, during
dehydration, cooking, freezing, sterili-
zation and slorage.

Financlal Support

One of the first moves of the new
Foundation was to provide financlal
support for the Food and Nutrition
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Nutrition Foundation Marks 25th Year

Board of the National Academy of
Sciences-National research Counclil.
War Order Number One, which dir-
ected the enrichment of white bread
and flour with iron and vitamins, grew
out of work of the Board. Enrichment
is generally believed to be a major
factor in the virtual disappearance from
the United States of some deficiency di-
scases that were widespread before this
progrem was started.

Recommended Dietary Allowances

One of the important activities of the
Food and Nutrition Board was the cs-
tablishment of the recommended die-
tary allowances for the American
people—the allowances are the guides
which all physicians, nutritionists and
dietitians vse in defining a properly-bal-
anced diet for men, women and child-
ren.

Protein Foods

Protein foods were another arca in
which the Foundation was, and Is, ac-
tive. One of the first of the Foundation's
grants went to the University of Illinois
for studies which achieved a feat that
had long eluded sclientists—the iden-
tification of the amino acids that are
“egsential" for man and the establish-
ment of the amounts of these nutrients
must be ingested o keep the body in
good health,

The Foundation's long interest in pro-
teins also contributed to the develop-
ment of Incaparina, a high-quality plant
protein food for use in areas lacking
animal protein foods. Incaparina and
related foods are now being produced
and sold in South and Central American
countries.

Cholesterol

Cholesterol, not so many years ago a
little-known chemical name for a mys-
terious waxy material, and now n house-
hold word, has been under study by
Foundatlon grantees for nearly 25 years,
The early studies concerned the metabo-
lism of cholesterol in the liver. After
cholesterol became well-known, the
Foundatlon feared that too many people
(including physicians) subscribed to the
view that dietary cholesterol intake, it-
self, was the sole cause of heart attacks
and strokes.

University Research

A special fund of over a million dol-
lars was provided by the Foundation
to twenty-four universities for sclenti-
fic work done over a five-year period.
The Foundation contributed, through
support of this sclentific work, to the
knowledge of the relationship of diet to
heart attacks and strokes that is most
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widely held today. The question of
saturated or unsaturaied fats in the diet
is still under investigation as are the
possible roles of exercise, cigareile
smoking and other factors.

Physiology of Taste

The Nutrition Foundation has pro-
vided some $7 million dollars in support
of nutrition science in the twenty-five
years. Recently, two new areas of nu-
tritional interest have been opened. The
first is the physiology of taste. Taste
is not as well understood as are some
of the other senses. It is helieved by
the Foundation that basi. research on
taste may have important but unfore-
seeable effects on eating in the under-
developed nations as well as in this
country.

Malnutrition Affects Minds

Second, the Foundatlon is supporting
rescarch which seeks to explore how
mental development and learning are
altered by poor nutrition. Some ex-
ploratory research suggests that mal-
nutrition may have adverse effecis on
the mind of the developing child, This
important new area of nutrition is
being opened up, In part at least,
through funds from the Nutrition Foun-
dation,

Advisory Committes

The Foundation has a Food Industries
Advisory Committee which provides a
direct line of communication between
the Foundation and ils member com-
panles. The top research official of
each member company belongs to the
committee. It holds a three-day annual
meeting where scientists report on new
developments in different areas of nu-
trition interest.

Monthly Publication

The Foundation also publishes Nu-
trition Reviews, a monthly publication
covering developments in nutrition
science. Dr. Herbert E. Longenecker,
President of Tulane University, Is
chairman of the hoard of trustees of the
Nutrition Foundation.

Optional Macaroni Ingredients

Definitions and Standards of Iden-
tity for both urenriched and enriched
macaroni producis made with non-fat
milk were established by an order pro-
mulgated in the Federal Register April
9, 1066.

According to the Standards, the
amount of non-fat dry milk or non-fat
milk solids to be used is not less than
12 per cent and not more than 25 per

(Continued on page 17)
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\( Who Really Invented Macaroni?  the result was an appetizing success—
({’ ~ Accounts vary. According  word of which quickly spread through-
to Greek legend there out Italy on the ship’s return,
was a deafening crash of

thunder and lightning gyt agcording to German legend, the food

one day, the heavens ;4 the name were both inspired by
opened up, and the gods  Gorman merchants
of Olympus gave man :

mpus gay .. who once
macaroni, which in their ;141,000
language meant “The Divine Food.” o/ hotically-

And according to Chinese legend a young shaped
Chinese maiden, enraptured by a hand-  breads to

some Italian sailor, the people -
happened to let of Genoa, (_\%
her batch of bread Italy. The

dough overflow. The Italians balked

at their large form and high price.
“Ma Caroni”, they protested —‘'But
it is very dear.” And when the mer-
chants reduced the size of their dough
took back to his forms and their prices, the phrase
ship. When the ship’s cook boiled these “Macaroni” persisted for their new
strings and covered them with broth, products,

dough dripped from
her pan in strings
and dried in the sun,
and these the sailor

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

- PEAVEY COMPANY
Flour Mills
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Gene Villaume Missing

Eugene T. Villaume, president of
Jenny Lee, Inc., macaroni manufac-
turers in St. Paul, Minnesota, has been
missing since Saturday, June 4. He was
boating on Mille Lacs lake, about a
hundred miles north of Minneapolis,
where he was attending an outing of
Minnesota grocers.

Dragging operations were begun after
several seat cushions were found float-
ing on the lake which is one of Minneso-
ta's largest. Operations were initially
hampered by high winds and rough
water, The body was recovered June 17,

Mr. Villaume, 33, was a member of
the Young Presidents’ Organization. He
had recently been named a vice-presi-
dent of Pan-O-Gold Baking Company
and was also a director of the firm
which Is the largest Minnesota based
bakery.

He and his wife Mary (Mimi) have
three children. His brother, Walter, has
been active in the formation of the
Wheat and Wheat Foods Foundation as
a representative of macaroni interests.

Paul Cardinal Appointment

The appointment of long time north-
ern New Jersey resident Paul J. Card-
inal, Upper Montclair, New Jersey, as
Development Consultant to Columbia
University's Institute of Nutrition
Sciences has been announced, by Dr. W,
Henry Sebrell Jr. the Institute's Direc-
tor.

Mr. Cardinal will ald Dr, Sebrell in
planning and development and in the
Institute's relations with industry. He
will assist in fund raising, development
of brochures and in special projects as
they develop. The Institute comes under
the auspices of the School of Public
Health and Administrative Medicine of
the College of Physicians and Surgeons
of Columbia.

Mr. Cardinal comes to the Institute
after a 30-year association with Hoff-
mann- LaRoche Inc. a leading manu-
facturer of pharmaceutical products.
During his carcer with that firm, he
served as advertising manager and
hospital sales manager. He was sub-
sequently made head of the bulk vita-
min marketing department of Hoff-
mann-LaRoche and later made vice
president of the company.

ADM Promotions

Two promotions In flour and durum
sales responsibilities in Archer Daniels
Midland Company's flour were announc-
ed by George A. Utler, genernl sales
manager.

Donald Knutsen, a district sales man-
ager for durum products, has been pro-
moted to district sales manager for
bakery flours. William A. Julien, also a
district sales manager for durum pro-
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Eugene Villaume

ducts, has been promoted to handle in-
creased responsibilities and accounts in
durum sales. Knutsen will report to
bakery flour sales manager, Ben Hargis,
and Julien to durum sales manager,
Cliff Kutz.

Knutsen joined ADM In 1063 as dis-
trict manager for durum products. Prior
to that he was assoclated with General
Mills Yor 17 years, serving as durum
sales manager in Minneapolis and Chi-
cago and district manager of bakery
flour sules in Kansas City,

Julien joined ADM's flour division in
1936 ond has held a number of assign-
ments since then, including billing and
trafc, foreign shipment documenta-
tion and export sales, In 1953 he was
named supervisor of the division's bill-
ing department. He became assistant
division sales manager for durum in
1958 and a district manager in 1963,

Spaghetti Twirler

Columnists take delight in doing
stories on the techniques of eating

- ¥ ‘ : sy
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spaghetti. “There is no wrong way to
eat spaghetti—just different methods,”
says Charles C. Rossotti, This pronoun-
cement was made—"in an unthinking,
almost ritualistic manner" in an inter-
view with Willlam Baynes of the Miami
Herald at the time of the Rossotti Buf-
fet Supper at the Winter Meeling of the
National Macaroni Manufacturers As-
sociation at the Diplomat Hotel,

Qualified Expert

Charlie qualifies as an expert be-
cause of the many parties at which he
has served spaghetti, because of his
sincere devotion to the product, his
Italian ancestry, and the fact that his
company is a large packaging supplier
to the macaroni industry. “Each person
in the United States eats an average
of eight pounds of spaghetti or other
macaroni product annually,” he said.
“Spaghetti is a great dish!

“Spaghettl is economical. But just as
many rich people eat it because it's
good food.”

In discussing the eating technique,
Mr. Rossotti advocates the European
method—twirling the noodles around
the fork, using a spoon as a contalner
and lifting the assemblage carefully 1o
the mouth.

“This is a safe method. Use it when
you are in formal company and well
dressed,” Rossotti says., “It's also fun."

Stag Party

In the movle “Stag Party"”, which is
the saga of a mere man prefaring his
own spaghetti and sauces for feeding
the office crowd, this technljue is label-
ed of the Amy Vanderbilt rchool. Emily
Post would accomplish tie feat with
work alone, delicately spearing two or
three strands and twisting them against
the face of the plate.

Ted, the star of the movie, finds fun
in cooking spaghetti in rapidly boiling
water, and finds the preparation of
sauces a simple matter indeed. He pre-
pared three kinds of a mix-and-match
bar. Clam sauce for the exotic gourmets;
low calorie meat sauce for those watch-
ing their diet; and melted butter and
Parmesan cheese for the brave and
hearty diners who display plenty of
gusto when their eating.

In Advert'sing

At one time the North Dakota Mill
and Elevator ran an advertisement
showing a half dozen methods of spa-
ghettl eating techniques.

The “Classic" method was rolling the
strand on the fork against the plate or
against the spoon.

“Neat" show a fuddyduddy cutting a
forkful of strands off with scissors.

"Romantic” showed a girl and a boy
who were going to meet when the
strands at either end of their lips were
consumed.

THE MACARONI JOURNAL

«Uninhibited” showed a small fry
with a huge quantity on a fork stulfing
it into his mouth.

«Devil-May-Care” showed a happy
onf twisting spaghetti strands around
his fingers, his nose, and having a

ally good time.
ge"“gﬂclingl" showed a middle-aged man
with a bib slurping the strand off the
plate with the suction of his pursed lips.

The caption on the ad read: “How do
you eat it? Who cares!"”

Copy read: "“Way and means of
mouthward movement make no differ-
ence—they are all happy endings when
the beginning of the macaron] or noodle
product is semolina from one hundred
per cent durum wheat."

Joe Pellegrino Honored
Massachusetts Govornor John A. Sgfety Record
Volpe, Rhode Island Senalot John O. Thirteen plants in eleven cities, mem-
Pastore, television personality ~ Stan bers of International Milling Co.'s US.
Freberg, Boston Italian Consul Dr. Glor- Flour Milling Division, have been hon-
glo Carega and prominent food chaln ored for their outstanding safety records
executives in New England were among ;... 1565,
the five hundred guests honoring Joseph
Pellegrino, president of the Prince Mac- pany and the National Safety Council
aroni Mfg. Co., ot a testimonial dinner S ere flour mills in St. Paul, New Pra-
held at the Sheraton Plaza Hotel in gue, New Ulm and Wabasha, Minn.;
Boston on April 21. Gus Saunders, Bos- North Kansas City, Mo.; Salina, Kan.;
ton radio and TV star was the tonstmas- Blackwell, Okla.; and Bal diingyilte,
ok N.Y.; grain terminals in Duluth, Minn.;
Cancer Crusade Salina, Kon.; and Culuglbus,n?hio;d?nt:l
igator of the gala affair in @ wheat germ plant at Carrollton, Mich.
cu’rl::e::::ﬁion of Pcllegfino‘u twenty- Each plant complated the. entire ::::
five years as president of the Prince without a lost time injury.isnm;;u"cr-
firm was his son, Joseph P, executive operated for several years s ncle =
vice-president. Proceeds from the $55 Ing o l('J'!'. time accident. Fmp llalye:s oo
a couple dinner went to the 1066 Mas- the “A" mill in St. Pau cfm: 1:0 uurd
achusetts Cancer Crusode, The youn- hold the all ume company sa “1"1 ch d
ger Pellegrino is serving as state chalir- Through December 31, 111!15.l é c:'n r:_
men for the Food Specialties Division completed 4,542 dnys‘—ovcr y
of the Crusade. without a lost time injury.
Like so many Americans, th!e Pell:-
rinos have known the loss of people
fluse to them from the dread disense. Counselor
Beyond that, the elder Pellegrino Is a The firm of Halfpenny, Hahn & Ryan
ruthless crusader against smoking and  has announced that James J. Casey
finds common cause with the Cancer formerly trial attorney, U.S. Depnr:
Society's long-standing educational pro- ment of Justice, Washington, D.C.hun
grams of cigarette smoking and health.  gpecial nssistant U.S. attorney, Nort c.-rln
“] hate the smell of tobacco,” states District of Ilinols, has become assoct-
Pellegrino. “After the Surgeon Gener- gted with the firm. The firm 5;,,'-\;.;: as
al's report linking cigorette smoking general counsel to the Natlonal Mac-
and lung cancer came out in 1964, 1 aroni Manufacturers Association,
issued n memorandum to ull|em‘p;loy;es
of the company urging them to abandon
the hnbn.pThyn results have been ex- Food Mergers Up
cellent,” Merger activity in the food fleld was
high in 1965, ranking second only to the
finance-bank-insurance group, nccord-
ing to a study by W. T. Grimm & Com-
pany. There were 135 mergers in the
food industry last year; 81 were cash
deals, 37 were effected for stock, and
seven were a combination of cash and

Gus Gustafson

Clybourn Machine Corporation of
Skokie, Illinols announced with deep
regret the death of their west coast rep-
resentative Anton Gus Gustafson, Mon-
rovia, California on May 6. stock.

JuLy, 1966

h P. Fellegrino. Seeted: Sidney R.
331':1‘ g';’g‘:;r?gﬁ:;:;r J'l?:-: Rhode Island; Joseph Pellegrino, Prince Macaroni Company.

Rabb, Stop & Shop; Hon.

Optional Macaroni
Ingredients—

(Continued from page 14)

cent by weight of the finished non-fat
milk macaroni product.

There is also a provision that the use

Recetving. awards frem both o=dins A of Carrageenan or Salts of Carrageenan
may be used in th: quantity not in ex-
cess of 0.833 percent by weight or the
non-fat milk solids. When Carrageenan
is used, the label should bear the state-
ment: “Ca-rageenan added" or “Salls
of Carratir.in added” or “With added
Carrageenan” or "With added Salls of

Carageenan”.
The name of cach food for which a

Definition and Standard of Identity
is prescribed under this order, or under
this new Standard of Identity is "mnc'-l
aronl products made with non-fat milk'
or alternatively, the name is “macaroni
made with non-fat milk" or, syermicelll
made with non-fat milk", as the case
may be when the units of the food con-
form to the specifications of shape and
size prescribed by the Standards.

This product can be made in the un-
enriched or in the enriched form and
must be labeled accordingly.

This amendment is optional and went
into effect sixty days from its date of
publication in the Federal Register.

Asien Noodle
Company Damaged

A tornado June 9 demolished the
plant of Aslen Noodle Company on
Hintz Road in Wheeling, linois. The
owner, Mr. Kenneth Fish, was unde-
cided about rebuilding.

Baby Girl

Mr. and Mrs. Vincent F. La Rosa an-
nounce the birth of their third child, a
doughter, Rosanne Alexandra, on May
ninth. Congratulations!
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MACARONI MANUFACTURERS

BRAIBANTI HAS

ALL THE FACILITIES

TO SOLVE ALL YOUR PROBLEMS
SPECIALIZED TECHNICIANS
HIGHLY QUALIFIED

ARE AT YOUR DISPOSAL

TO SATISFY THE MOST
DEMANDING NEEDS
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| MACHINERY AND
| COMPLETE PLANTS
FOR MACARONI

FACTORIES
OF ANY SIZE
AND ANY
OUTPUT.

SOLE REPRESENTATIVES IN THE U.S.A. AND CANADA
LEHARA CORPORATION, 60 EAST 42 STREET NEW YORK, N.Y. 10017 (TEL. MU 2-6407)

Jury, 1966
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PACK UP A PRIZE PICNIC
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W HEREVER you are—Iin the moun-
tains, by the seashore, or at home-
sweet-home—picnic fever is in the air.
What better way to entertaln “kids” of
all ages!

In the last ten years, the popularity of
pienies has doubled until they are now
one of our top ten forms of recreition.
No wonder, since there are a million-
and-one ways to pack up a prize pianle,

Ever try a breakfast picnic? Raise the
family early in the morning, head for
the beach, and after a refreshing dip,
feast on bacon and eggs, hot muffins
and coffee, Or how about a sunset cook-
out? Invite a hamburger-hungry group
:o a spot where the view is breath-tak-

ng.

Vacationing by car? Have a plenie all
the way. Most highways are dotted with
plcnic areas all set up for use. In cases
where no tables are avallable, carry one
on the new portable picnic table-outing
kits. Soup and sandwiches on the shores
of California’s Lake Tahoe, ham and
cheese along the Chicago skyline drive,
or how about boiling a lobster along the
rocky const of Maine?

Anywhere you are, picnics are fun.
Just be sure you have the right equip-
ment along. Thermos fce chests and
picnic jugs that keep cold things cold,
camp stoves that burn any gasoline and
outing kits with Thermos vacuum bot-
tles and lots of room for sandwiches and
things, are just a few items that pro-
bably account for much of today's pie-
nic popularity, They make it casy for
American picnickers to enjoy a wider
varicty of outdoor partles than ever be-
fore.

Ever try a foreign-flavor picnic?
Bring your favorite spaghetti sauce in,
a Thermos wide mouth vacuum bottle
to keep it hot, cook the pasta at the
plenie, pour everyone a glass of Chiantl,
and after the fruit and fromaggio
(cheese), finish with a rousing game
of boeee (Italian bowling).
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great accompaniment to fried chicken or
cold cuts.

Then there's always a Swedish Smor-
gasbord, a sort of potluck picnic—every-
body brings something different. Hot
Swedish meat balls, of course; assorted
cold fish, some in salad form, some
creamed; two or three kinds of cold
meata: pickled cold vegtables; cheeses;
breads (including pumpernickel); mold-
ed salads; and deviled eggs. Depending
on the number of people and how
hungry they are, the list can go on and
on.

One easy way to cook for outdoor
meals Is to roast a big turkey, then use
it in different ways for several meals,
A beautiful suggestion: mix julienne
strips of turkey with golden cantaloupe
balls and freshly cooked elbow maca-
roni. Toss in a few sliced filberts, dres-
sing and seasonings. Easy, attractive
and ever so good to eatl Our Cover
Photo shows this dish all ready 10 serve

for an outdoor supper. Here is the
recipe.
Macaroni Turkey Salad
(Makes 4 to 6 servings)
1 tablespoon salt
3 quarts boiling water
2 cups elbow macaronl (8 ounces)
1 pound cooked turkey, cut In julienne
strips
2 cups cantaloupe melon balls (about
1 melon)
1 cup sliced filberis
1 cup mayonnaise
"4 tenspoon each: salt, celery seed,
tarragon
V4 teaspoon basil
Y teaspoon pepper
Paprika

Add 1 tablespoon salt to rapidly boll-
ing water. Gradually add macaroni so
that water continues to boil. Cook un-
covered, stirring occaslonally, until ten-
der, Drain in colander. Rinse with cold
water; drain again,

Combined macaroni with turkey, mel-
on balls and nuts. Mix together mayon-
nalse, salt, celery seed. tarragon, basil
and pepper. Combine with macaroni
mixture and toss. Chill, Sprinkle with
paprika.

Another tempting salad for picnic fare
is our Macaroni and Green Bean Salad.
Chill it thoroughly and pack in a wide-
mouth vacuum jug or ice chest to
keep it cold while traveling. This is a

Macaroni and Green Bean Salad
(Makes 4 to 8 servings)
1 tablespoon salt
3 quarts boiling water
2 cups elbow macaroni (8 ounces)
I medium Spanish cnlon, sliced

2 cups green beans

1 teaspoon prepared horse-radish
VA cup salad oil

3 tablespoons vinegar

1 teaspoon paprika

2 teaspoons sugar

1 teaspoon salt
W teaspoon pepper

Add 1 tablespoon salt to rapidly
boiling water, Gradually add macaroni
50 that water continues to hoil. Cook un-
covered, stirring occaslonally, until ten-
der. Drain in colander; rinse in cold
water; drain,

Combined macaroni and remaining
ingredients; mix well. Chill. Garnish as
desired.

Summertime cooking can be easy
with macaronl. Salads can be cool and
pleasing ,and still provide plenty of
nourishment, Macaroni and Cheese
Salad is easy to carry to a picnic and
stays cold in a wide-mouth vacuum
jug. And it may be served as a main
dish if you wish,

Macaron] and Cheese Salad
(Makes 4 to 6 servings)
1 tablespoon salt
3 quarts boiling water
2 cups elbow macaroni (8 ounces)
2 tablespoons chopped scallions or
green onlons
1 teaspoon celery salt
1 teaspoon salt
Y teaspoon white pepper
V2 pound Swiss cheese
1 pound Cheddar cheese
% cup mayonnaise
Va cup chili sauce

Add 1 tablespoon salt 1o rapidly beil-
ing water. Gradually add macaroni so
that water continues to boil, Cook un-
covered, stirring occasionally, until ten-

Wy v &
Maceronl and Choese Salad
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der, Drain in colander; rinse in cold
water; draln again.

Combined macaronl, scallions, celery
salt, 1 teaspoon salt and pepper. Cut half
of the Swiss and Cheddar cheeses in 1-
inch cubes, add to macaroni mixture.
Blend mayonnaise with chill sauce, stir
into ‘macaroni mixture. Chill salad
thoroughly. Cut remaining Swiss and
Cheddar rheeses in 3-inch strips to ar-
range salad at serving tlme. Garnish
with parsley ond tomato wedges, if
desired.

No doubt about it, picnics are popular
and more fun than all outdoors. Above
all, don't make them too complicated
or their purpose is defeated. Make a
thorough list beforehand and keep it
with you when you shop and pack ...
and don't pack anything that isn't on the
list. With a minimum of organization
and imagination, anybody can pack up
n prize plenic . . .with the help of mac-
aron} products.

Swingin’ Summer Salads

San Giorgio Macaroni of Lebanon,
Pennsylvania is launching an exiensive
advertising campalgn In its marketing
areas for summer salads featuring el-
bow, shells, and rigatonl.

The real cool ideas that will get con-
sumers swingin' Include these catchy
captions for shell macaroni salads: “The
Claw" calling for lobster; “The Bird"
calling for cooked chicken or turkey
cut into bite-size pieces; “The Crawl”
using Maryland lump crab meat; “The
Sea-Shell” calling for shrimp, raw
cauliflower, chopped celery, parsley and
pickle.

“The Tony" uses rigatonl with chick-
en strips, veal sirips, olives, chives,
apples, and pistachlo nuts, “The Chop"
combines rigatoni with cooked beans
and garden fresh vegetables.

Elhow macaroni recipes include “The
Bend” featuring elbows with peas and
Parmesan dressing; “The Swim"” with
cooked fish and avocado; “The Wedge"
with elbows, ham, cheese, and sour
cream; “The Can-Can” combining
macaronl with tuna, seasonings and Ital-
{an dressing.

The newspaper schedule calls for full
pages in four colors with black-and-
white follow-ups in 400 lines.

W. B, Doner and Company of Balli-
more is the agency.

Yankee Doodle Did Stick
A Feather In His Cap

Few people know that Yankee Doodle,
written in 1758, tells of a real colonial
who actually did stick a feather in his
cap and called it “macaron!.

JuLy, 1966
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In those days “macaroni" was the
popular word for a real dude, It referred
to the famous Macaroni Club of London
—a clique of dandies who effected all
the extreme styles of France and Italy.
A journal of the day says “They came
home with the airs of a dancing masler,
thelr wigges tied with ribbons and their
hats adorned with all the trinkets of a
milliner.”

This fact was recently dug out of the
archives by the research depariment of
John B, Stetson Company, the classic
American hatiler, whose curlosity was
aroused by the numbers of men who are
“sticking feathers in their hats”" this
year.

At the same time, the Stetson research
unearthed a mine of other little known
facts about the old partriotic ditty.

For instance, Yankee Doodle was no
myth, but an aristocratic gentleman of
New England. His home still stands in
his native town of Norwalk, Connecli-
cut. He did ride a horse inlo town
(“pony” was just poetic license), and he
did make news by sticking a feather in
his hat.

Incidentally, the song was nol sparked
by the Revolution but by the French
and Indlan War 18 years earlier. The
words were not written by an American
but by a Dutchman. And the catchy
tune had already been sung for a cen-
tury, having originated with the English
Cavaliers In derision of Oliver Crom-
well,

The real Yankee Doodle was Thomas
Fitch, whose father was governer of
Connecticut. He was a captain in the
Connecticut Militia when, in 1758, a call
came for reinforcements for the British
General Abercrombie, then on his way
to hard-pressed Fort Ticonderoga.

Until then, the Connecticut colonisls
had felt far removed from the French
attacks In the north. The farmers and
tradesmen of the Militia had their hunt-
ing guns but no uniforms. But with the
call to duly they gothered before the
Witch home and were about to depart
when Thomas' sister Elizabeth cried
“Wait—soldiers should wear plumes!”
Running to the chicken house she
gathered a handful of feathers, and the
men, grinning sheepishly, stuck them in
their hats and rode away.

Two days later, more bedraggled than
ever, they arrived at Fort Crailo, across

the Hudson from Albony. Visiting at the
Fort was a Duich surgeon, Dr. Richard
Shuckburgh. The sight of the Yankee
farmers with the feathers in their bat-
tered tricorne hats promoted him to jot
down some new verses for the familiar
old tune. That night, in friendly ribbing
of the newcomers, the band and the
officers joined in the song.

In the accldental waoy of popular
songs, this one caught on and became
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a legend. When British troops landed
in Boston to enforce the Stamp Act, a
newspaper reported “The sons of liberty
met them playing the Yankee Doodle
song.” It was also played at the sur-
render of Cornwallis at Yorktown.

And in the cemetery at East Norwalk
there stands a stone inscribed:

In memory of
Thomas Fiich Esqr.
who died Janry 16th, 1785
in the 70th year of his age
son of Governor Fiich
Colonel in Revoluntionary War
Called Yankee Doodle
by the British

Eating Out

Eating places outside the home are
getting an increasing share of the con-
sumer's food dollar, according to a sur-
vey by the Department of Agriculture.
They report that between 1958 and 1063,
sales by eating places increased 26 per-
cent, compared with 20 percent for
grocery stores and 18 percent for all re-
tail food slores. Eating places have
taken advantage of important changes
in American habits. Two of these are
increased mobility and more vacations.
Others include the rise in the number
of working wives who have less time to
prepare meals at home, the rise in the
number of people less able to cook, the
increase in college students often with-
out cooking facllities or time to inclina-
tion to cook, and the Increase in the
number of teen-ngers, who patronize
snuck bars and hamburger stands.

The volume feeding market, accord-
ing to Volume Feeding Management
magazine, measured by cost of food pur-
chased:

Percent

Public restaurants, cafelerias .... 458
Educational ......... S 12.0
Hospitals, Institutions .......... 9.4
Drug, department stores, ete. .... 7.7
Clubs ..venasnss RO Y i e I 5.2
Emplyoe Feeding ........00000. 45
Armed Forces Minlmum ........ 35
Holels/Motels o vvvvniieianiinns 32
Taverns .ooissoeranasioinsivany 2.6
All Others ..ovvvvvvvvnnneensss B1
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Ambrette

Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, kneading,
developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each
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.
adjustment with sight flow feed.

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

NEW CUTTINC: DEVICE SYSTEM
Independent direct motor drive to cutting shaft. Wide ran

ge 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 to screw under pressure,
NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

Hkhm.euwwithhwmd.Anﬁ-hicﬁondmmHmhmwhmingforlmmrlndlnw

particle receiving proper amount of water. Eliminates dry

Control is by micrometer
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TWIM DIE MODEL THCP (shown)

2000 Ibs. per hour

SINGLE DIE MODEL BHCP

1500 Ibs, per hour

SINGLE DIE MODEL SHCP

1000 |bs. per hour

For detailed information write to:

 JuLy, 19

P

66

I A —

T PR R e T




ek vy

e

Millers Meeting

Earl F. Cross of Colorado Milling and
Elevator Compauy, Denver, was elected
chairman of the board of the Miller's
National Federation at their recent con-
vention in Colorado Springs. John J:
Vanler, Western Star Mill Company,
Salina, Kansas, and G. Murray Ross,
Ross Industries, Inc., Newton, Kansas,
were elected first and second vice-chair-
man respectively,

Moisture Loss

In two resolutions adopted, directors
called for the end to discrimination in
rallroad demurrage charges between
export and domestic traffic and author-
ized participation In a proposed test of
the constitutionality of the so-called
“model law” and “model regulations”
adopted by several states in the weights
and measures field.

Glenn G. Paxton, Federation counsel,
stressed the dangers for milling in laws
and regulations which apparently do
not recognize any moisture loss in flour
weight before the first intrastate trans-
action, which could be the sale to the
housewife in the grocery store, He con-
trasted this with the long-standing in-
terstata regulations of the Food and
Drug Administration that take ac-
count of moisture laws once the flour
package moves into interstate com-
merce,

Transportation Policy

Reporting to the board as chairman
of the transportation policy committee,
Lawson Cook of Colorado Milling and
Elevator Company, Denver, stressed the
Importance of the milling industry fol-
lowing a unified transportation policy
through the Federation. He noted that
at a conference in Washington with sev-
eral members of the 1.C.C.,, one of the
commissioners expressed the following
view:

“We usually have a very clear idea
about various industries as to what
they used in the way of rates and what
they really want because most of them
have associations that speak for their in-
dustry, but with the millers we have no
idea since you millers always seem to be
opposing cach other and never come up
with a unified front, nor do you come in
and explain to us what are the right
kind of rates necessary for your indus-
".’,_n

This led Mr, Cook to make the fol-
lowing comment: “It is my personal
opinion that this is very detrimental to.
the milling industry, and for this rea.
son the Federation should in every way
possible represent the industry in as
many phases of transportation as pos-
sible, so that a correct image can be
not only be true with the 1. C. C., but

24
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built for the association, and this will
also with the Department of Commerce,
which is responsible for developing a
transportation bill, Again, it is my bellef
that the milling industry will only have
a voice in the transportation bill through
our assoclation. We will have no Bay-50
as Individuals.”

International Cereal and
Bread Congress

International cooperation in the achle-
vement of adequate and nutritious food
supplies in the years ahead was stressed
at the Fourth International Cereal and
Bread Congress held in Vienna May
22-27,

Dr, John A. Shellenberger, Depart-
ment of Flour and Feed Milling In-
dusiry, Kansas State University, Man-
hattan, was installed as president of
the international Association of Cereal
Chemistry.

A technical program was divided into
eight sections: cereal foods, food phy-
siology, cultivation of cereals, metho-
dology of analysis, milling technology,
storage of cereals and flours, baking
technology, and durum milling and
decortication Industry, Speakers in this
last group were Dr. G. N, Irvine, Can-
ada; G. Fabriani, Italy; and Dr. W, Sel-
bel, Holland, '

Dr. Shellenberger presented a paper
on "Mllling Technology Contributions to
the Cereal Industry,”

Lahoratory, Winnlpeg, spoke on “The

Dr. G. Norman Irvine, Grain Research
Current Status of Durum Wheat and
Prospects for the Future,”

Dr. Kenneth A. Gilles and Vernon
presented a paper on “The Liplds of
Youngs, North Dakota State University,
Durum Wheat and Their Role in Dis-
tinguishing Durum From Vulgare

Wheats,”
Libertyville, Illinois, discussed “Devel.

C. M. Hoskins, Hoskins Company,
opments in Continuous Drying Equip-
ment."”

H. Howard Lampman, Wheat In-
stitute, Chicago, presented a paper on
“Perspectives for Cereal and Bread
1870-1880: Urgent Research Require-
ments."”

European Acreage

French farmers have made a great
effort to offset the loss of winter whent
sowings by extending the cultlvation of
spring wheat, As of April 1, the area
under spring wheat was officially esti-
mated at 538,200 acres as compared with
188-200 acres on the correspondir.g date
a year earller,

Nevertheless, the combined area of
spring and winter wheat on that date

was only 9,853,000 acres as against
11,031,000 acres on the same date of 1965,

Although delayed by low tempera-
tures, spring wheat germinated satis-
factorily, while the winter plant also
has quite a promising appearance, if a
little backward In development,

More seasonable temperatures in the
United Kingdom and in Holland, Bel-
gium and Germany have had a stimu-
lating effect on crop growth generally,
There is an impression that most of
the land left over from the winter pro-
gram has been bedded down to spring
barley, Some aclditional land has been
put down to spring wheat but certainly
not to the same extent as in France,

The Wheat Situation

The Department of Agriculiure states
that the carryover of wheat on July 1,
1866 is expected to be some 250,000,000
to 275,000,000 bushels below the 818,-
000,000 of a year earlier. The composi-
tion of the carryover has changed dras-
tically in recent years. Hard red winter
wheat, which accounted for nearly 80
per cent of the total in the early 1960's,
may comprise half of the expected car-
ryover, In contrast, the combined carry-
over of hard red spring and durum
wheats may account for about one-half
of the 1966 total, three times the pro-
portion held in the early 196('s,

Durum Mil, bu,
Carryover 7/1/65 .,..... ErA a7
Production ..... ARR O s el Nai s . 09
Supply ...... PR R Erasedns ve0. 138
Exports . s . 32
Domestie disappearance ....... .. 40
Carryover 6/30/66 ....... séienes 60

Cold April and May

The Crop Quality Council reports re-
peated snow and rain, combined with
unusually cold weather In April and
May, slowed seeding of small grains
over wide areas of the Upper Midwest.
Although overall progress is somewhat
ahead o! last year's late season, sceding
and development of spring wheat is
later than normal, especially In parts of
North Dakota and Minnesota,

Latest areas are in the northeastern
North Dakota and northern Red River
Valley, heavy durum producing areas.
Here only about 50 per cent of the
acreage had been »zeded by the last
week in May, although statewide 72
per cent of the North Dakota crop was
In the ground, compared with the ten-
year average of 82 per cent,

(Continued on page 26)
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you've wanted
from AMBER

0'9 AMBER MILLING DIVISION

S TR N
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Here is the
semolina

by Gene Kuhn

Manager:
AMBER MILLING DIVISION

Yes, the finest of the big These macaroni manufac-

durum crop is delivered toour  turers tell us the consistent o
affiliated elevators.

Amber color, uniform qual- 5

ity and granulation imprqve Dyt

And only the finest durum  quality and cut production Rt
goes into Amber Venezia No. costs at the same time. Am- 1; ;
1 Semolina and Imperia Du-  ber’s “on time" delivery of A
rum Granular, every order helps too! e

We make Amber for dis- A phone call today will in-
criminating macaroni manu-  gure the delivery you want
facturers who put “quality”  for Amber Venezia No. 1 and
first” and who are being re-  Imperia Durum Granular.
warded with a larger and

larger share of market. Be sure . . . specify Amber!

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Minn.—General Offices: St. Paul 1, Minn.
M"I. ot Ruah Clty' " TELEFHONE! Midway 8-0433
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The Wheat Situction—
(Continued from page 24)

Moisture conditions were generaly
excellent over most of the Canadian
Prairie Provinces. Cold weather and ex-
cessive moisture slowed sceding there
as well. Manitoba lagged seriously, with
only five per cent of the wheal crop
sceded in the Red River Valley, Prog-
ress in Saskatchewan ond Alberta, al-
though late, was much better off.

The North Dakota Weekly Weather
and Crop Report indicated extreme
variables, with temperatures ranging
from doytime highs of 97 degrees in
central South Dakota o nightlime lows
below freezing in many areas during
the last week of May. Wild oats were a
problem, and spraying was general. Ex-
cept for some localized areas, moisture
conditions remained adequate and crop
prospects were good.

Spring Wheat Exports High

Since July 1, 1965, when the current
crop year began, 56.1 million bushels of
hard red spring and 27.6 million bushels
of durum have been exported. April
shipments alone total nearly 18 million
bushels; 11.3 and 4.6 million hard red
spring and durum, respectively. These
figures represent exports of wheat in
the form of grain only.

The record export of 50 million hard
red spring and 20 million durum set in
1063-64 also Included wheat flour and
durum semolina in terms of bushels of
wheat,

8ix Year Record

Commenting on the figures recently
released by the U. S. Department of
Agriculture, Paul E, R. Abrahamson,
administrator of the North Dakotla
Wheat Commission noted that for the
sixth year in a row exporis will exceed
domestic use of U, S. wheat.

“Should this export pace continue in
the years ahead, North Dakota wheat
producers will find a ready market for
their expanding production. The recent-
ly announced increase in acreage allot-
ments could be the forerunner of even
greater relaxation of wheat acreage
restrictions,” Abrahamson added.

Two-thirds of the hard red spring
ond over 90 per cent of the durum ex-
ported through April has been for cash,
India, which began receiving hard red
spring wheat under Title I of Public
Law 480 for the first time last February,
has accounted for nearly 15 million
bushels thus far.

More significant, however, has been
the increase in cash sales {o Japan, the
Phillippines, Venezuela and the Euro-
pean area,
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Cash Markets Pay OH

Abrahamson states that emphasis on
developing new cash markets for North
Dakota wheat Is cerlainly paying off.
“Gaining and maintaining access to
overseas markets has been and is a
greater problem for North Dnkota than
any other wheat producing area. This
record export year is showing that the
lower westbound rail rates and indus-
try-wide emphasis on maintaining
qualily are reaping dividends which
benefit producers and grain handlers
alike,” Abrahamson said.

Winter Increase

More than 12,009 experimental bread
wheat, durum, barley and oat breeding
lines were harvested In Mexico recently
and seed returned to Upper Midwest
and Canadlan experiment stations for
spring planting. This winter seed in-
crease program alds United States and
Canndian plant scientists in efforts to
speed the development of Improved
crop varieties, according to Eugene B.
Hayden, executive vice president, Crop
Quality Council, Minneapolis.

Practically all of the Upper Midwest
spring wheat, durum and barley va-
rieties in commercial production today
became available several years sooner
as a result of winter seed increase:,
Hayden sald. These varieties have mg-
terially benefited crop producers, proc-
essors and handlers of Upper Midwest
crops.

New Varleties

New varieties resulting from an ac-
celerated research effort include Justin,
Crim, Chris and Manitou spring wheats;
Wells and Lakota durums; and the bar-
ley varieties, Larker, Trophy and Dick-
son. Justin spring wheat was seeded on
more than 60 per cent of the North
Dako'a acreage in 1065, and Wells and
Lakota durums were grown on more
than 95 per ceni of the U. S. durum
acreage.

The earlier development of a new
variely can mean hundreds of millions
of dollars to the ecenomy and benefit
everyone from producers to consumers.
The stem rust resistance of widely
grown spring wheat and durum varie-
ties meant more than 1 billion dollars
to the Upper Midwest from 1062 to 1865,
while older varleties such as Lee and
Langdon, and rust susceptible winter
wheats, suffered heavy stem rust dam-
age.

Wheat Is King
In North Dakota

Wheat Is king-—wheat is the staff of
economic life in North Dakota.

Larry Chambers of the North Dakota
State University Agriculture Informa-
tion Service states that In most years it

represents half of the gross farm income
and 70 per cent of base spendable crop
income in the state, This is accom-
plished on about one-fourth the tillable
crop land.

In 1985, all North Dakota wheat
amounted to $251,334,000. Of this, du-
rum brought $70,361,000 and other

- spring wheat (hard red spring) brought

in $171,302,000. Winter wheat was worth
$671,000.
Premiums Pay Frelght

“Over the years, premiums for our
wheat have just about pald the freight
on North Dakota wheat to Twin City
millers,” says H. W. Herbison, exten-
sion marketing economist. Hard red
winter wheat from Kansas and other
states in the great plains are the top
competitors of the grain markets of the
nation.

Wheat returns fifteen times the net
dollar over dairy operations in North
Dakota, and the farmer gets three times
as much his hourly earnings 'from
wheat as from cattle feeding.

The future of wheat Is brightening as
the U.S, continues to increase farm ex-
ports. Hesearch is finding new uses for
it, putting it into new forms for foreign
nations that is acceptable in their cul-
tures.

As the scientists bring nutritional re-
search back into balance from the fren-
zled fad diets, it is being found that as
the consumption of wheat foods has
dropped in certain areas, the incidence
of heart disease has increased. The
University of Iowa Medlical School and
the U.S. Depariment of Agriculture
point the finger and tie increased heart
disease more closely with declining in-
takes of starch--carbohydrates such as
wheat than with incrensed intakes of
saturated fats.

Importance of Wheat

Wheat is still the most important of
the world's cereal grains and provides
more nourishment for nations of the
world than any other food. More than
70 per cent of the world's croplands are
devoted to grain production. Whoat ac-
counts for the largest land area, more
than 22 per cent, compared to 13 per
cent for rice.
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ANOTHER ANNIVERSARY . . .
and still producing like new!

All Maldari Extrusion Dies have good produc-
tion records . . . especially when they're re-
turned to us for regular periodic check-ups and
reconditioning.

D.MaLpaRl & Sons, InC.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215
With Managemen! Continuously Refained In Same Family

America’s Largest Macaroni Die Makers Since 1903 -
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Aseeco Is Expanding

The Aseeco Corporation of Los An-
geles, California has just completed the
first stage of its expansion program de-
signed to make it a major supplier of
materials handling equipment to the
macaroni industry., This stage was
reached a full year ahead of schedule.

The program hinged upon the expan-
sion of the following areas:

1. Expansion of the Research and De-
velopment Division. This phase is
already completed and in operation
in a new modern building.

»

. Expansion of production area. Pres-
ent properties allow space for 50,000
square feet of manufacturing facili-
ties in the near future,

to

Expansion of product line. Materials
handling equipment as related 1o
Aseeco's storoge systems. companion
equipment to the Verti-Lift bucket
elevators and bucket conveyors.

b

. Product Improvement program.
Arceco's relinble Verti-Lift bucket
elevators have been {further im-
proved both in design and in funec-
tionality. Plastic buckets have been
developed for the Verti-Lifts to com-
ply with stricter sanitary regulations,
Thelr acceptance in the macaroni
industry has been excellent.

Aseeco's Stor-A-Veyors and Trace-A-
Veyors for storing either noodles or
short cut macaron] have been further
improved with the introduction of the
new “totally enclosed” model with
quick removable covers.

5. Expansion of personnel. Aseeco has
doubled its personnel in the last
three years to keep up with the total
expansion program. The resull is
faster, more efficlent processing of
orders, better quality control, more
research and developments, better
service. This hes also resulted in an
expansion of Aseeco's capabilities.
Today, Aseeco can take on any job
regardless of size, and handle the
whole project, including plan layout,
architectural design, procurement of
the best equipment to do the job,
design of special equipment, installa-
tion, and training of operating crew.
In short, Asecco can supply a “turn-
key" operation with guaranteed pre-
formance.

Vaughn Gregor, Asceco's president,
and Steve Brodie, director of sales, both
acknolwedge that this expansion was
made possible by the constant encour-
agement from their clients and friends
in the macaroni industry.

Aseeco’s new facllities for research and development.

Package Redesign

Waldbaum, a New York chain, is big
enough to have invesled in a private
label that cuils across many product
groups. Yet it is small enough so that
when a picture appears on its brand of
Julia Waldbaum, widow of the founder,
it conjures up memories of the first
supermarket the Waldbaum family op-
erated on DeKalb Avenue in Brooklyn.

Julia Waldbaum is the maternal sym-
bol for the now 69-slore chain. She is its
secretary and the mother if its current
president, Ira Waldbaum.

In- what appears a caplitalization on
her symbolic influence, the chain has
placed her picture on all Waldbaum
labels. From this vantage point on the
shelves she seems to say to shoppers,
in effect: “This product has my approval
—you can rely on it—Iit has quality—
take it from me.”

The technique appears to be a suc-
cess, According to o source close to the
firm, introduced after the chain moved
to its 303,000-square-foot warehouse in
Garden City New York at the end of
1064 is doing well and gaining in
strength every day.
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Photo and design by Muirson
Company,

U-Shape Window

After a few changes in the initial de-
sign, the chain has settled on a label
which forms a crown of gold with blue
with white background; a logotype
and red trim; and a U-shape underneath
for showing pictures of the contents,

The U-shape is a see-through window,
in the case of packaged products such
as macaroni and noodles. The brand is
said to encompass about 80 items in-
cluding macaroni products, fruits, veg-
etables, cookies, crackers, jams and jel-
lies, baked goods, vitamins, cleaning
products and paper goods.

Point-of-purchase and aisle director
signs have the same color scheme and
feature the crown logotype. It is simil-
arly featured in newspaper advertising
and on storefront signs.

The Muirson Label Company, div-
ision of International Paper Company,
designed the label.

European Packaging Needs

European food packagers, despite
their many advances in graphics, need
help from U.S, companies in two areas:
(1) High speed production techniques
and technology; and (2) inventiveness
and sophistication in packaging design.

This is the opinlan ef John Kelly,
marketing manager of Mahaffey &
Harder Engineering Co., Totowa, N.J.,
whose processed ineat packaging equip-
ment is used extensively on the Con-
tinent.

“In some areas, of course, Europeans
are ahead of us," Kelly said. “For in-
stance, many of their semi-automatic
pouch packaging machinery is construc-
ted for longer life and easler cleaning,
as well as higher speed of operation.
In general, Europeans take better care
of their equipment, because it repre-
sents a greater capital investment than
it does for most U.S. companies."

Packaging Influences

Three factors Kelly says have influ-
enced European packaging are:

1. Lack of some packaging materials,
which led to wide use of plasties shortly
after World War 11,

(Continued on Page 42)
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ASEECO'S AUTOMATED

CUT GOODS STORAGE and DELIVERY SYSTEM

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

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

Cornplete Engineering, design and layout service

M installation service.

Contact our main office for information. Call or write:

Jury, 1966

myrermacs

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

mal errors and Costs?

YES ,’
Eliminate all these outmoded methods. Eliminate

these bottle-necks with:

ASEECO CUT GOODS STORAGE
& DELIVERY SYSTEM

Receives from 1 to 3 dryers simultaneously into
any pre-selected binl

Special Spiral Chutes prevent breakage.

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

Sterage bins of a size and capacity to meet the
indiviaual plants requirements.,

Designed to fit the physical limits of YOUR
plant.
FULLY AUTOMATICALLY CONTROLLED
ASEECO Systems are tried and proved.
Clear up the congestion on your floor.
Let us show you how an ASEECO system will

fit into your plant.

There is no obligation!

. Automated
| Systems &

; Equipment
! Englineering

TEL. 213 DU 3.8091

1830 W, OLYMPIC BLVD.
LOS ANGELES, CALIF. 90006




i e G e oA e LR RS

| HERE ARE THE MEMBERS I / CONTINUOUS NOODLE DRYER

¢ of the National Macaroni Manufacturers Association, dedicated to clevating macaroni and noodle products manufac- nz_ Drnmuiicully New in APP“‘"’““
ture to the highest plane of efficiency, effectiveness and public service—indicated with the letter A.

® of the National Macaroni Institute, organized to popularize macaroni and noodle products through research and pro-

motion—indicated with the letter I. ;
[ 3 :
MACARONI MANUFACTURERS A-1 C. F, Mucller Company .. .., . .Jersey City, N. I, f
A-l anionu] Food Products, Inc, ...New Orleans, La, ’
A-; chrican gcuuly o Los %:ge!cs. galiif. :-1’ gg‘gd M'll’lro]:‘lm{fc C;&: Macaroni “”“Tc'?i:!agoblf!l' !
A- merican Beauty ............ .+ . Denver, Colo. y uc R + « 1oledo, Ohio i
A-l  American gcnutg AT .Kansas City, Kalms. A-:_’ !? B Mﬂcifil;i Cem;_mgy ceenae .an \I"/Ioﬂhh Tii;-
A-1 American Beauty ...... Ty e St. Paul, Minn, aramount Macaroni Co. .......Brooklyn, N. Y, i
A-l Am::ican BcnuJ S P B e .St Louis, Mo, A-1 Fcnni‘y!vnnin Dutch-Megs, Inc. . . ., Harrisburg, Pa. k
A-I  American Beauty ........... v+ .Dallas, Tex. A Philadelphia Macaroni Co, . ..., . Philadelphia, Pa, :
A Amencan Home Foods ............ Milton, Pa, A-1 Porter-Scarpelli Macaroni Co, ... . Portland, Ore.
A Qngclus Macaroni Co. LL:;S Angcllcs, gaﬂ. : - 'l)’rilmo :l'acnmnj SRR Wﬂon,ﬂCﬁaﬂa 3
A-1  Anthony Macaroni Co. ..... A Angeles, Calif, 2 fince Macaroni Mfg. Co. ........Lowell, Mass. ‘
A Asien goodlc Company .......... heeling, 11, A-1 Prince Macaroni Mfg. Co, ......Schiller Park, 11,
A Burilla G. R, F. Ili Sp. p. A. ....... .Parma, Italy A-I  Prince Macaroni Mfg. Co, ........ Detroit, Mich.
A B. Birkel Sohne ............ Stuttgart, Germany A-I  Procino-Rossi Corporation ..., .. .Auburn, N. Y.
A W, Bochm Company ........ « + . . Pittsburgh, Pa, A-I  Ravarino & Freschl, Inc, ......... St. Louis, Mo,
i A-l Bravo Macaroni Co. ......... .Rochester, N. Y. A Refined Macaroni Co, ... ....... Brooklyn, N, Y,
! California Paste Co, ....... +....8an Jose, Caif, A-I Roma Macaroni Co, .......San Francisco, Calif.
A-l Cn!:intr‘nin-VulcnncMncamni . .San Frnné:'ilsco, Cn}i{. : ; gﬂﬂﬂ F}?g;‘;. Lt oo 'l\wvmml;i C%‘nndn
A-I John B. Cancpa Co. ............ . .Chicago, Ill. - onco | Bieiseinnes ++++...Memphis, Tenn.
A-1 Catelli Foods Products . .....,. Montreal, Carada A-1  Ronzoni Macaron: Co. . ...Long Island City, N, Y,
1 g:mrbo“cnu. Lithr PO / .Monlrcél. (‘anaﬂla : Eﬂfhr ﬁgglll &CSOH; LAt gmli\:?ﬂl:l, ll’"'
cero Macaron {06 80 M NI ERE o .Cizero, 1l oth | ¢ Lompany .........Piusburgh, a,
& A Constant Macaroni ..,.,.,.St, Boniface, Cannda A~/ San Diego Macaroni Co. .......San Diego, Calif.
f A-l1 Conte Luna Foods, Inc. ....... -Norristown, Pa. A-I San Giorgio Macaroni, Inc. ... .. .. .Lebanon, Pa.
A  Costa Macaroni Mfg. Co, ... .Los Angeles, Calif. I St. Louis Mﬂf-"ﬂmﬂl Co...ovvinnn St. Louis, Mo,
A-I The Creamctte Company ... -Minneapolis, Minn, A-1  Schmidt Noov'le Mig. Co. ........ Detroit, Mich.
A g.-cnmclchCo. of .C%nadn .....Wls)nmpcg. Ca;mdn j: g::::;ggoﬁ :;:oc:’mg; Mfg. Co. "'sm‘:}f‘mﬁ ll.:a. ‘.
A rescent Macaroni Co. ........ avenport, lowa = C a b v a8 e N a, Nebr, ]
A-I  Cumberland Macaroni Mfg. Co, -Cumberland, Md. ~ A-/ Superior Macaroni Co. .......Los Angeles, Calif, 4
A-1  Delmonico Foods, Inc, ........, .+ - Louisville, Ky, A4 U, S, Macaroni Mfg. Co. ....,.. Spokane, Wash, X
A 3 Glocken ..., et Weinheim, Germany 4 Vetta Macaroni Pty,, Ltd. ................ !
A Dutch Maid Food Packing Co. ....Allentown, Pa, ceiaias Ceeeaaas -+ .Roscbery, N.S.W,, Australia
A-l EI Pnsc:;vl MncuminiCCo. e T lill P]asc]o{ 'l;x. : : \"ff::‘;n B:’montl:Mfg. Co.enraie .Lcnlwrﬂ;ccé %ﬁs. :
A iesta roni Co, .......... .. .Hialeah, Fla. - ss e Co5uh i +++ 4.4, .Cleveland, Ohio ! 2 _
A-l Frc:no wﬁ:c:amni Co.nt i o + .« .Fresno, Calif, A-I West Coast Macaroni Mfg. Cc, . . . .Oakland, Calif. : Side view noodle finish dryer taken at plant of T_hﬂﬂnsﬂ f
A Gal}ric!c Macnrlng‘i Co. ......Los BAnﬁe}cs. rfnh\; j; )‘Vcsgmgqlobs: Prn[ducts, Inc, -.LosFAchlcs. galljf. i Macaroni Company, Milwaukee, Wisconsin
A Gioia Macaroni Co. ............ uffalo, N. Y. - - &erega’s sons, Inc, ... ....... airlawn, N, J,
A-1  Golden Grain Macaroni ...... San Leandro, Caif, " . toe laanliigs itge
A-I' Golden Grain Macaroni ......,.Bridgeview, III, ss of a dryer is large doors permitting ready access for cleaning; lar
i e Cioaln Machrond . iv' o D N ASSOCIATE MEMBERS Ceront ren!lzeﬁ 1 '?3«5?3%1 ?Egree and attention lucite windows giving cleu'dv!e“,ﬁf, ‘ETer;gﬂl;sb?gEg 3
A-l1  Gooch Food Products Co. ........ Lincoln, Nebr, e T Chicago. Tl represented by‘ih e ;urinﬂ ard cialopriit 61 each - stages: oll are incoporated in i
A-I Goodman & Sons ... ... o lland Oy N, X T e MUl DI L TR e Paul Minn, s It e tormance, dependability and quality  Dryer. ¢ 3
A-1 1. 1. Grass Noodle Co. ..... s oe + «Chicago, I, A Ambrettc Machinery Corp, ... .. .Brookl m N, Y. e po:'l. ect from a Clermont machine — in The only Noodle Dryer available that affords free ac- ]
4 Grocery Store Products Co. .. . West Chester, pa, A-I Archer Daniels Midl dr% - M is, Minn, sl i foan But there are also many lesser cess to the screens from both the fan chamber and the 3
A Grocery Store Products Co. ... .Los Angelcs, Calif, 4 A;ec:::; Con X ration e ..L(;;m‘;anzg]cs; Cn?ll}' o it i ch?ne that can make it a joy toown  oi chamber sides. i
A Grocery Store Products Co. ..., ']'Lﬁwéllyv";f,‘ ]# A Ballas Egg Products Co. ....... .Zanesville, Ohio poi;t; ubloe:::rem?o operate. In the Clermont Noodle tys Noodle: Birpwr. it W ciivayor scredns: ot 4
:': :f!ar([mﬁz 5 M;ar(g:urclcn : .Loggdlsgnnd ;1{; Ohio A V. Jas, Benincasa Co. ..........Zanesvile, Ohio CE’)':yer rnpuny of these features—such as electronic con- The ;Jr::z wi?ﬁ cicinlons atitel Slela Baliss, Many othar
; n ekt Prodbes e 2rs otk burg, Ohi A Braibanti Company . .... R + - « Milan, Italy ! lling the intake of fresh air and exhaust interlo i ted that are solely Clermont's,
A Inn Maid Products, Inc. ....... Millersburg, Ohio A The Buhler C i Mi lis. Mi trols, controlling t ; trol of temperature; extra features are incorporate
A-1 Jenny Lee, Inc, ..\ vvuun.n.., .+ .St, Paul, Minn, et ) °h'd ‘;I'PO’% °“l' A0 “g“apf'l 5, N"‘#- of excess humidity; control o i et siosyenad :
A-l  Kientzel Noodle Co., Inc, ........5t. Louis, Mo. 4 D:]‘_Zm"“! i“:d'“ﬁ. °--C“°' RehC "’2] y“'N' Y But no matter what Clermont dryer ‘.'.“"pﬂ.'ﬂ't bl B v A
A-1 V.LaRosa&Sons .......,....Wasthury, N, Y, 4 Db r“"f]'sf, k“c. ‘"'i, grp. e 'N“’“ -V"IE Ny it will be in every detoll the )
A-l V.LaRosa&Sons ........ «+-Duaictson, Conn. 4 DEm'Tlmi Prodies Ind "f'l’ DR, RcwhYor iR Please consult us for full information,
A0V Rour & o R e b s Rechasler A 1-
PR e s e G : Miwaukee Wis. A DuPont Company, Film Dept. .. Wilmington, Del 266-276 Wallabout Street, i
A Luso-American Macaroni Co. ...Fall River, Mass, =~ 4  Faust Packaging Corporation . .. .Brookiyn, N, Y, / Brooklyn 6. New York, N.Y., US.A. :
A-1 D.Merlino&Sons .............. Oakland, Calif, (Continued on page 32) ont z— hine ﬁ”é%?z Lo rooklyn O, ’
¢ R AR,
10 . /THE-MACARONI JOURNAL ' . it "t

T

il

e i b it ] A a2 L) K kA e Tt i St
e i

B

1
|
|
i
|’
¥
¢

ot RS S hed ab b

)

+
i



HERE ARE THE MEMBERS -

(Continued from page 30)

A Fisher Flouring Mills Co, ,.......Scatte, Wash. A
A Henningsen Foods, Inc., ...\ ....New York, N, Y, Al
A Hoskins Company ........o.0... Libertyville, Il A
A-I International Milling Co. .....Minncapolis, Minn, A-1
A Lawry's Foods, Inc. ......... Los Angeles, Calif, A-l
A D. Maldari & Sons, Inc. ........Brooklyn, N. Y, A
A McCarthy and Associates ......New York, N, Y, A
A  Morck & Co., Inc, ..... «vvveeo.Rahway, N, J, A

Munson Bag Company .......... Cleveland, Ohio
North Dakota Mill & Elevator . Grand Forks, N.Dak.
Wm. H. Oldach, Inc. ....,.....Phiadelphia, Pa.
Pcavey Company Flour Mills
Rossotti Lithograph Corp. . .. .North Bergen, N. I,
Schneider Brothers, Inc, ...... v+ +» .Chicago, 111,
Vitamins, Inc. ...................Chicago, Il
Wallace & Ticrnan, Inc, ..........Belleville, N. J.

. . Minneapolis, Minn,

New Canning Process
Wins Aword

A new process for canning a wide
variety of foods passes many benefits on
to consumers, The process retains higher
nutritional protein and vitamin content,
delicate flavors, homemade-like texture
and appearance in a variety of canned
foods that is not possible under con-
ventional canning methods. The suc-
cessful commercial development of this
process has won its developers the 1966
Food Technology Industrial Achieve-
ment Award from the Institute of Food
Technologists.

Significant Advance

The process, called “Flash 18", is the
result of much technological effort and
meels the standards of the coveted
award: “a significant advance in the
application of food technology to food
production.’ Two food processing firms
share the award, Named as co-reciplents
are Swift & Company (Chicago) and
Trenton Foods, Inc. (Kansas City, Mis-
souri). Each firm was presented with a
large bronze plaque during the 26th An-
nual Meeting of the Institute of Food
Technologists, Individual plaques were
presented to the four individuals most
responsible for the development and
successful commercial application of
this significant technological advance.

Basic Canning Change

“Flash 18" is said to be the first
basic change in food canning since this
preservation process was introduced
during the Napoleonic wars in the
1800's, In the new process, plant opera-
{ors actually work inside a huge pres-
sure chamber that has been variously
compared with a submarine, spaceship,
ele. The process name denotes the rapid
heating used and the fact that inside
the chamber where the convenlence-
canned foods are filled and sealed, pres-
sure is 18 pounds above normal atmos-
pheric level—equivalent to that exper-
ienced by a skin diver at a depth of 41
feet, This combination—plus other de-
signed faclors—permits the consumer
benefits. Also, products are canned and
ready for labeling in less than 15 min-
utes. The can and product are subjected
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to adequate processing and sterilizing
heat for only a fraction of the time in
conventional canning techniques (as
much as 6 hours).

The continuous operation incorporates
up-to-the-minute techniques in instru-
mentation, including a fully-automated
“push button" control roo.n, micro-
phone systems for communicating with
people inside the chamber, as well as a
newly-added closed circuit TV monitor-
ing system. Sterilized prepared foods
are conveyed continously into the pres-
sure chamber where they go through a
special deaerator, are filled into cans in
one step, and sealed.

Wayne E. Livingston (now with
Derby Foods, Inc., Chicago, a division
of Swift), is cited for rescarch on the
prototype pilot plant and product dev-
clopment at Swift & Co. Warren R.
Schack, Swift grocery foods research
manager, was in charge of research on
the prototype pilot plant and served as
consultant to Trenton Foods for design,
construction and operation of the com-
mercial unit, and for new product re-
search. Marshall Long, of Trenton
Foods, was in charge of design and
construction of the commercial unit.
Warren W. Crafton, “Flash 18" opera-
tions manager, Trenion Foods, defined
design, construction and equipping and
operating of the commercial unit.

Improved Macaronl Canning

While there are some high tempera-
ture canning systems In commercial use,
they are primarily designed and used
only for liquids, The new process per-
mits a wide range of foods, including
meat cubes, macaroni, corned beef hash,
chili with beans, and others. Many are
being marketed by the award-winning
firms. More are being developed. Elim-
ination of long cooking time plus the
flash action of a specially designed
deacrator are keys (o the improved taste
and texture of the new pressure process-
ed canned foods.

Conventional Canning

In general, canning is the process of
sterilizing food by heat, and preserving
the food in hermetically-sealed contain-
ers. Under the conventional system, the
product is prepared and put into cans
by mechanical methods. The cans are

sealed and generally placed in retort
baskets. They then go into pressure
vessels where steam Is circulated around
the cans, ralsing the cans and contents
to sufficient temperature for required
sterilization, the heal must penetrate
the can and produet. The time required
can vary from 30 minules to 8 hours,
depending upon the nature of the pro-
duct and can size.

New Method Explained

In “Flash 18", the partially prepared
product is run through an ingenious
steam-injector pipe system that heats
the food to sterilizing temperature—
without destroying texture—this rapid
heating to above sterilization tempera-
ture eliminates prolonged cooking per-
fods, Thus the degree of “cooking” of
food is no longer under the rigid long
sterilizing times required in conven-
tlonal retorting systems. The food itself
now asserts itself as controlling factor,
built continuous “stuffer” (metering
thus permitting better canned foods, as
well as faster processing.

Then the product goes into a custom-
feed pump) that feeds the material into
the pressure chamber, and deaerator.
This pump is also unique in that it can
safely handle thick mixtures or delicate
food materials.

Importance of Deaerator

The deaerator is especially important
to the process in attaining home-like
flavor and texture—it is compared to
the “simmering process' of home cook-
ing in that volatile (readily vaporized)
materials that contribute to off-flavor
are flashed out.

The pressure chamber requires en-
trance and exit pressure locks and small
rooms at either end for personnel 1o
gradually adjust to the change in at-
mospheric pressure. This usually re-
quires 10 minutes,

The control room is a key factor in
the entire system. From here, the food
product is continually controlled in
blending, sterilization and supplying to
the one-step can filler inside the pres-
sured chamber. A batiery of instru-
ments controls and monitors every
stage of the continuous flow of proces-
sing.
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Soup Brand Preferences

A consumer analysis study for 10068
conducted by the Omaha World Herald
shows consumer preference for dry
soup mixes increasing for Lipton and
Mrs. Grass, while Knorr, Campbell and
Wyler's slipped.

Lipton now Is the preferred brand by
more than half of the families in Great-
er Omaha,

This is also true in Peoria, Illinois,
according to a study made by the Peorin
Journal Star,

In the year 1065, Lipton and Wyler's
increased their share of market, while
Knorr and Campbell declined,

Heinz Strives Fzr Greater Share

H. J. Heine Company of Pittsburgh is
striving to Increase its share of the
$550,000,000 canned soup market with a
campaign begun some elghteen months
ago,

The campaign involves the introduc-
tion of new product lines and deals de-
signed to bring retailers greater profits,
A current coupon promotion Is said to
be getting good reaction. An ad allow-
once calls for 25¢ a case on a case of
48 cans of tomato soup, 40¢ a case on
mushroom and chicken noodle soups in
cases of 24 cans.

According to Louis A. Collier, vice
president for marketing and sales, “new
Heinz soup varieties and marketing
techniques point up our determination
to increase our share of the market.”
Relail source claim Heinz gels about 20
per cent of the market, and its special
promotions Increase its share up to 25
per cent.

Great American Soups

H. J. Heinz & Company is test-
marketing six varieties of Great Ameri-
can soups.

Described as soups you do not dilute,
the six varieties are cream of mush-
room, tomato with vegetables, vegetable
beef, vegetables with beef broth, chigk-
en noodle with dumplings and chicken
rice with mushrooms. Soups are mar-
keted in 14-Yi-ounce cans bearing blue
on blue labels, which display the brand
name in red inserted upon a large white
star bordered with gold,
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Spot TV and Sunday Supplement ads
in the selccted markets promote the
products.

Quick Meal Center

Campbell Soup will offer its “Soup 'n
Sandwich" promotion during June and
July. For the first time, the promotion
will include beverages as well as soup
and sandwich fixings. Merchandising
aid include a “Quick Meal Center” dis-
play unit, full-color theme cards and ad
mats.

Children’s Soups

Lipton's Sheriff and Circus Wagon
soup mixes, both almed at the children's
market, are being marketed in selected
areas.

Circus Wagon, a chicken noodle soup,
contains noodles shaped into circus ob-
Jects; Sheriff, a beef noodle soup, has
noodles cut into shapes depicting a
western motif.

Mixes are packaged in a carton, each
carton contains two foil-lined envelopes
which are designed as hand puppets
and can be cut and folded into clowns
and animals,

Full-page color ads, TV and in-store

display material support the introduc-
tion.

Merck Mertaste
Enhancas Flavor

A report released by Merck & Com-
pany shows that use of ‘Merlaste' on-
harces flavor and acceptability of a
widle variety of food products ranging
from frozen casseroles to soups and
gravies,

‘Mertaste’, n mixture of disodium in-
osinate and disodium guanylate, has
proved particularly effective as a par-
ticularly effective as a partial or com-
plete replacement for beef extract in
soups, sauces and gravies. In a recent
toste test by 361 food experts, members
of the Institute of Food technologists, a
five-to-one preference was shown for
a bouillon containing Mertaste over one
made with beef extract.

Since Merck introduced the flavor en-
hancer in 1063, its use has been spread-
ing as food processors find new ways
to use it to control production costs and
to eliminate a number of handling and
control problems,

Lawry's Expands

The company is extending its activ-
ities in the grocery products field with
the addition of a new, autonomous Don
the Beachcomber Division,

Coruso Brokers

Caruso Foods, Inc., New York, have
named Williams-Luna-McManus, Inc.,
New York, to handle its line of de-
i.ydrated continental soup specialties,
and Ferolie Corporation to represent its
Diamond and Musicaro frozen food
lines, both for the New York metro-
politan area.

Kraft Foods, Chicago, featured “Pjizza
People” cartoon type characters on the
packaging introduced for Its cheese
plzza.

The deep green carton features a
broad orange band carrying the cheese
pizza identification, and a full-color
photographic illustration of a slice of

izza.

“Pizza People” characters are shown
on the back panel, while the front panel
carries one presenting the plzza. These
characters are featured in the in-store
material, shelf-talkers, spot radio and
Sunday comie strips advertising the
product.

Pizza Mix and Kool-Aid

Appian Way pizza mix will feature
an enclosed premium packet of Kool-
Ald drink mix as the highlight of a
summer promotlon by Armour & Co.

Aiming at what it calls the pre-teen
trade, Armour will offer a ten cent
packet of presweetened soft drink mix
in specially flagged cartoons of regular
and cheese mix. Support wil include a
trade allowance and four-color ads in
Sunday supplements.

Point-of-purchase materials consist of
pole displays, back cards and shelf
talkers.

Appian Way will have new packag-
ing which will utilize a printed carton
in place of the previous overwrap,
Package fronts, yellow for the cheese,
red for the regular, will feature a ple
slice. The tops will have a tear strip,

This is the first ime General Foods
Kool-Aid is being offered as a premium.

Italian Calendar

Celentano Brothers of Newark, New
Jersey are advertising Square Pjzzas
and other Italian specialties via a hu-
morous calendar entitle “31 Days o a
More Italian You", Sample menu sug-
gestion from the calendar: Fer St.
Patrick's Day, corned beef and cabbage
followed by Celentano eggplant par-
megiana, ]

Reminder

It's only a short step from “out of
sight” to “out of mind",
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by trying

Shouro we all assume that the world of business must
be accepted just the way we find it?

If there is a lack of excellence, should we accept it as
“the way things are?” If there {s corruption, dishonesty,
a disregard for human values, should these be condoned,
or overlooked ?

You've heard people say it, time and again: “It’s just
the System, What can you do?”

It isn't always easy to find the answer in o world be-
coming ever more mechanized. Yet most men and many
women spend the better part of their lives attending to

i @ Published as a public service In cooparation with The Advertising Councll and Religlon In American Life %

il ol e Lo d b2 AL L i Tos )

business. If we don't observe the highest ethical stand-
ards in our business lives—the samoe standards we seek
in our personal affairs—it means we will have spent the
better part of our lives living by a code alien to our very
“human-ness,”

Where do you look for the strength to apply standards
of human excellenco to all your affairs? Your church or
synagogue is a good place to start. And if you put your
Faith to work, your life cannot fail to be changed by it.

You may find that that's how “The System” can be

improved, too, / <
/]

e ,;!"

T




|
G
.

N the corporate struclure there is

always room at the top, but a lim-
ited amount. The hierarchy of manage-
ment is such that the room narrows the
higher you go, There can be only one
president, one board chairman, so many
vice presidents, etc.

This is not true of sules. There is
plenty of room at the top in selling. To
rise in your field you need not replace
someone above you. Nobody has to re-
tire, die or move out before you can step
up. Selling depends nn individual effort,
and you determine your own success—
or failure.

It takes ability and dedication to get
to the top—and to stay there. Whether
you grow in stalure as a salesman
rests in your hands. Once in a while
you can blame bad luck for a missed
sale, but in the long run you create your
own luck.

That Something Extra

The salesman who stagnates at the
same income level for several years is
not making the extra effort io hoist
himself up. He goes through the mo-
tions of his job, but that's all. He is un-
willing to work smarter and harder.
Yet he'll sigh with envy at the sight of
his more afMuent colleagues as they
vacation in Bermuda and drive Cadil-
lacs., Are they basically better men than
he? Of course not. They do work harder
however. They know the value of extra
effort.

Many salesmen ,in their drive for the
top, rely on what they think are easy
solutions to their problems. They look
for panaceas. For example, they " will
buy a new suit and generally spruce up
their appearance. Or they will start
using mouthwash regularly to have a
clean breath before prospects. They may
even buy a book which gives tips for

38

SMOOTH

by George N, Kehn

SELLING®

ROOM AT THE TOP

This is No, 22 of 24 seles training articles.

succcess in the business world.

I'm not condeming or belittling any of
these actions. But If we could become
prosperous by buying a fifty-cent bottle
of mouthwash, there would be more
millionaires than paupers.

The point is that success—getting to
the top—hinges on your determination
to improve yourself in technique, effort,
personal relations, appearance and in-
sight, There s no overnight magic that
will transform you from a plodder to a
brilliant performer. The salesman who
believes there is, is deluding himself.

Lead, Don't Follow

The successful men in selling today
are leaders, not followers. They launch-
ed new ldeas, broke new ground, adopt-

. ed new methods, The things they in-

itiated are now comman practice. They
were pace selters ant' tvends starters.

The top bracket m«n !s bold and dar-
ing. He has no hesitz.!uon in breaking
with tradition. He examines a practice,
and if he feels it is outmoded or inef-
ficient, he scraps it, no matter how long
it has been used. He has no truck with
sacred coOws.

The president of a $50-million con-
cern came up in the organization
through sales. This was somewhat un-
usual, because he staried out in the com-
pany as a chemical engineer.

However, this fellow, whom I shall
call Fred Smith, noticed something
which troubled him, The firm was com-
pletely orlented toward production and
paid little attention to the sales depari-
ment, Millions were spent in improving
production techniques, developing the
line, ete., but the sales force had orphan
status, As a result, the company's profit
picture was not as bright as it should
have been. Fred attributed this to the
fact that management seemed to regard
selling as a “necessary evil"

1t happened that the sales manager
became ill and would have to be hos-
pitalized for some time. Fred osked for
the job. His colleagues in engineering
thought he was crazy. “That's the most
thankless nosition in the company,” one
sald. “I know,” Fred replied, * and that's
why I want it.”

The first move Fred made was to con-
vince management of the need for im-
proved marketing. He didn't pussyfoot
around the issue; he bluntly told the
president and other officers that the
firm must forge ahead in sales or dle,

In a couple of years Fred built one of
the finest sales organizations in the
country. The company eventually spurt-
ed ahead of its competitors and doubled
in size. Fred rose, too. He was named
vice president of sales, then director of
marketing and finally president.

No doubt Fred would have attained
a degree of success as an engineer, but
he would not have gone to the heights.
It was his foresight and courage that
took him there.

The Right Time

Someone once said that nothing is as
powerful as an idea whose time has
come. The salesman has good reason to
remember this maxim, The difference
between success and mediocrity can
hang on whether you acted at the r)'ht
time in the right way. This can me.n
knowing when to close a sale or when to
stop talking in an interview, It can
also mean your awareness of the proper
time to seek promotion or expand your
territory.

Steve Gordon, a lighting salesman,
makes $40,000 a year. Five years ago he
barely reached $8,500. He attributes his
spectacular climb to taking advantage
of situations.

“It seems simple now, but for years 1
was content to take things as they
came,” Fred sald. “One day I read of the
problems builders were running into in
lighting new structures, That night I
sat down and worked out a plan for
lighting office buildings, The next day
1 showed it to one of our engineers, and
he helped me work out some of the
technical difficulties,

“When I presented it to the first five
prospects, they were delighted. In six
months I had made a name for my-
self in the field and orders were pour-
ln‘ in"”

Many business success stories revolve
around the submission of a new idea for

(Continued on page 40)
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It's a spaghetti that's just as appetizing after it's been in the
steam table as when it comes fresh out of boiling water. Appe-
tizing even when reheated after refrigeration, Gone are the old
problems of mushincss and stickiness.

Improved with MyvapLEX® Concentrate, your spaghetti be-
comes more practical to serve more often in more restaurants
and institutional mass-feeding establishments. For home use as
canned spaghetti, your product wins new favor, Your market

grows and grows.

Now you have a premium spaghetti

MyvapLEx Concentr=te has no effect on flavor. 1t meets the

requirements of U.S. Food and Drug Definitions o
of Identity for Macaroni and Noodle Products,
Get more facts from Distillation Products Inc

nd Standards
as amended.
istries, Roch-

ester, N. Y. 14603, Sales offices: New York and Chicago. West

Coast distributor: W. M. Gillies, Inc.

Distillation Products Industries

o]

is & division of Eastman Kodak Company
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Room at the Top—
{Continued from page 38)

which the time was ripe. The man who
opened a travel agency after World War
1I rode the crest of a popular tide. More
than a million Americans go abroad
every year, The builder who bought up
vast land tracts in the suburbs in 1945
could not have picked a better time.
Milllons purchased homes in those
areas, The person who designed the
station wagon was also in tune with
his time and environment.

As a salesman, you often encounter
situations that demand prompt action,
It you let the opportunity slip by, it
may never come again. Keep abreast of
your industry; know its history and dir-
ection. This will give you the back-
ground to take effective steps when the
hour is right.

The Graclous Touch

Years ago I accompanied my father
to an automobile show. He was impress-
ed by a De Soto on the floor and bought
it on the spot from a dealer. Walter P,
Chrysler, the millionaire president of
The Chrysler Corporation, witnessed my
father's purchase and came over to us.
He thanked my dad for his order and
said he hoped he would be happy with
the car. We were impressed and so0 was
everyone around us., Here was one of
the glants of industry going out of his
way to show his appreclation to a custo-
mer. From that day on, my father swore
by Chrysler cars, And I imagine a lot
of other people in that auditorium re-
membered that gesture and bought
Chrysler products as a result.

Most men who get to the top have a
touch of graciousness about them, And
the bigger they are the more gracious
they are, As a salesman on the way up,
you should cultivate this quality each
day of your life. Be thoughtful and con-
siderate to your customers and pros-
pects, but also have a kind word for
sccretaries, receptionists, elevator op-
erators and doormen. This mode of be-
havior marks the man who is headed
for success. A salesman who snaps at
clerical help and is rude to service em-
ployees dosn't hurt them very much,
but he does incalculable damage to him-
self,

Does the size of the order determine
the extent of your thanks? If so, you had
better change your style. The salesman
who aims high will show as much gratit-
ude toward the small buyers as the big
one. No one can afford to be contempt-
uous of a sale just because it's minor in
size. If you demonstrate this kind of
foolishness, you'll end up with no sale
the next time, And this may be repeated
with other customers as your reputation
precedes you.

It doesn't cost one cent to be gracious,
and it can gain you the prize you want.
The story of the tough cookie who got
to the top by fighting and gouging is
mostly myth. That may have been true
in the 18th century, but business today
is breeding a different type of execu-
tive.

It is significant that I have never
heard anything determintal about the
really big producers; and I know many
of them. When terms like unethical, un-
scrupulous, rude or selfish are bandied
about, I never hear them in reference to
the front-runners. They are usually con-
nected with also-rans or never-rans—
people who will never hit the top in a
million years.

The president of a corporation once
got a call from a customer who com-
plained about the “shabby" way he was
treated by a salesman for that firm.
“What did the salesman do?” the presi-
dent asked. “He told me I was fifty
years behind the times and was still in
the horse-and-buggy era as to the way
I run my store.”

The president apologized and promls-
ed it would not happen again. When the
salesman returned from his road trip,
the head of the firm called him in.
He told the man about the phone call
and then requested an explanation. “I
was doing it for the guy's good,” the
salesman explained. “He really does
operate a museum; the place needs mod-
ernization badly.”

The president reflected a moment and
then said: “I'm sure it does, but your
tactics will never get him to change.
Your objective could perhaps be achlev-
ed by more subtle methods. You must
remember that this man built up that
business, bad or good. He is bound to
be defensive about it, even though he
may agree in his heart with you. You
should have accompilshed your purpose
by gentle hints or suggestions. The
smart way is to get him to wind up
thinking a change was his idea.”

The salesman never forgot that advice
and put it to work for him with other
customers,

Blunderbus or Feather

There are two methods a saleaman
can use with customers: The blunder-
bus or the feather. You can blast him
with the former and achieve nothing. Or
you can tickle him with a feather and
get everything you seek. Those at the
top have used the feather more often
than the blunderbus.

In summary, lel me leave you with
this thought: There is always room at
the top for the salesman who is willing
to get there, not by cozy shortcuts but
by hard work, perseverance, thoughtful-
ness and imagination.

What rung of the ladder are you ont

Perhaps thiz exercise may help you
determine this fact. If you answer “yes"
{0 at least nine questions, you're on your
way up.

Yeos No
1. Do you contribute some-
thing extra to you job? —_——
2. Do you discount quick or
“easy” solutions to the
problem of getling to the
top? — ke
3. Are you aware of the im-
portance of timing in im-
proving your sales pltcure? — —
4. Do you seize the right mo-
ment for ideas or sugges-
tions? —_——
5. Do you practice gracious-
ness in your dealings with
customers? —_——
6. With receptionists? - =
7. Are you working hard
enough to achieve success? — —
8. Do you shrug off the disap-
pointments and strive hard-
er the next time? —_——
8. Are you diplomatic in mak-
ing suggestions to custo-

mers? ——
10. Are you dedicated to your

job? ——
11. Do you believe that you

make your own luck? o

12 Do you play square with
yourself ie, do you recog-
nize your own mistakes? — —

(Copy right 1984—George N. Kahn)
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Education

Education is now the pivot on which
people will be at home in this headlong
our civilization must turn, Whether
and headstrong century, whether they
will find themselves fulfilled in it,
depends now on how vividly we make
them feel and understand the power
that drives it.

J. Bromowski
THE MACARONI JOURNAL
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Call Ray Wentzel
MILLING DIVISION

Phone 246-2101 .

DOUGHBOY INDUSTRIES. INC.

SINCE 10356

NEW RICHMOND, WiS. . Quality Since 1856
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, .lmdlﬁlfﬂ‘
in all m:fun involving the examination, produc-
tion and labeling of Macaroni, Noodle and Eg4

Products.

1—Vitamins and Minersls Enrichment Assays.

2—Egg Solids end Color Score in Eggs, Yolks and
Egg Noedles.

3—Semolina end Flour Analysls.

4—Rodent end Insect Infestation Investigations.
Microscopic Analyses.

5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

Your Zip Code is required

on your subscription address
by the end of the year.

Please be sure we have it so you
get every copy promptly with news
of the Macaroni-Noodle business.

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

BACK

WHEN

40 Years Ago

® Salesmen versus Order-Takers—
(1) Making Them Say Yes; (2) Ethics of
Three convention addresses included
Competition; and (3) Quota Plan and
Sales Budget,

® Charles Henry Mackintosh was the
sales consultant advocating strong sell-
Ing to get buyer approval—because
"nobody wants to be sold.”

® E, H. Shanks, The Dartnell Corpora-
tion, commented on the ethics of com-
petition. This was a report on general
practices and tendencies on such factors
as terms of sale, discounts, sales ngree-
ments, price trends, etc.

® T, E. Kendall, Wolf and Company,
Accountants, described methods in ar-
riving at equitable sales quotas and
sales budgets,

® E. W. McCullough, manager of the
Depariment of Manufacture, U.S, Cham-
ber of Commerce, stressed the great
need of uniform cost according, not
only in the macaroni industry but in
every other. “Competition today is
largely on the basis of efMciency, ard
any concern that does not regard the
elimination of waste through effliciency
in every line of its operation, including
cost accounting, is likely to find itself
eliminated.”

30 Years Ago

¢ The N.R.A. had been declared uncon-
stitutional. The depression continued.
Associatlon President Louls S. Vagnino
ticked off industry problems: the break-
down of standards and labor provisions;
the trend away from quality products;
adulteration in egg noodles; olive oil
fraud in New York; fake damage claims
racket developing.

® Washinglon Representative Ben R.
Jacobs added the problem of slack-
filled packages. He also reported on the
proposed Food and Drugs Act.

¢ Philip R. Winebrenner, the newly-
elecled Association president, said:
“The production of a good food reason-
ably priced is a worthy vocation, but
any vocation must look to the general
welfare of all those whom it serves if its
existence is to be justified. Our aims
must ever ha: a this in mind if we are to
succeed."”

10 Years Ago

® The welcome mat was out in Min-
neapolis for the macaroni convention.

® The world-wide shortage of food, the
problems created by 80 per cent milling
extraction, and the shortage of durum
wheat were all of prime importance,

42

® Aims of the Durum Wheat Division
(later called Institute) were outlined by
Mary Albright Jackson ot the Wheat
Flour Institute. Prime aim of the new
organization was 1o acquaint the ulti-
mate consumer with information about
durum wheat products, thelr many uses,
and their importance in the diet,
® Earl F, Cross, Division Operations
Manager for the Central Divislon of
General Mills, with headquarters in
Chicago, was appointed a Division vice
president, Twenty years later he is
president of the Colorado Milling and
Elevator Company and has just been
elected chairman of the board of the
Millers' National Federation,

10 Years Ago
® Help Wanted: Aggressive company
with fine product and excellent consu-
mer acceptance vants to join with like
company in the most successful promo-
tion in the food Industry. Happy cus-
tomers, happy cash registers, and happy
high profits guarantee to alert, aggres-
sive assoclate, Address Box ABA.
® ABA stands for American Bakers
Association, and they were plugging
July as Picnic Month,
® . E, Pendray of New Yor City de-
fined public relations as the part of the
sales function remaining after you sub-
tract advertising and the salesman, He
observed: “In the old-fashioned view,
there would simply be nothing left—
except possibly a little of what some
businessmen still refer to as free pub-
licity. But the modern view, backed by
a great deal of actual experience, is that
a very large part of the sales function
still remains—a part without which, in
many cases, the other two functions
would lose much of their effectiveness.”
® Two new movie shorts designed for
television home show programs were
premiered at the convention, They were
“Use Your Noodle" and “Stag Parly."
They are still in circulation to home
economics classes,
® A macaroni merchandising plan pre-
sentation to help grocers set up a
“scientifically planned macaroni depart-
ment" was developed by the Skinner
Macaroni Company pf Omaha.

Taoke Time

Take time to work -

it is the price of success,
Take time to think -

it is the source of power.
Take time to play -

it is the secret of perpetual youth,
Take time to read -
it is the foundation of wisdom

FOR SALE—14” & 14)4" Consolidated
Presses, long or short macaroni; Consoll-
dated Press, semi-automatic long goods;
ov<r 40 dles; 1V4 barrel DeFrancisci Mixer
& Kneader; Automatic Shortcut Preliminary
Dryer 22' x 7'; Long Goods Prlllmlnuly Dryer
30° x 13'; Stainless Steel Die Tonk 5' x 4' x
20" deep; Round Die Cleaning Machine;
Semolina Bin 1500 Ibs, & Weighing Hopper
on tracks; CECO Adjustable Carton Glue
Sealing Mach, Mod, #890-12; Guillotine
type Iongl macaroni cutting machine, adjust-
able; 2 16-truck Finish Drying Rooms, 6 9-
truck Finish Drylng Rooms (with trucks); 80
metol skids (plonk platform) with lift truck.
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European Packaging Needs—
(Continued from page 28)

2. Lack of home refrigeration, which
has brought about the use of smaller
food packages, and costly packaging
processes (in England, sliced ham Is
vacuum-packed in Jaminated plastic,
then pasteurized with llve steam),

3. Lack of widespread advertis'ng
media, lecding to greater emphasis on
the excellence of packaging graphlcs,

Affluent Germany

Germany, most affluent of the Euro-
pean countries, also has a higher per-
centage of home refrigeration facilities,
and a fast-growing number of super
markeis. Hence packages tend to be
larger there than in other European
nations, Kelly noted. In France and
Italy, women have shown reluctance
to use super markets, preferring to
“socialize” with speclalized grocers for
various goods.

Notable in Europe, Kelly added, was
for major packaging machinery com-
panies to sell both machinery and pack-
aging materials to food processors.
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DIAMOND PACKAGING PRODUCTS DIVISION
DIAMOND NATIONAL CORPORATION

733 THIRD AVENUE
NEW YORK, N. Y, 10017
212-697-1700
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From now on, this one
will do the job
of these three!
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NITED BTATES PRINTING
::mmuummn DIVIBION

~

758 THIRD AVENUAL NEW YORK 77, 8. Y.

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

You may have known us as United States Printing & Litho-
h. Or Forbes. Or Brooks.

gr:l%w. we're one. The Diamond Fackaging Products Division

of Dlamond Natlonal Corporation. But, we offer multiple ad-

nlages, broader services.

vaThg resources, production and know-how of the three

organizations have been welded together and strengthened

to provide a highly Integrated, coast-to-coast source for your
kaging and promotion needs.

p‘gotna cgreatlv; quality, price, or delivery problem? Ask the

man from Dlamond Packaging Products Divislon to show you

his solution. Color printing is still our baby.

VISION
DIAMOND PACKAGING PRODUCTS DI
CIAMOND NATIONAL CORPORATION
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What's the crop Situiation?

Wial about the farm program?

WIal's he outiook?

The answers to these and other questions regarding
durum products are vital {o your business, Yet, you
are busy with the many other problems involved in
the produetion and murketing of maearoni products.
Too busy really to devote the necessary time to
properly answer them. That's where our marketing
knowledge ean be of real assistance to you.
International’s team of marketing and milling ex-
perts studies the erops, the market und information
from various sources to furnish you with data’ of
particular significance, Their appraisal of the total
marketing situation is based on years of experience
and is your assurance of up-to-date, factunl analyses.
This is yet another service from International, pro- I
ducer of the finest quality durum products. At your MILLING COMPANY INC.
service . . . 100%,. General Offices: Minneapolis, Minnesota 55415

DURUM DIVISION




