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When it's real Italian inside, make it real Italian outside
Rossotti Packaging

When it comes 1o packaging Italian food, Rossottl is an
expert. For uvar teventy years we've made packages for
leading macaronl producers In the United Siates and
Canada. We alio manufaciure frozen food carlons for
frozen pasta products. Rossotti packaging specializes In

four and six color offset lithography and we offer flexible
versalile services that cover evary slep of production from
creative concep! to completed package, So, if you are
thinking of ruckanlng pasta or whatever your product —
glve vs a call, Rossottl, total packaging.

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

ROSSOTTI CALIFORNIA PACKAGING CORP,
P.O. Box 645, San Leandro, Calif. 94577

ROSSOTTI MIDWEST PACKAGING CORP,
5240 West Belmont Ave., Chicago, IIl, 40641
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Help the harried houscwife. With food prices spiraling
upwards, suggestions for balanced meals and balanced
budgets will bring favorable consideration for macaroni,
spaghetti, and egg noodles. Mocuroni makes sense/cents
on page 4.
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Foreign $7.50 per yror

Single Coples *1,00 each

Back Coples 20 each
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ITH the grocery tab front page

news these days, the National
Macaroni Institute declares that “maca-
roni makes sense/cents.”

TV Kits

Through Theodore R. Sills, Incorpo-
rated, a kit has been sent to one hun-
dred television stations with two copies
of o seript, three color slides, a shop-
per's computer called Super Add-A-
Matlc, a pockage of elbow macaroni, a
package of thin spaghetti, a package of
medium cgg noodles, a pair of recipe
leaflets: “Macaroni Makes Sense/Cents
in the Seventies" and “Cut Food Costs
When You Shop."” Copies of the leaflet
are available on request.

Script and Slides

The script reads as follows:

Hello, there! How are you feeling to-
doy? What? Suffering from a serious
income-tax bite? You're not alone. But
you say the condition is complicated by
a headache acquired on your last gro-
cery shopping expedition? You have
lols of company'.

What can you do? You might try a
band-ald for the tax-wound. Perhaps
an ospirin for the head-oche? Not very
funny, 1 guess. And not much help
either. Well, I tried,

But cheer up, we have sume real help
for you. Have you scen this leallet pre-
pared by the Cooperative Extension
Service of Cornell University of New
York State? It's called “Cut Food Costs
When You Shop.” It looks small, but it
is full of helpful suggestions. For exam-
ple, it tells you how to figure cosls per
unit when you are in the grocery slore,
how lo compare different forms and
packnge sizes.

Which reminds me, there's something
else which will help you in comparing
costs in the grocery store. Do you have
one of these little shopper's computers?
1 find this “cost comparer” very handy.
You simply slide the strip with the
number o' ounces to line up with the
price; then you can read the cost per
pound. When you do this with two dif-
ferent packages you are considering, it
is casy to sce which is the better bai
galin,

This little gadget is not very expen-
sive, 1t will be worth your time looking
for one. It has another use too. You can
add up your purchases as you put them
in the shopping cart, and then you have
a total already figured to compare with
the adding mackine total at the check-
out counter. This works by pressing one
button for cents, another for units of

(L1 WL R et ok SR
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ten cents, and a third one for dollars.
Not only is this helpful, it adds a bit of
fun to the shopping.

Recipe Leaflet

Now back to this leaflet, “Cut Food
Costs When You Shop.” There's an-
other bit of good advice under the head-
ing “Extend Meat Money". Let me read
o you:

*“To reduce the cost of meat, prepare
main dishes that include less costly In-
gredients. Add macaroni products—spa-
ghetti to meat balls or noodles to
chicken.”

That's certainly good advice. 1 guess
we all know that the familiar elbow
macaroni will stretch the more expen-
sive meat, cheese, eggs, fish or poultry
into larger portions. It contributes its
own protein, B vitamins and iron too,
as well as vital energy-giving carbo-
hydrates,

Spaghetti has the same food value as
macaroni. It is a favorite food of lots of
men and growing boys and Is so satis-
fying. But, like its fellow-member of the
pasta family, it has a very low price
tag.

Egg noodles are nourishing. They are
made with the same ingredients as are
macaroni and spaghetti, but in addition
contain cgg sollds.

Yes, we know how important these
products are to our diets and to our
budget. But perhaps we just don't make
use of them as often as we might. May-
be we just need some new ideas.

Attractive Dishes

Look at this big pot of Macaroni
Chili, for example. (Slide No. 1 is

shown). You can serve this delicious
dish for a company supper for about
50¢ per serving.

Or, how about Spaghetti with Chick-
en Cacciatore? Doesn't that look lus-
clous? A big heaping portion costs only
about 85¢. If ot first glance thal seems
a bit high, remember you have the main
course and a side dish combined. And
also, that you need only an inexpensive
green salad to round out the whole main
course.

If you'd like the recipes for these two
dishes, we have them. This leaflet
“Macaroni Makes Sense/Cents in the
Seventies" has been prepared by the
National Macaroni Instilute. We have
copies all ready to mail to you. There
are nine different recipes made with
macaroni, or spaghetti, or egg noodles,
including the Macaroni Chili and the
Spaghetti with Chicken Cacclatore
which you have just seen. The approxi-
mate cost of each recipe is right on the
leaflet. Because these costs have been
figured in New York City, you may find
them even lower where you are.

Would you like to see another one of
the recipes given in that leaflet? Here's
Egg Noodles with Madcap Sauce. It's
flavorful sauce made of ground beef and
tomatoes served lavishly over nourish-
ing egg noodles. Cost per serving Is esti-
mated at a mere 50¢,

Feel Better?

Feel better now? Is your headache
gone? It does take hard work to feed
the family well as food costs keep spl-
raling upward. But remember that mac-
aroni producls are economical to begin
with—their prices have gone up very
little—and in addition they stretch the
more expensive foods

Would you like to hive the lenflet
from Cornell University? And the one
from the National Macaroni Institute?
Just write your name and address on a
postal card and send it to the Macaroni
Journal (television station on telecasts).
We'll be happy to mall you one copy ui
each.

Shopper's Computer

As for the shopper's computers—
sorry we cua't get those free for you—
you'll just have to look for your own.
You might find it in the same super
market when vou pick up a supply of
macaroni, egg noodles and spaghettl.

Thanks for being with us today. We
hope we've been of help. Come back
and see us ogain tomorrow.

TuHe MACARONI JOURNAL
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m@ mﬁ]m —an unautomated interval between processing and packaging. A

gap now cluttered with tote boxes, cans, racks, drums and handtrucks, creating
unnecessary rehandling and confused scheduling. A gap with inherent ineffi-
ciency, costly breakage and degraded products.

Now you can'eliminate expensive unneeded labor and recover valuable floor
space with the:

ASEECO accumaveyor

The Accumaveyor is a Fully Automatic Surge Storage Unit for fragile, non-free
flowing items. Product from processing is Accumulated into an electrically pro-
grammed moving storage that automatically compensates for surges and distrib-
utes to single or multiples of packaging lines “‘on demand.”

Aseeco offers, without obligation,
engineering services to aid in design and
layout of conveying and storage
systems, as well as installation service.

Find out what the Accumaveyor

can do for you. Write or call for your

nearest representative,

D it
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ASEECO corr.
Equipmeni Englneering

1830 W, OLYMPIC BOULEVARD
LOS ANGELES, CALIF. 900086
TELEPHONE (213) 385-9091
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Macaroni Chili

2 pounds ground beef round

3 tablespoons olive or salad oil

2 can (1 lb,, 12 oz.) tomatoes

1 quart tomato juice

cups chopped onions

cloves garlic, minced

teaspoons salt

tablespoons chili powder

teaspoon ground cumin seed
tenspoon oregano leaves

tenspoon pepper

bay leaf

can (16 oz) red kidney beans,
drained

2 cups elbow macaroni (8 oz.), cooked

according to basic directions.

In Dutch oven, brown beef in oll,
stirring frequently, Add tomatoes, to-
mato julce, onlons, garlic, salt and re-
maining seasonings. Simmer, covered,
one hour; stir in kidney beans and cook
thirty minutes longer. Remove bay leal.
Stir in hot cooked macaroni. Makes ten
servings. Total cost approximately
$5.07.

PRI I N O ©

Spaghetti with
Chicken Cacciatore
24 to 3-1b. broiler-fryer chicken, cut
in serving pleces
3 tablespoons olive or salad oil
3 cans (8 oz. each) tomato sauce
1 can (0 oz.) tomalo paste
V4 cup each: chopped green pepper,
chopped onlon
1 clove garlic, minted
1 teaspoon salt
Y4 teaspoon pepper
Y4 temspocn oregano leaves
%4 b, fresh mushrooms, sliced
8 oz. spaghettl, cooked according to
basic directions
In large skillet, brown chicken in oil;
remove chicken and drain off drippings.
Combine tomato sauce, paste, green
pepper, onion, garlic, salt, pepper and
oregano in skillet; bring to boll, stirring
occasionally. Add chicken and cook cov-
ered thirty minutes, Add mushrooms
and cook fifteen minutes longer. Serve
over hot cooked spaghetti. Makes four
servings. Total cost approximately
$3.40.

Beef Supplies Turn Upward

From the First National Bank of
Chicago/Business and Economic Re-
view.

Since November, beef supplies, which
fell short of expectations during most
of 1060, have outdistanced the year-
earlier {otals by a considerable margin.
Both the level of marketings and the
average market welght of cattle have
moved up. Moreover, there is some evi-
dence 1o suggest that the rise in beef

6
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Speghetti with Chicken Cocelators

supplies may be maintained for several
months at least. Thus far, however, re-
duced pork production appears to have
offset the impact of larger beef supplies
on over-all meat prices, and unless con-
sumer demand for meat softens in com-
ing months, there may be little decline
in prices.

Prices Stay Strong

Yet, neither cattle prices nor retail
meat prices have weakened. Cholce
steer prices, in facl, have moved up by
about $2.00 per cwt. since early winter
and are now at about the same levels
as in early 1860, Wholesale beef prices
are slightly above early 1969 levels. A
smaller supply of pork is, undoubtedly,
one factor. Hog slaughter in the final
three months of 1968 fell nearly § per-
cent behind the year-sgo level, and
pork production dropped by about 6
percent, This trend has continued in
early 1870, and recent surveys of hog
producers suggest that a reversal before
the summer months is very improbable,
Another factor which has prevented
meat prices from declining Is that the
demand for meat does not yet appear
to have softened, despite lncreasing
signs of sluggishness In labor markets
and a pronounced slowing In the rise of
personal income,

Survey

The January 1 survey of cattle on feed
reporied an increase of about 8 percent
in the total number of cattle being fed.
Producers reportedly intended to mar-
ket about 7 percent more cattle from
feedlots than during the first quarter of

1969. However, these are smaller in- §
creases than were reported during most §
of last year, Moreover, total slaughter §
is not likely to rise by this full amount
since the rising proportion of cattle §
moving through feedlots will continue &
to reduce supplies of other ‘non-fed 3
cattle. G

The failure of slaughter weights to 4
respond to favorable prices earlier in}
1889 surprised many observers. The§
changing structure of the industry is 4
undoubtedly one factor. In recent yea
the . large commercial feedlots — thos
with a capacity of more than 1,000 head
each—have expanded rapidly and no
account for more than half of all fed'§
caltle marketings. These concerns have 3
concentrated on feeding cattle (o the
most efficient welghts as judged by feedj
conversion relationships. Thus, as cnull‘__
approach or reach this vreight, they
have been marketed. Yet, ax the level 8
of cattle prices moves up, so does the !
most profitable slaughter weight, Moru-
over, even though feed conversion efli-/§
clency drops off at heavier welghts, the §
decline is not pronounced until weightsi§
rise considerably beyond the averages’
of recent months,

Wary Feedoers i

Fecders have, however, been very re-
luctant to extend feeding programs.’
This view undoubtedly has been influ-§
enced by past experiences when sharp}
Increases in weights were Important3
factors in reduced efficlency In feed con-§
version as well as enlarged supplies and
sharply lower prices.

'
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New Era in Nutrition

RECENT article in Food Process-

ing Magazine declared: “Today,
the whole question of nutrition is like
some glant jigsaw puzzle. How—and in
what areas of the puzzle—do you fit
the pleces together? And what if some
of the key parts are missing?”

Although most of the questions raised
by continuing Federal dletary and for-
tiflcation hearings remain unanswered,
some definite trends can be spotted. One
of these concepts is that new foods,
including Imitation and fabricated
foods, should contaln as much nutritive
value as the foods they replace.

In a joint statement on “The Im-
provement of Nutritive Quality of
Foods,” the nutritional branches of the
American Medical Association and the
National Research Council sald: A new
food becomes especlally Important
when it contributes 10 per cent or more
of the recommended daily intake of any
essential nutrient Including calories.”
The statement goes on to say, “Because
these new products are replacing foods
that make significant nutrient contribu-
tions, their nutritive value should at
least equal the foods replaced or imi-
tated.”

Bleak Picture

A bleok picture of diet and nutrition
were shown In the USDA’s “Dietary
Levels of Households in the UM,
Spring, 1965, roleased in detail last
October, Twenty per cent of the hotse-
holds surveyed had “poor” dlets, com-
pared to 15 per cent in 1855. Fifty per
cent had “goods” diets, down from 60
per cent in 1855,

Qur eating habits have changed for
the worse nutritionally. And not just
the low income household was affected.
The high income household was no as-
surance of good dlet, as many areas of
the survey showed.

During virtually all of 1968, the ques-
tions about nutrition and malnutrition
continued in a seemingly endless rever-
beratlon on Capitol Hill, The Senate
hearings by the Select Commitiee on
Nutrition and Human Needs chaired by
Senator George McGovern raised scores
of questions on such subjects as the
casing of "restriclive regulations" on
enrichment and new foods, the labeling
of the “nutritional value” of all foods,
and an industry-based advertising cam-
paign on nutrition,

Move Iron

News came that the nutrition sections
of the AMA and the NRC would recom-
mend double or triple the amounts of

iron to be added to breads, flour, and
cereals, Further word was that consid-
eration would be given to extending
vitamin and mineral enrichment to ad-
ditional foods, as well a2 increasing the
number and quality of nutrients added
to current foods.

Skeptical Manufacturers

Many food manufacturers are skepti-
cal about advertising and selling nutri-
tion. One Industry leader pointed out
that his company markets a hot cereal
that is a best-buy nutritionally but is
actually rather cold when steadily de-
clining sales are considered.

Meanwhile, In the laboratories of
food and related Industries, speclallsts
in the area of human nutrition and food
fortification continue thelr research,
with perhaps a little more zeal than
usual,

They are defining the likely role of
new foods and common foods in terms
of diet and nutritive values. They are
analyzing foods In terms of carbo-
hydrates, fats, proteln, and total calo-
ries. They are studying inherent nutri-
tional contribution as related to the
MDR (minimum dally requirements).

One example is in fortifying marga-
rine. Studies at the Roche Chemical
Division of Hoffmann-La Roche by Dr.
B. Borenstein and Dr. R. H. Bunnell
could stimulate additional Vitamin E
fortification In poly-unsaturated fatty
aclds used for margarine and oils.

Studies show that the average con-
suiner of 12.5 grams of margarine oh-
tains from 0.6 to 0.1 units of Vitamin E
per day. The consumer of 100 grams
obtains from 4.7 to 49 units of Vitamin
E per day. This assumes that the con-
sumer uses margarine without oxidizing
the tocopherols by frying. (Tocopheryl
acetate, the most common form of Vita-
min E offered commercially, is stable.)

Iron in Margarine?

Why not fortify margarine with iron?
There are serious technological prob-
lems here, but if adequate iron cannot
be obtained without additional fortlfica-
tion practices all possibilities will be
considered.

Should specialized margarine be of-
fered with Vitamin C? Here, too, the
stability of this easily oxidized vitamin
would have to be established under
typical use conditions,

Most of these ideas in margarine for-
tification are new. They are “what's
happening” in just one small area of
the field of nutritjonal research,

Macaroni Clted

Recently at a press conference Injy
Washington, D. C, Dr. Jean Mayer,
White House Special Consultant onf
Food and Nutrition, urged revision off§
an outmoded system of Standards off
Identity maintained by the Food andfi§
Drug Administration, to allow the ad-f
dition of “nutritional alds" to certaing
widely used food staples. ¥

“It is appalling nonsense that thesej
laws prevent us from benefiting from§
our techaology,” he sald. He cited that#l

macaroni, a food used often by paor
ed

familles, could easily be manufactu
as a 25 per cent protein food by using}]

soy or fish flour and skim milk. But#g

manufacturers, under present regula-§
tions, would have to label it “imitation§
macaroni” and shy away from doing so. |8

Dr. Mayer sald most Americans, with}
the help of advertlsing, choose their
foods on a “purely hedonistic” basis.

World Needs Calories

The world has greater need for calo-J} ]

ries than for protein says Dr. H. J. Alm-§§
quist, consultant with Pacific Vegetable
0ll Co., Kelseyville, California. Quoted g
in “The Professional Nutritionist,” Dr.
Almaquist said: “Glven protein but in-
sufficient calories, an animal will burng
up the protein for vital energy, and cor- §
respondingly reduce growth or produc-
tion. For me, this is sufficlent reason to
give calories first priority, followed very
closely by protein quality, and then®
quantity. The predominant factor that
may force greater plant production and§
corresponding de-emphasis of anima!

production will be the overriding de-§
mand for calories. We may have to be-
come more vegetarian.” This is an inter-

esting observatlon by a highly respect- §
ed nutritionist. :

Nader Aims ct Food

The food industry will be the No. |5l

consumer issue of the seventies, sayi@
Ralph Nader. Then he adds: “Even§
greater than the automobile Industry |§

Issue of the sixties," His statement was
made in Atlanta at a meeting of the[§

Southeastern Poultry & Egg Associa- [
tion. ]
The issue, he declared, will involve
nutritional deprivation, adulteration of
products, drug residues and diseases.§
The part of the food industry that is
going to suffer most is the part that
produces products from which the con-

sumer can switch to others.
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The finest durum wheat fields

in the world are located in North
Dakota, and the North Dakota

Mill sits right in the heart of this
durum triangle. When you

start with the world's best durum,
in the heart of the durum belt, you
already have an advantage.

Add to that the superior laboratory
and testing facilities. And mill

it with the finest equipment

and skilled millers. This is the way
we built quality control into our
consistently high-quality durum

AY, 1970

quality control

ere.

products for leading

macaroni manufacturers.

When you want the best durum
products, look for Durakota #1
Semolina, Perfecto Durum
Granular or Excello Fancy Durum
patent Flour. Quality control
never drops off.

the durum people

north dakota mill & elevator

GRAND FORKS, NORTH DAKOTA (701) 7724841

S HETRYIEN AR




Helping Consumers Diet

By Dianne McKaig, Director, Mich-
{gan Consumer Council, in the Michi-
g;rjn State Chamber of Commerce mag-
azine,

It would certainly be a bonanza for
the millions of people on diets, includ-
ing dlabetics, if they could utilize the
hundreds of convenience food items
which are available at the supermar-
kets. Why should the person on a dlet
always be a problem—"an odd ball"
Why should his meals always have to
be different—out of the main stream of
normal meal planning. Isn't there some
way in which a dieter can eat just like
everyone else? Yes there is—IF,

If the dieter could find out quickly
and easily how a particular food item
could fit into his diet, then things would
be different. But, how can this be ac-
complished? How is a dieter to know
how a can of soup or a popular snack
food fits Into his diet? The answer quite
simply is by extending the use of the
Exchange List to prepared food.

An Exchange List has been prepared
by the American Diabetic Assoclation
and the American Dietetic Association
in cooperation with the Diabetes branch
of the U, 8. Public Health Service. It is
available in the offices of most phy-
siclans, hospitals, county health depart-
ments and the U. 8. Public Health Serv-
fce, It is in general use by people with
a number of dietary limitations, as well
as many who just want to lose weight.

Buslc Nutrients

1t lists the quantity of basle nutrients
necessary for the daily diet in terms of
basic exchanges. The primary advan-
tage to using this Exchange Llist can be
quickly demonstrated by using an ac-
tual example. The dinner listed In a
daily dlet of approximately 1,200 calo-
ries consists of:

Dinner:

2 meat exchanges

1% bread exchanges

Specified raw vegetables as desired

1 vegelable exchange

1 fruit exchange

1 fat exchange

Coffee or tea

Converled to simple food products it
would result in a menu such as this:

Dinner:

Tomato Julce ...ovvvevnne.. vee3 02z,
Chicken (3" x 2" x 4" en.) ...2 slices
Noodles ....... sressseseenses ¥% cup
Asparagus .......... +esesAS desired
Peas 505 eisesisavans ¥a cup
D51 T T M SO iy Y5 slice
Butter ........0000 e e o 1 tsp.
Banana ......ci0e00000n. +.% small
10
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Hard to Plan

However, this would not always be
an easy meal to plan and prepare, Nor
would it necessarily fit into a family's
menu plans. If a dieter knows the ex-
change value of the food products avail-
able on the supermarket shelf, his diet
would be less of a problem.

One major soup company has already
taken steps to solve this problem by
printing exchange equivalents, and dis-
tributing this information on request.
For example, one of their cans of vege-
table-beef soup is the equivalent of ¥
meat and 4 bread on the exchange list.
Consequently the buyer knows if and
how much of that food his diet can ac-
commodate,

But this type of information Isn't
generally avallable, Even if it were,
must the consumer write to every food
manufacturer? Why isn't the exchange
value on the package? The convenience
foods could then be worked into the diet
with no additional Instruction.

And as an added benefit, everyone
would know the nutritional value of
what they are eating. As pointed out at
the December, 1069, White House Con-
ference on Nutrition, ways will be
sought to cope with the deplorable fact
that millions of Americans simply do
not and cannot get enough wholesome
food to eat, while many others who can
afford good food, are unaware of what

it s,
Exchange Lists

What a simple way to cope with a
nationwide problem! The information
on the label could be understood by
everyone, and it would expand the
market for the product to some who
now do not use it because of a gap In
information.

Glen W, McDonald, Chief of the Dia-
betes Control Program, U, 8. Publlc
Health Service, strongly encourages the
use of Exchange Lists. In his words,
“The availability of exchange informa-
tion on food containers would be a sig-
nificant advantage to the consumer who
must or should live on a dlet. Every
effort should be made to encourage the
initlation of this practice.” ;

Hopefully the day is not far off when
exchange information will appear on all
prepared food items.

Goodman Introduces 20%
Protein Noodles

Extra proteln has found its way Into
a basic food, with the introduction of
Goodman's 20% proteln egg noodles,
This new product now Is belng dis-
tributed to supermarkets and food

HESSER HIGH-SPEED LONG GOODS
PACKAGING-LINE

stores. It is sald to contaln 60% mon}
protein than regular egg noodles but il
less starch, since starch is replaced byl
the added proteln. 5y
In appearance, the protein noodle: 8
have a deeper color than conventional S
egg noodles, because of speclal proteln
flour and wheat germ. The flavor is full- S
bodled. Cooking directions are the same @8
as for regular noodles whether served
plain or used in high proteln recipes#
When prepared, the deeper color gives
the 20% proteln noodles an appetizin
appearance, k
Goodman's 20% protein noodles are]
vitamin enriched. No nalt is used in
making these noodles wiil*h are suit
able for low sodium diets. An average
8% ounce serving contalns less than 3.0
mgs. of sodium and approximaiely 110
calories, H
The new product Is being sold in ad- i
dition to the regular line of pure eys}
noodles which A. Goodman & Sons has @
been producing for 105 years. “Tt com gl
alt a time" the company's announce- /S
ment stated, “when the White Hou e i
Hunger Conference Is urging the dist1i-§
bution of enriched foods, One of the &
foods specified in the proposal Is/fl
noodles. Our new 20% protein eg
noodles provide regular additional
take of this essential organic food con 7
pound.” 8 @ Cartons 8 to 18 ox. quantities
Goodman's 20% protein egg noodl:st8¥ @ Handles spaghatti, thin apaghettl, vermicalll & macaroni, ste,
are avallable in 8 oz. packages of fine, /{8 Linguine shapes at slightly reduced output
m::ilru:ldt:::;o:i:eb:mﬂ;:ked by ex. I ° g:pn'::r:m:::hh.n ooy by @ Automatic case packers directly connected
tensive television announcements andf§ @ Phenomenal weight accuracles assured @ Continuous motlon cartoners for short goods

newspaper advertising. 3% @ Uniqueweigherdesign substantiallyreduces productbreakage @ Electronic checkweighers

]

@ Automatic underweight ejection

@ Weighers available separately for installation on
existing cartoners

@ Weighers for up to 3-lb, quantities available

@ Automatic feeding systems for direct transfer of goods
from dryera to weiphers

@ 100 packages per minute
| @ Only one operator required

Ne. 350

Represented byt
D & G Assoclates Inc,, Chicago / lil. 80630

F R H E 5 S E R Packaging Dynamics, Inc.,Palo Alto / Calil, 84303 and Los Alamilos, Calil. 90720

MASCHINENFABRIK AKTIENGESELLSCHAFT Itacpackapnglnc Whke Paes /.. (o2

(TN IGATIOAD CANNOTATI WO EAMA..* putamhjiobssubineylt ot g o st utn

Ramon |, Gll. Inc., Banturce, Puario Rico 00808
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Spaghetti Party

Katharine Hepburn, starring on j:
Broadway in “Coco,” had a small spa- {88
ghettl party at her apartment following j
festivities of opening night,
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USDA Buys
Enriched Munroni

In its continuing drive to provide
more nutritious foods to needy persons,
the U.S. Depariment of Agriculture has
added enriched macaroni to the foods
distributed under the Commodity Dis-
tribution Program,

This new actlon was taken in the
needy family program, administered by
USDA's Food and Nutrition Service,
after resulls of a special study showed
that recipients both llke and use en-
riched wheat-soy and milk macaronl.

Both products—enriched with thia-
mine, riboflavin, niacin, calcium, and
Iron—are good sources of vitamins and
minerals. Like other grain products dis-
tributed to needy persons—enriched
rolled oats, wheat, rice, grits, cornmeal
—they are tasty and easy to prepare.

High Acceptance

Under the test program conducted in
four boroughs of New York City
(Bronx, Queens, Staten Island, and
Manhattan), in St. Louis County, Mis-
souri, and San Diego County, Califo--
nla, recipients judged the acceptability
of macaronl made from wheat flour and
milk products. Final acceptance of the
macaroni producis was up to the recipi-
ents,

According to FNS, tabulations show-
ed that in each of the three test areas
over 97 percent of the participants in-
terviewed sald they wanted to continue
getting the macaroni.

Bzsed on the FNS recommended rate
of use—one pound of macaronl per per-
son per month—USDA will distribute
approximately 3.3 million pounds each
month through the needy family pro-
gram.

The addition of wheat-soy #nd milk
macaroni to the list of foods currently
availahle from USDA for donation to
the States for distribution to needy
families boosts the number of donated
foods to more than 20.

Invitation

U, S, Depariment of Agriculiure,
Agricultural Stablilization and Conser-
vation Service, Minneapolis, Minnesota
requested bids for 5,276,424 pounds of
enriched macaroni: elther milk maca-
ronl or wheat and soy macaroni. Bids
were to be filed by March 23 with mer-
chandise to be shipped between April
13 and 30 to some 88 points, In February
tie Food and Nutrition Service of
U.8.D.A. announced addition of the en-
riched macaroni products to the food
to be bought by the A.8.C.S. for distri-
bution {o needy persons participating In
the Commodity Distribution Program.

It was estimated at that time that dis-
tribution would be at the rate of 33,000
cwts. per month, or one pound of maca-
ronl per person per month,

First buying under the domestle re-
lief program is looked upon as the cul-
minatlon of vigorous long-term efforts
on the part of macaronl manufacturers
to have macaronl products included in
distribution programs to the needy, Ac-
ceptability of the producls is undis-
puted; in fact, the Food and Nutrition
Service tabulatlons showed that, in
each of three test areas, mnora than 97%
of the participants interviewed sald that
they wanted to continue recelving mac-
aroni. The test program was conducted
In New York City, St. Louis county,
Missourl, and San Dlego county, Cali-
fornla.

Macaronl manufacturers may submit
offers on either milk or wheat-soy mac-
aroni, or both, for each of the reciplent
destinations. Initial reaction to the re-
quest included some questioning as to
whether many macaronl manufacturers
were prepared to offer milk macaroni,
according to the A.8.C.S. specifications.
In trial purchases and in the limited
commercial distribution of milk maca-
roni, addition of the milk ingredients
has been done at the macaronl manu-
facturing plants, while the wheat-soy
blend has been )rovided to the manu-
facturers by durum mills.

Packaging Requirements

Packaging requirements for the mac-
aroni call for 16-0z packages in cartons
of 24, On the West coast, macaroni is
almost exclusively marketed in trans-
parent film, and another question was
how many plants will be able to offer
the cartons specified. The request speci-
fied long or elbow macaroni.

The quality specifications issued by
the AS.C.S. Commodity Office state:
“The wheat and soy. macaroni shall be
composed only of wheat, soy flour and
water and the required enrichment. The
milk macaroni shall be composed of
wheat, milk products and the required
enrichment.” Minlmum proteln in milk
macaroni is 12.7%, in wheat-soy maca-
roni 15.2%.

Award

The Minneapolis office of the Agti-
cultural Stabllization and Conservation
Service announced April 1 that it had
purchased 1,990,584 pounds of enriched
wheat and soy macaroni for donation
through domestic outlets,

D'Amico Macaroni Co. of Steger,
Illinols, took the bid at a range of
$13.80 to $14.60. Other offers were re-
Jjected due to unacceptable prices.

A RIS 3 20

Announcement %
John Ween, Jr., director of the Min
neapolis ASCS Commodity Office, an’
nounced April 3 that bids would i
accepted April 13 for 4,868,640 pound:
of wheat and soy macaronl and milk}
macaronl for May shipment,

Alpine Geophysical
Markets “Instant Protein”

Alpine Geoplysical Associates, Incii
of Norwood, New Jersey has announced
that the company has Initiated a pro
gram to market a new product “Instantd
Protein” to household consumers. “In}
stant Proteln” is the first commercially!} ;
available FDA approved food grade
Fish Protein Concentrate (FPC) to a
pear on the market. It is a light colore¢
powder with almost no odor which car
be used as a low cost additive to supi
plement foods low or deficlent in ani-';
mal proteln.

The introduction, of “Instant Pro-}
tein,” after more than a decade of fleld’
testing, marks a milestone in making 3%
this highly nutritious and economicall}
protein food additive available direct
to the consumer. The use of “Insta
Protein” will enable the housewife 1o
fortify family foods with animal protein ]
at an unusually low cost per serving. Y
The product is packaged in individuall
pre-measured portions for convenlence
so0 that It can easily be added to a widle
variety of commonly used foods.

Fish Proteln Concentrate

Dr. Morris Baslow head of Alpine
Marine Biochemical & Drugs Divisic
which carrled out the most recent cor i
sumer testing program stated: “Alpl
has had tremendous success in its u
of fish protein concentrate as a whol
come protein food additive. It wust
found that the product blended esp
cially well with our products such
cakes, breads, rolls and cookles, ar
with rice products including comme
clal mixes as Rice-A-Roni—that a:
now on the market.

An unexpecied bonus was the findin iC]

) h &

that FPC could be Incorporated Intog : e hant rou m ,l,.' 2 Jocal | pmlentltlvel all over the
yams and mashed potatoes at high con | e " o) d. coun ‘you out on egg problems, -
centrations, with the production of af } n“rgldtolumtﬂut you
highly nutritional and palatable pro:l 'buy your ogg ‘sollds from
uct, These materials blended well at QII‘WF "Butlthla'oodldn-
10% FPC or betler and had a besty but 28 it

not fishy flavor,

In preliminary studies, using com:}
mercial dry-mix products, evidence was}
accumulated to the effect that FPC
could be mixed in with these materials
at about the 10% level with little
change in basic cooking characteristics il
In most cases the only noticeable effect 8

(Continued on page 29)

by test. We Aomoge-
our au lolldl for uniformity,
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Wherever the
sun shines
on durum wheat
you'll find the
Peavey symbol

Peavey s strategically located in the heartof North Dakota's
durum wheat hields  Selecting testing. processing the
finest durum wheat products for the macarom ndustry
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Joint Italian
Packaging Venture

The Industrie Buitoni Perugina of
Perugia, Italy and the Mead Corpora-
tion of Dayton, Ohio have entered into
a joint venture in Italy in the fleld of
packaging. The announcement was
made jointly by Paolo Buitoni, presi-
dent of I.B.P,, and James W. McSwiney,
president and chief executive officer of
Mead.

Under the terms of the agreement,
IB.P, is acquiring 50 per cent of the
stock of “"Mead Imballaggl S.p.A.” and
participating actively in the manage-
ment of the company. “Mead Imballag-
gl", as a licensee of the American par-
ent company, is marketing multi-unit
packages and packaging systems in
Italy.

The LB.P.—Industrie Buitoni Peru-
gina, largest food and packaging com-
pany in Italy, is the parent body of the
Buitonl Foods Corporation, a major
manufacturer and distributor of Italian
food speclalties in the American mar-
ket with a processing plant and sales
office in South Hackensack, New Jer-
sey. The gross volume of business of
LB.P. for 1080 was approximately $180,-
000,000,

The Mead Corporation’s major prod-
ucts include paper and related foods,
paperboard, shipping containers, nack-
aglng, educationnl products, furniture,
metals, construction materials and pre-
cision castings. Its gross volume of busi-
ness in 1869 was $1,031,000,000.

This new jolnt venture combines the
speclality food skill and European mar-
keting experience of Buitoni with the
technical skill and packaging experi-
ence of Mead to create a new resource
for manufacturers of package goods for
the European market.

Plastic Can

A major food processor, Italy’s Star
Stabilimento Allmentare S.p.A., s
packing its products in plastic cans.

Star began with coffee, but has also
successfully test marketed many other
products, including meats, sauces, veg-
etables, and pasta products.

The advantages of the plastic cans,
which Star developed, are thelr lower
cost and the ability to make them in a
variety of shapes that could help prod-
uct promolion.

To be able to handle the contalner
on a normal canning line, Star has to
use a metal top—the aluminum pull-
tab type. And Star puts nn epoxy var-
nish on the outside of the can to keep
alr out; where additional protection is
needed, it metallizes the can with
aluminum,

Jomes W. McSwiney, seated Ieh: prulde;m of the Mead

right, are Robert M. O Harao, president of Meod Pockoging and
Buitoni Foods Corporation, American affiliate of I.B.F.|I 4

po
A

4

rporation and Paolo Buitoni -

|

Buitoni, president o

Buhler Builds in Algeria

As a part of its long-range program
for economlc development, the govern-
ment of Algeria has decided to expand
its grain and milling industry,

Buhler Brothers Ltd, was selected to
build flve flour and semolina mills with
grain elevators as well as a macaroni
plant. The complete contract totals ap-
proximately 28 million Swiss francs.

Purchaser Is the “Soclete Natlonale
SEMPAC, Alger”

All five mills will have a total grind-
ing capacity of 18,400 cwt of flour and
semolina (1100 tons) in 24 hours, Grain
storage capacity totals 735,000 bushels
(20,000 tons). The macaronl plant will
produce 66,000-82,500 pounds (30-42
tons) in 24 hours.

The plants will be situated in the
following locations: One 2500-cwt (150-
ton) durum mill in Blida, one 5000-cwt
(300-ton) durum mill and a 2500-cwt
(150-ton) flour mill in Bouira, one 5000-
cewt (300-ton) durum mill in Setif, one
3300-cwt (200-ton) flour mill in Sidl
Bel-Abbes, the macaroni plant in La
Benia (Oran).

Macaroni in Sweden

Two macaronl plants in Sweden turn
out about 9,000 metric tons annually.
Consumption is on an upward trend and
Kvarn AB Tre Kronor of Stockholm s
planning on expanding capacity.

Swedish spring wheat Is blended with
American Zurum to produce the fast-
cooking -i.ow macaroni and spaghetti
packed In £2.5 centimeter length. Qther

seated right, president of Industrie Buitoni Perugina, sign the ogreement, Standing, left

cardboard box sizes for macaroni ar

350, 450 and 500 grams, Spagheit] alsc

|
;

comes In 400 gram ccllophane bags.

A DM Acquires
Vanier Properties 4
Archer-Daniels-Midland Co. said lt:f
Is reentering the mixed feed and dry’
corn milling businesses, and also Is en-j
tering the consumer products fleld for
the first time. N
The moves were the result of acquii- i
tions of some of the assets of companiz! 4
owned by John Vanier of Salina, Ka1.'y
for an undisclosed price. Mr. Vanier *
will become a director of Archer-
Danlels. 1
In the consumer products aream, tic
Vanler food operations manufacture!’
and market packaged consumer fooc's
mostly under the Gooch label, The
include spaghettl, noodles, macaron
packaged beans, mixes and corn meal
products, dog food and frozen dinne
Archer-Daniels-Midland also acquir:
some wheat flour processing facilitia
:inrl trucking equipment in the transac
on.

Italian Heritage Theme
Uddo & Taormina Corporation of Jer-}3
sey City Is promoting its Progresso lin
this spring with advertising based o
an Itallan heritage theme, 8
In newspaper, radlo and billboard ad-§
vertisements, Progresso minestrone Isj]
being linked to Michelangelo, pizza tof

i.
I

il |

Pasta Survey in
Wnited Kingdom
B The pasta market is growing in the

nited Kingdom. In a survey conduct-
d by the Economist Intelligence Unit,

' 'Me following trends were highlighted:

imates of sales of pasta at refail
ces (Em)—excluding dry pasta in

{ady meals and soups

1960 1964 1968
Dry pasta 23 27 3.0

k Index 100 117 130

i Canned pasta 6.0 6.3 9.5
Index 100 128 190

Total 73 8.0 125
Index 100 123 171
f These figures show an Increase in the
erage rate of total pasta sales of just
inder nine percent a year for the eight
pars under review. Canned producis
rew at a faster rate than dry pasta,
articularly over the last three or four
pars. The reason for the fast expansion
the canned sector is attributed to
xpenditures for advertising.

G el s il i il el st

many new consumers to be won, espe-
clally for established lines, and that in-
creased levels of promotion could well
yield worthwhile dividends.

‘The Noodles Are Coming

In recent years there has been joy in
the United States that an export markel
had been developed for durum wheat
in Jupan. The Japanese were using this
wheat in the manufacture of o noodle
that has had rapidly growing popular-
ity. The product is called “rahmen.”
The thin strips of dough are steamed,
fried in lard, then dried hard to a yel-
lowish color. They are packed in gaily
printed bags.

The noodles are bolled In water for
three minutes. Then essences of beel,
pork, chicken, or soy sauce are added,
and presto—a bowl of instant ncodles
floating In thin soup.

Last year some 3.3 billion servings
were sold in Japan. Exports amounted
to 125,000,000 servings, worth $5,000,000.
The biggest market has been South
Vietnam.

Jopan's Kyodo News Agency reports:

I Cross and Blackwell Spaghetti Rings
|Heinz Spaghetti Hoops ,....u.n

1868 expenditures on advertlsing In pounds (£)
vV

Press Total
vrresenese 214,306 6,552 220,858
T 246,855 16,482 263,347

| Heinz Spaghettl (Tomato and Cheese Sauce) ....260,854 4,288 271,142
{Kraft Quick Serve Pasta Meals v..ovvevvvansess 13,160 66 13,226

McDougall Macaroni and Spaghetti .

..... veeess 06,020 -_ 5,020

B The EIU Survey showed a rapid de-

belopment of home produced pasta as

Bpposed to imported varieties. They in-

licate that U.K. production has ex-
anded from 14,000 tons in 1865 to ap-
roaching 22,000 tons in 1968. This rep-
besents a real Increase In total market,
imports were relatively stable be-
fween 7,000 to 8,000 tons.
| A further point made in the survey Is
that British manufacturers impose upon
hemselves generally far more stringent
roduct specifications than those apply-

g to many imported brands. At pres-

t they are seeking legislation to pro-
ect the housewife from the poor qual-
By of certain varieties of imported
roducts.

The survey suggests that in 1968
bout a third of all pasta consumed in
he U, K. was in canned form of one

nd or another. Something over 40 per-
ent was sold in dry form through re-

outlets, while in the main the rest

f the consumption took place in cater-
ng outlets.

In the retail sector, the survey Indl-
ated a remarkable growth between
866 and 1968 of the private sector. It ia
ow reckoned to account for over 20

Paganini, ravioli to Raphael and so on. dfpercent of all dry pasta sales.
‘48 EIU concluded that there are still

Y, 1970
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“The Vietnam war has been fought on
rahmen. Both Viet Cong and South
Vietnamese soldiers fought—and In be-
tween swallowed down hot rahmen to
keep the war going."

The Jopanese Rohmen Manufactur-
ing Industries Association with 04 mem-
bers confirms that in the first ten
months of 1069, almost 6,000 tons of
rohmen, enough for 65,000,000 servings
worth $2,400,000, went to South Viet-
nam.

But since President Nixon's an-
nouncements of troop withdrawals, and
since fighting slackened, the noodle
market has slumped. David K. Willls
reports in the Christian Sclence Monl-
tor that three Japanese noodle mer-
chants are planning to invade the Los
Angeles market, They are Nisshin Food
Produets, Ajinomoto, and Mitsublshl
Shojl. They have been Interested in
market possibilities with Chinese or
Jopanese-Americans. But now all
Americans will be the target.

And rahmen is at the South Pole: in
the supplies of the Japinese expedition-
ary force. Last winter. when the Japa-
nese pald a call to the American force,
they received a request for some in-
stant rahmen packets. The Amerlcans
had already heard of the product.

Macaroni in ltaly

The sales trend of macaroni preducls
in Ttaly is steady, reports Barilla G. R.
Flli. S. p. A, one of th2 largsst pro-
ducers in the world.

In their view future prospecls are
dependent upon product features,
changes in eating habits, and the needs
of consumers who are more and more
tending to high qualily products.

The number of macareni plants in
Italy has decreased from approximately
800 in 1058 to 550 in 1968. It is estimated
that capacity is about 1,800,000 tons and
that actual production last year totaled
1,400,000 tons.

Under Nallan law issued on July 4,
1967—"Regulations for the manufactur-
ing and trade of cereals, flours, bread
and macaroni products,” pasta must be
exclusively made from hard wheat flour
or semolina; egg pasta from hard wheat
flour or semolina and four chicken
whole eggs per kilogram.

In addition, all kinds of dry pasta
must be sold originally packed, closed
and sealed, in sizes weighing 100, 250,
500, 1,000 or multiples of 1,000 grams.

On the packages there must b2 print-
ed in the Italian language, in indelible
and very legible type, the name of the
manufacturing firm, the head office, the
location of the plant, the denomination
and kind of pasta and the net weight.

Current prices for hard wheat flour
or semolina Is about 11,100 lire per
quintal, E¢gs sell for about 370 lire per
kilogram.

Finished goods are packaged in fold-
ed paper carlons or cellophane bags.
About 65 percent of the hard wheat
pasta is packed in cellophane; 30 per-
cent in boxes and § percent in paper.
Egg pasta is about equally divided be-

tween cellophone and folded paper
boxes. The average retail price to Ital-
ion consumers is 233 lire per kilogram
for hard wheat pasla ond 478 lire per
kilogram for egg pasta.

IPACK-IMA in May, 1971

The Executive Committee of IPACK-
IMA met In February. Chairman Marlo
Saggin, president of the exhibition, re-
ported satisfaction with the results of
the show held last Oclober,

During the meeling the General Sec-
retary Ezlo Landini gove the results of
a survey carried out last {all setting the
dates for the forthcoming exhibition in
the Milan Trade Fair premises from
May 24 to 30, 1971,

The commiltee noted that in 1071
IPACK-IMA will be the only Interna-
tional exhibition of European impor-
tance covering packing, packaging and
machinery for processing foodstuffs.
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Pasta Portelli

Malta is an Island about 58 miles
south of Sicily in the Mediterranean
Sea. It has an area of 85 square miles
and is a one-time British Colony, where
the British Mediterranean Fleet head-
quartered.

English or Italian is spoken, but most
of the people use the Maltese language,
which is a mixture of Arabic and Ital-
fan,

There are six macarori plants in Mal-
ta producing an estimated 10,000 tons
annually. Aside from having difficultieg
with ratloning of raw material, future
prospects for the industry are good.

Founded in 1924

Most aggressive among the companies
Is Pasta Portelll Alimentary Food In-
dustries Limited, founded in 1924 by
the late Edgar Porlelli. Upon his death
in 1048, his son, J. G. Portelli, took over
the active management of the business.
Today he serves as Chairman and Man-
aging Director.

One of the first efforts of the new
manager was to explore export markets,
and by 1860 the company had pene-
troted wvarious overseas markets and
made a name for itself,

In the early 50't the company was
active in bringing together an amalga-
mation of some 10 family businesses, all
of which were small pasta producers,
Automated production was then intro-
duced, including the vacuum process.

In 1068, several speciallies were
brought out by Pasta Portelll, including
egg lasagne, egg and spinach noodles,
curled vermicelli, a high protein maca-
roni, and meat stuffed tortellini. A year
later they introduced pizza in Malta.

The company's experience in the ex-
port fleld enabled it to assist other pro-
ducers of Maltese products, such as to-
mato paste, biscuits, flour, yarns, lace,
and sculptured stone, Its focd products
were winning recognition in the institu-

New plant for Pasta Portelll,
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EVERYBODY IS HAPPY...

tioral fiv)d in tive markets to which it
was exparting.

In 1967, Portelli was instrumental in
introducing durum varieties to Maltese
farmers, so the prime raw material for
pasta-making could be produced from
start to finish on the island. The Malta
Development Corporation has been
asked to consider bullding a durum mill
on a cost-reimbursement basis.

Last year, Pasta Portelli Introduced
a free hot meal to all of its employees,
started a monthly newsletter to dis-
seminate company news to employees,
and improved its qunality control labora-
tory to control the production flow clec-
tronically.

If plans to improve the raw materials
situation materialize, the consumer will
be served and the industry will prosper.

Sauce in Space

Man's best friend in deep space is
iikely to be a quadrillion hydrogen bac-
teria (in a jug), and an ample supply of
spaghettl sauce, Astronauts engaging in
the 2-year round-trip to Mars will re-
quire a food supply that grows as they
travel, and a self-contained, regenera-
tive oxygen supply and CO; removal
system. 3

The search now centers around the
study of algae and hydrogen bacterla,
with the latter at present the leading
candidates. Besides being hurdy, quick-
ly regenerative, and functional In using
up the carbon dloxide and producing
oxygen, the bacteria are a good high-
protein food source. Their taste is not so
“happy,"” but other researchers have
developed a spaghettl flavoring that at
least makes the bacteria palatable.
Thus, concelvably, Americans in spare
could live on spaghetti-flavored hydro-
gen bacteria, supplemented by a few
{reeze-dried dellcacles, 7

Lasagna Lesson Plan

A lesson plan for lasagna and garlig
bread appears in the teacher edition o
Co-Ed magazine as an advertisemen
by Baggies alligator bags, for keepl
food fresh. “Start it Monday—serve i
Friday,” saya the caption.

Lasagnat On Monday chop onion
freeze in Baggies sandwich size bag
Wash, drain, chop parsley, Slice mo
zarella thinly. Grate parmesan cheesq
Refrigerate each In Baggles alligato
bags.

Garlic Bread: Cream butter with ga
lic powder, add chopped parsley. Semi . : vl ’
slice french bread diagonally. Sprea ‘ AN i ) N —*-
sliced surfaces with garlic butte / = 3 ;

Freeze In Baggies alligator bags (Foo
Storage Size).

Lasagna: Next class combine tom
toes, garlic powder, parsley, tom:l
sauce, seasoning; simmer, Saute onlo:
garlic in hot oil, Add beef, brown ligl{
ly. Add to tomato mixture; cook unt
slightly thickened. Cool, pour in bov/
bag bowl in Jumbo size Baggies a
refrigerate. Cook lasagna noodles
package directs. Drain, rinse, put
bowl and cover with cold water., Stc
bowl in Baggles alligator bags in ré
frigerator.

On Friday, preheat oven to 350
Layer, in order, the meat sauce, drain:
noodles, ricotta cheese, mozzarella a
parmesan cheese In baking dish, Rd
peat, ending with sauce and topping o3
mozzarella,

Garlic Bread: Remove bread fro
freezer. Rub the crust with a cut clo
of garlic, Bake at 360* for 15-20 minute
Serve with hot lasagna,

CLERMONT IS A SUBSIDIARY OF CARLISLE CORPORATION

“The happlest miser on earth Is
man who saves up every friend he
makse.”
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The Egg Market

Market traders will explion anything
that happens. notes the Vo Jas Benmn-
casa  Company  of Zanesville. Ohio
“When a price break in the cgg market
was expected at the end of last yean
and did not happen, the diagnosis was
cold weather, reducing production. Thig
caused a mild upturn for a while, then
markets slumped agion during the last
weck of Junuary and carly Februaey
due to a general business slump and
poor demand for processed products
Then the talk of support being given 1o
the February futures put the market up
again along with more weather talk.”

The last of March saw
and go and more heavy winter storms
in & concentrated period than for a
long time. Offerings were plentiful o
Central States egg-breaking points, but
trading was light as buyers were selee-
tive.

Shell Egg Quotes

As of the close of trading March 13,
the New York and Chicago Mercantile
Exchanges discontinued  Lactlinies 1o
trading in spot market shell eggs Infor-
mation on daily spot guotations will
have o w obtiined elsewhere. USDA
Dairy & Poultry Market News hos heen
carrying quotations.

aster come

Liquid Egg Production

in thowsaidys of pornds

Product 1969 1968

Plain Wiule 194,381 2234104
Whole Blends 158,890 143,310
Albumen 161,739 178,023
Plain Yolk 50,120 4,072
Yolk Blends 75.243 77,327
Total Liquid 640,382 676,751

Egg Solids Production

in thousads of pownds

Product 1969 1968

Whaole 7467 13,785
Albumen 10,083 13.108
Yolk 11,513 12,861
Other 32,012 25,571
Totul 61,075 5,328

Take It Easy

Egg producers have been advised hy
the United States Department of Apri-
culture to boost production in the see-
ond half of this year by no more than
25 per cent over the same period in
1969,

A large increase in egg production
could bring a “significant decline” in
prices, USDA suid. If producers follow
guldelines for o moderate inereuse, and

May, 1970
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i demand continues favorable. the re-
sult  will be “generally  satsfactory
prices” for both farmers and consumers,
USDA sid

Government Buying

Henningsen Headlines say that most
observers believe the U S Departmen
of Agriculture will soon be back in the
market,  They  purchased 17,000,000
pounds of serambled egg mix under the
nevdy person program last year and it
15 understood in the trade that s
product has been distributed and will
have 10 be replaced if the program is 1o
continue. The question now seems 1o be,
“When will the USDA buy? Anv an-
nouncement will strengthen the market

The announcement came April 3 that
bids would be taken on April 13 Ship-
ment was for May., Produet was to be
packed in plastic pouches or e 12
ounes hins

Lipton’s Sales Rise

Thomas I Lipton, Ine. achieved
revord sales and carning in 1969 Net
profits rose T opercent on sales up 10
per eent to $251.3 million from §229.2
milhian

The 1069 fgures include that aequi-
sition of Usen Products Co., producer
of canned cat foods including Tabby
and 3-Little-Kittens hrands

Sules of all tea products increased
in 1969 Both Lipton Soun and Wish-
Bone dressing posted reeors! sales.

The company  also owns Pennsyl-
vania Dutch Noodles and Morton House
brand items, hoth of which reported
gher sales.

Lawry's Profits Drop

Lawry's Foods reported o 2007 per
cent decline in varnings and a 10 per
cent gain in sales for the year ended
Dee. 31

Net carnings totaled $849,000, or 60
cents o share, compared with $1,208,000,
or 8t cents o share, for the previous
year.

Sules  were  §19,603.000, compared
with $17,767,000 in 1968,

Expluining the earnings drop, Rich-
ard  Frank, president, said: “We had
budgeted for o greater sales inerease
than was realized, but decided to main-
tain many of our expenses hecause we
beheved they would contribute to our
growth.”

Mr. Frank noted Lawry's had ac-
quired 95 per cent ownership of Van
Frank Restaurants  for  $338,200 in
Lawry's common stock. Van Frank up-
erates four restaurants in southern Cali-
fornia und one in San Francisco,

Homemaker's Holiday

Fanuly Cirele magazine for January
carried o full=eolor  national ad for
Creamettes Macarom featunmg o mud-
winter recipe for “Homemakers Holi-
day™ with an appetizing photo of ths
versatile casserole dish

“Homemaker's  Holiday™  takes  less
than 30 minutes to prepare and bake
In addition 1o Creamettes Macarons, it
calls Tor one full can of lunchean meat,
two cups of milk and one-hall pound
ol cheese

A complete promotion kit, meluding
full-colur stack cards, shelf 1alkers and
self-adhesive twear-off reeipe pads, was
mide available hy the Creamette Com-
piany

Chef Boy-ar-dee Sweepstakes

American Home Foods is featuring o
Chel  Boy-ar-dee  sweepstakes  with
S100,000 worth of prizes in travel or
college seholarships,

Advertising in two-page,  full-coloe
ads ure scheduled in Life, Family Cir-
cle, Woman's Day. TV Guide, and
Ebuny. This is bucked with 117 network
color sweepstakes commercials during
February, Mareh and April. It is esti-
mated by reaching abouwt T0%  of all
women, =48, an average of four times
every four weeks there will he o re-
demption of 37,000,000 coupons in stores
for packaped dinners or 43 other Chef
products

Trade representatives  have  entry
blanks and colorful point-of-purchase
display materials

Ameru:on Home Gains
American Home Products registered
gains in the year ended December 31 o
10 per cent in both profits and sales
Net rose o $123.3 million, equal 1o
S22 o share, from S11L.3 mallion, equal
to S211 o share. on sales of $1.3 billion
compared with $1.15 billion
Fourth quuarter profit gained § per
cent to $30.772.000 from S2HI88.000 on
sules of § B million, ahead 9 per cent
from S206 million in comparable 1968
The compony makes o variety  of
household  products, as well as some
cosmetics and foods,

TunO Topper

Franco-American  promoted  canned
MacaromOs  with cheese sauce along
with canned  tuna in a0 dish called
“TunO Topper”™ m the March issue of
Family Cirele.

Cupy reads: “We make the Macarom-
Os—that's the hard part. You add the
funey fixin's—that's the fun part.”

Franco-Amencan  and - MacaromOs
are trademarks of Camphell Soup Co
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LASAGNA?

Use a Demaco Continu-
ous Line with our La-
sagna Stripper and get
the benefits of automat-
ic production with virtu-
ally no scrap or break-

For additional information, specifications and quotations, contact

lestern Rep.: HOSKINS CO. P.O. Box 112, Libertyville, lllinois, U.S.A. ® Phone: 312-362-1031

D E WC ;-b’ 45 Metropolitan Ave., Brooklyn, N.Y. 11237, U.S.A, ® Cable: DEMACOMAC * Phone: 212-386-9880
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Visit North Dokota

What are your plans for this summer?

For most folks, summer plans include
a vacation break. The people of the
North Dakota Mill and Elevator suggest
that you route your trip to North Da-
kota. It will be a most delightful ex-
perience.

North Dakota is being recognized as
the “unspolled state” of the natlon. It is
fundamentally an agriculiural state,
and in the summer it is a vast garden of
beauty.

North Dakota produces about 85 per-
cent of the durum wheat used in the
macaroni and noodle industry, and has
extensive acreage devoted to other
small grain crops, sugar beels, potatoes
and other crops. It's land of abundant
sunshine, warm summer days and cool,
comfortable nights.

You live close to the sky in North
Dakota, The sky is the bluest you will
ever see, unspolled by smog or pollu-
tion. And the people are the friendliest
you will ever meet,

Right In the heart of the famed dur-
um {triangle of North America stands
the North Dakota Mill and Elevator at
Grand Forks, N.D, It is adjacent to the
Red River of the North, where the Red
River Valley is often compared to the
famed Valley of the Nile.

Visit the Mill

If you plan your summer trip to
North Dakota, please stop in at the
North Dakota Mill for a visit. We'll take
you on a quick tour to show the process-
ing of the finest semolina and durum
flour in our modcinized mill. And, thy
coffee pot is always on.

Plan to spend a little time In *“un-
spoiled” North Dakota, away from the
pressures of big city living. You'll find
super highways to make your driving
so pleasant. During the growing season,
it's like driving down a 400 mile fair-
way on a manicured golf course.

There's much to see in "“unspolled”
North Dakota, besides the great agri-
cultural lands. There's the famed Peace
Garden, the Badlands of Rough Rider
country, the giant Garrison Dam, In-
dian reservations and a great number
of other attractions for family enjoy-
ment,

Come visit the “birth place” of great
macaroni and noodle products—come
visit North Dakota, where you can un-
wind and relax,

Wheat Testing Program

The Crop Quality Council announced
sponsorship of a new wheat quality pro-
gram to accommodate testing of the in-
creased numbhers of wheats being de-
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veloped by state agricultural experi-
ment stations and seed companies. This
program s the result of an extensive
review by the Courcil to provide the
most useful information on milling and
baking quality of wheats being consid-
ered for future production in the Upper
Midwest. Under this program, an-
nounced by Vance V. Goodfellow, exec-
utlve vice president, the Council will
accept for growing and subsequent
milling and baking tests promising new
wheats prior to thier release. Results
of these tests will be summarized, sta-
tistically analyzed and distributed to
program participants and others upon
request.

According o Goodfellow, the Coun-
cil will arrunge to grow the seed, with
an appropriate commercial variety for
comparison, at several Upper Midwest
locations. The wheats will be harvested
and samples, under code numbers not
disclosing their source or Iidentity, will
be shipped to the U.S.D.A. Wheat Qual-
ity Laboratory at Fargo, North Dakota,
for milling evaluaticn; in turn, coded
flour samples will be sent to partici-
pating state, federal, seed and milling
company laboratories for baking tests,

The Council will prepare and issue a
statistical summary report for all sam-
ples tested, based on data received from
these participating laboratories. Al-
though the report will not contain gen-
eral recommendations or conclusions,
favorable, with respect to the desirabil-
ity of growing any wheat included in
the tests, the report will provide data
whereby reciplents can individually
evaluate the milling and baking charac-
teristics of each test wheat Included in
the program. The report will be dis-
tributed to program participants, inter-
ested members of the Council, cooperat-
ing governmental agencies, and to
others upon request.

Non-Profit Organization.

The Crop Quality Council is a non-
profit organization, having a broad
membership of companies and individ-
uals Interested in crop Improvement
programs regarding crops grown
throughout North Amerlca. In pursuing
this interest, the Council cooperates
with crop producers, state agricultural
experiment stations, state and federal
departments of agriculture, and many
segmeits of private industry. Goodfel-
low eiwnphasized that the new wheat
quality program will be an Important
part of the Council's many activities in
support of agricultural research and de-
velopment by providing to those devel-
oping, growing and utiliz;ing new
wheats the most current and objective
information possible.
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Durum Planting Intentions 1l el T
Durum wheat plantings are expec u E R 2
to total 2,308,000 acres, 30% less tla 7
1969 and 35% below 1088, says the e 3l I
partment of Agriculture’s prospectivi@ |
plantings report as of March 1.
Spring wheat other than durum |
expected to be planted on 8,548,00
acres, 10% above a year earller but 105§
below 1868. i
in North Dakota dururn acreage wiil]
drop 26%. Other crop decreases wi
take place in corn, burley, sorghu
soybeans, dry beans ani sugar beels}
Increases are expected In hard red
spring wheat, flaxseed, onts and pnu

toes. i
a0

Moro Durum in Canada o
Because of Canada's wheat surplud
plantings this year will be reduced.
survey based on March 1 Intention{@i .
shows that wheat farmers intend 1
plant 26% less wheat acreage for thi3
1970 cxop than in 1089. :
However, durum wheat acreage is ex}
pected to incrcase by 37% and if intenf§
tions are carried out, pralrie farmen$¥
will plant 4,308,000 acres to durum}
contrasted with 3,154,000 grown In 106§
and 1,461,000 as the 1984-68 average.

Durum in Northemn ltaly :
Barilla of Parma, Italy, is experiig
menting with the cultivaiton of dururf
wheat in northern Italy, Experiment(
carried out in 70 flelds of an area o3
over half an hectare each in four provid
inces confirmed the good results obj
tained in the previous two years. A
meeting held by Barilla in Salsomugj
giore was attended by many experts i
the economic-agricultural field. It 123§
been proved that it is both technicallff
possible and economically practical 188
cultivate durum wheat in the hil{S
areas and on the high plains of norther
Italy, where the yleld per unit equilsd
and in certain cases exceeds that cESes
soft wheat. /

e never Q;ﬁiflirign;}cd thq_’_ﬁtiifactiﬁn of extrud-
food products with'a Maldari . . . never say die
Tand live o littlel o ol

Langdon Is A Missile Site
The first Safeguard installation will b
built at Langdon, North Dakota, hoin§
of the Durum Show and an importurjige
agricultural experiment station. )
The installation will be one of twis
for which Congress has appropriateq
funds. Bids for the $137,000,000 proj
were let recently, with surveying to be
gin in mid-April and excavations cory§
pleted by June, - 3
In Langdon, Mayor Harold Blanchaerd
says, “Things are already buzzing
Because nf the town's remoteness, thers
(Conlirued on page 20)

& : Over 65 ywq_daveld’j:iﬁ& extrusion dies, for
) creatively.designed food. products.
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Reprinted with permission of The
Great Plainsman magazine.

HE little boy, digging into his sec-

ond large helplng of spaghetti, does
not stop to consider where it comes
from. He is too busy enjoying it.

And his mother, pleased to have her
child so completely enjoy a product
which is both easy to prepare and nu-
tritious, does not think about it either.

In fact, it is quite likely that most
people who enjoy pasta products such
as spaghetti and macaroni do not con-
sider them wheat products.

Many durum producers would tend
to agree with them—to the producer
durum is not a class of wheat but an-
other grain all in a class by itself,

Consldering the different uses of
durum, they could be right. With a
name derived from a Latin word mean-
ing “Hard, durum is different from
other wheats in that the kernels tend to
be hard and vitreous.

Distinct Specles

Durum Is a distinct species of wheat
quite different from ordinary wheat
used to make bread and other bakery
products. Durum is used exclusively to
make “pasta” products.

Its hard, flinty kernels are specially
ground and refined to obtaln semolina,
which is mixed with water to make n
paste-like product called pasta.

Durum semolina,
Yiandled, can be made into pasta prod-
ucts that, when cooked, are slippery,
springy, and chewy—not sticky, soggy

where properly

Other wheats can be used in making
pasta products, but all-durum pastas
have the highest quality.

Durum is actually not suitable for
baking bread, although, in some areas
along the Mediterranean, the Middle
Easterners grow a type of durum which
they have adapted for use in baking a
flat type of bread., This durum, how-
ever, has a smaller percentage of the
hard and vitreous kernels which riake
durum ideal for the manufacture of

Exporis of durum wheat from the
United States, which traditionaily have
moved in unpredictable highs and lows,
are up to 1.3 million metric tons for the
1068-69 marketing year.

Ten years ago, only 1,000 tons were
exported, and in the ensuing years,
shippir g levels have varled greatly.

il

Durum - Delight for Both Children and Mothers

planted by farmers were called Lanj
don and Ramsey. Next, two even betle
varieties, Wells and Lakota, were r
leased to farmers in 1860,

U. S, production promptly accele:
ated, and for the first time since (h3
1920's, the United States had a depend
able supply of durum wheat for expor,

In 1066, another varlety, Leeds,
came available to durum grov,
Leeds has excellent color and produ
pasta products of fine quality, is al
rust resistant, and has larger kerne
than the other Amber durums.

This last modification is an importa
selling point to overseas millers, whifi
have felt that the older U, S. dunui§
varieties had kernels too small for {
optimum efficiency in milling.

The most recent export leap of U.S,
durum has had two motivating forces—
greater demand for durum in European
countries to make high-grade pasta
products and Iimproved varietles of
durum grown in the United States that
better suit the needs of foreign millers
and pasta processors.

Introduced In 1900's

Durum was first grown in commer-
clal quantity in the United States in
the early 1000's from seeds of varieties
Imported from the Mediterranean area
and south Russia. All the early varieties
were red durum.

For awhile, durum acreage increased
rapldly and the United States even be-
came a durum exporter. But the va-
rieties of durum then grown had a seri-
ous defect—susceptibility to wheat rust.

Some years, farmers had excellent
durum yields; in others they lost nearly
thelr entire crop to rust. When the De-
pression of the 1930's hit, most farmers
decided on less risky investments of
their land and time, Durum production
in the United States fell from 2.6 mil-
lion melric tons in 1828 to 180,000 me-
tric tons in 1834.

For the next 25 years, average U.S.
durum production was more or less
equal to domestic demand — although
fluctuations from year to year were
often extreme because of drought, rust,
and variable prices.

Revolution

But during the 1050's, though the
changes were not immediately reflected
by increased exports, U, 8. durum pro-
duction underwent a revolution.

New disease-resistant strains were
developed that also had a very deslrable
color and cooking quality for pasta
products,

The new varieties were Amber dur-
ums, and the first two extensively

rum Delight—
(Continued from pege 28)

asta foods are enthusiastically ac-
ted by almost all children and a
ge percentage of adults. They are a
bn to the housewife because of their
eptabllity and the ease with which
y can be prv.pared.

rage piotelr content of about 12
ent. Cuatlcary to popular bellef,
y are not high in caloric content and
highly digestible,

bout 80 percent of the macaroni
bds manufactured in this country are
jched to meet Federal standards.
m pastas appeal to the gourmet
their versatility and flavor and to
lower income groups for their

MWith increased awareness of the im-
ktance of the export markets for
Rir crops, the U. 8. durum grower
fhtinues his efforts to breed and pro-

At present, most durum wheats o e the type of durum In demand by

grown in the Mediterranean countri

North America, the Soviet Union an“#88y S, durums have galned wide ac-

ptance in world markets because of
pir appealing amber color despite the
_ 1ler kernel size.

Terminal Market

Fhe chlef terminal market for durum
ghin the United States is Minneapo-
Minnesota. Of the durum destined
foreign markets, more than half is
pped from Great Lakes ports (espe-
y  Duluth-Buperlor)
ough the St. Lawrence Seaway.
Pther exported durum leaves from
if ond Pacific ports. Special rail
ght rates from the northern Great
jins to the Pacific Coast on wheat for
port have helped make U, 8, durum
npetitive in the Far East with Ca-
lan and Argentina offerings,
though U. 8. durum sales have
n remarkably over the last 10
rs, their growth has been ureven.
Jes have been affected by availability
j export, prices, forelgn demand, and
ity of U, 8, durum on the rarket.
om 1060 to 1063, U. S. total (rreign
3 and sales to Common Market
Intries were nearly identical. The
peually large exports in 1964 were
to a large sale to the Soviet Union
ng one of ita wheat-short years.
y 1066, North Afrlcan countries
e important U, 8, durum custumers
affected export trends. The Com-
n Market countries have continued
pe the chief buyers of U. 8. durum.
er outlets of lesser volume but still
ortant have been Japan and some
n American countries.
ne of the forces behind increased
ium exports — greater production
the United States—has been par-

Until a few years ago, only Canad
and Argentina were important exporl
ers. Now the United States is bcomi
a competitor, Durum sales, lLowev
are a small part of total world whe
trade and are unlikely to be mu
larger in the near future. :

In the United States, durum produc}
tion is centered in northeast North D
kota, and that state traditionally gro
between 80 and 80 percent of ea
year's durum crop. Other produc
states are South Dakota, Minnesol}
Montana and California,

Durum is a hardy wheat that mai
tains reasonable ylelds in rigorous
mates and js, therefore, profitable
grow where other wheats would
yleld well. In more moderate climst
bread wheat wusually far outy

Durum consumption in the Uni
States s increasing, due to both an
crease in population and an increas:
per capita consumption.

Average consumption of durum
fng the last ten years has been ab
31 million bushels, More recently, hoss
ever, domestic consumption has'b
estimated at about 40 million bush

The basic appeal of durum maca!
foods is the chewy texture and blang
flavor which accents and extends §
other foods, Pasta products “take 0%
other flavors quite readily and, us a rig
sult, are used with a variety of othg
ingredlents such as m:t and tomaf
sauces, gravies, cheese, ¢ . ;

(Continued on page 208)
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tially explalned In the discussion of
improved U. 8. varleties.

Another impetus to U, S. produclion
has been the premium paid for durum
over Hard Red Spring Wheat, its chief
competitor for acreage, because of dur-
um's specially stalus and Increasing
demand.

Big Boost

A big boost to U, S. durum exports
has been the trend in Common Market
countries to use only durum wheat for
making pasta products.

For example, Italy put a law into
effect on January 1, 1868, that all pasta
products should be made of 100 percent
durum after that date,

Although Italy grows durum wheat
itself, it does not grow enough to com-
pletely supply its pasta manufacturers.
Some of the difference Is belng maae
up of U. 8, durum,

Italian imports of U. 8. durum jump-
ed from 88,000 metric tons in 1967-68 to
358,000 metrle tons for the first nine
months of the 1868-69 markeling year.

Several other Common Market coun-
tries are already using only durum
wheats to make pasta without any for-
mal requirements. In the same coun-
tries, use of U. S. durum Is increasing
because of the Improved cooking qual-
ity and color it gives to pasta products.

The new varlety, Leeds, which ap-
peared on forelgn markets in quantity
for the first time last fall, should shove
up U.S. sales even further because of its
excellent milling characteristics,

Great Plains Wheat

But the increased sales did not hap-
pen by accident. It required nn aggres-
slve promotion program as carried out
by Great Plains Wheat in cooperation
of the Department of Agriculture
through its Foreign Agricultural Serv-
ice. Great Plains Wheat has primary
responsibility for market development
efforts in Europe and North Africa, the
largest markets for U, S. durum, and
Latin America, a growing market.

Market development programs in the
Far East are conducted through West-
ern Wheat Assoclates, to whom GPW
contributes funds.

In its work in the foreign markets,
GPW has called upon the work of the
North Dakotla State Wheat Commission
to promote U, 8. durum.

The commission has produced two
excellent films covering durum produc-
tion and use. The first, Durum, A Stand-
ard of Quality, has been viewed by
some 35 milllon people in the United
States and Canada. GPW has used
translated versions of this film in its
work in the foreign market.

The other film, Macaroni Menu Mag-
ic, is a more recent production and was

prepared in cooperation with the Wheat
Flour Institute in Chicago. It is also
being enthusiastically received.

It has been the hard work of both
GPW and Western Wheat in keeping
pasta prccessors and consumers in-
formed of the advantages of using U. S.
durum that has moved sules upward.
And because of this work and the in-
creased desirability of U, S. durum, the
prospects for Increasced sales are excel-
lent.

Who Pays?

Who pays for removing paper grain
doors? A federal court has ruled that
the grain and associated industries do
not have to remove paper grain doors
from freight cars or pay for removing
them. The court issued an Injunction
enjolning the Interstate Commerce
Commission from enforcing an interpre-
tation of Uniform Freight Classification
rules 14 and 27, which wauld tequire
removal of a nonreusable puper grain
door by shippers. ICC was enjoined also
from allowing the nation's railroads to
fuse to move boxcars still containing
paper grain doors, The railroads would
have charged up to $10 for removal of
the paper doors.

Instant Protein—
(Continued from page 12)

was a slight change in color which pro-
duced a righ golden color in food prod-
ucls such as mufins and other baked
goods,

In each case, the addition of FPC en-
riched the basic grain or starch product
with sufficient animal protein tu make
the product u complete nutritive meal.
For several of these products, a typical
portion would provide an individual
with at least one-half of their full daily
animal protein requirement and in
some Inslances even more.

It was also discovered that “Instant
Protein" added to a basic spaghetti
sauce mix would produce an excellent
meat-type sauce stock with absolutely
no fish flavor. This material proved to
be highly economical so that a family
of four could obtain about one-half of
their daily onimal prolein nutritional
requirement for about six cents per per-
son.”

EETTERS

Langdon Is a Missile Site—
(Continued from page 26)

was only a brief foray last fall by stu-
dents opposed to the ABM, Most of the
2,500 citizens, in fact, welcome thelr
deadly neighbors with open arms. With
the missiles will come 1,500 permanent
new residents, whose payroll of $10,-
000,000 will give the local economy a
needed boost.
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Gth ANNUAL MEETING

National Macaroni Manufacturers Association
July 19-23, Whiteface Inn, Lake Placid, N.Y.

A time for contemplation . . . Mark your calendar now!

‘ N increasing number of employers
® are today covered by the Federal
Rge-Hour Law, At the same time, the
Hour Division of the Depariment
Labor is increasingly active In its
orcement of that law, and many em-
wers have found themselves faced
h an inspection by that agency for
| first time.
ficlation of the law can result in
altles and stif back-wages pay-
ts,
ccordingly, we have prepared this
ine on the requirements of that law,
fich is intended as a practical gulde.
$s a general discussion, and not in-
gded as a substitute fnr individual
1 advice,

Covered Employers

y the 1066 Amendments to the Act,
@lemployer (and so all his employees)
overed if it meets the tests for an
terprise.” An “enterprise” is a busi-
entity which:

L | Has yearly gross sales of at least
0,000.00;

28 Hos more than one employee en-
jed in interstate activitles.

N

QORI NICNOISRCOPASRRRARSPRBRRANARRSARARRRY
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Year round farm procurement of fresh
shell eggs allows us to process egg
products every month of the year.

When you need dried egg solids or
frozen eggs, call on the folks who can
fill your requirements.

U.S.D.A. Inspected egg products.

Egg Solids Frozen Eggs
Dark Yolks & Specialty

MILTON 6. WALDBAUM
CREM gy e

GBS E RO ERPR IR R ROSRERREROE0 SRR RCARARErsSroRCOERRERORIRRRS

SECIPPOPEO BN O sRS R RRASSERPRPRESEEeRORRSITRERRERRESSORS

APEACONPNIRAN PRI INPOIRENOOREONRNOOORRRS

he phrase “engaged in interstate ac-

y'" Is very broadly interpreted. For
mple, an employee performing a
| office function such as making
g distance telephone calls or using
S moll, will qualify. For practical
Broses, most employers meeting the
ual gross sales volume will qualify,
should regard themselves (and all
ir employees) as covered. At least,

an employer should consult legal
nsel on the subject.

JACOBS-WINSTON|
LABORATORIES, Inc.

EST, 1920

Consulting and Analytical Chemists, specializing I
all matters involving the examination, productior i Oyari Eraplupids
and labeling of Macaroni, Noodle and Egg Products [ igilefore 1066, employees covered were

engaged in interstate commerce;
1—Vitemina and Minerals Enrichment Assays

e have been covered ever since the
R was first passed in 1038. These em-
2—? Solids and Color Score in Eggs and
oodles.

jees were and are covered regard-
of the nature of their employer as
“enterprise” or not.

Minimum Wages

ecause employees engaged in inter-
e commerce have been under the
longer than those covered by the
B Act, the requirements are different
them than for the 1088 Act-covered
ployees. Congress felt that these em-
yers should have a chance to catch
igradually with the new wage re-
Fements, and so a gradual scale was
pted to bring the 1968 employees up
he same level as originally covered
ployees,

e e

3—Semolina and Flour Analysis.
#—Micro-analysis for extroneous matter.
5—Sanitary Plant Surveys.

6—Pesticides Analysis.

7—Bacteriological Tests for Salmonella, etc,

James J. Winston, Director
156 Chaombers Street
New York, N.Y. 16007
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Harold T. Halfpenny

At the present time, thi minimum
wage for originally-covered employees
is $1.60 per hour. For employees cover-
ed by reason of the 1966 amendments,
it is $1.30 per hour; this was increased
on February 1, 1870 to $1.45 per hour,
and on February 1, 1871 to $1.60 per
hour, E

Exempt Employees
(a) Executive, Administrative and
Frofessional

(1) Executives

An executive is one whose primary
duty consists of the management of the
enterprise in which he is employed, or
of a customarily recognized department
of the enterprise. By “primary duty” ls
meant that he must spend over 3J per-
cent of his time in managerial dutles.

He must customarily and regularly
direct the work of two or more em-
ployees; have authority to hire or fire
employees, or at least make suggestions
and recommendations that will be giv-
en welght in deciding about these mat-
ters; he customarily and regularly exer-
cises discretionary powers.

In addition to these qualificatlons, an
“executive” must be pald not less than
$125 a week effective February 21, 1870,
However, if they are paid $150 a weelk,
they are considered executives if they
are primarily engaged in management,
and have the direction of the work of
two or more other employees (even
though without authority to hire or
fire),

(2) Administrative

An administrative employee is one:
(a) Whose primary duty consists of

Wage-Hour Law Summary

by Harold T. Halfpenny, General Counsel,

N.M.M.A,

either: (1) the performance of office or
non-monual work directly related to
management policies or (2) general
business operations of his employer or
his employer's customers, and

(b) Who customarily and regularly
exercises discretion and independent
judgment; and

(¢) Who performs his work only un-
der general supervision, and

(d) Who does not devote more than
20 percent of his time in any workweek
to activities which are not directly and
closely related to the work just de-
scribed; and

(e) Who is compensated at a rate of
$125 per week;

Provided that an employee who is
compensated at a rate of $150 a week
shall qualify If his primary duty con-
sists of the performance of work de-
scribed above, and his work includes
the exercise of discretion and independ-
ent judgment,

{3) Professional

A professional employee performs
-work requiring knowledge of an ad-
vanced type in a field of sclence or
learning customarily acquired by a pro-
longed course of specialized study, as
distinguished from a general academic
education. His work must be predomi-
nantly intellectual and varied in char-
acter, and of such character that the
output produced or the resull accom-
plished cannot be standardized in rela-
tion to a given period of tinie.

(b) Outside Salesman

An exemption is provided for “out-
slde salesman." This means an em-
ployee who is employed for the purpose
of, and who is customarily and regu-
larly, engaged away from his employ-
er’s place of business, In making sales
or obtalning orders or contracts for
services, His hours worked other than
as just described must not exceed 20
percent of the hours worked in the
workweek, Work performed incidental
to the exempt work, including inci-
dental deliveries and collections, is re-
garded as also exempt.

The Regulations point out that char-
acteristically the outiside salesman is
one who makes his sales at his cus-
tomer’s place of business. This is the
reverse of the sales made by mail or
telephone.

(Continued on page 32)
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Wage-Hour Law Summary—
(Continued from page 31)

(c) Motor Carrier Exemptlon

Any employee with respect to whom
the Interstate Commerce Commission
has power to establish maximum hours
of gervice is exempt from the overlime
requirements of the Wage-Hour Law,
though not from the minimum wage
standard.

Generally speaklng, these are em-
ployees engaged in driving in inter-
state commerce., However, the subject
is a technical one, and will not be dis-
cussed in detail here.

Overtime Pay

As a general rule, the oveitime pay
requirement is pay at not less \vhan one
and one-half times the employee's regu-
lar rate. Payment is for hours vrorked
in excess of 40 in the workweek.

The standard is a single workweek
and the Act does not permit averaging
of hours over two or more weeks. This
is true regardless of whether the em-
ployee works on a standard or swing-
shift schedule and regardless of wheth-
er he is paid on a daily, weekly, bi-
weekly monthly or other basis. The rule
is also applicable to pleceworkers and
employees paid on a commission basis.

An employee's work week is a fixed
and regularly recurring period of 168
hours—seven consecutive 24 hour pe-
riuds, It need not coinclde with the
calendar week but may begin on any
day and at any hour of the day.

The regular rate on which time and
a half is figured is the rate per hour, If
payment is made on some other basis,
then the rate per hour must be deter-
mined. This i{s done by dividing his
total remuneration for employment in
any workweek by the to‘t] number of
hours actually worked by him in that
workweek for which the conapensation
was paid.

Thus if an employee is paid on a
weekly salary basis, his regular hourly
rate of pay is computed by dividing the
salary by the number of hours which
the salary is intended to compensate. If
an employee is hired at a salary of $70
and it Is understood that this salary Is
compensation for a regular workweek
of 35 hours, then his regular rate of
pay 18 $70 divided by 35 hours, or $" an
hour, When he works overtime he is
entitled to receive $2 for each of the
first 40 hours and $3 for each hour
thereafter.

A monthly salary must be reduced to
its workweek equivaleni, This iz done
by multiplying by 12 and dividing by
62,

32

Equal Pay For Equal Work

An important part of the present law,
and one which is receiving a good deal
of atiention, is the provision that equal
pay be given for equal work regardless
of sex.

This means that the rate of pay must
be the same for females as for males
when they do “equal work on jobs the
performance of which requires equal
skill, effort, and responsibility, and
which are performed under similar
working conditions.”

According to the Regulations, what
constitutes equal skill, equal effort, or
equal responsibility cannot be precisely
defined, The terms are considered to
constitute three separate tests, each of
which must be met in order for the
equal pay standard to apply. In apply-
ing the tests it should be kept in mind
that “equal” does not mean “identical”
Insubstantial or minor differences in
the degree or amount of skill, or effort,
or responsibility required for the per-
formance of jobs will not render the
equal pay standard inapplicable,

Record Keeping

The law requires employers to keep
accurate and adequc’e records of (a)
hours actually worked by employees,
(b) wages paid and (c¢) conditions of em-
ployment. Although no particular form
is required, these records should be
complete in all details relating to em-
ployment.

Inspections

The Secretary of Labor (or his desig-
nated representative) may investigate
and gather data regarding anything
relevant under the Act, and may enter
and inspect places of business and the
relevant records. He may also question
employees, and Investigate such facts as
he may deem necessary or appropriate
to determine whether there has been a
violation of law.

Salary Test

The amount of the salary test is sub-
ject to regulation by the Wage Hour
Administrator, and he has just changed
the relevant regulations. As of Febru-
ary 21, 1870, the tests are

Executive and administrative em-
ployees—$125 a week,

Professional employees—$140 a week.

“High pay" employees—$200 a week.

In Issulng this revision increasing the
amounts wnich must be paid to these
employees In order to meet the exemp-
tion, the Administrator issued a long
statement considering and rejecting the
arguments which had been made by

elisployers. The arguments and the
ministrator's answers were:

Elimination of Salary Tesis

Many employers had argued that
salary tests should be eliminated. §
answer, the Adminisirator said
there has been no indiration that (
salary tesis have resulled in defealifd
the exemption for any substantial nun]

be classified for the purposes of the A%
as bona fide executive, administrativg
or professional employees.

Multiplicity of Tests

It was proposed that a multiplicity ¢
salary tests be estubilshed to reflect
differentials in vrages and salaries pa
In various geographical areas of i
country. The Administrator, howeve}
felt that no useful purpose would
served by fragmenting these standa

Certain employer representatives
vanced the point of view that the n
salary tests would be inflatiraary.
answer to this point, the Administra
said that the increase in salary le
recognizes that inflation has alre!
taken place, and Is merely an atte
to make the salary tests meaningfu
light of present economle condition

The Administrator relied on stal
tics: The 1960 earnings data report in
cates that only 5 percent of the low
pald executive employees determine}
to be exempt had weekly salaries &
low as $100, Only 3 percent of the lox%
est pald administrative employees whg
were delermined to be exempt hij
weekly salarles as low as $100, andf;
percent of such professional employ
had weekly salaries below $120 a we
In the light of such statistics, a fallurg
to Increase the salary tests would ref
der them meaningless with respect 33
all but a relatively few of the
pluyees to whom the regulations ap|

Employes’s Arguments

Employees’ representatives pres
for an increase in the salary requ
ments, They suggested a range of §
to $170 per week for bona fide execd
tive and administrative employees ani
a range of $175 to $105 for professiuntiéy
employees, They also felt that the s
ary tests for higher pald employedl
should be between $225 and $290 §
week, i

HETHER YOU'RE MANUFACTURING LLONG GOODS

OODLES OR OTHER SPE CIALTY SHAPES,

el YOU'LL FIND4 IS ALWAYS UNIFORM

' BECAUSE OF

IN COLOR AND GRANULATION. |

fCUR UNIQUE AFFILIATIONS IN THE DURUM

crowINGg AREAMlWE caN suPPLY

O AMBER MILLING DIVISION

“When friendships are real, they o/
not glass threads or frostwork, but thl
solidest things we can know, ., . , T
only way to h.ave a friend is to be ontf

—falph Waldo Emers

THE MacARoNI JourniRY 1970

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ¢t Rush City, Minn, — General Offices: St. Paul, Minn. 55101
; Telephone: (612) 646-9433
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SMOOTH SELLING®

ONE CUSTOMER'S MEAT
No. 53 of o Series

Selling is not an assembly line opera-
tlon. You are dealing with individuals,
many of them with pronounce? views
and characteristics, What may lmpress
one buyer will bore or irritate another,
Some prospects like a little small talk
before getting down to business, Others
want you to get to the point immediate-
ly. One man may be hospitable to
strangers; another may give them a cold
stare, Some buyers always use first
names; others do not encourage it.

To the salesman all this means that
he must be flexible enough to take
individual differences into account—
and fo use them to his sdvantage.

Using Differences

The salesman who treats all custom-
ers alike is seriously hampering his
career. There is no standard formula
that works in all cases. Imagine what
would happen If you tried to force a
flashy sports car on a conservative per-
son who had driven conservative four-
door saedans all his life, The idea of a
low-slung job might secretly appeal to
him but his habits are too fixed for
change. You would be wasting your
time,

But don't worry about the fact that
people are different. This is what makes
selling so Interesting. It's a challenge.

Instead of brooding about variations,
do something about them, Study your
prospects and customers carefully so
that you can tallor your presentation to
their individual needs und desires. If
one buyer likes a short, snappy sales
talk, give it to him. If another wants
each call to be an “cld home week"
affair, accommodate him. Work up a
personal chart on each buyer, noting
all his quirks, habits and mannerisms.

Let Him Talk

It's hard to learn anything about a
person if you do all the talking. Let
your Interviews be two-sided. Glve the
buyer a chance to express himself—to
let down his hair if need be. Make
mental noles while he's talking. Try
and determine his inferests, attitudes,
ete.

Bill Somers, a foam rubber salesman,
used to start talking the moment he
walked into the room. In fact the buyer
was usually exhausted just from listen-
ing to him,

One day a prospect sat stolidly while
Bill rattled on for a full half hour. He
was just drawing breath for another
stretch when the buyer interrupted:

“Do you mind if I say a word?"

Bill flushed and said, "Of course not.”

“Well” the man continued, “I just
wanted you to know that T don't like
your company and never Liave.”

Bill was thunderstruck. He had ex-
pected anything but that. He managed,
however, to ask for an explanation.

The prospect spoke of an old griev-
ance against the firm for not making
good on a faulty order. In the end Bill
sooth. d the buyer’s buyer's feellngs and
they parted on a falrly friendly note. A
month later Bill got his first order from
the man,

“The experience taught me one thing,"
Bill recalled. “You never learn what's
on a man's mind until you hear him
out.”

Helping Hand

Have you ever looked in a hundred
places for something only to find it
right under your nose? Selling is some-
times llke that. The help you need most
may be within an arm's length.

I am speaking about the invaluable
aid you can obtain from receptionists,
secretarles, assistanis and other em-
ployees in the buyer’s firm. After all,
who knows the boss better than his
employees? They are with him every
day. They know his moods, likes and
dislikes. And it's a good b2t they know
what he thinks of salesmen.

Usually only a kind word is neces-
sary to get these people to help you.
I don't mean that you should ask them
to betray the huyer in any way. But
there is a lot of harmless information
they can give a salesman. So don't brush
past a receptionist as if she didn't exist.
You may be sorry. By exchanging a few
pleasantries you can win a good frlend
who will provide you with a tie line to
her boss.

Ice Breaking

A young nawspaper reporter was sent
to interview a wealthy Industrialist who
was well known for his aversion to
publicity. He had agreed to the inter-
view only afier listing several subjects
he would not discuss.

The reporter was ushered info tha
man's study, The industrialist stareu
vtonily at the visitor, clearly implying
that he would not make the interview
easy for him.

Undismayed, the newsman said
cheerily:

“T noticed that beautiful hoxer as I
came in. Do you breed them®”

The host smiled in spitz of himadlf,
The reporter had hit upon a tople close
to his heart. He dld raise dogs and was

by George N. Kahn,

Morketing Consultant

proud of his prize specimens. The m
spent 20 minutes telling the newspaped!
man about his hobby, By that time 8
had warmed up completely and wous
up giving the young man a whale of
story, §
The moral here is that the reporigs
had frund an icebreaker—something §
warm up the interviewee. Salesmsd
should develop the same techniqui§
Some buyers simply don't thaw out ir?
mediately, They may be shy or juil
standoifish by nature. The reason do}
not matter. You must break throug
this shell until the prospect feels
ease with you—until rapport I8 est
lished. Try and hit upon a subject {hg
will stir something within the persa
Find a peg to hang your presentatia}
80 to speak. Most buyers will responfs
to a salesman adrolt enough to ud
some particular chord. :

Test Yourself

Are you treating your buyers as ind§ — 'l

viduals and not as carbon coples (e
everyone else? This quiz ought to (&
you. If you can answer yes to at 1
seven questions you are probably tailg
ing your calls to fit the prospect.

Yoz K

1, Do you study buyers' habits, qulr
ete.? —

2, Do you seek Information abos
prospecis from other
sources? —_

3. Do you make small talk to

+ break the ice in an inter-
view? —_

4. Do you keep a file on each
buyer? —_

5. Do you let the customer g
talk so you can learn more ;
about him? —

6. Are you attentive to secre-
taries, receptionists, assist-

Best machine in the world-
copied all over the globe!

Before you buy an imitation,
investigate the original.

4 Standard Vertical Carton
Flllmg and Sealing Machine - Model C4

Facfms.
® Carton magazine capacity to 1000 cartons. .
® Top and bottom cold-glue applicators oP mmal Features:
available with pattern gluing, ® Deboss Coding Device

L ]

Pyl = Continuous motion 'with variable speed. * No carton — No product device
7. Do you also pay attention ® Volumetric filler with trap gate discharge. . E | . -

to the “young man" with ® Compression unit {standard 11-6" length). BEURON, ESEEETR e
£ g‘: y‘;‘;y;:: i A s * Vibration under carton at filling area. ® Hot-melt glue upplicc.:lhons

ple? e * Dust-proof wiring. ® Dust shroud around filter
9, :lr;e r:’::“:w"e of buyer ® 220/440V wiring with 110V control circuits. * Pattern gluing
10, Are your sales satisfactory? — ® Fast, three-dimension changeover requiring ® Seal spout attachment

less than one hour,

Varlous models ond carton-size ranges—
width 2" to 8", thickness %' to 314",
height 414" to 114",

Clybourn Machine Corporation

7515 North Linder Avenue, Skokie, I, 60076

. * Net weight scales
Smooth Selling Reprints

o, s, e, i gl
Compeny, Markeling ~Consultants,
Training Dl\rhlun—!hrvl Departments,
Fifth Avenue, New York. N’Y. 10010,

Telephone: Area 312 — 677-7800
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Wont Ads ..

WANTED—Production man to run two
Braibanti presies in Southern plant. Write
:a;‘;ﬂ. Macaroni Journal, Palatine, il

FOR SALE—Three DeFronciscl long cut
presses, 900 Ib, rl hour capacity, spreaders,
ond three D.F, long cut preliminary dryers.
Eight D.F. long cut drying rooms, full assort-
mant of ullon long wut dies, two Chrmnnl
long goods st plus

o#mnﬁmm sticks also uniiulh AH equip-
ment Is in good working order and available
for Inspection, COMI:‘I A, Giole, Gioia
Macaronl Company, , Box 237, lulhln,
New York 14240 l’honn (T16) 873-8600.

Complete line of
Noodle Cutting,
Copelletti and Gnocchi
Machinery

Drying Units ® Cutting Machines
{Nest)

Continuous Preduction Presses and
Sheeters: 25 to 230 Lb, Per Hour
Complete Line of
GIACOMO TORESANI
MACHINES

“We Invite Your Inquiries"

SoBROOK Macille

Div. of Veolpl & Son, Corp.

544 3rd Ave,
BROOKLYN, N.Y, 11215
Phona: (212) HY 9.5922

Grass Charaes Golden Grain

I. J. Grass Noodle Conipany of Chi-
cago has charged in Federal Court that
Golden Grain Macaroni Co. has mis-
used two trademarks to prevent it from
compeling Iln the sale of noodle-and-
rice-mix product.

Grass asks for triple undeteimincd
damages and cancellation of Golden
Grain's trademarks, “Noodle-Runi" and
Rice-A-Ronl,” or a ruling that the
trademarks are not enforceable against
it

It denies it uses the trademark,
“Noodle Rice,” on a packaged dinner
and charges Golden Grain, San Lean-
dro, Calif,, knows Grass does not use
the mark.

Golden Grain charged Grass used
the mark in infringement of “Noodle-
Ronl," for a packaged egg-noodle din-
ner.

Grass says it used the mark “Noodle
& Rlce Mix" on a prepared dinner and
charges Golden Grain has never sold a
noodle-and-rice-mix product as "Noo-
dle-Ronl."

It also charges Golden Grain Is un-
lawfully attempting, “by expanding” a
sult against Grass, to prevent it from
using the common viords, “noodle” and
“rice,” for the two main ingredients in
Grass' noodle-and-rice-mix product.

Golden Grain's infringement charge
concerning “Noodle Rice" is made In
addition to the suit charging Grass' use
of the trademarks, “Rice & Noodle" and
Rice-O-Noodle,” infringed. The suit al-
so charged that Grass' packages for
chicken - and - beef - flavored prepared
dinners imitated Golden Grain's pack-
ages for similar dinners.

Grass says that afier the suit was
filed, it voluntarily stopped using the
accused trademarks and packages.

Paramount in California

Paramount Packaging Corp. has en-
tered inlo an agreement to acquire
Southwest Packaging Co., Santa Ana,
Calif., for an undisclosed amount of
cash and common stock.

In addition to its production facilities
at Chalfont, Pa., Paramount has a major
new plant at Murfreesboro, Tenn., and
a manufacturing facility in Phlladel-
phla,

Cheseborough Acquires Ragu

Chesebrough-Pond's formally acquir-
ed Ragu Packing Co., after a favorable
ruling from the Treasury Department.

Acquisition of Ragu, based in Ro-
chester, N.Y.,, marks Chesebrough-
Pond's first diversification into the food
fleld. Ragu makes Old World Style spa-
ghettl sauce, frozen Italian foods, shell
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macaroni, pizzas, marmalade and go.® f
met foods. |
The agreement called for an 4!

change of CChesebrough-Pond's comin; .

stock for all outstanding shares of Ragf 3'
Ragu will be operated as a who!f

owned subsidiary with Ralph Cantisa 'l' M

as president. E
Chesebrough-Pond's produces toic}i

tries and cosmetics including Pond{E

Angel Face, Cutex and Pertussin. !l

E

John W. Culligon Elected ?'
John W. Culligan, Vice-President §
American Home Products Corporatis 4
has been elected a meniber of the Boajid
of Directors, it was announced by Boaj|
Chairman Willlam F. Laporte,
Mr. Culligan has been associated w
the Corporation and its operating 1l
sions since 1937, Formerly he was Prej
ident of Whitehall Laboratories Dir
sion. In 1867 he was elected Vice-Preg
dent of the Corporation. As Corpo
Vice-President, he has overall respong]
bility for operations of Whitehall Lat
ratories, Boyle-Midway, Ekco Ho ,] 3
wares and Dupli-Color Divisions,
Prestige Group Ltd. and John F. M
ray Advertising Agency. Mr. Culli
is a member of the Finance and OpeZ§
tions Committees of the Corporation ;
American Home Products Corpo
tion is a worldwide manufacturer &
distributor of prescription drugs, pa
aged drugs, foods, candies, housewar
and household products. Sales volug
in 1068 exceeded $1,100,000,000 and r3
income approximated $112,000,000.

Dedth of Edwin Cashman

Edwin J. Cashman, founder of Dou#
boy Industries, Inc, New Richmorgis
Wis.,, died March 16 in Sydney of §
apparent heart attack, age 65. £ ¢

Mr, Cashman bought an intere:! {§
New Richmond Roller Mills Co. in 15§
and became its president. Under
leadership, the mills expanded. T§
corporate name became Doughboy M§
in 1839 and in 1046, was changed §
Doughboy Industries, Inc. In 1040, Ju
mill began production of durum fl
and in 1856 converled to semolina.
company diversified into agricultu
industrial, recreation plastics, packal
ing, electronics and food. 1

In April 166, Mr. Cashman resig
as president. He resigned as chal
and director in 1867. He had spent
past year in Australla.

Plenty of Rice

Production of rice in 1969 at 91,3
000 hundredwelights was the
largest crop of record in the Uni
States.

THE MACARONI JOURN

Headed for
a new market?

Then you know that packaging too has lo be geared for
markel appeal as well as economical production. It will
be if you call on Diamond Packaging Producis for Total
Capability. We help al every lurn. Work with you lo plan a
complele program. Design |he packages. Produce them
with top reproduction and machineability. Even counsel
wilh you on the bes! lilling and closing equipment. Our
Total Capability has worked successlully for others. Call
us for prool. There's a Diamond man eager 1o steer you
in the right direction.

IIAMOND PACKAGING PRODUCTS DIVIBION
QIAMOND NATIONAL CORPORATION
733 THIRD AVENUE NEW YORK,N Y. 10017/1212) 697-1700
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