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Hodga's pretentotions.

CLARENCE SAUNDERS

Virginia farm boy, grocery
b clerk, traveling grocery sales
i man, wholesale grocery
i merchant, Saunders founded
his chain of Plgglv Wiggly

A recerd Wintar Maeting sudience poys rapt attention to Dr,

BIG WINTER MEETING

Music at the Italian Dinner was sup-
plied by the Rossottl Lithograph Cor-

Amber Milling Division, G.T.A.

f conven-
THE L S i Archer Daniels Midland Co. Durum

Milton G. Waldbaum Company

President Peter J. Viviano expressed
the thanks of the Association lo these
hosts at the banquet.

retail stores in 1916. Intro- tion delegates to a National Maca- poration.
ducing the concept of self- ronl Manufacturers Association Winter Anept' Corporation e
: service and check-out sta- Meeting gathered in Hollywood, Flor- Aseeco Corp .
: 1 Ballas Egg Products Company
P tion (complete with turn- ia, January 20-February % - V. Jas, Benincasa Company Golf Tournoment
stile), he paved the way for On Wednesday they heard a con- oo i oy o0 Corporation The Ted Sills' silver trophy for golf
today's supermarket and densed business session with reports oy "h e Corporation on the Diplomat course was won by |
modern marketing tech- trom various committees. Clermont Machine Company, Inc. Dick Vessels of International Milling ‘
niques. On Thursday and Friday Dr. Billy . poprancisel Machine Corporation Company with a low net of 72.
Hodge, Management Professor in the piamond Packoging Products Div. of Ted Sills scored 80 for the best low
School of Business Administration, Diamond National Corporation gross, but Joe Viviano won the bowl
Florida State University at Tallahassee, p,pgnt Film Depariment with an 81. Jim Kallestad garnered an \
held their rapt allemilon l\:'vlthlhli{= dl;‘ Faust Packaglnngd C;:rpornlion 83 and Bill Freschi an 84, l
tussions on Penetrating People Prob-  yeppingsen Foods, Inc. Prize-winners under the Calloway
AL lems. An outline of his remarks follows. kins Company as follows:
IT has been said that Mr. Saunders was ahead of his time. He had to be ",;’.:w é‘w 4 of Directors meeting Sat- ?&:maunm Milling Company systempzo:‘n;te :f:::s;vere i
in order to establish his leadership. He had the foresight to see what was coming uday morning hdiscusseidl m;:n;:n; IL:. Mnlliin}r:ig:l ggr!;:éri!:;;n william Brezden :::3;
. trends and saw the appointme - onar. Ralph Maldari
and he had the courage .to do something ab'out it. The ability to anticipate long-range planning committee to bring  North Dakola Miltl‘ ulnd Elevator $ale. Contilio 13
trends and to turn them into effective marketing channels is of even greater recommendatlons to the Annutg‘Meet; William é{ Oldacl r'*lo':: o~ Mark HefTelfinger 74
ing. They also elected to move the next  Peavey ompany Walter Villaume 4
importance today than it was half a century ago. Certainly it Is an important Winter Meeting to Boca Raton, next Rossolti Lithograph ?orporallon B Vidlane 74
factor in every Rossotti packaging-merchandising program. It enables us to Jinuary 18-21, thne‘fefpﬁrﬁ";'an;‘;“nm Co Les Swanson 4
| . o . ' - jangle Packoge U 74
[ create and produce persuasive packaging, to be sure, and it also puides us in On the Social scene, the ice-breakers Tr Bob Hewitt
| A p £ oL ; e party on Wednesday, and the recep- Vitamins, Inc. The Golf Tournament Commitice
:

the planning and implementing of successful on-package promotions, What's
| more, the flexibility of the Rossotti system makes it possible to tailor our service
i to your particular needs, and at no additional costs. Thinking of folding cartons,

labels, wraps, packaging specialties ? Think of Rossotti — the Total Packaging
Service. Get the complete details today.

tions prior to the Ialian Dinner Party
on Thursday, the Dinner Dance on Fri-
day, were sponsored by the following
list of suppliers:

was composed of Sal Maritato, Bob
Cowen, Ralph Maldari, Len Ballas, and
Walter Muskat,

FOR BETTER MERCHANDISING THROUGH PACKAGING

ROSSOTT! LITHOGRAPH CORPORATION
Executive Offices: North Bergen, N.J. 07047

ROSSOTTI CALIFORNIA PACKAGING CORP.
San Leandro, California 94577

ROSSOTTI MIDWEST PACKAGING CORP.
Evanston, lllinols 60602

X ; ; P ‘H reld T. Holfpenny com. Loufs E, Kovacs of Vitamins,
H, Howard Lempman tells of Jawas ), Winston reports on mem.s on the Fred Meyer case.  Inc., speaks on additives.
pasta profit pointers, 3

Marcy, 1963
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you the widest possible production ranges
for long goods, continuous lines and
short cut continuous lines.

Before buying investigate the many features

and advantages of the DEMACO lines.

Remember, whatever your needs, DEMACO
helps you to operate faster and with greater profits,

If you have a production problem, we
have the solution.

Call or write for details.

DE FRANCISCI MACHINE CORPORATION

® Caoble: DEMACOMAC *® Phone: 212-386-9880

Mirci, 1969

RODUCTION
RESULTS
with DEMACO

To meet your requirements DEMACO offers
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Bpacity of 60,000 hundred-weights a day,

You might well expect Peavey to be a age, iransportation, merchandising &0

and that supplies the Peavey mills that located at Superior, Wisconsin, Gran
d uru m specialize in Lﬂa milling of Semolina and Forks, h?orth Efark%rt'a and Bntfr;]nlo. Ne
urum flour, York. Peavey Flour Mills process whet

major factor in the milling and distribu- ey is Geh of it, of course, in durum.
b F. tion of durum roducta? The reason? ﬁ{gﬁ?ﬂ" cﬁaﬁafen'f}.ﬁin‘ifﬁ’?ﬂ'lﬁfﬁﬁp o wonder macaroni and spaghetti [
;. AMOUWUS North Dakota's durum wheat fields where business because its operations s wiaclurers have come to rely most |
3 o virtually all the nation's durum crop is streamlined and coordinated to the nfE2"ily on Peavey for their quality dur- [
{ for |tS grown—are in the heart of Peavey Coun- degree, ; P"“"t“‘:“- And iz all starts ‘way out {
{ }ry (see map), This is a broad, wheat-rich Durum mills operated by Peavey sl ' cavey Country".

atchandising and e=.amodity futures offices; @ Terminals;

g Durum is an important product of received fi 700 tors locateqt" mills and mix plants; sk Flour sales otiices and ware-
Whe a Peavey, along with a multitude of other in the nrer:smpmdgglar{: ﬂ‘a: %:enl whes QLT [ Country elevater, i and serice Tacies:
enterprises related to the growing, stor- in the world. Peavey has total mili® kes of Peavey Company and Nalional Grain Co. Lid,

8
/ m DURUM PRODUCTS

PEAVEY COMPAN
Flour Mills
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Remarks of Peter J. Viviano

at the Winter Meeting

E are living in an unsettled

world, as evidenced by clrcum-
stances surrounding us. We do not plan
to elaborate on these problems nor are
we here for that purpose. But it would
be well to focus on them as they might
affect the macaroni industry, Maybe it
cou‘l!d be sald that we are at the cross-
roads.

Misleading Statistics

By comparing various figures, statis-
tics, and charts from an array of
sources, it is apparent that the per capi-
ta consumption figures that have been
used for many years by the industry
are faulty and far from being accurate,
Any manufacturer who has taken the
time to research these records and data
will find that this observation Is true.
Many of us are ready and willing to
accept these faulty statistics because of
our distrustful instincts which lead us
to close an eye, These per capita con-
sumption statistics are unquestionably
untrue and the time has come to accept
these facts, as distasteful as they might
be, Pasta products, as such, not includ-

Poter J, Viviane
ing convenlent dinners, have taken
their place alongside the other wheat
products in that they are gradually los-
ing their popularity . . . to put it in
understandable language, loss of per
capita consumption.

NPT A ORI N BT SR S TRANSTW LY

I cannot dlvulge statistics or chan
references because they are more o
less confidential, but I can state the
these records indicate that many dupli.
cations of production figures have dis.
torted the actual results, Duplications
usually take place in the manufacture
of bulk products which are resold to
the processors and packers. If ihe waca.
ronl manufacturers had honestly and

consclentiously filed statistical informa.
tion as an industry, the flgures would

not be confidential, would be accurate

and available to all of us, and would
have been of real help to us during this
trying period. However, as mentloned,
selfish distrust had deprived us of this
luxury. Now we are dependent on mill-
grind reports and other haphazard sta-
tistical information. It's a known facl
that many manufacturers are using
springwheat and Southwest wheat for
noodles and even for macaroni prod-
ucts. So how can millgrind be any erl-
terion for macaroni production figures.
It might be well to add at this time that
practically all industries report statistic
cal information to a central bureau or
a national association. This is a fune-
tion of any assoclation.

P COLOR EGG YOLK

DELPNRA, PA. 19

" Amarican & Berks Sts.

!
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Unprogressive Attitudes

Whether it is admitted or not, the
industry is suffering not only from in-
sequate and Inaccurate statistical rec-
ords but also from distrust of our fel-
jow competitor . . . In addition to lack-
iag a desire to initlate progressive ideas
wommensurable to the pressures of the
tme. This is @ strong statement but
true.
1t might be said that maybe it Isn't
1 serlous as it is being Indicated; and
some of you might further say that any-
one can complain or shift the blame
bl can any constructive criticism and
mggestions be made. We are not here
today to get the answers to all of these
problems but I think we can admit our
faulls and recognize the position facing
the industry and look to the future with
a different attitude that might embody
{e determination for a little more trust
tetween us and the desire to initiate
progress.

For example, in 1064 some of the
progressive members of the board in-
grled that we get a report from the
Market Facts Institute. This was looked
o very dimly and very little was ac-
complished by the report. On many oc-
caslons representatives from The Niel-
#n Company made presentations
which fell on deaf ears. Further, to re-
fresh your mind, I recommended
strongly that we have a seminor at cur

d laruary convention last ycar, The sem-

inar was on communications and it was
hoped that in some way we could im-
prove our communications which would
lad to an exchange of progressive
ideas, which naturally Includes sta-
listics. T think that many critirized the
program and many did not take full
tdvantage of its potential.

Seminars Needed

1 further recommended and pushed
the spring seminar for secondary man-
agement which was held last spring.
Although this was successful, many of
u did not take advantage of the po-
lential, Many feel that the seminars are
0 elementary. Maybe they are to
wme who are up in years and have
been amssociated with the industry for
many years. But certainly lo the new
people coming into management the
weminars would not only give them un-
derstanding of the macaronl industry
but also would give them an oppor-
lunity {0 know and appreciate their
tompetition. The latter Is extremely
important. The seminars also give the
Industry an opportunity to exchange
ideas that would e beneficial not only
10 each one but also to the industry as
2 whole.

:tlucn. 1969

Exchznge Ideas

From its inceptivn and throughout
the years I have been a sirong booster
of the Hoskins organization, There has
been a small group of manufacturers
who have religiously sponsored this
activity, Our ailms were simply to more
or less have a constant seminar going
whereby we could exchange ideas, in-
formation, statlstics, ete. The Hoskins
organization was not the answer to our
prayer—maybe it could have been the
National Macaroni Manufacturers As-
soclation just as well, but the latter was
not disposed to offer these services and
benefits,

These incidents are only being cited
to glve an idea of what could have been
done throughout the years to give the
macaroni industry the tools needed for
accurate communications of statistics
and ideas. The records will show that a
group of Midwest manufacturers have
always been ready to cooperate on in-
dustrial projects of any nature. The
lack of cooperation seems to siem from
the Enstern manufacturers, possibly be-
cause of distrust. Whatever the cause,
we are now faced with the dilemma.

Losses in the East

Whatever statistics are available in-
dicate that the Eastern section of the
United States enjoys the highest per
copita consumption. Consequently, they
have more to lose and under the clr-
cumstances should be more concerned
with the perpetuation of this tremend-
ous consumptlon. If the truth were
known, and there is nc authentic rec-
ord, I would guess the biggest losses in
per capita consumption have taken
place in the Eastern section of the
country. Gentlemen, it is later than you
think.

Many manufacturers have had some
{ncreases in production during recent
years. This had to come at the expense
of some fellow competitors. It = the
condition that existed in the m. .aronl
industry 20 or 25 years ago and is again
being employed today. Do you want to
continue the practice of increasing pro-
duction and sales at the expense of
competitor, or do you want to incrense
your business through new ond better
uses of our product?

Maybe one of the problems is that
some of us are willing to sit back on
our laurels and reminisce about the
good old days and Jet nature take its
course. 1f this feeling is very strong
then we should consider letting more
aggressive people run our industry,
with the hope that they can solve some
of the problems confronting us today.

Just to give you on idea of how we
run this association, we have an acces-
slon pmgram for presidents which is
based on nothing but age and associa-
tion with the industry, The president of
any organization, including the Na-
tional Macaroni Manufacturers Assocl-
ation, should be one who can do the
most for It at the time. The practice
should be followed of electing the pres-
ident for one year, and the second year
only if there is a specific reason for it.
As 1 have stated, we may be ot the
cross-roads. We need strong, vigorous
leadership.

Pasta Potential

I still personally believe that pasta
products lend themselves to more di-
versified uses than any food on the
grocer's shelves. We have a product
that with some modifications could be-
come the miracle food to feed the in-
digent in the United States and the
world. To accomplish this however
would require the concentrated effort
of the industry as a whole and progres-
sive lendership. When I was chairman
of the Standards Commiltee for many
years suggestions were made to im-
prove the protein with nutritious addi-
tives that would make our products a
modern food. Whenever these discus-
sions took place the Eastern manufac-
turers had a built-in negative view-
point, All of the suggestions made were
not necessarily good or practical but
the reactions were always the same.
1f improving pasta products nutrition-
ally would improve the macaroni in-
dustry's image and business then 1
think serious consideration should be
given. The pasta industry Is in an ideal
position to help solve the feeding prob-
lems of the world.

The potato indusiry for many years
was faced with declining consumption
and had many of the problems we have.
To combat the problem they changed
the form of their product by dehydra-
tion and offered the consumer a more
convenient food. They have even ndded
vitamins, including Vitamin C, and
through this last effort were recom-
mended federally for reimbursement
under the school lunch program. The
rice indusiry has In essence done the
same thing. It sehooves the macaroni
industry to grofit from these experi-
ences.

More Eating Out

Nowadays more people are eating
out. The public eating places have in-
crensing labor problems and will re-
sort to foods more casily prepared. Does

(Continued on page 38)
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There has been too much written
and saild about the techniques of
motivation with out any real sup-
port for their use. In other words,
there has been too much gimmick
peddling.

There is a need to shift our atten-

tion and thinking to the pre-

requisites to motivation. This s the
previous question,

The pre-requisites to motivation

are:

A. You must understand human
behavior before you apply the
techniques of motivation.

1, You must be aware of the
other person’s point of view
and that there is more than
one meaning of “reality” in
any given situation.

2, Motivation can be defined as
the level of desire of an indi-
vidual to behave at a given
time In a given manner,

3. Individuals appraise situation
in order to determine if he
wishes to devote his time and
energy to behaving in it

4. Man is a wanting animal and
his wants and desires are the
drives that motivate him to
behave. Therefore, the moti-
vation of an individual is in-
variably tled to his efforts to
satisfy his needs. Needs are
the base of motivation then.

5. Man has a priority of needs:
a. Biological needs — food,

clothing, shelter. This Is
most basic need.

b. Safety needs— protection
as well as physical, men-
tal, and emotional safely.

¢. Social needs—the need fo
associate with others in
groups.

d. Ego needs — self-recogni-
tion, pride, and esteem are
examples.

e. Self-fulfillment — the at-
tempt to realize one's full-
est potential. This is the
highest order need.

6. You must know where your
people are on this hierarchy
before you can motivate
them because they strive to
satisfy thelr needs.

B. You must clearly define the
purposze of desired behavior.

1, You must be able to direct
human behavior in a manner

“Dr. Billy J, Hodge

that will achieve the goals of
your assoclation,

. In order to direct behavior,

you must have previously de-
fined the mission of your as-
soclation.

. Planning is esseniial in mis-

slon definition,

. The nssociation mission Is the

master plan for its operation.

. The misslon Is composed of

objectives, limiting factors,
and standards,

6. This becomes the basis for

the work which must be
done.

. This work becomes the basis

for the assignment of person-
nel. A good match of talent
and work demands is im-
portant to motivation.

C. You must empathize with the
individual.

1

2,

To empathize is to assume
another's role and values.
‘When a person plays a given
role, he Is applying a com-
blnation of norms of be-
havlor and attitude which are
set by various groups in the
asroclation,

. There are three concepts of

role:

a. The self-concept—each in-
dividual's expectations
about his behavior and
attitude.

b. The formal group concept
—expectations of the asso-
clation Iiself.

c. The soclal group concept—
expectations of the infor-
mal groups within the as-
soclation.

PENETRATING PEOPLE PROBLEMS

Outline of remarks by Dr. Billy J, Hodge

. You must integrate assoclation
and member interests.
L

. You must provide auxiliary con-

F. You must develop a philo:ophy
of motivation.
1.

(Continued on page 38)

. There is a possibllity for role

. The individual adopts group
. This helps him become sell-

. Integration of interests re

. To integratle interests effec-

. Your job is to develop team

. Individual developmen: (in-

. You must provide the ‘ndi-

. There are two basic kinds of

, The Theories of Douglas Me-

conflict—a danger to the as
sociatlon and to your moliva.
tion efforts.

The indlvidual must be able
to identify with the assocla-
tion’s purposes since he tles
his personal need satisfaction
fo them.

norms and missions as his
personal property.

involved in the work of the
association.

volves around tying the indi-
vidual's necd-want complex
into the assoclation's pur-
pose.

tively, you must communi-
cate with others.

work, and in order to do this
you must Integrate interesis
if you are to be able to moti-
vale.

ditlots,

Motivation depends on the
provision of adequate wuxili
ary conditions.

For production men
going around in circles:

cluding both training and ed-
ucatlon) is necessary fir el
fective motivation.

Take the route to Guaranteed
Extruded Results with
MALDARI Dies.

vidual adequate suppesting
resources if your motlvations
are not to be wasted.

A philosophy of motivation I8
a statement of the values thal
you are seeking through your
motlvations efforts.

philosophy — work-centered
and people-centered,

Gregor clearly outline the
difference in .these iwo &P
proaches.
a, Theory X assumptions:
(1) To the average man
work s undesirable.
(2) He must work bul
must be threatened

D. MaLpaRl & Sons, InC.

557 THIRD AVE. ' BROOKLYN, N.Y., US.A, 11215
Telephone: (212) 499-3555

America's Larges! Macaroni Die Makers Since 1903 - With Monagement Confinuously Relained In Same Family
merica's Lorg
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Report of the

by Chcirman Lloyd E. Skinner

S Chairman of your Durum Rela-

tions Committee, it is my privilegu
fo bring you a short resume of the
various activities concerning durum
wheat during the last year,

The first event of 1988 was a joint
meeting of the National Macaroni Insti-
tute Committee, Durum Wheat Insti-
fute representatives, and the adminis-
tiator of the North Dakota State Wheat
Commission at the Diplomal Hotel in
Hollywood, Florida on January 22nd to
review the need for coordinating re-
spective programs and cooperation in
disseminating industry information.

Minneapolis Meeting

On April 22-23-24 the three segments
of the industry got together again in a
seminar on wheat sponsored by the As-
sociation. This meeting for managers
and plant personnel as well as milling
representatives and durum growers, in-
cluded a visit to the Grain Exchange,
a trip through International Milling
Company's “B" Mill in St. Paul and
their quality control laboratory for re-
search and development, Papers were
presented and collated into a reference
book on durum wheat and milling.

The idea of a Spaghetll Safarl was
discussed in Minneapolis with mill rep-
resentatives and with personnel from
the North Dakota State Wheat Com-
mission. This was reviewed again in
Montreal at our Annual Meeting in
July with Paul Abrahamson and Tom
Ridley, and it was arranged that Al
Ravarino would attend the Durum
Show to promote the project.

Poor Harvest Period

The durum harvest, begun in Augus!,
extended through six weeks of cold,
wet weather, and created great prob-
lems in bringing the crop in.

Concerned about the deterioration of
quality of grain cut and left in swath
in the flelds for a long period of time,
a meeting of the Durum Advisory Com-
mittee was called for October 2 in Min-
neapolis. At that time, Dr. Gilles of the
Cereal Technology Department of the
North Dakota State University gave a
preliminary report on the quality of the
1968 crop. It was not as bad as the pes-
simisls predicted but not as good as the
optimists had hoped. It was agreed that
it would help the entire industry if the
sprout damaged grain could be sealed
and kept out of the trade channels dur-
ing the current year. Clifford Pulver-
macher of the Commodity Credit Cor-

12

Durum Relations Committee

poration was in attendance and seemed
sympathetic to that viewpoint.

Mr. Pulvermacher had been in at-
tendance at the Canberra Conference
for discussions on the International
Graln Agreement, and was preparing to
leave for further meetings in London
the following week.

Durum Bhow

Al the Durum Show held in Langdon
October 21-22-23, there was no great
change in the quality picture of the
durum crop. Vie Sturlaugson, superin-
tendent of the Langdon Substation, was
honored for his 43 years in agriculture
and 30 years as an active spark-plug to
the Durum Show, NMMA presented
boin with an "Oscar” and as usual gave
o plaque to the Sweepstakes Winner of
the Show,

Whoat Foods Foundation

Tha Wheat and Wheat Foods Foun-
dation finally Incorpors‘ed in 1968, but
the sticky problem of financinyg still re-
mains to be solved. Howard Lampman
resigned as Acling Secretary of the
group, and Counselor Robert J, Hilllard
of the Amerlcan Bakeries Company
took over, It is apparent that unless
the millers and the bakers exerclse
leadership in getting the matter of fi-
nancing solved, the organization will
never get off the ground.

I would like to quote from a letter
from Walter F. Villaume, President of
Jenny Lee, Inc, and the association
representative on the Wheat and Wheat
Foods Assoclation, which was written
to our secretary, Robert Green.

“As you may recall from my com-

ments in Montreal last summer, I

have been very much disillusioned

with the progress or better stated,
lack of progress, of this group as of
late, and am firmly of the opinion
that since Howard Lampman has
technically had to resign in an official
association with this group, that it
has gone downhill, Since last summer
there have been two minor meetings
which have been called from which

nothing concrete was developed. I,

too, have been aware, as have you, of

dissention within this group, particu-

larly on the part of the bakers as a

group ond some of the millers as

individuals and feel that without
these two lrpporianl groups, nothing
can be occomplished.”

“As long as there ls some hope of

rejuvenation or continuation, I would

be happy to represent the National

Macaronl Manufacturers Association

Lioyd L Skianer

but would concur in your belief that
it would be most foolish to recom-
mend any further contributions to
the Wheat Foundation as an assocla-

tion.”

Crop Quality Council

Finally, as your representative on the
Crop Quality Council Board, I should
comment on the work of the Crop Qual-
ity Council during this last year. As
usual, the Council has stimulated re-
search and the Important role it has
played in enabling farmers to ralse
better and higher ylelding crops. This
has been particularly true in the ¢Torts
of plant scientists to control ru:t at-
tacks and to maintain and Increase
agricultural productivity, During the
third week in November the Crop
Quality Council held its most succe :sful
two day conference. There werc 190
participants . . . the largest ever for (his
meeting.

Recently, 1t held a very successful
Wheat Quality Conference on Dccem-
ber 12th at Minneapolis. The Agenda
of this Conference included "Progress
in Developing Commercial Hybrid
Wheats,” and “Perspectlves on Semi:
dwarf Wheat in the United States und
Canada.” This last topic included con
slderable about semi-dwarf durum. The
role of the commercial seed induslry
and the part it has played as a new e
source to improve quality and develop
new wheats was discussed,

The work of the Association has been
directed by Mr, Eugene B, Hayden, Ex-
ecutive Vice President. You all know
and I am sorry to say that Mr. Hayden
has resigned to take a position with

(Continued on page 14)
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igh Speed Noodle Cutter, Type NA-4 working in con- |
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Clermont ugcr Hi
junction with the

FOR THE SUPERIOR IN NOODLE MACHINES
I's ALL WAYS Clormont!

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

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

VMP-3 with short cut attach-
ment.

1 Twi ed motor affords Aexibility for 1600 ibs, or 1000
C opac.ty rcmge = lba.op:‘:.hour or any two lesser outputa can be mrranged.

Qarge screw for slow extrusion for better quality.
n ngineered for simplicity of operation.

UggEd Contruction to withstand heavy duty, round-the-clock usage.

Is. Automatic proportloning of water with flour,
1\] atchless ?:gzerntur- control for water chamber,

housing. Easy to remove screw, easy to clean,
n'Y ?Nln: I‘:‘;::atlon between screw chamber and head.

N EWIY deslgned die gives smooth, silky-finish, uniform shest.

ign.
closed in stee] frame. Compact, neat des|
OtG”Y :;"tl all sanitary requirements.
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Subsidiary of Carlisle Corporation

280 Wallabout Street
Brooklyn, N.Y. 11206, U.5.A.

Telephone (212) 387-7540
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Durum Commiites Report—
(Continued from page 12)

Cereal Institute and we are certainly
going to miss his great leadership. He
has brought along a man who I am sure
will learn to fill his shoes and lead the
Crop Quality Council {o even more suc-
cessful activities in the future,

Durum Exports Up

In closing, I think I should mention
that at the recent Wheat Quality Con-
ference Mr. Clifford Pulvermacher re-
marked that durum exports would
probably amount to about 41,000,000
bushels and may even rise to equal our
record year of 47,000,000 bushels. This
would certalnly indicate that there is
going to be a stronger demand for dur-
um than ever before. Undoubtedly, the
export demand is partially stimulated
by the fact that 80% of the exports are
in dollar sales and this i3 very helpful
to the economy of our country.

Dr. Gilles Named
Vice President

Dr, Kenneth A. Gilles, professor and
chairman nf the Department of Cereal
Technulogy at North Dakota State Unl-
versity, has been named vice president
for Agriculture at NDSU by the State
Board of Higher Education. Dr. Gilles
joins one other NDSU vice president,
a vice president for academic affalrs,
when he assumes the new post March 1.
“Creation of the new position was
called “an attempt to put agriculture
In its proper perspectlve” by Dr, L. D,
Loftsgard, NDSU President.

Established in 1880 as North Dakota's
Land Grant institution, NDSU was
known as the North Dakota Agricultur-
al College until 1960 when it became
North Dakota State University of Agri-
culture and Applied Sciences.

Nearly 500 faculty and staff members
—more than half the university profes-
slonal personnel—serve in three main
agricultural divislons, the College of
Agriculture, the Cooperative Extension
Division and the Agricultural Experl-
ment Station.

The magnitude of agriculture at
NDSU, according to Dr. Lofisgard, is
such that it justifies this position that
will be one of coordinating and direct-
ing overall programs of three major
agricultural divisions. .

“Coordination of all three agricultur-
al units under one office will help mini-
mize autonomous tendencles that could
otherwise develop and offers us assur-
ance they will continue pulling in one
direction,” sald Dr. Loftsgard.

14

Native of Minnaapolis

Dr, Gilles, 46, came to NDSU from
General Mills, Inc., Minneapolis, where
he served as Projoct Leader of Flour
Quality Research from 1952 to 1861, He
worked In both a llaison capacity with
various university experiment stations
and headed a team seeking better uti-
lizatlon of products produced In the
firm's flour mills.

As chairman of the Cereal Technolo-
gy Department at NDSU, Dr, Gilles has
headed a seven-man professional team
of wheat researchers and chemists, and
elght technlicians, while directing the
educational program for 15 graduate
students. Five of the staff members are
USDA employees,

“My role in research has been more
as a coach here at NDSU rather than
as a day-by-day participant,” said Dr.
Gilles, “but I still maintain close In-
volvement through weekly brainstorm-
ing sessions with the entire stafl
Much of the research currently being
carried on s related to the qualities of
wheat fats, starches and proteins with
the goal of breeding in betier charac-
teristics. .

Efforts at Improving the cconomi
status of the North Dakota cereal in-
dustry were made on the international
level by Dr. Gllles in both 1864 and
10668 when he served on a Wheat Trade
Misslon to Europe. The purpose of the
missions was to explore possibilities
for increasing International markets for
Hard Red Spring and Durum wheats.
Since 1061 exports of Durum wheat
have Increased from 5 million to 43
million bushels.

Editor of “Cereal Chemistry "

Between 1061-68 Dr, Gilles ser od g
editor of “Cereal Chemistry,” t'¢ of.
ficial journal of the American A::oclas.
tion of Cereal Chemists. Since juining
NDSU he has written more than 50
papers for professional journals and
cereal magazines, and two chaplers In
wheat chemistry books.

Dr. Gilles is currently a member of
8 USDA Task Force on Wheat and
other Small Grains that is preparing a
recommendation on the course of re
search In wheat for the next fen or
twenly years.

He earned his Ph.D, in Blochemistry
at the University of Minnesota in 1952
and his B.S. In chemical Engineering
there in 1844, While living In the Min-
neapolis suburb of Roseville, he served |§
as chairman of the Planning Commis-
slon for five years and as Park Board
chairman for two years, He is a mem:
ber of numerous professional organiza-
tions and acadeniic societies

CONVEYING SYSTEMS

DELRIN ROLLERS

BELT CONVEYORS

A complete line of standard belt conveyors with modern,
streamlined frames — sanitary construction and “quick con-
nect sections"— Special [catures are offered such as: Lorig
self-aligning drive pulleys— powered rotary doffers for wip-
ing belts on return side—Dust tight qnclnuuruu'—!-‘lal-wh.-u
and mesh-wire steel belts, Writo for Bulletin GC-10:

Moderization Program for
North Dokota Mill

A major modernization program for
North Dakota Mill & Elevator has been
authorized by the North Dakota Indus-
trial Commission, it was announced by
Eugene M. Murphy, general manager.
The three-year program, to cost up lo
$760,000, is based on recommendatlons
made by an engineering firm, Mr. Mur-
phy said,

The modernization will include In-
stallation of pneumatic conveylnz sys-
tems for wheat and flour, improve nents
in the wheat cleaning system, alr rollu-
tion controls and replacement of mill
ing machinery. The Commissio: au-
thorized Mr, Murphy to set up s xif
cations for competitive bidding < all
equipment.

S8how Place

North Dakota Mill Is the only lant
now milling spring wheat in the :late,
the Commission pointed out In mking
its recommendations. The mill is 3
show for forelgn wheat trade icams
that visit the state and "it is a must
that a modern, up-lo-date mill reflect
a good image," the Commission soid.

Mr. Murphy sald that the Commis
sion took its action because the repula:
tlon of North Dakota wheat Is in com-
petition natlionwide with other wheals,

e o o]

' VIBRATING CONVEYORS |

Ideal for conveying: Coreals « Snack Foods Powdered Prod-
ucts » Frazen Vegotables « Chemicals « Detergonts ¢ Insectl-
cides » Seads « Macaroni « Flour ¢ Pharmacouticals » Beans ¢
Rice » Matal Parts « Chips and Scraps. Sanitary Construction l

{ng: Capacities up 104200 cu. ft./hr, Models for |
e g s o Bulletin CVC-10,

screening, dewatering, cooling, heating.
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BULK AND SURGE STORAGE SYSTEMS
AUTOMATIC BELT STORAGE STATIONERY BIN STORAGE

For 'Non-Free Flow- For ‘Free-Flowing'
ing'Materialssuchas: Materials with ?u!o-
Snack foods, cookies, matic'in and out’ feed
frozen foods, stringy- syslems, gates, alarm
wul-sticky and other and controls, Capaci-
‘bridgy' Ilems. Capac- ties up to 120,000 Ibs.
fties up 1o 70,000 lbs, Bulletin C15-10.

Bullotin CAC-10. A
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Write for your nearest representative,
TR

ASEECO

ELECTRIC PANELS AND CONTROLS
in the design end application of electrical
gonor devices and solid state relays. Asceco

The Key to Practical Automation Is

R RENI

i G components such as, photo controls,
pointing out that 85% of the migukt:-:';l englﬁanrl jncorpnrnlt'!l proven concepts which aro accepled os stondard and do
put is sold outside of North Da o not require extraordinary attention. 4 ¥l
The modernisation will give Norlh Services Offered: Plant Enginesring and leyeut @ Elwiical Enginearing and control panels @ Ersction and start-up e

kota a mill that will meet “all of the
(Continued on page 16)
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North Dakota Mill—
(Continued from page 14)

ever-tightening Food and Drug Admin-
istration regulations and rigid Federal
sanitation elandards” Mr. Murphy
sald.

Daily capacity of North Dakota Mill
includes 4,000 cwis of wheat flour and
4,500 cwtis of semollna.

The Industrial Commission, to which
Mr, Murphy is responsible in managing
the mlll, s comprised of the governor
of North Dakota, the attorney general
and the commissioner of agriculture.

Peavey to Construct
Technical Center

Construction of the Peavey Company
Technical Center will begin in late Jan-
uary. The ultra-modern structure will
be located in Chaska, Minnesota.

The two-building center will provide
the company with a modern, efflcient
area in which to pursue expansion of
new business and new product develop-
ment. It will also consolidate testing
operations that are vital to Peavey's
continuing concern for quality control.

Main building facilities will central-
ize research, product development and
quality control in the Minneapolis-
based milling and marketing firm. Of-
fices, arranged around the perimeter of
the building, will face the scenle rolling
countryside which overlooks Lake
Hazeltine and Is immediately adjacent
fo the new Jonathan Industrial Center.
A central service core in the building
will permit flexibility in laboratory
zones,

Pilot Plant

The second bullding, connecting with
the research plant by an enclosed
bridge, will Include a pilot plant where
products will be test-produced on a
small scale.

Designed by Elizabeth and Winston
Close, the complex on a 0.4 acre site
will be bullt by Bor-Son Constructlon,
Inc. Other features of the center will be
a library, conference room, demonstra-
tion area and dining facilities for 75-
100 persons.

Puffing Durum
The pufing durum business is of spe-
clal interest to the Farmers Union

this durum to such firms as the Kellogg
Company, Quaker Outs, National Bis-
cult. General Foods, Malt O'Meal, Pop-
hitt Cereal, and others Hankinson sald.

About two million bushels of best
quality durum are required annually to
meet the rigid pufiing specifications.
GTA hos cleaning and sizing facilities
at Moorhead, Minnesota and In Min-
neapolis.

Mel Werner grain department direc-
tor reported that GTA handled 164,000,
000 bushels of grain during 1868, in-
cluding 62,000,000 bushels of bread
wheat and 20,000,000 bushels of durum.

Canadian Durum

Western Canada's amber durum
wheat crop is estimated by the Do-
minion Bureau of Statlstics to amount
to 444 million bushels (1.2 million
meiric tons) more than twice as large
as the 1867 crop (20.2 million bushels),
Nearly 80 per cent of the 1068 durum
wheat crops was produced In Saskatch-
ewan and about 15 per cent in Alberta.
Average annual production of durum
wheat in Canada for the 10-year perlod
1058-67 was 28.2 million bushels.

Acreage Up

Acreage seeded to durum wheat in
1968 was 2.3 milllon acres, over a mil-
lion acres more than in 1867, The aver-
age yleld per acre for durum wheat in
1068 was 10 bushels, slightly higher
than the 10-ycar average, 18.0 bushels,
and considerably higher than the 1887
average yleld, 15.56 bushels. Average
yield was highest in Alberta (311
bushels), nearly twice as Terge as in
Saskatchewan (17.5 bushels) and well
above that in Manitoba (22.3 bushels),
The amount of durum from previous
crops In store In Canada at July 31,
1068 was about 14.5 million bushels.

Conditions prevailing during the
growing season and the harvest period
reported for hard red spring wheat
naturally apply to durum wheat. Due to
cool and wet weather during the flow-
ering stage, the Incidence of ergot is
higher than in previous years. Exces-
sive precipitation during the harvest
season resulted in appreclable quanti-
tles of durum belng degraded on ac-
count of sprouting. In addition, other
degrading factors are *blackpoint,”

“smudge,” mildew and frost. As a re.
sult, only very limited amounts of new.
crop durum wheat will qualify for the
top grades. The predominant grade s
expected to be No. 4 C.W,

Protein Down

Average proleln conlent of the new
durum wheat crop is 13.4 per cent, 04
percentage units lower than last years
crop. Test welght per bushel is also
lower, averaging 65.7 pounds but kernel
weight is unchanged. The percentage of
vitreous kernels this year is somewhat
lower than last year. Wheat ash con-
tent is comparable but semolina ash Is
lower. Pigment content Is lower but
since the pigment loss is considerably
lower, macaronl color s excellent.
Rheological propertles are good, with
mixing times being somewhat longer.

Compared with the 1867-68 fourth
quarter durum cargoes, the new crop is
slightly lower in protein content but
shows the same percentages of vitreous
kernels; it is lower in test weight and
lower in semolina ash. Yellow pigment
content is slightly lower but the low
pigment loss results in a slightly higher
macaroni pigment. Macaronl color Is
comparable except for No. 4 CW.
where brightness is one percentage unit
lower.

Canadian Caper.

Al McConagha, Minneapolis Tribune
European Correspondent, reported on
activities of Canadian Prime Minister
Plerre Trudeau, in London recently for
the Commonwealth Prime Ministers
Conference.

Mr. Trudeau, an eligible bachelor,
had a long luncheon with Eva Ritting-
hausen, attractive blonde, In a King's
Road Italian resturant. Eva was quoted
as saying: “Prime Minister Harold Wil-
son had to wait as we savored our
spaghetti!”

Ah, the tangled skeins of romane.

Super Sauce

A spice, a relish or grated cheese

Will lend to foods a best.

But I, I find it's their calories

That make them taste the best!
Judy Michaels

—

U.8. DURUM PRODUCTION—Iin thousands of bushels

People buy insurance for one
big reason: protection.
Insurance profects lives,
property, businesses and lots
of other important things.
When you buy our durum
products, you automatically
have an assurance of top

quality. There’s never a taste
failure. The flavor, the color,

the quality and the service are

built-in.

So, why take chances?

Rely on the durum products
from the North Dakota Mill.
It's like an insurance policy.

the durum people.
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: Grain Terminal Assoclation according Yield per
! to grain merchandiser Herb Hankinson. 1068 1887 1962-68 Acre Acres -
by He told delegates at the annual GTA Minnesota 2,788 2,205 2319 34.0 82 h d kot |I & m

! :Le:t:::\"t;:: i&“&“ﬁoﬁi‘iﬂn’; :Jhrfn::’nt North Dakota 81,956 54,888 55,216 28,0 2,021 nOI‘|' d CI ml e or
premium of up to twenty cents over the  South Dakota 4,833 4,424 2,182 21.0 179 GRAND FORKS, NORTH DAKOTA (701) 772-4841

o top of the market. It is used to make  Montana 7,665 4,560 4,282 21.0 365

5 puffed wheat cereals, and GTA sells California 455 366 489 5.0 1 . |
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OHNRAE Earl, popular columnist in

Chicago's American newspaper, re-
cently wrote as follows in his “Wife's
Night Out" column:

Rigatonl, rotini, mostaccioll, mostac-
ciolini, mostaccioli rigati, and vermi-
celli. Any good spaghetti bender worth
his sauce knows that these are types of
pasta, or more correctly, of spaghettl.

They are some of the speclalty prod-
ucts that flow night and day from ma-
chines on six floors of the block-square
John B. Canepa Company, at 312 West
Gramd Avenue, Chicago. And can you
just imagine six floors of spaghettil

The Canepa Company has been turn-
ing flour and water into spaghetti for
108 years under the trademark 'Red
Cross Spaghettl,”

We recently toured the spaghetti fac-
tory at the invitation of Canepa Presi-
dent Frank Denby Allen. We saw how
most of the operations that were done
by hand 54 years ago when Sam Gra-
nata, Canepa plant superintendent,
started making spaghetti, are now
mechanized.

President Allen turned us over to
Sam, Richard Zajac, vice president in
charge of manufacturing, and Bill Kle-
veno, production coordinator, to learn
how 400,000 pounds of durum flour are
blown into the Red Cross factory, mix-
ed with water, and turned into a con-
tinuous stream of spaghettl.

The newest machines can handle
1,800 pounds of flour an hour. Man,
that's a bunch of spaghettil

Modern Methods

Some of the manufacturing processes
have been speeded but some are un-
changed over the years. The drying
process, for instance, has been speeded
from 50 or 60 hours to 22 hours in care-
fully dryers.

And while most of the spaghetti
products are carefully weighed and
boxed automatically, at least two kinds
still must be packed by hand. Because
of their peculiar shape, the long spa-
ghetli with the hook on each end and
lasagne with its ruffled edges defy
progress and must be boxed—a pound
at a time—by hand.

Recipe Idea

We would like to tell you how to
turn one of these spaghetti producls
into nn unusual and delicious meal.

It's a recipe for lasagne and the
secret is in its tiny, tiny meat balls that
are used instead of the usual ground
meat, The secret has been handed down
through the Paradise family of Chicago

18

Inside story of a Spaghetti Factory

for many, many years. It was given to
us by Judy Paradise, one of our de-
voted fans and wife of a co-worker.

Judy leaves the first part of the
preparation up to you. She suggesis
that you use 4 cups of your own fa-
vorite tomato sauce, Here's how fto
make Judy's Lasagne:

Judy’s Lasagne
(Serves 8)

4 cups your favorite tomato sauce
For meat balls:
¥4 pound ground beef
V4 pound ground pork
1 egg
1 teaspoon salt
V2 teaspoon pepper
1 clove garlic, minced
1% slices crumbled bread
1 tablespoon fresh parsley, minced
Freshly grated parmesan cheese
Combine beef, pork, egg, salt, pepper,
garlie, crumbled bread, and parsley.
Add just enough parmesan cheese to
make the mixture workable. Form into
balls ¥ Inch in diameter. Heat 2 table-
spoons olive oil in a heavy skillet and
brown meat balls lightly—do not let get
hard, Put aside.

For Bauce:

1% pounds ricoita cheese

2 eggs

V4 teaspoon salt
V4 teaspoon pepper

1 tablespoon fresh parsley, minced

1 pound mozzarella cheese

Mix ricotte, eggs, salt, pepper, and
parsley well and set aside. Meanwhile,
slice mozzarella into thin strips and put
aside.

Now put 8 quarts of water and ¥ cup
of salt into large pan and bring to boll.
Cook 1 pound lasagne noodles until
tender. Drain and set aside.

Here's how to assemble your lasagne:
Pour % cup of tomato sauce into a
large baking dish. Top with layer of
about one-third of the noodles and one-
third of the ricotta mixture and spread
evenly. Sprinkle some meat balls over
this and top with about one-third -of
your mozzarella strips. Repeat layering
process, ending with a few meat balls
on top of the last layer of noodles.
Sprinkle on a bit more mozzarella and
top with tomato sauce.

Bake in 350* oven about 30 minutes,
or until mixture begins to bubble, Let
stand 5 or 10 minutes to set layers. Cut
into 3-inch squares and serve hot with
{reshly grated parmesan cheese on the
side,

———m—

SN f Pl A Ty

Frank Denby Allen

Frank Denby Allen has been Presi-
dent and Chlef Exccutive Officer of The
John B. Canepa Company, Chicago, Il-
linois, manufacturers of Red Cross
Macaroni Products, since February,
1968.

After leaving Trinity College of
Hartford, Connecticut for service in the
United States Army, his business ca-
reer started with a sales training course
at International Harvester Company in
Chicago. In March, 1853, he joined
Brinks, Incorporated, in the sales de-
partment, progressing to Assistant Vice
President-Natlonal Sales.

Mr, Allen joined Canepa Company in
August of 1056, serving in various sales
capacities. He was elected to the Board
of Directors and became Vice President
in February, 1860,

He is a member of the Young Presl-
dents Organization, The President's
Council of the American Managemenl
Institute, the Marketing Committee of
the National Association of Manufac-
turers, Grocery Manufacturers of
America, Executives Club of Chicago,
Grocery Manufacturers Sales Exccu-
tives of Chicago, and the Merchandis-
ing Executives Club of Chicago.

Mr. Allen lives in Wilmette, Illinols,
with his wife, Lindy Lou, and his two
children, Denby and Lindy, where he
has been active In community nﬂqlrl
and has served on the New Trier High
School Parents Council in an adminis-
trative capacity.

He was elected a Director of the No-
tional Macaronl Manufacturers Assocl:
ation in June, 1967 and became Third
Vice President in July, 1968,
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Dr. . E. Newlin

Tranin Egg Products
Co. Alignment

Harry M. Spradling has been named
president of Tranin Egg Products Co.,
a wholly owned subsidlary of United
Stotes Cold Storage Corporation, Mr.,
Spradling of Carthage, Missourl has
been president of Refrigerated Services
in Carthage, which was recently pur-
chased by United States Cold Storage.
This plant now operales as a part of the
Kansas City Division. Mr. Spradling,
who is an officer of the parcnt com-
pany, in addition to becoming president
of Tranin, will head up a newly-formed
division that also Includes Nickerson
Egg Company at 201 Oak Street as well
as H & W Foods in Joplin, Missouri.

Mr. Spradling replaces O. Allen Rose
who, because of health conditions, has
resigned. Mr. Rose has completed
twenty-five years of service with
Tranin Egg Products, serving as presi-
dent since 1060, He will continue as a
consultant to the company.

New Technical Director

Tranin Egg Products Company has
recently instituted a new department
through the appointment of Dr. H. E.
Newlin as Technical Director in charge
of Research and New Products Devel-
opment. Dr. Newlin has previously
been Senior Food Technologist and Nu-
tritionist of MidWest Research Insti-
tute in Kansas City. Robert Porfer will
continue to serve as Director of Labora-
tories and Quality Control.

James A. Mowat has rejoined the
organization as Vice President-Drying
Division. He had previously served as
head of the Drying Division from 1860
to 1965. Max Chandler, who had pre-
viously been assoclated with Henning-

son Foods, Inc., has joined the company
in the capacity of Drying Division Man-
ager.

W. H. Joern, Vice President In charge
of Sales, will continue to handle all
sales,

Tranin Egg Producis and United
States Cold Storage Corporation is a
division of American Consumer Indus-
tries, whose principal nctivitles com-
prise the operation of public refriger-
ated warehouses from coast to coast
and are also engaged in the ice business
in many of these areas, The headquar-
ters are located at 3756 Park Avenue,
New York City.

Tranin Egg Products Company is en-
gaged in the manufacture and distribu-
tion of frozen and dricd egg products
which are marketed Internationally.

Henningsen Move
* Henningsen Foods, Inc. moved their
executive and sales offices to new and
expanded headquariers at 2 Corporate
Park Drive, White Plains, New York
10604 on January 20.

Their new telephone number is 814-
604-1000, and thelr teletype number Is
710-566-1116-7.

New Member

Mr. Armand P, Cicciu is manager of
Resale Products, Industrial Products
Division, Anheuser-Busch, Inc., St
Louls. He sells egg products to the
noodle industry and has just joined the
Association as an associate member.

Hershey Pasta
Marketing Post
Willoughby S. Dade has been named
to the position of Manager, Sales and
Marketing Pasta Division In an an-
nouncement made by H. S. Mohler,
President, Hershey Foods Corporation.
In outlining Mr. Dade's area of re-

sponsibility, Mr. Mohler stated that he
will be responsible for directing the
formulation, execution and consolida-
tion of the total marketing and selling
operation, from Hershey, Pennsylvania,
of Delmonico Foods, Inc. and San Gior-
gio Macaroni, Inc. Both Hershey Foods
companies serve the American con-
sumer with a varlety of high qualily
macaroni, spaghetti, sauces and other
pasta products, Delmonico Foods, Inc.
with ofices in Loulsville, Kentucky
markets their products primarily in In-
diana, Kentucky and Ohlo, while San
Giorgio's major markets are located
along the eastern seaboard.

Mr, Dade has been Director of Sales
and Marketing for San Giorglo since
joining that company In the fall of
1066. He had previously served In vari-
ous sales capacities with Scott Paper
Company. He recelved an A.B. degree
in Economics from Central College,
Fayette, Missouri.

U, 8. Cold Btorage Report
Shell Eggs (Cases)

Frozen whites Pounds
Frozen yolks Pounds
Frozen whole eggs Pounds
Frozen unclassified Pounds
Frozen Eggs—Total Pounds

Crop Report (48 States)

Shell eggs produced

Average number of layers
Average rate of lay

Layer Report:

Hens and Pullets of Laying Age
Pullets not of Laying Age
Total Potential Layers

Eggs Laid per 100 Layers

Government Egg Reports

Jan. 1, 1889 Year Ago
66,000 85,000
6,578,000 8,865,000
17,195,000 21,630,000
45,342,000 54,088,000
2,943,000 1,855,000
72,058,000 87,247,000
Dec, 1968 Dec, 1967
5,708,000,000  5,945,000,000
317,757,000 328,144,000
17.86 18.09

Jan. 1, 19689  Jan, 1, 1968
317,900,000 327,083,000
48,300,000 43,835,000
366,200,000 370,018,000

57.0 58.7
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of, purchasing specifications, will all be
¥ nn Munuhmuu Association

Be a smart bird: mark your calendar now!

April 14, 15 and 16 Bismarck Hotel, Chicago
(coincides with the Packaging Show)

Visit the Chicago Mercantile Exchange, see an i
egg-breaking plant, hear ideas for new products.
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by Albert J. Ravarino

WE have a really excellent report
on the National Macaroni Insti-
tute program for 1068. We of course
would not attempt to show it all to you,
there's not enough time—but we do
have a slide presentation that will di-
gest the year's results,

You will see syndicated columns,
color food pages, and metropolitan
newspaper presentations of our prod-
ucts which dramatize our various sales
messages of versatility, convenlence,
flavor and nutrition,

We received thousands of clippings
last year indicating usage of our educa-
tional material on macaroni products—
material which tells Mrs. Homemaker
when and how to use our products for
her family's meals and for party fare,

In looking over a report such as this,
I am sure we all wonder sometimes
how many people see these messages—
what is our readership—are we getting
to the homemaker with our story,

Well, in a survey I recently came
across, it reveals that women depend
on the women's and food pages for in-
formation about food and how to pre-
pare |t.

The study was conducted among
thirty major newspapers and here are
some of the findings that relate very
closely to our situation.

1. Almost all women read the wom-
en's and food pages of their news-
paper—three out of four are regu-
lar readers of these pages.

The contents of the women's and
food pages are relevant and help-
ful to homemakers.
The notlon of discontinuance of
these pages would disappoint eight
out of ten women.
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2. The women's and food pages serve
a number of purposes for women,
specifically;

Recipe collection;
Meal planning help;
Shopplng guldance,

3. Recipe collection from the wom-
en's and food pages of the news-
paper Is widely and actively pur-
aoued.

verall, three out of f,
A our women
An average of 8.1 recipes were
clipped in a month's time.

4. Nearly four out of ten women had
used the recipe clipped most re-
cently. The executlon of recipes
clipped from the women's and food
pages generated purchases of food
items among three out of four
recipe clippers over a month's

e,

5. Recipes clipped from newspa
are well-liked by homemak:‘r’lm
retained after initial use,

About nine out of ten consider the
recipes obtained from the women's
and food pages to have been use-
ful, primarily because of the good
results achieved with these
recipes.

After use of the recipes, over nine
out of ten women saved the par-
ticular recipe.

6. The women's and food pages pro-
vide assistance in the meal plan-
ning area to approximately two
out of three of its readers.

For over eight out of ten women
who use the women's and food
pages for meal planning guldance,
this has been a helpful service.

In this conncction, the women's
and food pages is credited for pro-
viding homemakers with ideas for
both holiday und dally meals, and
with specific menu items,

7. The women's and food pages are
valued as a shopplng guide by
elght out of ten readers.

The newspaper is consulted for in-

formation on shopping sources as

well as for specific food products
and brands,

Nearly seven out of ten women

who use a shopping list for a ma-

im: sho;:iplggod trip refer to the wom-
n's ani pages in pre

their shopping lists, ¥ ‘paring

This survey of homemakers' attitudes

and uses of women's and food sectlons
of newspapers and certainly Indicates
that our public relations material is
falllng on fertile ground and produces
results for us in the marketplace,

Now for our report of resul
look into the future as to wl:ntulsn::m?
ing up In the months ahead.

Our present basic proj:am for
Natlonal Macaroni Institute §s til\'i:ihecle
Into two essentlal categories, consumer
press and trade press,

In the consumer press area, our
Box Score of Resulis show; thntlmI
reached a' total circulation in print
medla of 2,480,000,000 impressions.
About 75% of this emphasis was placed
in women's interest pages.

During 1968 we were able to amass
129 usages of our story and recipe fea-
tures by newspaper syndicates and wire
services reaching a circulation of al-
most one billlon. The circulation In-
crease over 1867 in this medium alone
was over 140,000,000. In Newspaper
Sunday Supplements, syndicated and
independent, we achleved another
striking Increase, almost tripling our
circulation figures from those of the
previous year—123,664,258, up from 44,-
813,147, Almost another half billion cir-
culation was racked up in our place-
ments with consumer magazines, wom-
en's, youth, romance, shelter, farm, cth-

nic. Newspaper color pages—§9 in all,
many of them full-page features—ac-
counted for another 37,000,000, Added
to this activity were the direct-to-editor
newspaper releases, the radio and TV
scripts, plus the efforts of related-item
food companies which cooperated with
us in promoting macaronl products
throughout the year—@4 companles in
all, with 104 different uses,

Trade storles on the macaroni indus-
try were services on five different occa-
slons throughout the year, to a total of
760 food, advertising and business
trades nationwide,

SBpecial Projects

Supplementing this basic program
have been our speclal projects, some of
which have been repeated often enough
that they seem part of our regular pro-
gram. These include:

1. Home Economics Teacher Publica
tion Insertion with recipe leaflet
offer. Each year our teacher de-
mands for macaronl recipe leaflets
for classroom use surpuss record
figures of the previous year., Our
‘Think Spaghettl” ad In October’s
Forecast for Home Economics pro-
duced requests for 197,500 leaflels
to date.

2. New York Press Luncheon—Tiro
A BSegno.
Our annual Festa di Pasta for the
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New York Press was expanded in
1068 to include publicists from
macaroni related-item food firms,
with continued excellent results,
, Merchandising Materials.

Three point-of-purchase merchan-
dising pleces, in full color, were
produced for supermarket and
chain store operators, each poster
geared to a specific product and
season. Forty-two thousand pleces
were distributed of “Noodles has
Oodles of Friends" (Lent); “Maca-
roni Has Many Mates" (Summer);
“Spaghett! Goes Steady” (National
Macaronl Week).

What's Ahead In 19687

The basic program for consumer and
trade will continue this year, with em-
phasis again on Lent, Summer and Na-
tional Macaronl Week, incorporating
themes of economy, nutrition, versatil-
Ity, welght control.

An added dimension in 1060 will be
a brand new summer promotion in-
volving the growers, millers and maca-
ronl makers to be called the Spaghetti
Safarl. Twenty food editors represent-
ing major consumer magazines, Sunday
wpplements, newspaper syndlcates and
metropolitan dailies vrill be taken on a
3-day flylng safari of wheat country,
flour country and spoghetil country—
probably in early August when the
wheat crop is belng harvesird, At this
writing it is understood that vhe essen-
fial costs of this promotion will be
underwritten by the wheat farmers.

Recommended Special Projects for 1963

1. Spaghetti Safari Support.

We think so much of the promotional
potential of Spaghettl Sofarl that we
plan to make it our theme for Natlonal
Macaroni Week, 1960, and feature
recipes and photographs of our coun-
try's heartland and the people who live
there, We plan on-location shots In
color and black/white which will lend
reader Interest and dramatize the
heartland country, We anticipate con-
tiderable recipe development and test-
ing of food ideas plcked up on-safari.

2 Baslc Program—additional color

budget.

In analyzing our 1968 results, we be-
lieve that our color pages can be im-
proved substantlally if funds are pro-
vided for additional color for general
distribution. At present, our color
transparencles number six per year
We would like to increase this by 50%,
adding one color release to each of our
three sensonal promotions: Lent, Sum-
ier and Natlonal Macaronl Week.

chu, 1969

3. Do-It-Yourself Television Kits.

In recent years we have had spectac-
ular results with our Do-It-Yourself
Television Kits to Demonstrators, In-
cluding script, product and props with
which the TV Demonstrator can devel-
op her own presentation according to
her own format, Our target would be
the approximate 100-plus television
shows currently carrying demonstra-
tlon programs in and near the major
markets.

A Macaronl TV Kit might consist of
the following elements: five to ten-
minute script; buzz prop—such as the
elbow macaroni die; set of four or five
colored slides; product samples; ad-
vance letter and reply card.

We recommend a total of three TV
Kits, but the actual number per year
can be geared to the budget.

Kit No. 1 can be readied for release
in April-May, geared to '“Macaroni
Meals for Calorle Watchers" or how the
swim set at beach or pool can pare
down for the swim season and siill en-
joy their favorite pastas, Slides might
consist of fashlon poses of the new
swimsuits, followed by color slides of
low-calorie menus. Buzz prop might be
a Trim Twist Executlve Exercirer.

Kit No. 2 can be readied for release
to tie in with National Macaroni Week
and the Spaghetti Safarl theme. Here
slides can show the wheat-flour-maca-
roni cycle from America's heartland,
Buzz prop might be a pith helmut for
the TV Demonstrator's vicarlous TV
Safarl. Also included in this kit can be
an offer of Spaghettl Safari reclpe
leaflets,

Kit No. 3 might be timed to coinclde
with the Thanksgiving-Christmas pe-
riod, ond stress the economy theme
with "Macaronl Makes the Most of
Leftovers.” This would make a great
co-op kit, and buzz props might include
other related items in making of sauces,
ete. in addition to the macareni die.

To insure usage of the kit we would
poll the demonstrators in advance with
a letter describing its contents and
script format. Only those returning the
reply card expressing Interest in the kit
wauld receive it.

Sills has used television kits for other
accounts in the past year with out-
standing results. For a 1968 Fall Yam
Promotion, the kits drew 59 requests.
4. Home Economics Teacher Publica-

tion Insertion with Recipe Leaflet

Offer.

Once again we recommend a one-
page insertion In the October issue of
Forecast for Home Economics profes-
sional teacher publication, nlong with a
recipe leaflet offer. We believe this is a
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very efficlent way to reach the student
in the home economics classroom. We
suggest this year's theme be geared to
the Spaghetti Safarl and Include
recipes from America’s heartland.

Latest statistics from Forecast indi-
cate that the magazine, through its
teaclier-readers, reaches 4,600,000 teen-
age girls who will actually handle and
use products in classroom assignments,
The magazine claims circulation to 60,
000 Home Economics teachers who are
demonstrating products In 200,000
classes especially equipped for food
demonstration. Subscribers also in-
clude 5,000 home demonstration agents
and agriculture extension specialists,
home service directors of utility com-
panies and leaders of 4-H clubs.

5. Third Annual Festa di Pasta Press

Luncheon at Tiro A Segno.

From all reports, the press luncheon
at Tiro A Segno is a favorite on the
New York food editor's calendar, We
recommend that the related-item pub-
licists agaln be invited. Timing should
be geared to the GMA Conventlon in
New York in the fall, so that we can
continue to have a good turn-out of
macaroni manufacturers. The unique
atmosphere of the Tiro A Segno club
and the excellent pastn prepared there
have done much to educate the New
York food editor ns to what to expect
of pasta products. The eyeball-to-eye-
ball confrontations of macaroni manu-
faclurers and editor have answered
many editor questions and done much
{o enhance the Image of the macaroni
industry, The Festa di Pasta has al-
ready become a tradition—one which
we think should be continued.

6. Merchandising Materlals.

As a continuation of our extra mer-
chandising activities we have prepared
for 1960 another brochure which takes
three new recipes and costs them out to
prove dramatically that macaroni prod-
ucls really do sell related items.

We all know that macaroni products
are rarely served alone. Therefore,
when the homemaker buys n package
of spaghettl, elbow macaroni or egg
noodles, she is also going to buy other
{ngredlents to combine with or top the
macaroni products.

This related item package sale which
is triggered with the purchase of maca-
ronl products in a story which we have
to tell the retailer again and again.

We have actually purchased the vari-
ous ingredients needed to complete our
three recipes in the 1860 brochure and
have costed them out for the exact
amount of ingredients called for in the
recipe, By relating sole of the maca-

(Continued on page 38)
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MACARONI

_: , from the American Dairy Association

AVE these recipes from the Ameri-

can Dairy Association. They make
up a menu that will save you time,
work, and money,

This delightful Cottage Macaroni
and Ham casserole gives a high return
of protein value at a low cost because
of the use of dairy foods. Leftover ham
or chopped luncheon meat mixed with
budget stretching pasta makes it hearty
fare,

It calls for a minimum of work too.
You don't have to worry about a com-
H plicated cream sauce. The cotlage
. cheese and sour cream becomes the
dreamlest cream sauce you ever turned
into a casserole,

Just before you take the casserole
from the oven sprinkle on Cheddar
cheese 1o mell to golden goodness,

The vegetable dish is fancy too . . .
for just a few cents a serving. Just caok
up the colorful combination of bryssels
sprouts and carrots and then top them
with a butter sauce cpiced with basil.
The flavor is fit for a king, Why, even
the name “basil" comes from the Greek

butter.

any meal.

Eggs Like
Grandma
Used to Break!

L]

Egg S}ﬂﬁoun Eggs
Dark Yolks a Speciailty

Wakefieid

S

Q v.s. Eﬁ‘v‘»novw
Quality Eggs and Egg Products

Call or Write . Dan Gardner or Bob Berns

MILTON G.WALDBAUM

Cable Waldbaum . Wakefield, Nebr. 68784
(Wakelaid) (402) 287-2211

24

T A N R D O T R S TR YA PR YT N PR A e s ey i )

MADE MARVELOUS!

Cottage Macaroni and Ham

word n.eaning "royal” or "king." And,
there is no topper more royal than real

To con.plete the menu, remember
the milk. 1t's the perfect beverage for

Cottage Macaroni and Ham

2 tablespoons butter
Y4 cup sliced celery
Y4 cup chopped onion
V4 cup chopped green pepper

1 package (7-8 oz.) macaroni, cooked

and drained
2 cups chopped cooked ham
3 tablespoons beef flavor mushroom
mix

2 cups coitage cheese
%4 cup dairy sour cream
¥ cup (2 oz) shredded Cheddar cheese

In a l-quart saucepan melt butter;
saute celery, onlon, and green pepper.
In a large bowl toss together sauteed
vegetables, macaronl, ham, flavor mix.
coltage cheese and sour cream jusl un-
il combined. Turn into a 2-quart cas-
serole. Bake in a preheated 350 degree
oven 30-35 minutes. Sprinkle Cheddar
cheese over casserole and return to
oven 2-3 minutes or until cheese melts.
Makes 6-8 servings.

Variationt One can (12 oz.) luncheon
meat chopped may be substituted for
ham,

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, spetializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Product:.
1—Vitamins and Minerals Enrichment Assoys.

2—Egy Solids and Cclor Score in Eggs and
oodles.

3—Semolina and Flour Analysis,
4—Micro-onalysis for extraneous matter,
5—Sanitary Plant Surveys.

6—Pesticides Analysis,

7—Bacteriological Tests for Salmonella, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y. 10007
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Carrots and Brussels Sprouis
2 pints (1 1b.) brussels sprouts
2 cups (% 1b.) peeled and cul carrols
4 tablespoons (%2 slick) butter
13 tenspoon basil leaves

Cook brussels sprouts and carrots lo-
gether in a small amount of boiling
salled water, drain. Meanwhile, in 1-
quart saucepan melt butter; add basil.
Pour butter sauce over drained vege-
tables. Makes 6-8 servings.

A Saucy Budget Meal

Here are some budget tips that's
make your meal less expensive but not
less exciting.

First, stick to your shopping list.
Keep in mind that every “extra” you
buv adds up to a bigger bill. Second,
iy to shop where the bargains are.
Lok for the specials and then stock
up on them. But don't buy anything
yo can't use or that your family won't
en oy. Any item that fits that bill is no
bi gain whatever the price. Third,
se e meat-stretching  dishes  like
Cl esy Spaghetti. Your family's sure lo
en oy this one.

ou start by spicing up ground beef
as vou cook it with onions, green pep-
pe. and garlic. Then it gets saucy by
ad ling tomatoes and lomato paste and
mure savory seasonings. After simmer-
ing come the special flavor ingredients:
Mizzarella cheese and Parmesan
chiese. They make your spaghettl
sauce twice ns nutritious and twice as
delicious with a cheesy flavor combina-
tion that's delightfully different.

Meanwhile, you can cook the spao-
ghetti and toss a salad. When the fam-
ily sits down you're ready to serve an

Nalian-style meal starring o platter of

Cheesy Spaghetti topped with a sprin-

kling of Parmesan cheese . . . just for

the fun and favor of it. Hot bultered
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garlic bread and glasses of refreshing
milk will complete your meal delicious-
ly.

g Cheesy Spaghetii

pound ground beefl

14 cup chopped onion

cup chopped green pepper

small clove garlic, crushed

can (1 1b.) tomatoes

can (6 oz.) lomalo paste

teaspoon salt

14 teaspoon lenl oregano

14 tenspoon sweet basil leaves

cup (4 oz) shredded Mozzarelln
cheese

cup graled Parmesan cheese
package (7-8 oz.) thin spaghetti
Grated Parmesan cheese

In a large skillet cook beel with
onion, green pepper and garlic until
meat is browned. Stir in tomatoes, to-
mato paste, salt, oregano and basil.
Simmer 30 minutes; stir in Mozzarella
and Parmesan cheeses. Meanwhile pre-
pare spoghetti nccording to package
directions; drain. Turn spaghetti onto
heated platter; serve sauce over spa-
ghetti with additional Parmesan cheese.
Makes 4-06 servings.

-
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Serve Stroganoff and Save

There are some dishes, like Beef
Stroganoff, thaot most homemakers save
{o serve for very special “company
dinner purties. Bul, when you stop to
think about it, who are the most im-
portant, very special, people you know?
Why your family, of course! So why
not treat them to a “company-type”
dinner featuring beefl stroganoff? Too
expensive? Too much work? Not with
*his recipe . . . it makes gourmet stroga-
noff out of “everyday™” ground beef.

Sound tricky? Well it is tricky but
not difficult. The trick comes when you

Ground Beet Strogonoff

save sleps by using condensed cream
of chicken soup.

But one thing you can't eliminate is
the fresh dairy sour cream. After all,
that's what makes stroganofl sauce so
special. Nothing can replace the smooth
flavor of the sour cream and it also
plays a big role in bringing your fam-
ily important nutrients.

Serve ecasy to fix, easy caling
Ground Beel Stroganoff and you know
your family will be enjoying lots of
goodness nlong with the fun and faver
of a real “company" treat. Serve it over
buttered noodles nlong with o tossed
salad and hot rolls,

Ground Beef Stroganoff

tablespoons butter

pound ground beel

cup chopped onion

clove garlic, minced

tablespoon four

can (102 oz) condensed cream of
chicken soup

can (4 oz.) mushrooms, undrained
teaspoon salt

{easpoon pepper

| cup dairy sour crcam at room lem-
perature

Buttered noodles

In a large skillet melt butter; add
meat, onion and garlic and cook until
meat is brown. Stir in flour; then add
soup, mushrooms, salt and pepper.
Simmer 10 minutes. Stir in sour cream;
hent to serving temperature, Serve
over buttered noodles. Mokes 6 serv-
ings.
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Simple Salad

Protein-packed cottage cheese makes
a great salad, suys the American Dairy
Association. If you please, spice it up
with a pinch of sage and a turn of
freshly ground pepper or a sprinkling
of salad seasoning.

—_—
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Durum Macaroni Hotel-Restaurant-Institutional Program

by H. Howard Lampman, Director, Durum Wheat Institute

HE year ending December 31, 1968,

proved both busy and productive
for the Durum Wheat Institute and its
kindred organization jointly financed
by the North Dakota State Wheat Com-
mission and the National Macaroni In-
stitute—the Durum Macaroni H-R-I
(Hotel-Restaurant-Institutional)  Pro-
gram,

Macaroni Menu Magic

Major effort was directed at the H-
R-I market: firsi, with the aggressive
promotion of a new, 20-minute, full-
color movie, “Macaroni Menu Maglc,"
and an accompanying flmstrip; and
second, with the production and release
of new quantity recipe cards amplify-
Ing the impact of the audio-visual ma-
terials.

The three-pronged aims of this drive
is the establishment of durum as the
standard of quantity pasta; the refor-
mation of cooking methods o improve
the dishes served; and the upgrading
of the service itself in the nation's 572,-
300 quantity food service establish-
ments—where one of every three meals
is consumed . . . away from home each
day.

The importance of the market is two-
fold. It represents a vast outlay for
sales, totaling 36.8 billion dollars in
1968. The average family spends 20 per-
cent of ils food budget on restaurant
meals. But perhaps even more critical
from the standpoint of durum pro-
ducers, millers and macaroni manufac-
turers, hotels, restaurants and institu-
tions are a “sampling” market—where
people learn to like (or dislike) pasta,
judged by the quality and taste of the
dish ordered from the menu.

Common experience among those
who know and relish pasta products
confirms the conclusion that all but a
very few of the most gourmet restau-
rants ruin or impair the industry's
products in cooking and service, Al-
though the chief user of prime grade
nieat, the H-R-1 buyer, not knowing the
consequences, purchases almost all
other foods, including pasta products,
at lowest cost. The chef, dietitian or
cook, untrained or without palate, con-
sistently overcooks spaghetti, macaroni
and noodles. As a result, the consumer
recelves not pasta—but paste! °

How To Cook Macaronl

The new audio-visusl page of the
movie and the filmstrip, “How to Cook
Macaronl Foods,” together with the
quantity recipe cards, constitute a di-
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rect, forthright effort to counteract and
correct the problem. At the close of the
calendar year, the film had been shown
to 4,411 audiences, chiefly people in the
H-R-I siarhet or students training for
posi‘ions In that Industry.

More than 225 coples of the less ex-
pentive fillmstrip, at $2.00 each, have
been sold as a permanent addition to
audio-visual training film libraries in
schools and colleges specializing in in-
stitutional areas. The filmstrip is also
available "on loan,"” and a number of
copies were circulated; with more than
1,000 copies of the accompanying Nar-
ration Guide.

The recipe cards each provide the
formula for a finished dish with space
for calculating ingredients, costs and
modifications on six, 50 and whatever
number of portions a cock wishes to
prepare, The reverse side lilustrates
the finished dish in full color—to show
what It should look like and to suggest
accompanying garnishment and meth-
ods of service. Although the recipe
cards came from the printer Iate in the
year, more than 2,100 coples of the set
of 32 were sold or distributed by year's
end.

Profit Pasta Pointers

A prototype Issue of a four-page bul-
letin, “Profit Pasta Pointers,” was pre-
pared for the printer. Sample coples
will be distributed at the mid-winter
meeting of the Natlonal Macaronl Man-
ufacturers Association. The bulletin
was devised as a regular quarterly pub-
lication for an audience in the H-R-I
field, with each Issue providing recipes,
featuring a dish from a famous chef,
and pointing out the advantages of
pasia in bullding consumer acceptance
and profit in the quantity food service
field.

8chool Lunch Journal

In addition to the distribution of ma-

terials, a staff-wrilten article, *Al
Dente . . . Al Who?" was placed in the
Journal of the American School Food
Service Association to explain the con-
sideration of purchase, cooking, cost
and service to that magazines 44,378
readers in the nation's school lunch
system.

To help solve the problems of the
school lunch manager In cooking and
serving macaronl products as part of
the 405 million meals prepared in the
Federal school lunch program during
1968, the Durum Wheat Institute also

inquired into purchase specifications for
macaroni products. It had been dis.
closed that some school lunch officials
were ordering pasta made from flour
supplied in the Government rellef pro-
gram—flour that produced greatly in-
ferlor macaroni, spaghetil or noodles.
Better specifications would lead to an
improved product and a more attrac-
tive pasta dish in school lunch food
service.

Durum Wheat Notes

In the Durum Wheat Institute, four
bulletins were published for circulation
among 44,400 reuders including profes-
sional home economists, home econom-
ics teachers, home demonstration
agents, hospital dieticlans, public ulil-
ity demonstrators and food editors.
“Theme" toplcs for each issue of “Dur-
um Wheat Notes" Included, “The His-
tory of Macaronl,” regional differences
in macaroni food service across the
United States, a tour of the institutional
area of the Durum Wheat Institute's
Test Kitchen, and a discussion of iron
deficiency in the United States pointing
up the contribution of enriched maca-
ronl foods to popular diet. Each issue
provided recipes and were widely re-
printed or used. One issue offering Lhe
filmstrip, “How to Cook Macaroni
Foods,” resulied in dozens of requests.
Additional materials concerning the
preparation and service of durum-
based macaronl foods were also Tca-
tured in other issues, stimulating their
greater use and circulation.

Educational Materials

Within the calendar year, the I'ir-
um Wheat Institute distributed n.ore
than 1,500 coples of the chart, "Durim
Macaroni Foods—From Farm to 7a-
ble"; 2,800 coples of the Durum Dem..n-
stration outline; 30,000 coples of 'he
recipe book, “Specialties of the House";
and almost 10,000 leaflets, “Twcive
Show-Off Recipes.”

During the year, distribution of all
printed and flm materials totaled al-
most 288,000,

Members of the Durum Wheat In:ti-
tute Commiitee also authorized produc-
tion of a classroom and in-plant wall
chart in full color illustrating the fa-
millar and less common shapes und
names of macaroni foods.

The discovery of a new dish does
more for the happiness of man than the
discovery of a star,

—Brillat-Savarin.
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

In any size — any shape — it's always
easier to control the quality and color
of your products with Amber's first
quality Venczia No. 1 Semolina, and,
Imperia Durum Granular.

Nationally-famed macaroni manufac-
turers have long preferred these supe-
rior Amber products because of their
consistently uniform amber color, uni-
form granulation and uniform high

quality.

Because of our unique affiliations and
connections throughout the durum
wheat growing areas, Amber is able
to supply the finest durum wheat prod-
ucts available anywhere.

We are prepared to meet your orders
—prepared to ship every order w!xe:n
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent
Amber quality. Be sure—specify AM-
BER.

¢T¢ AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills ot Rush City,

March, 1969

Minn.—Genercl Offices: St. Paul, Minn. 55101
TELEPHONE: (612) 646-9433

SEVER




B e e T e

by James J. Winston

WISH to review briefly the activities

of my office for the past six months
and emphasize those matters of Im-
poriance to our industry.

Quariermaster Corps

At the end of July, I conferred with
the Division of Technical Operations of
the Defense Supply Corp. of the Quar-
termaster Corps regarding the advis-,
abllity of reducing the diameter of Spa-
ghettl procured by the Army. Accoril-
ing to the Federal Standards of Iden-
tity, the diameter of Spagheiti is fixed
between the limits of 0.08 inch to a
maximum of 0.11 inch. Commercially,
Spaghetti being sold varles in diameter
from 0.07 inch to 0.085 inch. It was my
opinion that it would be pertinent to
the interesis of the army not to buy a
thinner type of Spaghetti. It is of mu-
{ual interest o have a Spaghetti served
in the cooked state that would not be
soft, mushy, or sticky. Overcooking a
thin Spaghett! would tend to create
such a situation whereas with a thicker
Spaghetti in line with present practice,
overcooking would still yield a product
with good appeal and palatability, The
present practice of the Defense Supply
Corp. is to continue to buy Spaghetli in
line with my recommendation.

Conference With The New Commis.
sloner of the FDA

On August 1, 1968, I had a conference
with Commissioner Herbert Ley, Jr.
and two of his associates. The purpose
of this meetling was to indicate to the
FDA that our Industry was making a
concerted effort to accumulate the nec-
essary education and knowledge in
order to do a more effective job in com-
plying with the regulations under the
Food and Drug Cosmetic Act. I dis-
cussed with the above gentlemen the
problems in our Industry and the
means we are taking to resolve them.
Reference was made to the Macaroni
Seminars which are being conducted on
a yearly basis for the purpose of im-
parting knowledge and expertise to
production maonagers and sanitation
personnel. I left with Dr. Ley a copy
of a paper eniitled “Effective Plant
Sanitation" which was presented at the
Chicago Seminar in April, 1967, All in
all, 1 felt that this meeting made the
officlals realize that our Industry has
embarked on a vigorous sanitary pro-
gram in order to insure compliance
with the regulatlons, particularly with
the control and elimination of dele-
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{erious type of organisms such as Sal-
monella type.

Plant Evaluator Code No. 19

The Food and Drug Administration
issued PEV for many industries includ-
ing the one which was sent to each
member of our Association together
with my Bulletin No, 372. The PEV re-
fers to an outline of plant practices
which should help a company do a
more effective job In complying with
good manufacturing practice. Bulletin
No. 372 suggested additional necessary
practices in order to supplement those
recommended by the FDA. PEV's are
used as a gulde by FDA inspectors to
evaluate the type of practice that pre-
valls in a plant during the course of
their inspection. The PEV's are no
more and no less an information tocl on
the overall status of an Industry's con-
ditions and practices.

Hutrition News

On November 6, 1968, Bulletin No.
375 entitled “Nufrition News” made
reference to a meeting of the Ameri-
can Dietetic Association where Dr.
Nevin F. Scrimshaw, head of the de-
partment of Nutrition and Food Sci-
ence at MIT, stressed the fact that ways
must be found to provide the necessary
protein requirements of the world. A
severe deflclency of protein In the early
years of a person leads to a permanent
decrease in the number of brain cells
and reduces a child’s learning ability.
An adult with enough calories may not
be able to do a day's work due to the
lack of essential protein.

On corresponding with Dr. Scrim-
shaw for the purpose of introducing a
Macaroni product with a high protein
quality and quantity, I was referred to
UNICEF. The Chairman of the Stand-
ards Committee, Mr. Paul Vermylen,
accompanled me to UNICEF where we
spent two hours with Dr, Milner and.
Mr. Hill discussing the possible role
that our products could play in their
nutritional program for children
throughout the world. We learned that
at the present time, this organization is
interested in having countries In the
impoverished group do thelr own man-
ufacturing under the guidance of ex-
perts furnished by the UN. As a matter
of fact, countries such as Algeria and
Morocco are already manufacturing
pasta products made with a formula
similar to USDA formula No. 2. This
consists of corn meal admixed with
soya flour, non-fat milk solids, and vita-

Jamas J, Winston

mins. These countries are extruding a
short cut macaroni which was exhibit-
ed to us. The product has a poor color
bordering on the deep grey, but appar-
ently it has acceptabllity in these arcas.
At any rate, the results of this meeting
indicate that at the present time the
UN is not purchasing any finished com-
moditles, but 1s restricting themselves
to raw materials for peoples in nced.
We extended an invitation to the repre-
sentatives of UNICEF to visit a maca-
roni company to acquaint them with
the versatility of our products and our
expertise In the manufacture.

LA.D.S. Program of the USD/

I have had several talks and cor '2r-
ences with Dr. Dan Rosenfleld of the
USDA regarding the possible part “hat
macaroni products can play in hel; ing
feed Impoverished groups In the 7S
At the present time, the USDA dis' ib-
utes raw materials to poor and nc dy
people with the recommendatlon that
these materials be processed into finish-
ed producis. In many instances, fl-uf
egg solids, non-fat milk solids are given
to the needy, but unfortunately, In
many instances, the reclpients do not
convert the Ingredlents into Anished
products. Our thinking Is to Include
finished products In this program, and
macaronl products such as spaghettl
and elbows fortified with protein addi-
tives are of interest to certain members
of the department. An effort is being
made to include pasta products as 8
regular item for distribution. Howeven
this matter must be held in abeyance
for several weeks pending the thinking
of the new adminlstration. I am very
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Report On Imports of Macaroni-Noodle Products

Country of Rejected by the FDA During the Past Few Months

Origin Date Quantity Port of Eniry Reason

Italy Sept. 1088 1285 lbs Atlanta, Ga. Insect Infested

taly Sept. 1968 19,710 lbs. New York, N.Y. Improper Labeling

aly Sept, 1988 325 lbs. Los Angeles, Calif. Insect Infested;
Improper Labeling

taly Aug. 1068 19,000 lbs. New York, N.Y. Insect Infested

Tlaly Aug. 1968 10,084 lbs. Los Angeles, Calif.  Insect and Rodent
Infested; Improper

I/ Labeling

laly - Aug. 1968 1480 lbs.  Los Angeles, Calif. Insect Infested

Canada  Aug. 1088 2000 lbs. Poriland, Ore, Deviation from
Standards

Japan Aug. 1968 200 lbs. Seattle, Wash. i‘mprlupe;‘nl.&bellng

- Y. orelgn ’

Canads Dec. 1068 11,406 lbs. ~Buffalo, N.Y woodESplmtem

Canada Dec. 1068 10,360 Ibs. Buffalo, N.Y. P‘:.l;:ffns ;ﬁﬂffén :

Canada  Dec. 1868 14,620 lbs. Buffalo, N.Y. Insect Infested;

Wood Splinters;
Melal Scraps

encouraged as a result of my last meet-
ing which took place in December. 1
sholl keep the membership advised of
any new developments.

Imports

You will note the resume made of
Imported Macaroni-Noodle products

which have been detained and rejected
by the Import Office of the Food and
Drug Administration. Most of the ship-
ments originated in Jtaly and the rea-
gons for rejection consisted of Insect
and Rodent Infestation and Improper
Labeling. Several shipments from Can-
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ada were also rejecled because of Im-
proper Labeling and the presence of
Filth such as Wood Splinters and Insect
Contamination. One small shipment
from Japan was improperly labeled and
in violation of our standards.

Maocaroni Equipment
Displayed ot IPACK-IMA

The IPACK-IMA International ex-
hibition, held in Milan, October 4 to 10,
has the largest single collcction of mac-
aroni manufacturing equipment on dis-
play ot any one time.

Held in the Milan Fair Grounds, this
important bi-annual show also has on
display packing, packaging, and ma-
terials handling equipment as well as
food processing industrial machinery.

The show has shown constant grewth
over the years in both exhibits and
attendance. In 1085, 49,875 visitors saw
the show; in 1067, attendance was 00,-
848—with representatives coming from
some 63 countries.

Housing becomes a problem so it is
advisable to plan early to take in the
fair. Catalogs and assistance can be ob-
tained from the office of the Secretary
General, Dr. Ing. Ezio Landinl, 62 Via
Ravizza, Milan, Italy 20149.

ala pubblicith 8 10+1 ]2
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“GET WITH the Consumer”
says packaging panel

Getting the consumer invulved in the
product Is a major function of the pack-
uge. However, packagers and manufac-
turers must get involved with the con-
sumer f thelr offerings are lo meet with
success.

Too often this is not the case, accord-
ing to panclists at a session on Com-
munlications—the Power to Profits, held
at the American Management Associa-
tion's National Packaging Conference.

Principles

Dean F. Thomas, vice-president, gro-
cery sales, Pillsbury Company, gave
several principles to follow for “geiting
with" the consumer.

Packages should identify with the
broad tastes of the consumers the prod-
uct will reach.

“A good logo is fine, but It is not the
fotal picture,” he sald.

The package should have “believabil-
ity," he said. “"Some of the ways we do
it now almost cannot be believed,” he
said,

Manufacturers should know what in-
fluences people; they must know how
to communicate and inspire emotion
through color and design, and they
must be original.

Retarding factors in packaging are
old habits, norms and traditions kept
alive by management, he said.

“If you think you are up to date, just
sit down ard talk with your teenage
sons and davghters about their tastes
and attitudes. You'll be very surprised.
And this youth market is where our
future sales will come from,” according
to Mr. Thomas,

Idea Sources

There are many imaginative, un-
wrapped sources for creating good
packages, according to Clifford H. Gold-
smith, executive vice-president, Philip
Morris, Inc.

He sald Philip Morris used a repro-
ductlon of a famous old painting for one
of it spackages. For their line of Swiss
chocolates, the firm had designed a
package which distingulshed the two
“families” in the line—solid chocolate
bars and cream-filled bars. The solid
bars have a white panel in the upper
left corner, carrying the brand name,
and illustrations on the rest of the label
identify the favoring. The cream-filled
bars do not have the white panel, but
have fruit illustrations.

It was also said by Frank J, Sellinger,
vice-president, Anheuser-Busch, that
“sometimes consumers tell you what
your package should look like.” He re-
ferred to the former Michelob private
mold bottle, which sold at about 45
cents per conlalner, It was too expen-
sive, consumers dldn't buy, and the
bottle was subsequently redesigned.
“We changed the bottle to a more con-
ventional one and passed on the savings
to the public,” he sald. Sales shot up
after that.

Innovate or Slide

A major Innovation in packaging
may be in order when a product has
begun to slide, according to Walter
Landor, president, Walter Landor & As-
sociater, San Franclsco Industrial de-
sign firm.

He told the session on graphics and
design that while each marketing prob-
lem calls for a tallored solution, the
package should definitely be looked in-
to when sales fall.

Another time to consider change is
when a competitor has done something
to change his product or package that is
helping his marketing position.

Once a firm decides to change its
packaging, the new design solution
should be held up to the light and ex-
amined from several different view-
points.

They are: appropriateness, believabil-
ity, over-packaging, consumer advan-
tage, production economy, timing, long
range use and abllity to communicate
with the consumer. Also, it should be
considered whether the innovation
lends itself to a special introductory
promotion.

Future Requirements

Future packages will have to satisfy
certain requirements as Indicated by
automation systems, he sald.

Markets will employ automated
checkout systems that will read codes
through the bag and calculate the price
on a particular day as indicated on each
package.

Future packages will have to meet
requirements of the combination of
microwave and Infra-red heating of
products. Canning procedures wherein
the canmng will be done In pressurized
rooms will call for new packaging tech-
nology.

This process plus the progress belng
made in vacuum packing seem to indi-
cate that the thermally processed flex-
ible bag In a square box could take
over from today's can, he sald, And the
product will have a fresher taste.

In the area of produce packaging,
materials will bz developed to allow
certain gasser to penetrate the beg
while sealing out others,

Plastic contalners of the future may
be filled while they are still in the mold.

One of the big things ahend will be
an increase in in-plant fabrica:ion of
the package, Mr, Landor said.

He cautloned against rejecting prod-
ucts in research and development with-
out considering the package. "It is pa-
thetic how many new product iceas
never get L<ond the first stage of con-
cept testing, 0. *n as a direct resul: of
their being tested In the abstract with
out the benefit of appropriate packig-
ing,” he sald.

In a falk before the American Mar-
keting Association, Francis P. Tolol-
ski, Container Corporation observed:

“There are no such things as cre-
ative packnge designs. There are only
successful ones. If a design is success
ful, it's creative. If it isn't successful
it lack any connotation of creativity."

Your success depends upon you. You
must moke your own decisions. You
must pbide by the consequences of your
acts. You may have spread before you
the wisdom of the ages, but unless you
assimilate it you derive no benefit from
it. You are the creator of your own per
sonality. You have to write your own
record. You have to be you.

—B, C, Forbes
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Mr. and Mrs. Horace P. Glola
Bravo Macaronli Company
Rochester, N.Y,

Mr. Frank Denby Allen*
Mr. Richard A. Zajac
John B, Canepa Company
Chicago, Illinois

Mr, and Mrs. Biagio Arena
Conte Luna Foods, Ine.
Norristown, Pa.

Mr, and Mrs. R, H, Williams
Mr, and Mrs, L. D, Williams
Misses Frances & Jeane Williams
Miss Carla Stakurski

Mr. and Mrs. John H. Linstroth
Mr, Peler Linstroth
. Mrs, Frank Willlams

Mr, and Mrs. John Knoedl

Mr. and Mrs. James O. Sullivan
Mr, Craig Currler

The Creamelte Company
Minneapolis, Minn.

Mr. A. L. Katskee
G. D'Amico Macaronl Company
Steger, Illinols

Messrs, P. J. and J. P. Viviano
Delmonico Foods, Inc.
Loulsville, Kentucky

Mr. and Mrs. Vincent DeDomenico
Golden Grain Macaroni Company
San Leandro, California

Mr. and Mrs, Arvill E. Davis
Gooch Food Products Company
Lincoln, Nebraskn

Mr., and Mrs. Robert 1. Cowen, Sr,
A. Goodman & Sons, Inc.
Long Island City, N.Y.

Mr. and Mrs. Alvin M. Karlin
I. J. Grass Noodle Co.
Chlcago, Illinols

Mr, and Mrs, Stanley A. Wilde
Grocery Store Products Co,
Libertyville, Illinols

Mr, and Mrs. R, H. Hammond, Sr.
Mr. and Mrs. R. H. Haommond, Jr.
Hammond Milling Company
Hialeah, Florida

Mr. and Mrs. Paul F. Relning
Inn Maid Products, Inc.
Millersburg, Ohio
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Jenny Lee, Inc.
St. Paul, Minn.

Mr, and Mrs. Armand Saavedra
Miss Nancy Saavedra

La Rinascente Macaroni Mfg. Co.
Moonachie, New Jersey

Mr, and Mrs, Vincent S, La Rosa
Mr. Vincent F. La Rosa

Miss Kathi La Rosa

Mr. Vincent F. La Rosa, Jr.

V. La Rosa & Sons, Inc,
Westbury, New York

Mr. Harold L. Suttle

Mr. and Mrs. B, C. Jakacki
Mr. and Mrs. R. T, Witherell
Thomas J. Lipton, Inc.
Englewood Cliffs, N.J.

Mr. and Mrs. H. E. Toner
Miss Kim Koehler

Mr, and Mrs. C, F, Mueller
C. F. Mueller Company
Jersey City, N.J.

Mr. and Mrs. Andrew J. Russo
Miss Andrea Russo

New Mill Noodle & Macaroni Co.
Chicago, Illinois

Mr. and Mrs. E. Fishler
Noody Products Company
Toledo, Ohio

Mr. and Mrs. Louis J. Coniglio
Mr. and Mrs. John Sagglo

Mrs. Rosario Coniglio
Paramount Macaroni Mfg. Co.
Brooklyn, N.Y.

Mr. and Mrs. Luke A. Marano
Miss Suzy Marano

Philadelphia Macaronl Co., Inec.
Philadelphia, Pa.

Mr. and Mrs. Joseph Pellegrino
Mr. and Mrs, Leone

Mr. and Mrs. DeCarro

Mr. and Mrs. T, J. Settanny
Mr. and Mrs. A. Alford

Prince Macaronl Mfg. Co.
Lowell, Massachusetls

Mr. Nicholas A. Rossi
Mrs. Lena Rossl

Miss Lena Potenza

Mr, and Mrs. A, Giannuzzl
Procino-Rossi Corporation
Auburn, New York
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Winter Meeting Registrants

Macaroni Manufacturers Mr and Mrs. Walter F..Villaume

Mr. Albert Ravarino
Mr. and Mrs. W. J. Freschi
Ravarino and Freschi, Inc.
5t. Louls, Missouri

Mr. Albert F. Robilio
Ronco Foods
Memphlis, Tennessee

Mr, and Mrs, E. Ronzonl, Jr.
Ronzonl Macaroni Company
Long Island City, New York

Mr. and Mrs. R. J. Guerrisi
San Giorgio Macaroni, Inc.
Lebanon, Pennsylvania

Mr. Lloyd E. Skinner

Mr. Clete Haney

Mr. H, G, Stanway

Skinner Macaronl Company
Omaha, Nebraska

Mr. Alfred L. Spadafora
Superior Macaroni Company
Los Angeles, California

Mr. William J. Viviano
Tamico Foods, Inc.
Tampa, Florida

Mr.,and Mrs. Paul B. Miner
Mr, and Mrs. Joseph Scarpaci
Viva Macaroni Mfg. Co,, Inc.
Lawrence, Massachusetts

Mr. and Mrs, Albert S. Welss
Mr. and Mrs. Robert C, Taylor
The Welss Noodle Company
Cleveland, Ohio

Mr, and Mrs. Paul A. Vermylen
A. Zerega's Sons, Inc.
Fair Lawn, New Jersey

Allies, Guests and Staff

Mr. E. W. Kuhn

Mr. George Martl

Amber Milling Division, G.T.A.
St. Paul, Minnesota

Mr. and Mrs. George A. Utler
Mr. and Mrs. CIiff A, Kutz

Mr. and Mrs. Willilam A. Jullen
Archer Daniels Midland Company
Minneapolis, Minnesota

Mr. A. H. Smith
Mr, M. E. Carpenter
Armour & Company
Chicago, Illinois
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Mr. and Mrs. D, D. Brodie
Aseeco Corporation
Los Angeles, California

Mr. Leonard P. Ballas

Mr. and Mrs. Joseph M. Russo
Ballas Egg Products Company
Zanesville, Ohlo

Mr. and Mrs. Paul Benincasa
V. Jas, Benincasa Company
Louisville, Kentucky

Mr. Ralph W. Hauenstein
Braibanti-Lehara Corporation
New York, New York

Mr. and Mrs. Leo. Bram
The Leo. Bram Company
Omaha, Nebraska

Mr, Willlam Berger

Mr. and Mrs. Ralph D. Burgess
The Buhler Corporation
Minneapolis, Minnesota

Miss Mary Campanella
S. Campanella & Sons
Jersey City, New Jersey

Mr. and Mrs. C. W. Anderson
Campbell Soup Company
Camden, New Jersey

Mr. and Mrs, Oreste A. Tomel
Miss Mimi Tomel
Clayton-Tomel & Associates
Chicago, Illinols

Mr. and Mrs. John Amato
Clermont Machline Company, Inc.
Brooklyn, New York

Mr. and Mrs. Vance V., Goodlellow
Crop Quality Council
Minneapolis, Minnesota

Mr. and Mrs. Joseph DeFranciscl
Mr. and Mrs. Ignatius DeFranciscl
Mr. and Mrs, Leonard DeFrancisc
DeFranciscl Machine Corporation
Brooklyn, New York

Mr. and Mrs, Joseph J. Pette

Mr. and Mrs. Robert Hewitt

Mr. and Mrs. G. David Murphy

Diomond Packaging Products Div. of
Diamond National Corporation

New York, N.Y.

Mr. Laster S, Willson
Du Pont Film Department
Wilmington, Delaware

Mr. H. H. Lampman
Durum Wheat Institute
Chicago, Illinols
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Mr. Faust Falconi
Faust Packaging Corporation
Brooklyn, New York

Dr. Billy J. Hodge
Florida State University
Tallohassee, Florida

Mr. P. H. Knowles
General Mills, Inc.
Minneapolis, Minnesota

Mr, Harold T. Halfpenny
Halfpenny, Hahn & Ryan
Chicago, Illinols

Mr. and Mrs. Roy N. Nevans
Henningsen Foods, Inc.
White Plalns, New York

Mr. Charles M. Hoskins

Mr. and Mrs, John Winkelmann
Hoskins Company

Libertyville, 1llinols

Mr. and Mrs. J. H, Kallestad
Mr. and Mrs. S. F. Maritato
Mr. and Mrs. R, L. Vessels

Mr, and Mrs. W. A. Brezden
Mr. and Mrs. George Hackbush
Mr. A. M. Rondello

Mrs. Lee Cortese

Miss Angela Cortese
International Milling Company
Minneapolls, Minnesota

Mr. Jerry Helgeson
Jack Frost, Inc.
St. Cloud, Minnesota

Mr. James J. Winston
Jacobs-Winston Laboratories, Inc.
New York, N.Y.

Mr. Richard N. Frank
Mr. Ralph Frank, Jr.
Lawry's Foods, Inc.
Los Angeles, California

Mr. and Mrs. Ralph A. Maldari
D. Maldari & Sons, Inc.
Brooklyn, N.Y.

Mr. and Mrs. Jerome F. McCarthy

Mr. and Mrs. Alexander Frank
McCarthy & Associates, Inc,
New York, N.Y.

Mr. and Mrs. Mel Krigel
Monark Egg Corporation
Kansas City, Missouri

Mr. and Mrs. Robert M. Green
Mrs. Vera Ahrensfeld
Natlonal Macaroni Mfrs. Assn,
Palatine, Illinols
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Mr. and Mrs. E. M. Murphy

Mr. ard Mrs. Don Gilbert

Mr. and Mrs, Sam Kuhl

Mr. and Mrs. Ray Wentzel

Mr. Harry 1. Bailey

North Dakota Mill and Elevator
Grand Forks, North Dakota

Dr. and Mrs. Kenneth A. Gilles
North Dakota State University
Fargo, North Dakota

Mr. Tom Ridley
North Dakota State Wheat Commission
Bismarck, North Dakola

Mr. and Mrs. William H. Oldach
William H. Oldach, Inc.
Philadelphia, Pennsylvania

Mr. and Mrs. M. W. K. Heflelfinger
Mr. and Mrs. E. E, Powers

Mr. and Mrs, L. S. Swanson

Mr. and Mrs. W, H. Grady

Mr. and Mrs. D. F. Wilson

Peavey Company Flour Mills
Minneapolis, Minnesota

Mr. and Mrs. Charles C. Rossotti
Mr. Jack Rossotti

Mr. and Mrs. John Tobla

Mr. Charles Robbins

Rossottl Lithograph Corporation
North Bergen, New Jersey

Mr, and Mrs. Sidney Schnelder
Schnelder Brothers, Inc.
Chicago, Illinols

Mr. Theodore R. Sills

Miss Elinor Ehrman
Theodore R. Sills, Incorporated
New York, N.Y,

Mr. and Mrs, Walter P. Muskat
Triangle Package Machinery Co.
Chicago, Illinois

Mr. John W. Wright

Mr. Richard K. Saunders
Mr. Donald Iverson

Mr. C. K. Larson

U. S. Durum Growers Assn.

Mr. Gordon R. Christensen
Universal Foods Corporation
Milwaukee, Wisconsin

Mr. Louis E. Kovacs

Mr. Louis A. Viviano, Jr.
Vitamins, Inc.

Chicago, Illinois

Dr. and Mrs. Milton G. Waldbaum
Mr. and Mrs. Robert G. Berns
Milton G. Waldbaum Company
Wakefield, Nebraska




IT IS THE QUALITYTHAT COUNTS

AND BRAIBANTI GUARANTEES QUALITY

MORE THAN HALF CENTURY OF EXPERIENCE
IN THE MACARONI MANUFACTURING FIELD
IS THE BEST GUARANTEE THAT BRAIBANTI
OFFERS TO ITS CUSTOMERS.
TODAY, IN EVERY CONTINENT, MACARONI
1S PRODUCED WITH BRAIBANTI EQUIPMENT,
TODAY, ALL OVER THE WORLD, THE MACA-
IBKO:H_IIS APPRECIATED — THANKS TO BRAI-
ANTI,
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What Part of Income Is Spent in Grocery Stores?

1968 Per Caplia 1868 Per Capita Bhares of Income

Disposable Incomes  Increase Grocery Btore Spent in CARON |

(After Taxes) from 1985 Bales Grocery Stores

Total U, S, $2542 4% $332 13.1% o
New England 2778 53 369 133 : BRINGS . TOP mLUME
Metro New York 3114 3.2 315 10.1 B s (EHEBIR R R A
Middle Atlantic 2869 5.3 330 12.7 il = EM SA
East Central 2570 8.5 333 13.0 ; RELATED 'T e LES ‘
Metro Chicago 3305 6.4 362 1.0 WA 4L 50 :
West Central 2495 1.1 a21 12,9 0
Southeast 1975 85 308 15.8
Southwest 2082 7.9 314 15.0
Pacific 2754 8.7 362 13.2

Shifting Sharcy in
Store V--'ume

With all-cv : mo.*  sales of grocery
stores Increasing steadily it is Interest-
Ing to note the changing shares of sales
by store type and size during the past
flve years. The super-large independents
and the chains have increased thelr
share of the total market seven per-
centage points in five years. This In-
crease reflects a galn In sales of over
$14,000,000,000. Although grocery stores
with average annual volumes of under
$500,000 have not appreciably decreased
in total dollar sales, their share of the
grocery business had diminished to 23
per cent by 1868,

1961 1968
Small & Medium
Independents
(Under $100,000 Annual
Volume) 15% 10%

Large Independents
($100,000 to $500,000) 15% 13%
Super Large Independents

(Over $500,000) 22% 20%
Food Chains with 4 or
more siores 3% b51%

Total U, 8 Sales

(in billons) $51.57 $65.18

Control Costs, Grocers Urged

Wholesale grocers must mobilize an
“all-out attack against the increasing
costs of doing business” A. L. Scott,
president of the United States Whole-
sale Grocers' Assoclation, told the Tdth
annual meeting at the Shoreham hotel
in Washington. Mr. Scott, of the Kim-
bell Grocery Co., Fort Worth, Texas,
was renamed president of the assocla-
tion.

Mr. Scott sald the attack on cosis
should and does take many forms.
“First, we should and can develop our
people in greater scope and in greater
depth; secondly, using better devel-
oped people, develop and adopt new
and Improved material handling sys-
tems and procedures; third, utilize new
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decision-making techniques and sophis-
ticated electronic equipment to assimi-
late, analyze and print vital economic
and business information; fourth, be-
come betler managers and stewards of
our own time, resources and talents;
five, provide the qualities and quanti-
ties and realistic prices of those items
demanded by our customers, and six,
tighten control throughout all phases of
our individual operations"”

He said the market place becomes
less well defined each succeeding year
and the competitive aspects become
more clearly defined. “To make order
out of chaos,” Mr. Scott sald, “the In-
dustry must become actors and not re-
actors, and must be quick to adopt new
methods, new procedures, new systems
and new concepts.”

Support Farm Effort

The wholesale grocer association
went on record as favoring “the efforts
of farmers to join together to produce
and market their unprocessed farm
products through farmers' cooperatlives
for their common good.” At the same
time, it eaid that “in fairness to busi-
nesses subject to the antitrust laws,
such exempt cooperatives should not be
allowed to engage In other activities,
such as the manufacture or buying and
distribution of supplies and equipment,
including processed foods and grocer-
les”

Douglas W. Coulter was named exec-
utive vice-president of the association
to replace Harold O. Smith, Jr., who has
held the position for nearly 21 years.
Mr. Smith, 66, was appointed to the new
position of vice-president for national
affairs,

Eddie Doucette in Japan
Famous IGA Chef Eddie Doucette
demonstrated foods from the United
States in meal preparations at the re-
cent International Trade Fair in Tokyo.
He was on tour at the request of the

Chef Eddie Doucette
U. S, Department nf Agriculture. Two
yearr ago he was on a similar assign-
ment in Biackpool, England.

An exceilent good will ambassador,
Chef Doucette has been a culinary per-
former for the past thirty-five years in
the restaurant field and on his own
television show. He is presently Con-
sultant Chef for the Independent Gro-
cers’ Alliance, National Headquarters
for over 4,000 stores.

He is the narrator in the training film
“Macaroni Menu Magic” and in the
filmstrip “How to Cook Macaroni Prod-
ucts.”

Macaroni Menu Magic

Now available on a free-loan basis s
a new motlon picture covering institu-
tional preparation of macaroni products.
Macaroni Menu Magic, a 16 mm, 20
minute sound film in brilliant color,
stars chef Eddie Doucette, who presents
tips on cooking, serving and storing
macaronl.

People have been enjoylng macaroni
products for 7,000 years. The fillm tells
how they are made, and glves a brie!
outline of nutritional values, A number
of uses are suggested, and the parade of
tempting dishes ranges from soups lo
slde dishes and entrees to desserts. For
all its glamor and good taste, however,
macaron] is an economical food, and the
film also tells how easily portlons and
costs can be controlled.

The film is distributed by Modern
Talking Picture Service, Inc,, 1212 Ave-
nue of the Americas, New York, N. Y.
10038, through the courtesy of the Dur-
um Wheat Institule, National Macaroni
Institute, and North Dakota Stale
Wheat Commission. The Durum Wheal
Institute will make recipes available to
viewing groups, including junior, senior
high school and college institutional
cooking classes.
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PROFIT POTENTIAL: $1 worth of macaroni products calls for $13.50 worth
of related items, based on costs of three popular recipes.

Attractive die-cut brochure tells grocers this important story; makes great calling card.
Back panel blank for your imprint. 5c each, f.o.b. Palatine.

NATIONAL MACARONI INSTITUTE

P.O. Box 336, Palatine, lllinois 60067
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President’s Remorks—
(Continued from page 8)

our product lend itself to volume feed-

ing; and what steps have we taken to

help ourselves in this fleld?

Because of the time element we can-
not elaborate on the problems contain-
ed in my brief remarks as only the
highlights have been hit. But I think
the message should be received, At this
convention we should make our start
and we can do that by concentrating on
the subjecls beng presented and par-
ticularly concentrating on the seminar
portion which will dwell on “Penetrat-
ing People Problems.”” Our discussion
leader and moderator is Dr, Billy J.
Hodge. He can only make it as interest-
ing and meaningful as we permit, This
could be the stepping stone to opening
our eyes, At any rate, it would behoove
us to take advantage of its full poten-
tial,

In closing, 1 would like to say that
Father Romanlello had very much
wanted to be with us at this time. He
was looking forward to renewing old
friendships; but unfortunately his trav-
eling schedule could not colncide with
our conventiion dates. He asked me to
remember him to all of you and he

hopes he can join us at some future
date.
Thank you.

Penstrating People
Problems—
(Continued from page 10)
with punishment to
get acceptable be-
havior from him.

(3) Man is highly security-
conscious,

b. Theory Y assumptions:

(1) Work it natural,

(2) Threats and punish-
ments are only one
way to motlvate.

(3) Work is directly re-
lated to rewards asso-
clated with goal ac-
complishment.

(4) Man can learn to ac-
cept responsibility.

(5) The traits to creativity
and Ingenuity are
widely, not narrowly,
spread throughout the
population.

4, Today's philosophy of moti-
vation in voluntary organiza-
tions must be based on the
assumptions of Theory Y.

5. We must begin to take a pro-
fessional approach to motiva-
tion, and this requires that
we develop a philosophy of
motivation,

National Macaroni Institute—

(Continued from page 23)
ronl products to a $1 worth as a good
common denominator, and then averag-
ing out the cost of the three recipes, we
arrive at the figure that $1 worth of
macaroni products sells $13.50 in re-
lated items.

Coples of this brochure with the par-
ticipating members of the National
Macaroni Institute listed on the back
page will be mailed to the macaroni
buyer In about 550 chains with ten or
more stores, and to approximately 780
voluntary and cooperative stores, The
National Macaroni Institute office in
Palatine, 1llinois will have additional
copies available, with the back page
blank for imprint If desired.

Mini-Mac

Mini-Mac Macaroni is available from
Ideal Macaroni Company, Bedford
Heights, Ohilo. The one-pound box will
retall for about 25¢.

Radio, television and newspaper ads
are scheduled and a certificate for a
free package of the new product is
offered. Mini-Mac is smaller and thin-
ner than elbow macaronl.

Sampling Program

A program for sompling of Golden
Grain products by 1200 women a week
in Northern California has been under.
taken by Golden Grain Macaroni Co,
vice president Paul DeDomenico an-
nounced recently.

Through the services of the Ladies
Luncheon League, clubwomen and
churchwomen are being served Golden
Grain products at organized luncheons
which combine fund-ralsing for the
ladies’ organizations and product sam-
pling for the sponsoring company.

DeDomenico pointed out that this
effort 1o promote Golden Grain prod-
ucts and spur retall sales was still an-
other arrow in Golden Grain's expand.
Ing quiver of sales promotion activities.

60,000 Ladies

The luncheon program will reach
60,000 ladies during the year, and De.
Domenico said that the firm has dis-
covered that most of the women served
are already users of one or more Golden
Grain product.

Gloria L. Thornton, president of
Ladies Luncheon League, said that her
organization provides the lunches at no
charge o the clubs and allows them to
set their own price per ticket. Her
organization prepares the lunch for
which the sponsor pays rrnlrertains the
clubwomen and supplici them with
receipes, menus and buyers guldes.

The Ladies Luncheon League also
conducts contests In which cash prizes
are awarded to the clubs for sponsors'
labels and sales slips.

The League serves six lunches 2
week with Golden Grain products os
the main course to organizations with
a minimum of 100 ladies in attendance.
The program runs through Feb:uary
and March,

Talking Package

New packages for Spatini Spoghelti
Sauce Mix and Spatini Brown Gravy
Mix have appeared on super markel
shelves In the Northeast, The packuages
feature a photograph of actor Lou Gil*
bert who stars in Spatinl commercials
as a mythical "Mrs. Spatini."

Carryover

The spoghettl souce mix package
continues Mr, Spatini’s feud with his
son. The copy also explains various
ways of using Spatinl Spaghettl Sauct
Mix and says, "“There are some nic
recipes printed on the envelopes inside.
There are also some stupld ones.” In*
side the packages are three envelopes
of dry mix which repeat some of the
conversational package copy.
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> Launching

If your producl needs a boost, il
may be Ihe package thal provides
Ihe Lifl-olf. We can assisl you in
every phase of your packaging pro-
gram — lrom the drawing board lo
putting it in a planned sales orbil
We olfer top quality offsel, lelter-
press and gravure, plus sales ori-
enled designs. Even counsel with
you on the bes! liling and clasing
equipment. This 15 Tolal Capabilily
from Diamond Packaging Prod-
ucls. There's a Diamond man who
can work with you to launch your
producl into new sales. Call us.

DIAMOND PACKAGING PRODUCTS DIVISION
DIAMOND NATIONAL CORPORATION
733 THIRD AVENUE NEW YORK,N ¥ 10017,12121 697-1700
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