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Food Commission Issues Report

Major changes in food industry prac-
tices, almed at benefiting consumers
and farmers, were urged by the major-
ity of the Natlonal Food Marketing
Commission In a report to President
Johnson and Congress.

However, Capitol Hill sources said
legislatlve backing for the commis-
slon's findings seems remote at this
time. :

In line with a preliminary draft
whose contents were leaked to the
press earller this year, the recommen-
dations of the 15-man commission's 8-
man liberal majority included:

Discourage Mergers

Stronger Government policies to dis-
courage "“acquisitions or mergers by
the largest companies in any concen-
trated branch of the food industry,
which result in a significant increase
in their market shares or the geograph-
ic extenslon of their markets.” Poten-
tial merger partners should be required
to give the Government advance notice
of their intent and Federal regulatory
agencies should have the power to issue
cease-and-desist orders, the commission
sald.

Encourage Grade Labeling

Grading, where feasible, of all foods
“sold in substantial volume to con-
sumers,” and a requirement that pack-
ages and labels “assist consumers in
gaining an accurate impression of the
contents and in making pricing com-
parisons,”" Such steps would be design-
ed to help discourage costly advertis-
Ing, promotions and expensive packag-
ing, which the commission found to be
important forms “of inefficlency in the
food industry" because they reduce
“the role of price competition and thus
(moderate) pressures on the industry
o cut costs of other functions.”

Farm Marketing Agreements

Legislation authorizing farmers to
vote jnto effect food marketing boards
empowered to regulate their produc-
tlon or marketing and to negotiate
their prices. The “right of farmers to
organize" also would be guaranteed
under the recommendations.

Established 1984

The commission was established two
years ago by Congress to survey food
prices from the furmer 1o the con-
sumer, ihs

A controversy o' .r the sharp depar-
tures urged in its report from current
food Industry practices is a major rea-
son the Johnson Administration is un-
likely to press for Congressional action.
President Johnson hinted as much by
terming the report “a good beginning”
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but adding “no one study can really be
considered final—but rather part of a
continual process of exploration and
examination in our search for solu-
tions.”

Minority Report

The six-member commission minor-
ity, headed by Republican Sens. Morton
of Kentucky and Hruska of Nebraska,
filed lengthy and strong dissents to the
report, One statement, representing the
views of these two Senators plus Wil-
liam M, Batter, chairman of J, C, Pen-
ney Co., charged that the majority find-
ing “ignored or misread the evidence”
and proposed anachronistic conclusions
that have been “disregarded, poorly re-
garded, or rejected by Congress for
decades."

Instead, the dissenting statement as-
serted, the commission should have
lauded the food Industry for providing
“the highest quality of food at the
lowest real cost, in the greatest variety
and abundance . . . ever known.”

GMA’s Koch Complains

HE report of the National Com-

mission on Food Marketing, re-
flecting the views of only nine mem-
bers of the 15-member Commission,
falls to recognize the challenges facing
the U8, food industry and has pro-
posed ill-concelved, unworkable and
timeworn concluslons, which if adopted
would seriously harm the American
consumer,"” George W. Koch, president
of the Grocery Manufaclurers of Amer-
ica, Inc., said in giving industry reac-
tion to the Commission's report.

Mr, Koch stressed that Commission
concurrence on the report Is far from
unanimous in that six members of the
15-member Commission hold dissenting
views which are spelled out in their
two separate reporis opposing Commis-
sion conclusions.

Significantly, he pointed out, even
the nine Commission members sub-
scribing to the majority report agreed
that “the American food industry as
we see It today is a product of a com-
petitive economic system. lts growth
and dynamism are closely correlated
with a high level of technolegical in-
novation. The American public gen-
erally does not fully appreciate the
complex system supplying it with food.
Indeed, the activities from the farm to
retall store, including processing, trans-
portation and distribution represent
one of the outstanding achievements of
the American economy.”

“It Is unfortunate that the Commis-
sion missed its great opporiunity for
serving the American public as well as
the Congress by presenting a factual
report that could have been used as

Goorge W, Koch

the basis for sound public policies for
the food industry,” Mr. Koch sald.

Moergers Singled Out

Mr. Koch singled out a report con-
clusion objecting to mergers or acquisi-
tions in the food industry as an exam-
ple of the Commission's fallure to ar-
rive at conclusions forming the basis
for sound public policies. He said this
“§ll-conceived proposal" is based on
“misinterpretation and misuse" of sta-
tistical concentration data.

The GMA leader noted that the two
minority reports, representing views of
the six dissenting members of the Com-
mission, attacked this conclusion as
completely erroneous. These six mem-
bers found that: “Evidence before the
Commission Indicates that the level of
concentration in the food industry is
not high in comparison with manufac-
turing industries generally.”

“A blanket ban on mergers, regard-
less of their actual or potential effect
on competition as proposed by the
Commission, would eventuslly work to
the detriment of all consumers,” Mr.
Koch stated. He explained that “a door
closed on mergers would slow growth
of food service to consumers.” For the
food businesz, he e2id, it would bar ex-
pansion by legitimate and sound
means, while also creating financial
problems for some owners and invest-
tors who would be prevented from
liquidating investments to financially
sound buyers.

A conclusion suggesting the need for
compulsory premerger notification was
termed ‘“equally unsound” by Mr.
Koch, He declared it would sooner or
later hit the pocketbooks of consumers
and taxpayers alike in adding “high
and unneccssary” operating costs to
business and government administra-
tion. He warned that attendant public-
ity and delays could block worthwhile
lawful mergers.

(Continued on page 6)
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Koch Complains—
(Continued from page 4)

Relerring 1o a Commission sugges-
tion to give administrative agencles
pPower to issue temporary cease and de-
sist orders, Mr. Koch quoted criticism
of this proposal expressed in the report
of Rep, Graham Purcell, Democratic
Conptressman from Texus, who de-
scribed it as “giving the power to issue
sweeping injunctions to an administra-
tive body which functions as investi-
gator, prosecutor and judge in its own
cause,”

Mr. Koch declared that compulsory
premerger notification plus temporary
cease and desist proposals are only two
of several Commission suggestions
turned down by Congress in the past
as “ineffective, impractical or against
the public interest."

A turther example, he sald, is a pro-
posal for mandatory consumer-grade
labeling, which Congress cunsidered
unworthy of legislative action in the
19:20's and 30's.

Grade Labeling Curbs Innovation

“Grade labeling would kill creative
innovation of new food products, con-
venience packaging and better process-
ing,” Mr. Koch said. He noted that six
members of the Commission agreed
that this proposal would do more harm
than good. The Purcell report, again
cited by Mr. Koch, recalled that: “Al-
thuugh such proposals may have a
superficial appeal, they presuppose a
primitive form of price competition in-
compatible with the realities of Ameri-
can marketing today.”

Further conclusions specifically cri-
ticized by Mr. Koch Included those
which would require co'npanles to re-
port division financial operations to the
Securities and Exchange Commission
0a1 an annual basis and would require
the Federal Trade Commisison o con-
duct continuing studies, giving the
Congress an annual report on the food
industry, Both of these proposals, Mr.
Koch said, would result in expenditure
of substantial additional publiec funds
without a clear demonstration of need.
At a time when mounting government
costs and inflation are being carefully
walched, he sald, these proposals "are
particularly inappropriate,”

Fallure fo Follow Mandate

Failure of the Commission to follow
its Congressional mandate, Mr. Koch
said, resulted in unsound legislative
Oroposals and faulty economie theories
being incorporated in the report. He
pointed out that these errors led nine
of the 15 members of the Commission
to present to the President and Con-
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gress a report “replete with unsupport-
ed and unsupportable conclusions.”
This result could have been avoided, he
said, had the Commission followed di-
rections from Congress to seek facts
and not to “translate findings and con-
clusions Into legislative recommenda-
tions." '

Semantic Manipulation

Mr, Koch sald that “semantic manip-
ulation in the report to cloak sweeping
legislative proposals under the ter-
minology of ‘conclusions’ only lightly
disguises the Commission's infringe-
ment of Congressional prerogative to
propose, create and promulgate publie
policy.”

The GMA president pointed out that
this infringement is fully recognized
by reasoned, substantial and practical
criticlsms” of the six dissenting Com-
mision members who participated in
filing reports objecting to ths ronclu-
sions. He noted that these objections
are two-fold and stressed that the re-
port is “not only opposed for its con-
fent but also for methods used to arrive
at its conclusions.”

Food Industry Cooperates

The food industrv, Mr. Koch said,
cooperated with the Commission in
providing factral data on food market-
Ing. He said GMA sponsored a serles of
research studies conducted by Arthur
D. Little, Inc., and independent univer-
sity consultants. He added that the re-
port of the nine members ¢f the Com-
mission does not reflect careful an-
alysis and consideration of these data.

“From the beginning," he explained,
“It was GMA's desire to assist the
Commission In completing an objective
study, documented by Independent
scholarship and research, We had
hoped for development of a basls for
sound policies. But most of the pro-
posals are fundamentally inconsistent
with the food industry's economlc per-
formance, public oplnion and other
aspects of food markeling as revealed
in testimony and research given the
Commission.”

Mr, Koch concluded: "We in GMA
deeply regret that the National Com-
mission on Food Marketing has squan-
dered a golden opportunity to help a
great and vital Industry evaluate and
meet the problems and opportunitles of
the future. Yet, we remain willing to
cooperate wherever there is oppor-
tunity for purposeful, factual and re-
sponsible analysis which can lead to
sound public policles of genuine benefit
to consumers.” i

“Friendship is the only cement that
will ever hold the world together.”

—Woodrow Wilson'

American Home Appointment

John Phillips, Vice President of
American Home Products Corporation,
hos been named to the Operations
Committee of the Corporalion, accord-
ing to William F. Laporte, Chairman.

Mr. Phillips joined American Home
Products in 1960, after serving as
Director of Marketing, Special Prod-
ucts Division of Armour & Company.
He came to American Home Producls
as Assistant to the President and in
1984 was elected Vice President of the
Corporation,

Chef Sauces Fancy Shapes

Chef Boy-Ar-Dee Sauces are adver-
tised in staggered quarter-pages in the
July issue of Ladies’ Home Journal.

“Le Bellissime Sauces” include mari-
nara, spaghettl sauce with meat, spa-
ghetti sauce with mushrooms.

Pictured in full color Is “La Dolce
Zi" with instructions for preparation
and served with spaghetti sauce with
meat.,

“La Robusta Rotini,” little spirals of
macaroni, are served with Italian “mar-
Iner's sauce.”

“La Buona Linguine” is illustrated
with flat, twirlable spaghetti and Veal
Parmigiana topped with spaghetti
sauce with mushrooms,

Gourmet Cookbook

‘Never underestimate the power of a
recipe,” says Robert F. Sennott, Direc-
tor of Marketing, Delmonico Foods,
Louisville, Kentucky.

To expand the Image of macaroni
from “everyday" to “gourmet,” Del-
monico developed a recipe book and
advertised it on television, in news-
papers, in Good Housekeeping and
Family Circle, .

“Since the third day after the first
ad,” reports Mr. Sennoli, “we have
been swamped with replies. We are go-
ing to have 1o run reprints long before
we thought we would.”

Prince Moves Southward

Prince  Macaroni Manufacturing
Company of Lowell, Massachusetts is
moving southward to ask some nelgh-
bors: “What's a nice New Englind fam-
ily like this doing in New Jers ey?"

To promote the general inf oduction
of its products In the state, the firm has
scheduled eleven newspaper ads fea-
turing such traditional reminders of
New England ns seascapes. A two-page
ad in the Newark News and a one-page
spread in the Bergen Record launched
the promotion,
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Grain Futures Boom

Grain trading in Chicago on June 18

had the biggest single day in its 118-
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the rye turnover increased twenty-fold.
Much of the activity was generatzd by
- fear of the impact on crops of this year'’s
cold and wet summer,
Widespread public buying was cred-
Ited with a good share of strengthening
the market also. Volume of trade in the
option market at Chicago in the second
half of June was so heavy that officials
delayed the opening following some of
the most active sessions in order to
clear the records. Heavy export de-
mand and large domestic use of bread
; and feed grains prompted buying in
| the cash market, as traders took note
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where top performance count.
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—ADM maintains over 70,000,000 bushels of grain
storage capacity to assure you top performance
durum products, precisely like the last batch you
bought . . . and the batch before that.
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Egg Prices to Fall

Rising production Is expected to push
egg prices during the rest of 1968 well
below those of a year ago, according to
the Department of Agriculture.

Production in April rose two per cent
to a bit less than the 1965 low, but it is
expected that In the second half egg
production will move ahead of last
year, perhaps by three per cent,

Thus, the Department says, the aver-
age U. 8. cost of eggs during Septem-
ber-October-November will be pushed
substantially below the 37 cents a
dozen for those same 1885 months.

Current receipts for standard shell
eggs in Chicago ¢i'ing the month of
June ranged from o low of 25.5 cents a
dozen at the beginning of the month to
a high of 32,5 cents a dozen at month's
end. Frozen whole eggs were quoted
26.5 to 29 cents, while frozen whites
ranged 10.5 to 12.6 cents. Dried whole
eggs ranged from $1.16 to $1.25 a
pound; dried yolks, from $1.25 to $1.35
a pound.

In the New York and Philadelphia
egg market, frozen whole eggs of light
color ranged from 27.5 cents to 32.5
cents, with darker color in a range of
30.75 cents to 39 cents. Frozen yolks of
45 per cent sollds in under No. 4 color
sold in a range of 56 to 84 cents per
pound, with No, 4-5 color bringin 61 to
@85 cents, The last week in June, there
were some frozen yolks of No. 5 color
sold in a range of 68 o 70 cents per
pound,

Eqg Processing Up in Mcr

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing May was 77,834,000 pounds, up
seven per cent from May 1865. Accu-
mulative production of liquld eggs
January through May this year totaled
257,088,000 pounds or 13 per cent less
than the corresponding months last
year.

Liquid egg produced for immediate
consumption during May was 2,631,000
pounds, 23 per cent less tha:. May last
year. The quantity used for drying was
28,826,000 pounds, up 24 per cent from
May last year. The quantity used for
freezing totaled 46,377,000 pounds com-
pared with 45,862,000 pounds during
May 1085,

Egg solids production during May
1066 totaled 6,484,000 pounds, up 26
per cent from May last year and up 28
per cent from April 1986, Egg solids
production during five months, January
through May 1066, totaled 21,241,000
pounds, eight per cent less than for the
same period of 1965, Production of
whole egg sollds during May totaled
1,033,000 pounds, up 71 per cent from
May last year, Production of albumen
solids during May 1968 was 1,760,000
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pounds compared with 1,503,000 pounds
the same month last year. Output of
yolk solids was 1,510,000 pounds, up
seven per cent from May production
last year. Production of “other solids"
was 2,181,000 pounds during May 19686,
up 41 per cent from May 19865 produc-
tion.

Durum Loan Values

There was some expectation in the
trade that the Department of Agricul-
ture would eliminate the premium for
Hard Amber Durum in the 1966 loan
program and might even move {o im-
pose a discount on durum in view of
heavy production and large loan par-
ticipation in recent years.

Instead, the Department maintained
the flve per cent premium for Hard
Amber Durum but limits it only to No.
3 or better grades. As a result, the loan
rate for No. 4 Hard Amber Durum in
1866 will be $1.50 a bushel compared
with $1,57 last year. The seven cent re-
duction reflects the two-cent decline in
the Minneapolis loan with the elimina-
tion of the five-cent Hard Amber pre-
mium for No. 4 grade.

The five-cent premium for Hard Am-
ber in 1868 and 1955 contrasts with 10
cents for the 1964 crop and 25 cents for
1863. On the 1962 crop, when durum
was in extremely short supply, the loan
premium was 40 cents for Hard Am-
ber, In 1881, it was 10 cents.

International Milling

Scholarships

International Milling Co. has an-
nounced scholarships ranging from
$000 to $1,800 to ten of its employeces
for full time study this fall at the col-
leges or universities of their choice.

The awards are made available from
a $100,000 trust fund established by the
late Gorden H. Clark, a former vice
president and director of the company.
Single employees receive $800. Married
men are granted $1,200; those with
children, $1,800. Adjustments are mede
for employees who also receive educa-
tional benefits under the G.I. bill.

If the employee maintains a B aver-
age in college, the scholarship is auto-
matically renewed for up to four years.
This is the fifth consecutive year that
such employee scholarships have becn
offered.

Winning employees are chosen by a
panel of three educators on the basis of
academic achievement, character and
leadership and are granted leaves of
absence from their jobs for the school
term. International Milling provides
them with employment during the
summer vacation,

Winnlng scholarships for the third
consecutive year were Jack Johnston,

Moose Jaw, Sask., Canada; Daniel Hes-
sel, Minneapolis; and Ronald Telg,
Minneapolis. Darwin Wilde, Minneapo-
lis; Keith Parker, Moose Jaw, Sask.;
and Warren Wieland, New Ulm, Minn.
won for the second consecutive year.

The four new recipients were Ed-
ward Smith, Saline, Kan.; Diane Sulli-
van, Le Mars, Ia.; Rae Verity, Moose
Jaw, Sask.; and George Wennerlyn,
Minneapolis.

Lysine Fortification of Flour

The Department of Agriculture an-
nounced the launching in the near fu-
ture of extensive pilot tests involving
the fortification of wheat flour with
lysine in providing food assistance to
developing natlons. Success for the
tests would add new stalure to flour
and other wheat foods as a staple in
the diet of many nations of the world.

Lysinz is one of the nineteen amino
aclds that together form dietary pro-
tein. A proper balance of such amino
aclds is necessary to secure efficlent
utilization of protein. In the U. 8., it is
generally agreed this Is accomplished
through the avallability and consump-
tion of varied foods that generally pro-
vide the necessary amino acid balance.
While wheat has a relatively high pro-
tein content, some researchers contend
that the protein alone is not as high in
quality as other proteins such as that
provided by animal sources, because of
lysine deficlency. It is claimed that
shortage of lysine results in the human
body metabolizing the other amino
acids present only in proportion to the
availability of the lysine supply, which
reduces the overall quality of the pro-
tein in wheat.

Food and Nutrition Board OK

Before deciding to proceed with the
lysine fortification project, Secretary of
Agriculture Freeman called upon the
Food and Nutrition Board of the Na-
tional Academy of Sciences to advise
him whether it would be in line with
the Government's current desire “to
exploit to the fullest the latest develop-
mentis of science and technology in our
efforts to combat hunger."

This answer followed: “The Board
recognized the fact that the addition of
lysine to wheat enhances the value of
wheat proteln for animals and might
be expected to have similar effects in
human populations where the diet is
largely wheat and deficlent in protein.
Since little direct evidence of benefit
under practical feeding situations Is
available, the Board judged that pres-
ent knowledge of the effects of lysine
fortification of wheat on its protein
value would justify an immediate
large-scale pilot project.”
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1deally a vacation involves a com-
plete change of scene, or a taste of ad-
venture—something to remember and
talk about, for years to come, But if
finances, children, or other cares pre-
vent a trip away from home, you can
still enjoy an adventurous vacation—
right in your own backyard.

Jean Kinkead, women's consultant
1o The Travelers Insurance Companles,
has talked with dozens of backyard
vacationers, “Where appropriate plan-
ning is done,” she says, "backyard va-
cations are, without exception, delight-
ful experiences.”

Change Is Essential

“There seem to be two basic musts
for home vacations,” reports Miss Kin-
kead. “A complete change of routine,
and a respite from responsibility, Be-
yond these, all rules fly out the window,
and anything goes when you vacatlon

~'at home."

Often the least complicated plans do
the trick, Bome home vacationers sim-
ply change their eating habits. They

start the day with a plcnic-breakfast

in their own backyard or at a nearby
plenic site, There's something about
the aroma of ham 'n eggs sizzling on an
outdoor grill that brings on a relaxed,
gri-away-from-it-all feeling.

Other home vacationers enjoy a late

: bruch and an early gourmet dinner,

What better opportunity to dust off the
fanclest cookbook in the kitchen and
have a ball ‘dining In most elegant
fashion each evening—complete with
candlelight. Of course, do all your
shopping in advance and make full use

" of pantry, shelf and freezer, Vacations
‘" are'no time for shopping.

- 8tll another ldea' for a change of
“" eating habits s to try a new restaursnt

day, Take a road map of your area

™ T G P S P R R

-..,'-_C-"n"ot.Away' From It All - In Your Own Backyard

or state and, centering a compass on
your home town, draw a circle encom-
passing places the family can easily
reach in about an hour's drive, Then
plan your restaurant hopping accord-
ingly.

Camp in Style

There are home vacationers who go
§n for backyard camping in style, with
tents, sleeping bags—the works, Young-
sters will love this idea. With a little
ingenulty and imagination, it can be as
if the family were off in the woods
somewhere,

Your backyard campsite's not vom-
plete without your own campfh2,
Check your local fire department first,
to see if a fire permit is required, The
Travelers advises that the best location
is a spot well away from your shrubs,
bushes or overhanging trees. Don't
make an elaborate fire—remember,
you're camping, and that means
“roughing” it. Dig a small hole and
surround it with stones to keep the fire
from spreading. While charcoal bri-
quets are a popular fuel, a good supply
of small dead branches can easlly do
the trick. And Miss Kinkead reminds
us to keep a bucket of water nearby.

In the evening, toast marshmallows
on a stick. And if one member of the
family can strum a guitar—or even
play the harmonica — you've got the
whole scene made. Old camp songs will
spark a touch of nostalgia for grown-
ups and be a ton of fun for the kids.

When morning comes, use the same
spot to build a breakfast fire. All you
need are a frying pan or two, some
bacon and eggs from the kitchen and
an old coffee pot, You'll be surprised
how delicious breakfast will taste out
of doors. The grill from your outdoor
barbecue unit—or even one of the grills
from the oven—will hold the pans over
the fire.

Try a New Sport

Here's another idea from Miss Kin-
kead for a stay-at-home vacation: take
up a new sport. Golf and tennis are
good cholces. There's nothing better
than‘one or two weeks of solid practice
and play to greatly improve your game.
In the same amount of time a novice
can become amazingly proficient.

With a minimum of initiative the
backyard can also be a wonderland for
a whole family of sports enthusiasts.
One family with which Miss Kinkead
of the Travelers spoke bought equip-
ment for badminton, volleyball and
horseshoes, plus a dunking-size, port-

able swimming pool. The Investment
for everything, including lime to mark
the badminton and volleyball couris
and filtering equipment for the pool,
was less than one-quarter what they
normally spent for vacations away
{from home.

Once bought, these games can be en-
joyed all summer long, and for years
to come. Since the equipment is port-
able, you can take paddles, balls, nets
and racquets to the beach or lakeside.

And there's no need to limit playing

time to daylight hours, either. Inexpen-
sive flood-lights can easily streich play-
ing time through the evening hours.

Take a Tour

Vacations also provide opportunities
for you and your children to do many
things together that may not be pos-
sible at any other time, Many of these
activities are as close as downtown, yet
they can widen your child's interest in
the world around hin.

Virtually every community has
places of interest that many residents
have not visited. Museums, for exam-
ple, offer a great variety of exhibits and
also frequently schedule shows or dem-
onstrations (*r children.

Live theatrical and musical per-
formances supply contrast to television
or motlon plctures. Many newspaper
offices, radio and television stations,
courthouses, fire stations, local indus-
tries, airports and the like can be fasci-
nating to a chlld and of interest to
adults, as well. Your local chamber of
commerce can provide you with infor-
mation about Interesting tours to take
in your area.

Break the Routine

On your backyard vacation, the most
important thing to remember is to drop
as many regular house chores as pos-
sible, even if it means hiring temporary
help to cook, clean, baby sit and cut
the lawn. You might even be brave
enough not to answer the phone for
two weeks.

Probably the most pleasant result
Miss Kinkead uncovered from her re-
search for the Travelers on backyard
vacations s that vacationers return to
life's normal routine more refreshed
than if they had whisked across the
globe. You can get away from it all...
in your own backyard.

Cook with Macaroni
Out-of-Doors

Campfire cookery is a lot of fun, as
more Americans are finding each year
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with the Increase in “rough-it" vaca-
tions. The secrel of success lies in ad-
vance planning of menus, based on
recipes using non-perishable foods.
You can't run to the corner grocery
store for a missing ingredient when
vour kitchen is a camp-stove in the
middle of a forest!

Macaroni products—elbow macaroni,
egg noodles and spaghetti — should
head the list of foods to pack along on
the camping trip. They travel well,
keep well, cook easily with no fuss and
mix with any meat to form a filling
and oppetizing one-dish meal. Canned
meats, soups, vegetables and fruils,
and dehydrated products all are made
to order for camp-site cookery.

The Natlonal Macaroni Institute has
developed two savory skillets to enjoy
cooking and eating out-of-doors: Maca-
roni Campfire Skillet with cannad
chicken, and Woodsman's Noodles with
canned bacon. Only one skillet needed
to prepare either of these—easy on the
dish-washer!

Macaroni Campfire Skillet
(Makes 4 to 8 servings)
1 can (1 pound) small whole onions
1 can (1 pint, 2 ounces) tomato juice
1 can (1 pound) stewed tomatoes
1 envelope (3% ounce) cheese-garlic
salad dressing mix
2 cups elbow macaroni (8 ounces)
¥ cup pimiento-stuffed olives
1 can (12 ounces) chicken or 2 cups
cubed cooked chicken
Drain liquid from onions into large
skillet. Stir in tomato juice, tomatoes
and salad dressing mix; bring to boil,
Gradually add macaroni; cover and
cook, stirring occasionally, until tender.
Mix in onlons, olives and chicken; heat.

Woodsman's Noodles
(Makes 4 servings)
1 can (1 pound) imported sliced bacon,
cut in half
1 can (11 ounces) condensed Cheddar
cheese soup, undiluted
3 soup cans water
V4 teaspoon dry mustard
1 can (1 pound) sliced carrols
B ounces fine egg noodles (about 4 cups)
In large skillet, cook bacon until
crisp; remove from pan and drain off
drippings. Stir in soup, water and mus-
tard; bring to boll. Graduelly add car-
rots and noodles; cook covered 10 min-
utes. Return bacon to skillet and cook
5 minutes longer or until noodles are
tender and bacon is heated through.

Try These Macaroni Delights
What would we do without pasta!
This Italian staple has been thor-

oughly ‘“naturalized” by American

cooks, and is now as familiar a part of
our national fare as hot dogs or ham-
burgers.
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Scalloped Macaron! Cessercle

And no wonder: pasta is the busy
homemaker's lifesaver. It mixes well
with a huge variety of foods, in soups,
salads, casseroles; as if to underscore
its versatility, it comes in an intrigu-
ing assortment of shapes and sizes. In
all its many forms, children and adults
both love it.

Or.onfal Origin

Spaghelti is salu to have been bor-
rowed from the Chinese—by explorer
Marco Pole! Macaroni has a royal life-
line dating back to earliest times. By
the 13th century, it had become a fa-
vorite of Italian emperor Frederick 1I.
The story goes that he coined the name
“macaroni” from “marcus,” meaning a
divinz dish.,

Spanish explorers introduced maca-
roni to America in the 16th century, but
it wasn't until the end of the Civil War,
with the influx of Italian immigrants,
that macaroni became an important
food in this country., Like many other
items, it passed from the hand-made
stage to the Machine Age. Now con-
sumption is at an all time high.

Much of this current popularity can
be traced to convenient macaroni mixes
complete with seasoning sauces. These
mixes form the basis for simple lunches

Reuben Sandwich with Macaronl Saled

or company dinners, served “as is” or
with your own creative touches. The
Golden Grain kitchens have issued this
recipe from the office of Vernon Pope
Co.

Scalloped Macaroni Casserole

1 pkg. scallop-a-roni
1 tbsp. butter
2% cups boiling water
4 to 6 thin tomato slices
1 cup buttered bread crumbs
Y4 cup chopped green pepper
Oven temperature: 375°

Prepare scallop-a-roni with butter,
boiling water and seasoning according
to packoge directions. Cover and bake
for about 20 minutes, Stir macaroni and
sauce to blend. Arrange tomato slices
on top. Sprinkle with buttered bread
crumbs mixed with green pepper. Con-
tinue baking, uncovered, for 10 minues,
or until bread crumbs are crisp and
macaroni is tender.

Bread Crumbs: Melt 2 tbsp. butter in
fry pan. Add bread crumbs and green
pepper. Heat and toss gently. Serves 4.

August Is Sandwich Month

Macaroni ties in with everything, but
who ever heard of a spaghetti sand-
wich?

Would you belleve a sauerkraut
sandwich?

Here's a spectacular grilled Reuben
sandwich made with corned beef, Swiss
cheese and zesty kraut-——meal enough
to please even a ravenous man or
“bottomless” teen-ager. Add some cara-
way or dill seed and a touch of garlic
powder to the kraut and you have a
delectable accent to zip up the meat-
cheese combination. This gourmet fare
can be assembled in advance, wrapped
and refrigerated and then simply grill-
ed at the last moment, making it per-
fect for entertaining, too. Serve it with
a colorful macaroni salad and plump,
flavorful pimiento-stuffed olives.

Macaroni t{eams successfully with
many fruits and vegetables to form a
wide wvariety of appetizing salads,
toothsome companions for any sand-
wich. Like the Reuben, convenient,
satisfying macaronl salads can be made
early and chilled until serving time.

Couniry Kitchen Macaroni Salad

(makes 4 to 6 servings)

1 tablespoon sale

3 quarts boiling water

2 cups elbow macaroni (8 oz.)

Y cup grated carrot

Y cup chopped cucumber

Va2 cup chopped celery

Y cup chopped green pepper

Y% cup mayonnalise

1 tablespoon prepared mustard

1 teaspoon salt

1 teaspoon pepper
(Continued on page 20)
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per minute
'round the clock!

A Triangle Dual Tube Bag Machine Is producing 160 bags per
minute on a continuous 24-hour basis for the Robin Hood Flour
Mills Limited, Montreal, Canada. This sustained performance is
usually interrupted only for brief periods of routine maintenance.
Packaged ten to a carton, each bag contains an individual serving
of precooked oats. ® Though Triangle's Dual Tube unit is no larger
than a‘;lhlglﬂe bag machine, it produces two bags like a twin, |t can also be convetrtec; :,DT:::;:.ZB;:S:;
size bag. Avallable in a variety of filling heads, the Dual Tube machine Incar:pora es I
features, including quick retdrn drive and proportioning heat controls. To learn mor

Hood application or see a demonstration of the Dual Tube unit, write o call Triangle.

RIANGLE _
-Fl’-ACKAGE MACHINERY (.% MPANY
6654 W. Divursey Avenus, Chicago, iinols 80835

Telephone (312) 888-0200

AucusTt, 1966
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Instructions for
Kitchen Macaroni Salad—

(Continued from page 18)

Add 1 tablespoon salt to rapidly boll-
ing waler. Gradually add macaroni so
that water continues to boil., Cook un-
covered, stirring occasionally, until
tender, Draln; rinse with cold water
and drain,

Combine macaroni with remalining
Ingredlents. Toss lightly but thorough-
ly. Chill, Garnish with parsley if de-
sired,

Barbecue Cloths

Outdoor buffs can obtain barbecue
tablecloths for three labels of spaghetti
sauce from Ragu’' Packing Company in
Rochester, New York,

The plastic covering, embossed in red
and green, measures 54 x 72 inches.
Newspaper ads in 61 papers in 35 cities
in the firm's marketing area appeared
in July,

Part of the company's Barbecue with
Ragu' summer campaign through mid-
August will include recipe suggestions
for such items as shrimp cocktail sauce
and seashore spagheltl dinner, The
tablecloth offer extends to the end of
September.

Pasta Story

Michael Field writes in the June issue
of McCall's Magazine on “Pasta.”"

He says: “Of the foreign dishes that
make up so much of our national cui-
sine, few are as popular as those of the
Italians, Supermarket and grocery store
shelves are laden with such ‘Italian-
style' products as Chicago prosciutlo,
Wisconsin provolone, and California It-
alian plum tomatoes. And our fancier
stores carry the imported varieties of
these very same foods and others, in
great profusion.

“But despite this largesse, mention
Itallan food to an American and his
immediate nssociation will be pasta—
and, more often than not, simply spa-
ghettl, And if proof were needed, pasta
outsells all other foods of Italian origin
manufactured in the United States to-
day."

Technological Advances

Mr. Field finds favor with the tech-
nological advances made In the manu-
facture of macaroni products, but ob-
serves that our expertise in making is
not matched by our ability to cook It.
“Rare, indeed, is the dish of pasta or-
dered In an Italian or American res-
taurant that doesn’t come to the table
carelessly drained and blanketed with a
dublous tomato sauce. And that we
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consume 80 much of it prepared in this
fashion indicates that we know less
about pasta cooking than we suppose,”
complains Mr. Field.

Sizes and Shapes

He notes that for centuries Italians
have used pasta to create all manner of
decorative and fanciful shapes, and that
this has made a dally diet in sections of
southern Italy (where the food is eaten
seven or eight times a week) less
monotonous. He then enumerates some
of the more fanciful smaller forms:
stars, melons, rings, seeds, roses and
tiny snail shells; which Italians con-
sider to be at their best served as
pasta in brodo— that Is, in a clear soup.
Heavier pasta, molded into seashells,
conch shells, cockscombs, wheels, but-
terflies, twisted strings and ribbons, is
designed to be served more elaborately,
with richly seasoned sauces.

Most American cooks can cope more
or less with the better known rope and
ribbon pasta, like spaghetti, thin spa-
ghetti, flat linguine and broad lasagne.
But few know what to do with the tub-
ular manicottl, tufoli and the rest. Then
he counsels: “They need only be cooked
in vast quantities of salted boiling water
until tender, then filled with a cooked
meat, fish, vegetable or cheese stuffing.
Baked with a previously prepared sauce,
these make substantial main courses for
lunch, dinner or supper, with the added
advantage that, unlike most other pasta,
they can be cooked ahead and reheated
without any loss of texture or flavor.”

About Sauces

Italian sauces, notes Mr. Field, unlike
those of the French, are not notable for
their refinement. But they are consid-
erably easier to prepare, have fewer
pitfalls and posses a vitality French
sauces often lack.

Best known, perhaps, in the United
States, with its large southern-Italian
American population, is the Neapolitan
marinara, or mariner's sauce, In Na-
ples, it often is prepared with fresh
tomatoes; but our marinara sauces are
always made with canned tomatoes and
usually with the addition of a large pro-
portion of tomato paste, as well, Bul
whether the tomatoes are canned or
fresh, an ldeal marinara sauce should be
smooth, lightly scented with olive oil,
herbs, onlons, garlle and anchovies.

Served over thoroughly drained, but-
tered hot pasta, a wine-dark marinara
sauce makes an admirable dish, particu-
larly if the I’armvsan or Romano cheese
served with it is well aged, freshly
grated and plentiful.

He suggests an electric blender makes
little work of duplicating the most
Italian pasta sauce of all, the Genoese

peato, In Genoa, large quantities of fresh
basil are pounded in a mortar with

*whole garlic cloves, pine nuts and salt, '

to reduce it to a paste. Olive oil is then
stirred in, drop by drop, until the pesto
has the consistency of creamed butter.
At this point, grated Sardinian cheese
(called Sardo) or Parmesan is added.

A combination of parsley and dried
basil may work out.

Fettuccine Alfredo

The simplest dish of all, says Mr.
Field, is Fettuccine Alfredo in Rome
and Tagliatelle al Burro elsewhere. It
has for the past number of years en-
joyed a renown in the United States it
most assuredly deserves. Consisting of
nothing more than half or quarter-inch
wide strips of freshly made noodles,
classically dressed with butter, cheese,
salt and pepper, it is one of the few
pasta dishes in the United States where
you can be reasonably sure of enjoying
it In a restaurant if you can find one that
makes it. Generally, its cost is astro-
nomical, but at its best it is worth it.

“Whatever the pasta,” concludes Mr.
Field, “with so many superb varieties
and sauces to choose from, it would
seem a pity to continue cooking, sauc-
ing and serving it as carelessly as so
many of us do. After all, pasta is a dish
of great simplicity. To cook it less than
perfectly is hardly worth the effort.”

Teen-age Brides

Teen-age brides make up about 40
per cent of today's marriages—a fact
learned in a recent University of Cali-
fornia study. These young women, en-
dowed with relatively meager home
making skills, comprise a huge market
for frozen and canned foods—particu-
larly frozen-prepared main courses, and
entrees with “built-in" bulter-, cream-
and mushroom-sauces.

NSBA Officlels, Lioyd E, Skinner, left, presi-
dent of Skinner Macaronl Company, Omaha,
was elected Chairman of the Board of Trus-
tees of the Notional Small Business Associo-
tion, ond Chorles Beck of King of Prussio,
Pennsylvanio, was elected President, at the
Annual Meeting of the NSBA Board held in
Washington, D.C. recently, Mr. Beck Is

resident of the Beck Mochine Corporation.
g’he NSBA repiesents small businessmen
throughout the nation,
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How Was Macaroni Named ?
According to legend, Cicho,
a subject of King Frederic

of Saubin, dreamed of
discovering a wonderful
new food that would bear
his name. For years he
atudied and experimented.
But before he could present
04 2 his discovery to the people
of Saubin a neighboring woman stole his
recipe, prepared the new fgod herself, and
served it to King Frederic. Needless to
gay, the king loved it. And L
when Cicho protested
that the dish was his
invention, the king
replied, ** Impossible—
only an angel cou_ld
have given mankind
puch a divine f:lod."
e promptly !
ﬁ:r:el::l &e ngw dish Macaroni, from the
word Macarus, the divine fish.

The naming of macaroni may have many Ile
name for the highest-quality macaroni flour:

‘l

And another legend says that a wealthy
nobleman of Pgnlermo. who Ipved fine food,
had a marvelously inventive cook. She
devised a dish of boiled strings of l_iough.
covered it with rich sauce, topped it with
grated Parmesan cheese, and proudly
gerved it to the noble.
“Cari" or
“Thedarlings” 7 2
he shouted ;
after the first
mouthful —
which freely
translated
means,** Man,
this is great!”
After the second :
taste he emphasized his statement exclaim-
ing “Ma Cari”, * Ah, but what darlings.
And after the third mouthful hi_a“et}‘thu-
sinsm was boundlesa. * Ma C_nrom! ,'*Ah,
but dearest darlings!” he cried—paying a
supreme tribute to his cook’s wonderful
discovery and naming the new food, both
in the same joyful expression.

—So say the legends.

gends, but there's only one
King Midas Durum Products

PEAVEY COMPANY
Flour Mills
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La Rosa’s Rose-Colored TV

A recent Issue of Sponsor Magazine
fells how La Rosa is promoting the
theme of color in commercials to con-

sumers and the grocery trade.

The article notes that the market for

macaroni products in the United Statey
has a long way to go, s0 the aim is to
sell to a broader base of product users
and to sell “informationally.”

Housewives seldom know what to
look for when buying. La Rosa, there-
fore, feels that much of its advertising
effort must be geared to a from-the-
ground brand of salesmanship, selling
not only the taste appeal of the product
but an informative set of reasons—why
to a very wide range of consumers.

Broadcast Advertising

Broadcast advertising has been the
malinstay of La Rosa’s promotional ef-
forts, dating back to the early days of
radlo. The firm, in fact, jumped into
radlo in 1033, expanding its schedules
outside New York City as distribution
grew, and became something of a vet-
eran in the use of both general market
and ethnic appeal spot radio.

In the mid-1850's, La Rosa—now dis-
{ributing in much of the Eastern sea-
board and over to the Midwest—ex-
panded into TV with a succession of
syndicated program sponsorships start-
ing with the Preston Foster starrer,
‘'Waterfront,” and continuing with
such film series as “Silent Service.”

When the still-continuing color boom
began in TV last summer, La Rosa and
its agency, Hicks & Greist, were al-
ready in monochrome TV to the extent
that over 80 per cent of the firm's
budget was video-directed.

Golden Color Approach

Color TV seemed made to order for
La Rosa, for a good reason. They felt
that it provided a perfect means of
selling the product with sight and
sound demonstration, and in ecolor,
They were well aware that housewives
reacted well o the “quality” and “gold-
en color” approach.

The La Rosa color TV campalgn,
which developed from discussions be-
tween La Rosa executives, advertising
head James Tallon, and executives and
crealive staffers of the Hicks & Greist
agency, was to have a major objectlve
in addition to reaching the public. La
Rosa's Tallon puts it this way:

“It's no longer a novelty today in
grocery circles for a food product to be-
backed by television advertising: In
fact, those that aren't are an exception.
So, it takes more than just a TV cam-

palgn to stir up the food buyers and
executives of major supermarket
chalns In our distribution area”
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Jomes G. Tallen

Finally came an advertising idea, de-
ceptively simple. The campalgn was to
be built on the theme of “La Rosa is
the Golden One. Color TV commer-
cials stress this color quality difference,
making the use of the tint TV medium
a logical outgrowih of the basic sales
message.

Merchandising the Campaign

To merchandise the TV campaign to
grocers, salesmen were equipped with
a demonstration device (three.bottles
of flour, a white card, elc,, used in the
commercial—these are bread flour, fa-
rina, and No. 1 semolina). It made an
effective sales device. But what really
drew action was a contest staged by
La Rosa in the grocery trade. i

“We sent personal mail promotions
ailmed at the wives and female relatives
of grocery buyers,” recalls Tallon. “The
contest was simple; women were in-
vited to send in an answer to the ques-
tion, 'Why Is La Rosa more golden than
any other brand?' and the winner was
to recelve a brand-new color TV set.”

The promotion got actlon and con-
tinues to generate enthusiasm,

Other Italian Foods

La Rosa markets other products be-
sides its packaged pasta. The full line
Includes dry soup mixes, canned
sauces, canned spaghettl and meat
balls, canned raviali, grated cheese,
Halian-style bread crumbs, Although
they are not promoted as widely in
commercials as basic macaronl prod-
ucts, La Rosa feels that the quality
image from the color commercials will
rub off, to a large extent, on other firm
products,

“We went into color TV for two good
reasons,” says Mr. Tallon. “For one
thing, color set saturation has reached
a level in our distributinn nrea where it
hos become a real media force, Also,

we fecl that it {s the right medium in
which to sell a product in which ‘color'
Is actually a major product point,
which makes color TV more than
worth the 20 per cent differential we
paid for production factors in the
commercials,”

Food Technologists Honored

As jet planes shrink the size of the
&lobe, and the world population grows
al an unprecedented rate—an adequate
supnly of good and nutritious foods is
mote than sheer necessity, Three food
experts have played important roles in
the lives of millions by thelr work
which ensures that these crias-crossing
lives are made better by better foods
through technology. Recognition of
their work was given on May 22 at the
Awards Banquet held as part of the 26th
Annual Meeting of the Institute of Food
Technologlsts in Portland, Oregon.

Dr. Joslyn

¢ For pre-eminence in and contri-
butions to the field of food technology,
Dr, Maynard A. Joslyn was presented
the IFT 1968 Nicholas Appert Award.
He is professor of food technology at
University of California (Berkley) and
President of the Institute of Food
Technologists, Originated by the IFT
after the French inventor who, in the
Chicago Section, the Award s named
early 1800's, devised a “canning” meth-
od for preserving fresh food—a radical

Gold Coins Wianer, Mrs, Hazel Reese of
Philadelphia has much to smile about, being
the recipient of gold coins valued ot $200
during the Super Markat Institute annual
cmanrt‘:’nn Ilin C?Ilcogo. She wos one of
thousands of participants representing eve
state in the nation. Mrs, Reesa is r\:lg[ih ﬁ:!
Public Relations Department of the Fronk-
ford-Quaker Grocery Company of Philodel-
phia and has been an employes for nineteen
years.

V. Lo Roso and Sons, Inc., was one of
the mony S.M.1, exhibitors at the convention
with their “Booth of Tomorrow.’" Shown with
Mrs. Reese are Peter J, Schedler, Jr., left,
sales manager of V. LaRosa's “’amlmler,
Pa. Division, and Jourh Sugen, executlve
vice president, Fronkford-Quaker Grocery
Company,
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New Docks at Mueller's

facilities totaling 25,000 square
?:'l?""nfv. just been comgleud at C. F
Mueller Company, Jersey City, New Jersey.

Si;t nw docks odded to the three at the other end of the shipping area provides continuous,

efficient shipping operations to accommodote the expanding needs of the company.

Food Technologists Honored—
(Continued from page 22)

Award carries a speclally-struck bronze
breakthrough in food technology. The
medal (furnished by the IFT Chicago
Section) and a $1,000 honorarium, Dr.
Joslyn is widely known and respected in
the food industry both in this country
and oversens. During his almost 40
years of service in the fields of food
sclence, technology and nutrition, he has
been active in promoting them as one,
undividable area of knowledge and
application. Much of his research work
has been devoted to food analysis, a.-:
well as many aspects of food processing:
freezing, dehydrating, pickling, fruit
and vegetable juice processing and con-
centrating, and wine making. He has
also been active in developing programs
in food processing and distribution in
Australia, Israel, and other forelgn
countries. He is the author of some 300
publications and the reciplent of mar{,y
awards and honors including the BH
cock-Hart Award (1063) and the 1
International Award (1881).

Mr. Eskew

e For outstanding contributions to
science or technology which lead c:.):
rectly to large-scale commercial tg“c
production affecting improved pund
health through better nulritlon—ﬁ'bn
rick K. Eskew recelved the 1868 Bab-
cock-Hart Award, He is chemical en-
gineer and chief of USDA'S Agﬁcullur;
al Research Service Engineering an
Development Laboratory, Wyndm:‘or,
Pa. The award is donnted by the Nu-
trition Foundation, Inc., and is admln;
jstered by the IFT. It carries a specla
plaque and a $1,000 honorarium. er.
Eskew is cited for his vdevelopments in
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the field of dehydration which are the
basis of several processes which in in-
dustria] production today make avail-
able for public nutrition a wide variety
of high-quality dried fruits and veg-
tables.” The now-taken-for-granted in-
stant potato flake was developed under
Mr. Eskew's direction, among other con-
venlence products in today’s supermm::
ket, including new “quick-cooking
dried fruit and vegetable pleces. Mr.
Eskew has been frequently cited for the
successful application of chemical en-
gineering principles to food process de-
velopment with full benefit to conven-
fence and nutrition. The Babcock-Hart
Award recognizes Mr, Eskew's primary
interest in the concentration and dehy-
dration of foods to preserve their flavor
and nutritive value and, by Improving
thelr stability, to make them more
widely available than their fresh ver-
slon,

Dr. Stewart

e For exceptional p‘Brformhnncc h}
oting international exchange o

ﬁ;'::s‘ in tﬁe extensive field of h:»cn'.!l tech-
nology in a “shrinking world"—Dr.
George F. Btewart will receive the
1966 1ET International Award, He Is
director, Food Protection and Toxicolo-
gy Center at University of California
(Davis). Dr. Stewart was cited for his re-
search, academlc and editorinl contri-
butions in bringing betier international
understanding to “oth the problems
and advances in food science and tech-
nology. The Award Is comumemorated
by a special engraved Silver Salver do-
nated by the two Australia Sections of
[FT. Prior to Dr. Stewart’s prefent posi-
tion, he was head of the Department of
Food Sclence and Technology on the

Davis campus of University of Calif-
ornia. As an educator, Dr. Stewart's
training of foreign students has had pro-
found influence on the food industry
abroad. In Japan, the rapid development
of its broiler industry is greatly at-
tributed to the teaching ability of Dr.
Stewart. As an author, editor, and Ex-
ecutive Editor of IFT journals—impor-
tant food knowledge has been made
widely available in useable form. He has
also been very influential in organ-
izing and stimulating food scientific
meetings that bring together the best
minds of U.S. and other countries in
food knowledge exchange. The inter-
national value of his work has been out-
standing in all aspects.
. L]

The awards were announced by Cal-
vert L. Willey, executive secretary of
IFT which is the not-for-profit profes-
sionnl soclety of the food industry. This
scientific and educational soclety en-
courages the betterment of foods
through research and communication of
food knowledge. Its 10,000 members are
from throughout the U. 8. and over 50
other countries of the free world, repre-
senting on aggressive and fast growing
task force of scientists, engineers, execu-
tives and educators dedicated to the pro-
duction and processing of a wide variety
of appealing and nutritious foods.

IFT President and

President-Elect
Dr, John H. Nair, food industry con-
sultant, succeeded Dr. Maynard A.
Joslyn, University of California profes-
sor of food technology, us President of
the Institute of Food Technologists at
(Continued on page 28)
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| - Cyclo-Mixer Extruder
with Twin Die Head for...
continuous mixing, kneadmg,

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry
lumpes 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
adjustment with sight flow feed.

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

NEW CUTTING DEVICE SYSTEM

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

NEW TYPE SCREW FORCE FEEDER SYSTEM
Force feeder maintains constant feed of dough to screw under pressure.

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

#Iiglin production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
ction.

» precision control to the cyclo-mixer. Control is by micrometer

24
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TWIN DIE MODEL THCP (shown)
2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

For detailed information write to:
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FDA Tightenz Vitamin Rules

The Food and Drug Administration
has announced the tightening of regu-
lations applying to the sale of diet
foods, vitamins, and other nutrition
supplements. Dr. James L. Goddard,
Commissioner of the FDA, sald the
changes alm for more information to
consumers and the removal of miscon-
ceptions concerning the kinds and
amounts of vitamins needed in the diet.

The new regulations will go into
effect in six months unless delays are
forced by industry objections. Normal-
ly 30 days are allowed for objectlons
to proposed changes, but FDA ex-
tended his period to 60 days because of
recognition that the magnitude of the
changes may arouse widespread Inter-
est and objections.

“Recommended Allowances”

Under the new regulations, the term
“minimum daily requirement,” which
has been employed in connection with
vitamin and mineral enrichment, will
have to be dropped as misleading. In-
stead, the term “recommended dietary
allowance" will be permitted.

Furthermore, the makers of products
that contain more than the recom-
mended allowance of any vitamin or
mineral will have to eliminate the ex-
cesses, The agency contends that many
Americans have incorrectly believed
that nutritional benefits might accrue
from teking vitamins In excess of the
minimum requirements. :

The new regulations provide for
elght classes of foods to which specified
amounts of certain vitamins and miner-
als may be added to improve nutritive
values. In addition to such foods as en-
riched flour and bread, enriched corn-
meal and margarine and evaporated
milk, which are already covered by
standards that permit vitamin and min-
eral additions, the following are listed:
processed cereals, fruit juices and fruit
drinks, infant formulas, Infant food
products, macaroni products, both fluid
and powdered milk for drinking, fluid
skim milk and fluid low-fat milk for
drinking, and salt,

Processed Cereals

In the case of processed cereals, the
new regulations provide that they may
be fortified with four permitted nu-
trients and must have a label which
bears the stalement “fortified with
vitamin BIl, vitamin B2, niacin and
fron.” 5

Claims are prohibited in labeling or
advertising of fortified foods to the ef-
fect that they are adequate or effective
for treatment or prevention of any dis-
ease or condition, or that a diet of ordi-
nary foods would not supply adequate
amounts of vitamins and minerals,
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In the case of multl-vitamin supple-

ments which contain less than the

recommended amounts of some in-
gredlents, increases must be made un-
der the new rules, Also, the new
standards provide that vitamin and
mineral supplements contaln only those
nutrients considered to be important
in supplementing the diet and in
amounts that fall within a stipulated
range. Recommended dletary allow-
ances of 17 vitamina and minerals are
included in the regulations.

“Low Calorie” Claims

Labeling of foods and drinks as “low
calorie” must be limited to those con-
taining 15 or fewer calories per serving.

Claims on food “reduced in calories”
must be limited to foods that contain
at least 50 per cent fewer calories than
thelr ordinary counterparts.

Extravagant promotion of “shotgun”
multl-vitamin and mineral supple-
ments that contain nutrients that meet
no dietary need and tend to mislead
consumers is prohibited.

The new regulations, it is indicated,
are In line with proposals of four years
ago in a report of the Food and Nutri-
tion Board. The FDA pointed to the
Board as “the foremost authority on
nutrition in the United States.” Its pro-
posals in 1062 brought more than 50,000
protesis to the FDA, Protests have al-
ready begun to flow in to the agency,

Figure Control

The Duffy-Mott Company is adver-
tising a three-course, 300-calorie meal
of “Forbidden Food" and stating that
you will lose up to five pounds a week.

Copy in the May issue of the Ladies'
Home Journal which shows a casserole
of spaghetti and meat balls says: “Eat
up and slim down. Slip into a slender
new shape without starving. Just eat
Mott's Figure Control Meals. They're a
feast for weight watchers who are fed
up with starvation diets.

“You get meals of ‘forbidden food'
like spaghetti and meat balls, Chicken
a la King. Hearty beef stew. Appetizer
and dessert, too. Three courses to feast
on, Yet each meal is less than 300
calories,

“Who could feel starved eating a
pound and a half of deliclousness? Who
could be bored when there are seven
tempting meals to choose from?

“Mott's cuts the calorles in 48 other
Figure Control Foods, too. Foods you
can buy separately, like breakfast
drinks. Salad dressings. Pancake syrup.
Fruits, Mott's famous no-calorie sweet-
ener. All are high In satistying flavor—
low in fattening calories,

“It's great to be a loser with Mott's!"

Red Cross Spaghetti
Award, "Ihl’c.h.lr.ugo Fi

Wins Hermes
roted Advertisi

Club awarded a gold “"Hermes’ to Frorr:ﬁ
Denby Allen, shown above, president of the
John B, Canepa Cunparrm manufacturers of

Red Cross macaronl products, The award-
winning ed ron In many Midwest region
grocery trode publications,

The Hermes Award, named after the on-
clent Greek god of persuasion, Is given for
oumandklx advertising in'Various fields. Co-
nepa’s Cross od for a glont spaghetti
disploy plece was headlined, “There's only
one way for your profits to go from here:
up!" The od wos prepared by the Canepa
Company's advertising ogency, Lilienfeld &
Co., Chicago,

Consumers Want
Calorie Count

A survey of what 1,141 housewives
think of packaging today revealed that
calorie content—an item seldom found
on labels of products other than diet
foods—Is highly important to the ladies.

In the survey, conducted by National
Family Opinlon, Toledo, O., for Sales
Management magazine, respondents list-
ed calorie content as the fourth most
important item on labels. It ranked only
behind the basic information of size and
weight, ingredlents, and amount con-
tained.

The study also revealed that 48 per-
cent would change brands if the com-
peting brand's package was better; 49
per cent said first-time purchases were
influenced by the package, and 63 per
cent said home looks is more important
than shelf appearance.

Can’t Please Everybody

Because people tend to eat about the
same amount, a small change in food
supply affects prices greatly, In general,
at the farm level, a change of five per
cent in supply of oranges changes price
ten to 15 per cent. At retall, a five per
cent change In supply changes price
from four to six per cent,

For thiz reason, a growers income
increases by a reduction in the crop,
whereas a processor's is decrensed by
the same crop reduction.
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's 2 mew excitement about spaghetti/The addition of
?;{’; 'M‘I'\MPLEX' Concentrated Glyceryl Monostearate tg
the spaghetti you make keeps its appearance, flavor, an
texture just as inviting in the steam table as when it comes
fresh out of boiling water at home. Food service managers
will want to serve it more often. You can look forward to a

market.
bﬂl’\?ll‘ivev'f:fzx Concentrate does not affect flavor. It meets
the requirements of U.S. Food and Drug Definitions and
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Standards of Identity for Macaroni and Noodle Products,
as amended. Learn more about its advantages by getting in
touch with Distillation Products Industries, Rochester, N. Y.
14603. Sales offices: New York and Chicago. West Coast
distributors: W. M. Gillics, Inc.

0} 20

Distiltation Products Industries
is a division of Eastman Kodak Company
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IFT President Elect—
(Continued from page 23)

the close of the Institute's 26th Annual

Meeting in Portland Oregon.

At the same time, announcement was
made that Dr, George F. Stewart, dir-
ector, Food Protection and Toxicology
Center, University of Califoimda, has
been elected to the office of IFT Presi-
dent-Elect.Dr, Stewart will assume the
IFT presidency at the close of the In-
stitute's 1907 Annual Meeting to be held
in Minneapolis, Minnesota, May 14-18,
1067,

Dr. Nair With Lipton

Prior to his retirement from full time
industry activities, Dr. Nair was assis-
tant director of research, Thomas J.
Lipton, Inc. He is a direcior of Avi
Publishing Co., and Onyx Chemical
Corp. He is also a trustee of Beloit Col-
lege from which he graduated in 1815,

Dr, Stewart, former research chemist
for Ocoma Foods, joined the University
of California from Iowa State Univer-
sity in 1051, Prior to his present post he
was chairman of U.C.'s Depariment of
Food Science and Technology at Davis,
Califoinia, He received the Ph.D, degree
from Cornell University in 1833,

Stouffer Staff Changes

Two top munagement changes re-
flecting the rapld growth taking place
in the Frozen Prepared Foods Division
of Stouffer Foods Corporation were an-
nounced by Vernon Stouffer, president.

Wallace C., Blankinship, vice presi-
dent and general manager of the divi-
slon, will join the corporate staff as vice
president-frozen foods systems develop-
ment.

James M, Biggar, formerly vice presi-
dent-marketing, will succeed Blankin-
ship as vice president and general man-
ager, Frozen Prepared Foods Division,

Stepped Up Sales

Stouffer’s institutional foods are be-
ing sold at twice the rale of a year ago,
while retail sales have increased over
15 per cent a year for the last five years.
“Opportunities created by this growth
necessitated a corporate department to
coordinate the various systems and to
develop the full sales potential of both
the institutional and retail food lines,"
StoufTer said.

The institutional line now includes
43 frozen prepared products, 28 of
which are sold In retall markets. Nine
sauces and dressings are also retailed. .

The capacity of the present plani at
3800 Woodland Avenue in Cleveland is
no longer adequate to our production
needs, Stouffer sald. A study is under-
way to locale additional facilities to
nccommodate the incrensed volume,
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Pouch Packaging
Makes Savings

Food Processing & Marketing Maga-
zine reports that Lawry's Foods of Los
Angeles was packing most of their dry
mix products for institutional size in
glass jars. As compared to pouch pack-
aged mixes, Lawry's found the jars
bulky in warehousing and shipping,
and shipping welghts were felt to be
excessive,

Although the flexible pouches were
ideal for retail-size mixes, they were
not strong enough to hold quantities
required by institutions. Also, pouches
laid flat for storage on institutional
kitchen shelves could not be rapidly
identified.

The solution was a reinforced, bot-
tom-gusset pouch made of cellophane
laminated coated aluminum foil and is
now used for the Lawry institutional
line. The pouches can be formed, filled
and sealed automatically at rates to 40
per minute on a horizontal pouch pack-
aging machine.

Packaging Influences

One out of every two shoppers is in-
fluenced by packaging the first time he
buys a product in a supermarket.

Almost as high a ratio of shoppers
report they would change brands if the
competing brand's package was better,
if the products were though equal in
quality.

These are some of the prime findings
in a new survey on consumer attitudes
as reported to Sales Munagement mag-
azine by National Family Opinion, a
research firm.

Will Pay More

In the study, 60 per cent of respond-
ents said they would pay more for a
more convenient or efficient container.

Yet only 35 per cent said that a
manufacturer who takes the trouble to
produce a good package also makes the
better product.

Because of the congressional hearings
on deceptive packaging and the prepa-
ration of “truth in packaging”" legisla-
tion, the survey asked housewlves
relevant questions,

It was found that 85 per cent resent-
ed any manufacturer allempt to fool
the buyer by packing n small amount
in an oversize package; 87 per cent dis-
approved of trying to sell the “same
old product” by putting “new"” or “im-
proved” on the label, and 56 per cent
belleved “cents off" is a bargain.

Eighty-five per cent sald they look for
weight and measurement information
on the package; 65 per cent sald that
labels give them enough information
o purchase by.

The survey also showed that plastic
packages have caught the fancy of con-
sumers and that hard-to-open packages
still draw their wrath.

Cello Converter Survey

® Most packages use more than one
converter as a source for their
packaging materials and a substan.
tial number rely on three or more.
® Packagers using more than one
converter rarely divide their busi-
ness equally,
® Influencing their choice of conver-
ter are: quality, price, delivery,
company service and — most im-
portant — the converter salesman.
These were among the most signifi-
cant findings of a nationwide six-month
survey conducted by Olin Cellophane to
determine and appraise the factors that
contribute to (or detract from) a con-
verter's success in selling converted
packaging materials.

The survey was sponsored by Olin as
a service lo the converting industry in
the belief that an objective analysis of
‘buying motivations” would provide
converters with valuable marketing
guldes, One of the goals of the survey
was to find out what prompts a purchas-
er to give one converter “the llon's
share" and why packages switch from
one converter to another,

The converier salesman plays a key
role in his company's success, regard-
less of its size, the study revealed. That
success stems from the salesman's de-
tailed knowledge of his customer's bus-
iness and his abllity to make practical
and valuable contributions to the pack-
ager's business,

The survey included a sampling of 93
packagers and 30 converters. They rep-
resented a cross-section of the nation's
packagers and converters.

Small, medium-sized and large pack-
agers were Interviewed, Including those
in the following fields: snacks, candy,
cookies, bread, sweet doughs, meats, and
dalry products, More than 50 per cent
of the packagers covered spend over
$100,000 annually on converted cello-
phane and more than 25 per cent spend
in excess of $500,000,

George W, McCleary, marketing dir-
ector of Olin Cellophane, explained that
his company had decided to conduct
this extensive study (made through an
independent research organization) to
help the converter attain Increased and
more profitable sales,

“We are convinced the converter In-
dustry is a dynamically growing busi-
ness and we hope to grow with this
business,” he sald.
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Building Sales with Coupon Promotions

A digest of comments by William R. Bullion, National Sales Managor, Neilsen Clearing House, A. C,

Neilsen Company before the Brand Management Discussion Group, New York Chapter, American
Marketing Association.

M !
Willism R, Bullion

P unill a few years ngo, consumer

promotions were considered some-
thing temporary and werd limited main-
ly to special situations, But these days,
promotions are an integral part of the
total marketing concept for numerous
reasons: increased competition; prod-
uct proliferation; the change from per-
sonal selling to self-service and con-
sumer sophistication. Most important,
consumer promotions are paying off for
the manufacturer and benefiting the
retaller too. Especially with new prod-
ucts, it's an effective way of obtaining
shelf space and then getting the shop-
per to buy them.

Popular Demand Builder

Couponing is one of the most popular
means of building consumer demands.
For instance, 15 of our leading clients
have expanded their rate of couponing
by aver 90 per cent since 1881. Nation-
wide, the total number of coupons dis-
tributed have nearly doubled since
1862 while the number of couponing
manufacturers has increased a third, A
recent study of direct mail showed that
only nine per cent of the public dis-
likes coupons, The study revealed that
over 50 per cent of the people usually
use them. It's an Incentive few house-
wives pass up. %

Another survey for Food Field Re-
porier showed that only six per cent
never take advantage of cents off cou-
pons received In mail, clipped from an
advertisement or obtained with a prod-
uct.
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The fact thal coupon promotions
work is not new to grocery manufac-
turers, Eight of the top couponers are
among the top ten advertisers in the
grocery field, They have created a
working partnership that helped build
$11.9 billion In sales last year. Market-
ing experts wouldn't pay out $468 mil-
lion in redemptions if there was a
better way to help build éonsumer in-
terest. Coupons also have the particu-
lar advantage of providing an effective
sales incentive to consumers without
disturbing the store managers' current
inventory, that is, there is no need to
stock special deal merchandise which
creates inventory and pricing problems.

Advantageous Flexibility

Coupons have advantageous flexi-
bility, If you are interested in a new
market, the coupra can be limited to a
specific area through direct mall, the
local newspaper or a regional edition
of a magazine. A product can be direct-
ed to types of households most likely
to use the product via special malling
lists and selected magazines. In new
product introduction, direct mail has
become a favorite for many because it
is most likely tv command greater at-
tention—especially if it is mailed by
itself, Other sound reasons for using
coupons’ custom-design abilities in-
clude:

1. Broadening distribution — getting
more stores to carry the product.

2. Reducing excessive inventory,

3. Equipping salesmen with an addi-
tional tool.

4. Cushioning a price increase.

5. Upgrading the consumer to a
larger size.

6. Obtaining more stnre displays.

7. Quickly determiniug the ultimate
size of the market.

8. Stepping up sales in order to main-
tain production at economical levels,

8. And, of course, creating new inter-
est, complementing advertising.

SBuccessful Promotion

Ilow do you put together a successful
coupon promotion?

0Odd slzes and shapes create handling
difficulties for retallers; therefore, use
standard dollar-sized and the small
one-third size punch card coupons.
Punch cards and the new magnetic ink
coded coupons can be processed quick-

ly and can be analyzed by computers,
Always feature prominently in at least
two places the face value of the cou-
pon. Marketing Information, if not in
computer language, should be in easy
to read coded form, Help protect your-
self against misrepresentations with a
statement about redeeming the coupon
fairly and your right to vold the cou-
pon without sufficlent proof of pur-
chase. And, finally, keep the design
simple so that the coupon value will be
clear and easily understood.

Distribution

Now for its distribution. Never use a
coupon which is substantially higher in
value than the publication in which It
appears—or you will see how circula-
tion can go up. Also make sure unsold
copies of the magazines or newspapers
are destroyed or reclaimed so that the
coupons they contain will not be mis-
redeemed.

Use distribution in ways that lead to
more efficiency: direct mail can be
more effectively controlled, while pub-
lications have a low distribution cost,

If you don't have adequate product
distribution—at least in 40 per cent of
the stores—you'll shortchange the pro-
motion and antagonize the consumer. It
is also advantageous to direct your
couponing efforts to marketl areas that
are compatible with your product or
it'’s a waste of money.

One of the surest ways of having a
successful promotion is to test it out in
a limited area so you can correct any
problems. However, use a test area that
has characteristics that will be encoun-
tered in the full scale effort,

Consider the Relaller

Whatever you do, always consider
the retaller. Pay him as soon as pos-
sible since he has actually used some
of his money to discount your product
at your request. Don’t involve your
salesman In picking up or paying the
retailer—his job is selling and this
added task is just going to cause delays.
Instead, maintain or use a redemptlon
facility which can do the job quickly
and accurately.

Also, the use of a coupon expiration
date can shorichange a retailer if he is
slow in his processing. If you must use
an expiration date, honor the coupons

(Continved on page 32)
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Coupon Promotions—
(Continued from page 30)

for at least three months after the date.
! Since the coupons belong to you, pay
postage on redemption shipments. Last,
but still very Important, give distribu-
tors and chaoin headquarters advance
notice of the coupon promotion so that
they will have sufficlent stocks of
merchandise,

Redemption Rates

Coupon redemption rates are depend-
ent on the media used to distribute the
coupon. Compared with others, direct
mail is very high, running to 15 per
cent. In or on package follows with 10
per cent, compared with six per cent
for magazines and supplements, and
three to four per cent for newspapers.
{ Accomplishing your objective is what
v counts. For instance, il you are using
! 3 the promotion to help sell a stora on
: ! stocking your product and you succeed,
the number of coupons redeemed is less
important.

To get a beller perspective, let's take
look at a typical manufacturer’s cou-
poning costs on a perceniage basis.
Since dollar figures are not shown, rel-
atlve costs of each media should be
mentloned: To clrculate the same num-
ber of coupons, newspapers would be
the least expensive method followed
by magazines, including supplements,
then direct mail and in/on pack. This
last method can vary considerably ac-
cording to the difficulty in packaging.

In the table, pre-circulation costs for *

newspapers look high, but it's just that
advertising production and space ac-
counted for the bulk of the money
spent for the promgyion. In reality, it
was much cheaper than the Supple-
ment and Magazine campaign or the
Direct Mail promotion. On the average,
the biggest percentage of cost was for
face value, followed by pre-circulation,
handling allowances, redemption, and
retaller postage. Of course, the higher
your redemplion rate, the more it will
cost for the last four items.

Redemption Palterns

Redemption patterns vary consider-

ably, depending on the media used.

i Newspapers peak quickly and peter out
L suddenly. Direct Mail starts quickly,
} too, but it is spread out at a higher
rate over a longer period of time. Mag-

azines have a slight delay and peak

in the third month, ihen gradually

taper off over a long period of time,

In/On product coupons, after two

months, show a fairly healthy rate for

1 ; the rest of the year. Recognize that
these rates are not reflected until about

three or four weeks after distribution,

It takes that long for retailers to return
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Coupon Promotion Cost by Methed of Distribution

Supplemenis Direct In.On
Newspapers Magazines Mail Pack
Pre-circulation .....vvv0ve00...620% 42.5% 4.3% 16.2%
Face Value .....covvvvvnvnnans 28.7 448 422 86.2
Handling Allowance .......... 6.2 9.4 10.6 13.8
In-Out bound
Postage to Retailer ......00004: 03 0.5 04 08
Redemption .....cvvivvnenness 1O 28 25 4.0

the coupons and have them processed
by your redemption facility.

Recently we completed a study of
341 new couponing efforts. These were
promotions for manufacturers who
have never couponed or who had not
done so in recent years. Their products
included everything sold in food stores.

Newspapers were the most frequent-
ly used method of distribution, with al-
most half of the couponers using the ..
(48%). I'm sure that this popularity
was due to its low cost. Second was
direct mall with 36%, the surest way to
get a coupon iInto the consumer’s
hands. In/On Pack accounted for 12%;
hand delivered 1%. Magazines only ac-
counted for 3% in this study, but the
figure is considerably higher for estab-
lished couponers.

Average Coupon Face Value

Newspapers ...... 12¢

Direct Mail ...... 30¢

In Package ......23¢

On Package ......12¢

Magazines .......12¢

Hand outs ....... 25¢
Another new study compared color
with black and white coupons, and as
might be expecled, color coupons with
color advertising pulled best. The dif-
ference was grealer for magazines and
least for newspapers, zo It looks like it
is worth the extra money in magazines.

Coin Refunds

Coin refunds are an incentive device
that bypasses the retailer and enables
the consumer to get a substantial dis-
count for purchasing a product. Be-
cause of the greal expense of a refund
promotion, it should normally be used
where coupons are not feasible, For ex-
ample, it is a good substitution for store
redeemed coupons in areas where mls-
redemption Is prevalent. Refunds can
be ideal in the introduction of new
products and the expansion of the mar-
ket for existing products.

According to our records, coin re-
funds are a very popular means of con-
sumer promotion. In a study of 20 re-

* funds, all required proof of purchase,

such as a label, and most used a cou-
pon. Some forego the coupon for a
letter of request. The range of redemp-
tions was from 0.15 to 1.7%; the aver-
age being ¥4 of one per cent. Although

the percentage of redemption is low,
the promotion can be combined in the
body of an advertisement and reach a
large cross-section of potential users,
In this study, most of the refunds were
in the 25 to 50¢ area,

Coin refunds from tear-off pads at
the point of purchase averaged 2.53%
in a study of 14 cases. The redemption
range ran from a low .31 to a high of
9.5% for one promotion which went on
an unusually long time. To budget for
this type of promotion, one usually has
to look at only the first three months
to determine the redemption returns
in much the same way as a coin refund
in newspapers. Refunds of this sort are
excellent for their high returns and
low cost of distribution. Salesmen can
put the pads in the store right by the
product to stimulate impulse buying.
The drawback is, you never know how
many pads are on display—a sltuation
that renders small promotions some-
what ineffective,

Store Redeemed Coupons

Store redeemed coupons are also
used in refund promotions, but they
are less popular. Their advantage,
though, s that the consumer theoreti-
cally samples the product twice. The
idea in this case is to have the shopper
purchase the product first and then
the manufacturer will give her the next
one free, thereby gaining and keeping
new users. It's an expensive and com-
plicated proposition.

In summary, then, these are the fac-
tors that seem to have the most Influ-
ence on coupon redemption rates:

e Method of distribution — direct
mail, newspapers, magazines, or
what have you.

® Your supporting advertising and
merchandising efforts — in-store
displays, TV commercials, and
color spreads do an excellent job
of spreading the word.

® Size of product cluss—with more
potentinl sales, it's an easler road
to success,

® Extent of brand distribution — at
least 40 per cent of the stores so
customers have an opporiunity to
buy the product.

(Continued on page 40)
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The new Demaco
2500 Ib. per hour
Short Cut Press.
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Demaco - The Complete Line . . .
Long Goods Continuous Lines, Short Cut Presses,
Noodle Equipment, Insulated Dryers for short cuts,
Noodles and Batch Dryers, Direct Canning Presses,
Cereal Presses, Conveyors, Die Washers.
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giving value and getting friendship, As could provide you with all the answers
& matter of fact, we are involved in a You need — or the forum to discuss
colossal irony: At the very time we are them.
rendering the greatest service, our mo.

tives are under greatest suspicion,
I'd like to try my hand, however, at

Bell the Philosophy

a simplification and distillation process
We must accept, then, the unhappy and tell you that, in my opinion, every
fact that we can succeed as salesmen major problem and every major oppor-
and suppliers of products yet fail to tunity which confronts you now can he
“sell" the business philosophies which covered by one of just five words: man.
are fundamental to the conduct of our power, cosls, innovation, communica.

business, The warnings are there to be tion and education,
read, You need look no further than our

i {s as individual entities.
3 reover, their education does supermnrlf'e i ) .
ﬁ:‘:"::o:! ztethe graduating platform's  “Selective me:IEhun'?mtnlf 1ts e:d u:.rnl; i
0 d that is used to describe this trend, _
edge. The food pages in newspapers an Bcilbe Y e, o
tinue their education in it uimplylmenns o
?nﬂs?:zfl:oe; vc:ll::es. And what thoy don't  future will bnl designed, slock.erl nr'lld
learn from the food editors, they can operated to stimulate ond satisfy :he
ick up from the family doctor or tastes and needs of consumers in the
gecdlalrl'::lun arcas in which they operate. -
Despite this impressive step-up In  Needless to say, the food manu

. turer will work more and more closely
lc::::e:n::r E:‘:ﬁfn:,:::.t:_. r:cu,-:;znn;ﬂmx- with the retailer in his efforts to spot
P a

and sati fy local preferences. And it is
f:n:l;;llﬁ,:?:i:galt":h‘;ﬁ::r?nz?ce:#;: here that the new breed of salcs repre-

Distilled Philosophy
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sentative can be particularly helpful:

Think about this obvious over-simpli-
cation for just a moment, I doubt serj-
usly if there is anyone here who

Or doesn't have a few uneasy moments

So we in the grocery industry need
friends, and we need them badly. We cerned
must conduct ourselves in such a way cosls, Si

when he addresses his thoughts to the
calibre of his manpower—or isn't con-
about constantly increasing

the consumer's 32-o0z. capacity stomach
will nol expand with the national econ-
omy. And with more and more con-
sumers becoming more and more aware
of the dangers in over-eating, that av-
erage 32.0z. capacity might even shrink
a little!

first, because of his intimate knowledge
of local market requirements, and, sec-
ond, because he can call en the ubiqui-
tous computer to check and double-
check that knowledge.

In summary, it would b2 sule to say
that tomorrow's better-edurated. more

milarly, you wonder what new Discriminating Shoppers diverse and more discriminating con-
i that we coutinually earn customer re- computer systems will do to brokers f course, that fomor- Sumer will be satisfied by a mﬂf;
| A spect, alleglance, and friendship, These when it's now possible for the machines A!I i means.]? be i reasin ly dis- kriowledgeahle, more: Elanomans. an
| Alexender N. McFariane are essential to us and we must give of maj tows 4 sopper Wik e IRe i

b e gt P18 £ vl ot

We Need Friends

Alexander N, McFarlane, Chairman,
Corn Products Company,

The grocery business doesn't need
customers. It needs friends. Sound
strange? Well, look at it this way:
Among us we have all the customers
there are, because all urban and rural
America shops at the grocery store, Of
course, you want these customers to
buy more of your products, and I want
the same for mine. But we know exact-
ly how to go about that. First, we make
a better product; then we market jt
better; then we price it better, If this
seems pretly trite, well there's nothing
original about the sun rising in the
East either. And the workings of the
marketplace are just as Inexorable,
There's a slmple, direct, cause-and-
effect relationship between glving val-
ue and getting patronage. The critics
of business profess that we have the
Power 1o rupture or suspend this rels-
tionship, that we can get away forever
with a deception. Sometimes I wonder
whether this is a greater compliment
to our alleged prowess than It is an

insult to our alleged lack of integrity,
But we, ourselves, may be indulging
in a bit of salf.deception, Perhaps we
construct a false syllogism which runs
something like this: Everybody is a
customer; all our friends are customers;
therefore, everybody is a friend,

Business Being Slandered

Right now we have some customers
who are not friends—some few who.are
openly slandering business and many
more who, while not yet unfriendly, are
beginning to absorb these slanders, Un-
fortunately for us there is no direct
cause-and-effect relationship between
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them the attention they demand,

V/e Need Education

Frank Armour, Ir., president,
. ], Heinz Company,

Despite the fact that the food indus-
try In this country s responsible for
producing and providing more than two
hundred billion meals a year for our
Populace—meals which afford us the
widest menu cholce in the world—meals
which can be quickly and easily pre-
pared by today's housewife — meals
which do all of these things while cost-
ing the consumer less than 18¢ of each
after-tax dollar — despite all of these
impressive records of performance and
achlevernent, we're here at this NFBA
meeting today for the purpose of find-
ing out if we can't do all of these things
even better! This, to me, is the remark-
able, stimulating, exciting story of the
food industry. Our industry is actually
unwilling to be satisfied with things as
they are—and being dissatisfied we're
all intert on changing and improving,

Impact of Change

Let me point out that if any of you
are unconcerned about changes or im-
Provements, you're in for a rude awak-
ening! There are, or there should be,
lots of questions in your minds. Ques-
tions on how to build a more effective
brokerage organization, or the impact
of computer operators, or the most
effective methods of store space alloca.
tion, or whether today's supermarket
has reached its optimum slze—and, if
50, how in heaven's name, are we going
to sell the new ilems which your prin-
cipals are continuously unleashing into
the distribution system? There are lit-
erally thousands of things which should
concern you and no association on earth
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or customers to “talk” directly
to similar sophisticated pleces of com-
munications equipment in the manu.
facturer's headquarter offices. Perhaps
your concern centers around the impact
of the freeze-dry process, You must

surely, have lots of things on your
mind,

I'll ask you now to consider the fact
that in the four questions I have just
raised, I've touched on four of my five
“distillation” words—manpower, costs,
communications and innovation. The
only one missing is education — and 1
purposely left it for last, for I feel very
strongly that education may well be the
key not only to our success, but to our
very survival. I'm indebted to Daniel
Peterkin, Jr., President of Morton In-
ternational, Inc., in Chicago for sending
me a copy of a speech he made a few

months ago to a grocery group in Cali-
fornia.

Student Opinion

Speaking about the healthiest and
best cared for high school and college
students in the world, those right here
in the United Stales, aren't you shocked
to hear that they're thinking along these
lines:

“61% feel that the profit motive is not

necessary for the survival of our Bys-

tem of free enterprise.”

82% believe there is practically no

competition in business today!

60% think that government should

take over much of the nation's indus-

tries,

56% think it would be satisfactory to

eliminate all economic problems by

taking from the wealthy and giving
to the poor,

34% believe that consumers do not
have much influence on prices be-
cause producing companies get any
price they ask,
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Frank Armour, Jr.

44% think that price controls could
be put into effect by guvernmer.n
without affecting the average man's
personal freedom.

55% believe In government owner-

ship of some Important segments of

industry.

We were sufficiently impressed by
these statistics to call friends at Morton
International in Chicago and ask for
additional information concerning the
source for these slatistivs. We learned
that there were two principal sources—
the Opinlon Resrarch Corporation in
Princeton, New Jersey, and the Inde-
pendence Hall Assoclation in Chicago
who conducted their questioning of high
school students at the Hall of Free En-
terprise »* the recently concluded New
York wotld's Fair.

I'll jeave It to you if education does
not deserve to be listed among the top
five words in my distillation and sim-
plification of your—and my—problems.

Selactive Merchandising

James E. Marler, president,
Standard Brands Sales Company.

One of the most important considera-
tions In the future merchandising of
foods (or any other product) is the
rapid rise In the education level of the
population. Today, for example, over
50 percent of the adult population have
had four years of high school or beyond.
Ten years from now it will be over 60

nt.
pe'lr‘t: the food manufacturer and retall-
er this means that a growing majority
of the housewives and homemakers who
shop the markeiplace will have had
some training in home economics and
& pretty basle appreciation of the rela-
tlonship between good food and good
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criminating about the quality of the
food she buys and its nutritive contribu-
tion to both normal and special diets.
She will continue to demand conveni-
ence, but will accept it as a matter of
course, She will be more Interested in
the taste and texture of the food she
finds Inside the convenient package
than she will be in the fact that it is
easily opened or easily disposed of. She
will Insist that her convenience foods
be as tasty and eye-appealing as they
are quick and easy to prepare.

Tomorrow's food merchandisers will
also give increased consideration to the
regional and local preferences that exist
among the nation’s consumers — not
only for the foods they buy, but for the
theme, the message (and even the mu-
sic!) that are used to merchandise the
foods.

The regional preferences of the
North, South, East, and West are pretty
well-known and comparatively easy to
satisly, For example, coffee roasters
have long catered to the consumers In
one section of the country who like it
“light" and to those in another area who
prefer it “dark.” But todoy's merchan-
disers are faced with the fact that many
products do not sell with the same ve-
locity in all stores in the same geo-
graphic area,

Selective for Area

The reasons for these Intra.market
differences may be related to a variety
of demographic and cultural factors
such as family size, average income,
and ethnic background. The point is
that the successful retailer in a market
will be the one who knows most and
does most about them.

Because of the need for delailed
knowledge of local requirements, there
will be more and more consideration of

more selective retailer, and that this re-
tailer will be backed to the hilt by the
national and local resources and re-
search of his manufacturers and their
sales representatives.

Supermarkets Slim Profits

Despile increased sales, the super-
market industry had another lean year
in profits in 19685. The unnual report of
the Super Market Institute showed that
the net operating profit before taxes of
the average supermarket declined from
2.1 percent in 1964 to 1.B percent last
year.

The 1865 figure was the same as 1963
and barely topped the 1.7 of 1061 and
1.6 of 1862,

The SMI report, based on a study
of its members, also revealed that 95
per cent of supermarkel companies
achieved a nel operating profit in 1965,
The five per cent suffering a net operat-
ing loss was the smallest percentage in
six years.

Increased labor costs and tighler
competition were given as the principal
reasons for the profit squecze.

SMI members operating close 1o
20,000 food stores, which in 1965 a.
counted for $28,000,000 in retail sales,
showed an average sales gain of nine
per cent over 1964 sales.

Want the Best

Being educated means to prefer the
hest, not only to the worst, but to the
second best.

Wm. Lyon Phelps

Office Cost

For every penny used to buy paper for
business, according to one expert, an
additional twenty cents will be spent
for handling, typing and filing.
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Italian Plant Modernizss

The Buhler Diagram 41 tells of the
modernization of Pastificio Moro at
Chiavenna, Italy, The plant has been in
exist:nce for many years, but had pre-
viously used only the batch system for
the manufacture of long and short
goods, .

The first step, made a few years ago,
was to modernize the plant with a con-
tinuous Buhler short goods line with a
capacily of 8.6 metric tons per 24-hour
day.

Operation of this line was so satis-
factory that Moro decided to modernize
the long goods production line as well.
This modernization was found to be
essential in order to lower production
costs, since in a modern macaroni plant
it takes no more personnel to supervise
production when several lines are in
operation than when there is but one.
Labor costs per pound of goods pro-
duced are therefore lowered when they
can be distributed over the complete
production range.

The old Moro macaroni plant building
was located in the center of Chiavenna
and had no economically practical
means of expansion or modification. In
addition, the narrow streets at the cen-
ter of the town were congested and
would have hindered truck transport on
the scale required by the increased pro-
ductlon of a modern macaroni plant.

On Outskirts of Town

The owners therefore decided that
the only practical solution would be to
build a completely new plant on the
outskirts of Chiavenna, located directly
on the main highway. The new building
complex, consisting of the plant proper
with storage facilities and an office
building, was planned on a generous
scale.

A long goods line was installed
equipped with climate control and auto-
matic stick return. Daily output i
15,400 pounds.

The continuous short goods line was
allowed to remain in the old building
during the erection of the new plant in
order not to interrupt production. Later,
it was qulckly and easily moved into
the area which had been prepared for
it in the new plant.

All of the presses are fed by a pneu-
matic conveying system which dellvers
the semolina.

Control Panel

All manufacturing processes are con-
trolled from a central switchboard.
Presses are joined by an inspection
bridge to facilitate supervision by the
production manager.

Alr conditioning of the plant insures
the necesary environmental stability
for the facluring pre as well
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as pleasont working conditions for the
employees.

The efficiency of packaging for both
long and short goods was also improved
with the move to the new buillding.

The Moro macaroni plant has its own
laboratory for constant quality control
of its ram materials, and of its inter-
mediate and end products. The firms it
supplies can thus count on top quality
goods at all times,

Motta of Milan

Motta, the glant Italian food com-
pany, started out baking cakes, but it
has grown Into supevriarkets, roadside
cafes, and even TV di‘ners.

This year the Mct = complex will do
an $85-milllon-plus business, no less
than twice the volume of five years ago.
It Is spreading from restaurants to su-
permarkets, from lce cream plants to
egg farms, and into joint ventures with
U. S. companies such as Jewel Tea and
Beatrice Foods. In addition, it produces,
under license, such non-Italian food
items as Life Savers and Schweppes
tonic waters,

Bpecialties with Convenlence

Now—with the avowed intentlon of
becoming the “Sara Lee of Europe”—
Motta is cooking up a batch of ingredi-
ents almed at the growing packaged and
frozen food market, both at home and
elsewhere on the Continent.

Looking to booming markets across
the Alps, Motta Is now putting the fin-
ishing touches on an $8,000,000 factory
just outside Verona. In full production,
it will turn out 80 tons of cookies and
crackers a day. Workmen are installing
a model kitchen to develop frozen
Italian-style TV dinners, also intended
for sale at home and abroad. These will
follow up a new line of packaged break-
fast cake, 1o be eaten cold or popped
into the oven for heating.

Motta [s concentrating on the special-
ty foods market. As Italy's largest
company of its type, it turns out a
broad range of bakery and confection-
ery items and ice cream from six plants
scattered throughout the country, It
owns and operates 27 elaborate ccflee
bars that sell virtually every Motta
product, dozens of small retall outlets,
and runs a chain of roadside snack bars
and restaurants.

International Operation

The company runs three lce cream
plants abroad — In West Germony,
France, and Peru—and has set up mar-
keting companies in the United States,
Belgium, and Britain to handle its line
of specialty foods.

With Jewel Tea Company of Chi-
cago, Motta has set up Soclety Italo-
American Supermarketls to ru. the
Stella supermarket chain in Italy, }our
markets are now in operation, each
averaging $30,000 a week in sales with
51 per cent of the profit going to Motta.
Ancther three are planned.

Motta shares a 50-50 interest with
Beatrice Foods in Beatirce & Molta, a
company established to make potato
chips and other snack foods. With an
Italian outfit known as Socleta Dress-
ing, Motta runs Ovomotia, a hatchery
producing 85,000,000 eggs a year, partly
for use in the manufacture of Motta
products and partly for sale to third
parties.

Slaris As Baker

In the late 1040's, the lale Angelo
Motta—who started the present com-
pany in 1019 with a small bake shop
specializing In panettone—Christmas
cake—realized he had to diversify in
order to survive. He went into ice
cream. Later the company added the
Easter colomba cake, and then a host of
non-seasonal items such as gumdrops,
candies, breakfast rolls,

(Continued on page 40)
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Whether you wish to build a new plant or
modernize your present one, Bum.nn_oﬂ'ers
you the services of a large and e:per!enced
team of macaroni manufacturing engineers.
The Sales Engineer who Yinih you to
survey your needs . .. the Project Engineer
who analyzes your operation and daveh_:pe
the best drying diagram for your require-
ment . . . the Draftaman who draws up the
detailed plans . . . and the Head Erector
who supervises the installation; all .th_ese
are factory-trained and qualified specialists
in the macaroni field.

Complete Macaroni Plants by

BUHLER

Sales Offices:

A1k Avtemetls CYR sl

Why Buhler-Designed Macaroni Plants
are the World's Most Efficient

They are also skilled at finding ways in
which you can save money thn‘mgh good
plant design and efficient operation.

Behind these engineers is the experience
gained from designing and operation of
hundreds of modern macaroni plants
located in practically every country of the
world where macaroni is made.

If you are interested in learning how you
can improve the quality of your product at
the same time you are increasing the_ out-
put and efficiency of your plant, write or
call BUHLER . . . loday!

BUHLER CORPORATION
8935 Wayratabivd.mp 26, M. 1) (0) (0) yEARS
Phone: Liberty 5-1401 -
BUMLER BROTHERS {Canada) LTD.
1925 Leslie St. €geR
Don Mills, Ontario
Phone: (416) 445.6910

Y= 230 Park Avenue (MU 9.5446)
:ﬂfﬂ:g;‘—:lwm 515, 327 Sovth LaSalle Strant [HA 7.5735)
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Motta of Milan—
(Continued from page 38)

Motta spends $4,500,000 a year to ad-
vertise its products and its trademark,
a big red “M" with the outline of Mi-
lan's cathedral superimposed. About a
third of its advertising budget goes for
billboards, many set up to catch the
eye of tourists.

Motta's executives are convinced that
the pattern of food consumption and
distribution in Italy and the rest of
Europe will develop along the lines
taken in the United States—as incomes
rise, customers become more choosy,
tastes more sophisticuted,

“The Italian elready thinks of us
when he thinks of fancy food,” says
Operations Vice President Armando
Rossi. "*As the frozen food craze spreads,
we want him to continue thinking of
u’.ll

Coupon Promotions—
(Continued from page 30)

Now the other side: these factors do
not appear to exerclse a significant in-
fluence on the redemption rates:

® The brand's share of market.

® The competitors' coupon activity.

® Whether it is a new or established
brand.

After all the planning and execution
of a successful coupon drop, don't, if
you like your retailers at all—please
don't keep them waiting for their re-
demptlon checks. It's money out of
thelr pockets—and a loss of good will
for you. If you aren't organized to
handle the peaks and valleys of re-
demptions, remember, the Nielsen
Clearing House,

Above all, remember that a well-
planned, well-executed promotion—
well-coordinated with your other sell-
ing activities—is money in the bank.
It will benefit you. It will benefit the
retailers. Mrs. Housewife will love you
—and she will buy your product.

Stange Markets Sauce Kaps

A new concept in packaging and mer-
chandising prepared sauces for the can-
ning indusiry is being marketed by
Stange Co. in the form of a unique, new
plastic “Sauce Kap" containing a rigid
sauce concentrate mix. “Add-a-Sauce",
which is reconstituted with water under
heat and forms a fully seasoned perfect
sauce in minutes,

The “Sauce Kaps" are made of poly-
ethelyne and are snapped on the top of
standard food cans; the cap's contents
are prolected by a tight seal of alum-
Inum foil. The plastic cap innovation is
designed to permit self stacking of the
cans with the caps attached 1o the can
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tops, On supermarket shelves, the cans
“nest” one on top of the other, and,
similarly, the capped cans store easily
in kitchen cabinets and on pantry
shelves, according to Bruce L. Durling,
Stange President. “Add-a-Sauces” have
an extanded shelf life without refrigera-
Yon,

Ed Penton, President of Eduardo’s
Foods in Auburn, Washington and in-
ventor of the novel Sauce Kaps, has
granted a license to Stange to produce
and market the new product to food
processors nationally and Internatlonal-
ly. Patents are pending on the cap in-
ventlon and the rigid sauce concentrate.

Varlety of Bauces

Stange has developed a variety of
formulations for the sauces to be packed
in the caps, taking advantage of the
company's broad experience in splces,
seasonings and food coloring which it
provides for the food processing indus-
try. The "Add-a-Sauces” are to be
processed and sold by Stange already
packed in the plastic Sauce Kaps ready
for attachment to the canner's own pro-
duct to form a veritable “plggy back" of
can and cap. The initial group of sauces
presently available includes: spaghetti
sauce, a cream sauce, bulter sauce,
cheese sauce, a sweet sauce, brown
gravy sauce, au jus sauce, and a sauce
especially formulated for ala king foods.

Other sauces are being developed for
the line and Durling sald that Stange
is setting up a program to work jointly
with food processors' markeling and
product development groups o create
exclusive sauces to meet their special
requirements,

Various Sized Caps

The caps can be formed and produced
in varying diameters to meet all stand-
ard can slzes, Durling explained. The
sauce mixture Is completely pre-proces-
sed by Stange in the company's Chicago
plant and is filled in the caps and heat
sealed with an aluminum-polyethelyne
laminate. Stange will produce the caps
under private label and will imprint

the canner’s own logo, advertising mes-
sage and consumer Instructions on the
plastic cap and on the aluminum foil
seal.

‘When the Sauce Kap is removed from
the can top and the aluminum foll seal
is peeled back from the sauce concen-
trate, the “Add-a-Sauce” wafer is then
added to water and reconstituted under
heat. In about five to fifteen minutes,
depending on the type of sauce, the
sauce is fully developed. At this point
the contents of the can are added to
the sauce—n few minutes of simmering
and the food is ready to serve,

Ideal for Canners

“This is an ideal product for canners
since it will enable the processor and
the canner of foods to add the extra
elements of convenience and distinctive-
ness to their products. With the “Add-a-
Sauce” and the cans contents, the house-
wife is able {o prepare a gourmet-type
convenience food. Flavor, aroma, color,
and consistency will be balanced by
Stange to give each canner sauces which
are uniquely his own. This distinctive-
ness s intended to strengthen the can-
ner's brand identification.

He said the Sauce Kaps can be im-
portant to the long-range competitive
market position of the canning industry
by permitting canner: a degree of di-
versification and at the same time en-
ables them to compete more effectively
in the market place, “By further em-
phasizing consumer convenlence, the
sauce caps place the canner’s product in
a more favored marketing position by
permitting the housewife to participate
in the final preparation of sauces which
enhance the flavor, appetite-and-taste-
appeal of the canner’s basic product.”

“Actually, the principle of “Add-a-
Sauce" is entirely flexible, It lends itsell
o any configuration or shape or size of
cans,” Durling emphasized. He sald the
sauce idea could be applied to other
methods of packaging. The sauce con-
centrate is equally applicable fo the
used 3 a pouch, a rectangular package,
or in  vaviation of the initial circular
frozen fool indusiry, since it can be
wafcr style,

Granular or Pellets

The sauces will also be available in
granular or pellet form as well as in the
rigid discs. Durling commented that the
“Add-a-Sauce” development was an
addition to the company’s sauce pro-
gram in which Stange has been produc-
ing for the past ten years a family of
sauces for food processors o use with
boil-in-a-bag products, for canned
sauces, and dry mixes.

“The best way {o keep your friends
is not to give them away.”
=Wilson Misner, playwright and wit
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Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 244-2101 L]

DOUGHBOY INDUSTRIES. INC.

SINCE 1856
NEW RICHMOND, WIS,  »

Cratiamen In Plastics — Pachaging Machinary — Farm Feads —= Electronics — Printing

Quality Since 1856

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

i i i jalizing
1t and Analytical Chemists, specia
fﬂn’f :!::‘tltou involving the examination, pmcg.lo-
tion and labeling of Macaroni, Noodle and Egg

Products.

1—Vitamins and Minarals Enrichment Assays.

d
2—Egg Solids and Color Score in Eggs, Yolks an
E:: Noodles.

3—Semolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations.
Microscopic Analyses.

SANITARY PLANT INSPECTIONS AND
S—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.

the MACARONI JOURNAL
P.O. Box 336, Palatine, lllinois 60067
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WAY BACK WHEN

40 Years Ago
® Bulk macaroni manufacturers dis-
banded their organization, called the
United States Macaroni Manufacturers
Association, and joined forces with the
National Macaronl Manufacturers so
that it became the only trade associt.-
tion in the industry.
® Controversial discussions at the con-
ventlon centered around semantics for
macaroni products. Some felt that ali-
mentary paste was a good description,
but the term “paste” was objectionable
to most, particularly when it was angli-
cized into wheat pastes, alimentary
pastes, or even pasta, “Macaroni prod-
ucts” won the nod as being most
generic,
® Artificlally colored macaroni prod-
ucls were tabooed in Illinois in an edict
from the Diviison of Foods and Dairles
in conformity with the U. S. Bureau of
Chemistry.
® Port authorities in New York re-
ported collections of fines totaling
$11,249,000 for violations of laws gov-
erning food importations, including
macaroni products which failed to com-
ply with standards,
® Lloyd Skinner, president of skinner
Manufacturing Company, stated: "I am
convinced that if all macaronl manu-
facturers would forget about thelr com-
pelitors and simply decide to run their
business in their own way and, without
regard to competition, not do anything
In any territory that they could not
afford to do in another and that would
show them a net profit, most of our
business troubles would be over.”
¢ Conundrum: What causes the wide
range in macaroni prices? Why 25 cents
in New England and 10 cents iIn
Louisiana?

30 Years Ago
® The industry was awaiting an Im-
poriant announcement on a refund for
the processing tax charged macaroni
manufacturers on milled products.
® The Department of Agriculture an-
nounced that world production of dur-
um wheat in 1036 was expected to be
the smallest in many years. Carryover
in the United States was only about
one-third of average, and semolina
prices were soaring. Predictions were
that it would reach $10 a barrel before
the shorl rrop was fully harvested.
® The A sociation was divided up Into
regions, and each regional director
could approve products analysis work
in the Association's Washington labora-
tory at the expense of the Assoclation
if the limit of 250 analyses was not
exceeded.
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® Charlie Rossotti of Rossotti Litho-
graph Corporation was pictured in a
ten-gallon hat after visiting in Texas.
® Director J. Harry Diamond wrote:
“Do you remember the old days when
the section crews on the railroads used
to use the hand pump cars? You have
doubtless seen these cars pumped along
the tracks with about four men pump-
ing and a couple of lazy ones sitting on
the side taking a freeride, You will re-
call what you thought about the fel-
lows getting the freeride. The same
applles to Association membership.
Pitch In and do your share.”

20 Years Ago

® The Office of Price Administration
set $1.11 per hundred pounds as the
increase on flour. $1.03 represented the
flour subsidy which was no longer be-
ing paid, and 8 cents was to compen-
sate millers for the welghted average
increase in wheat prices over old ceil-
ings. Figuring five per cent shrinkage
for waste factor on $1.11 gives a Agure
of $1.1655 per hundred pounds which
works out to 28 cenis a pound for
macaronl products,

® Convention gleanings: A ' well-
atiended meeting at Minneapolis re-
sulied from concern about raw materi-
als; the uncertainties of status of OPA
and of Government subsidies on durum
wheat, both of which would affect fu-
ture prices and policies; a general aim
to keep in touch with changes In ma-
chinery and plant equipment; the de-
termination of businessmen to be “in
the know" with respect to everything
that concerns the future progress of
their business,

® Durum discussions were on the
docket. Henry O. Putnam of the North-
west Crop Improvement Association
declared: “There seems to be a good
increase in durum acreage” Stands
were thin however and the crop esti-
mate was set at 12 bushels per acre.

® Bill Nightingale of General Mills ob-
served that in the past elght years
while macaroni consumption had been
growing rapidly, durum acreage had
been declining sharply and was now
not large enough to keep up with ex-
panding consumption.

® Bert Groom, chairman of the Great-
er North Dakota Assoclation and a dur-
um grower, complained that agrono-
mists and plant breeders have not spent
as much time on durum as they had on
new varleties of hard red spring wheat,
Summer fallow land was going to hard
red spring rather than durum because
of better prices at the market.

CLASSIFIED

ADVIRTISING RATES

Display Advertising ... Retes on Applestion

Want Ads ... .75 Cents per lae
Minimum $2.00

INDEX TO
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Aseeco Corporation ...

Braibant! & Company, M,
Buhler Corporation, The ... .
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DeFrenciscl Machine Corporetion .
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International Milli Company
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® Ben Jacobs reported that enrich-
ment of macaroni producls was per-
missible but not mandatory. He also
stated that the Food and Drug Admin-
istration had refused to prescribe a
definition and standard of identity for
gluten macaroni products.

10 Years Ago

® Lloyd Skinner of the Skinner Manu-
facturing Company in Omaha was
elected president of the Assoclation.
Secretary Robert M. Green presented a
paper on “Where We Stand.” Ellis D.
English, president of the Commander-
Larabee Milling Comyany, described
the durum picture,

® At the second session, Mr. J. Ken-
neth Kirk of the Food and Drug Ad-
ministration capably answered ques-
tions put to him by manufacturers on
FDA policies and practices.

® Charles E. Grandey, director of the
Bureau of Consultation, Federal Trade
Commission, explained the purposes
and funclions of an Industry Trade
Practice Rules Committee. “A Tax
Program on Which Business Can
Unite" was presented by Robert A.
Watters, treasurer of the G. W. Dins-
moor Company, of Lawrence, Mass,

® When Joseph Giordano announced
his retirement from the macaroni in-
dustry, his colleagues on the Labor Ne-
Rotiating Committee of New York
planned a testimonial luncheon in his
honor to recognize his 15 years of serv-
ice. The gathering took place at the
Rifle Club on MacDougal Street in the
Village.

® Conventions are fun—pictures of a
New England Clambake at Wentworth-
By-The-Sea showed that macaroni
manufacturers and their friends have
good times at industry meetings.
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QUALIT

M At International it is the end result of the

efforts of many people—grain buyers,
research chemists, laboratory technicians,
master millers, marketing management—all

determined to provide you with durum

®
o products of uncompromising quality,
} 1S 1 t It is pride of workmanship by experienced
e

craftsmen.

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

after shipment.

K It is modern plants and milling equipment,
‘ operated and maintained at optimum ~ °
i performance,

o)

It is knowledgeable management at your
L) service . . . 100%.

Quality is International’s durum products,

DN

DURUM (4

i DURUM DIVISION W
! & MILIING COMPANY INC.

Goneral Olfices: Minneapolis, Minnesota 55415




