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

When (i comes 1o packaging lalian food, Rossoltl is an
axpart, For over seventy years we've mude packages for
loading macaronl producers in the United States and
Canada, We alto manufaciure frozen food cartons for
frozen posta products, Rossoiti pockaging specializes in

four and six color offset lithography and we offer flexible
versalile services that cover every step of production from
creative concep) to completed package, So, if you are
thinking of ru:kuulng pasia or whatever your product —
give us a call, Rossaltl, total packaging.

ROSSOTTI UTHOGRAPH CORPORATION
Execulive Offices: North Bergen, N.J, 07047

ROSSOTTI CALIFORNIA PACKAGING CORP,

k P.O. Box 665, San Leandro, Callf, 94577

ROSSOTTI MIDWEST PACKAGING CORP.
612 No. Michigan Ave., Chicogo, IIl, 60611
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IMuy bien! The Winter Meeting of
the National Macaroni Manufacturers
Association at Hotel Americana, San
Juan, Puerto Rico, was informative,
thought-provoking, with a delightful
soclal schedule and good weather,

In greeting the delegates, President
Vincent F. La Rosa observed that Asso-
clation meetings arc designed to aid
management effectiveness and profit-
ability of our enterprises.

Theodore R. Sills and Elinor Ehrman
presented in graphic form a report on
the tremendous amount of publicity
that has been garnered for macaroni,
spaghettl, and egg noodles in the past
six months. Last year's theme ‘“Maca-
roni Makes Sense/Cents" was eminent-
ly successful. This year’s theme will be
“Macaroni is a Winner."”

Contest Winners

Winners of the Pasta Recipe Contest
conducted for restauranteurs and quan-
tity food service people last fall were
presented by Howard Lapman, Execu-
tive Director of the Durum Wheat In-
stitute, The winner of the Salad Cate-
gory was Ladell Kloek, supervisor-
manager of Bridgeman's, a chain of
dairy-store eating establishments in the
Land-O-Lakes Dairy Company head-
quartering in Duluth, Minnesota. His
creation was Garden Fresh Salad made
with macaronl rings and garden vege-
tables,

Winner of the Sauce Category was
Wolf. H. Hanau, an execulive of the
Steak Thing, part of the Lum Corpora-
tion, Miami, Florida. Hi: creation was
Spaghetti Americana 2000, a delicious
sauce aimed at being something defi-
nitely new but good enough to be
around for a long time.

Winner of the Casserole Category
was Larry Gardner, Food Service Man-
ager, Holy Rosary Hospital, Ontario,
Orcgon. His entry was “Teenager’'s
Lasagne,” a delightful combination of
pasta, spinach and cleese.

Ladell Kloek way declared grand
winner and will go with his wife and
the group attending the Macaronl
School in Switzerland, macaroni plants
in Switzerland and northern Italy, and
the IPACK-IMA Show in Milan, Time
of the tour is May 10-31.

Capliol Counsel

Counselor Harold Halfpenny gave
his views of what's happening on Capi-
tol Hill. He urged businessmen to re-
main vigilant on legislative proposals
that stifle initiative and hand-cuffff the
business man.

President Vincent F, La Ross

Management Matlers

Robert M. Green, Secretary-Treas-
urer of the National Macaronl Manu-
facturers Association and the National
Macaroni Institute, traced the history
of the two organizations as background
for a discussion as to the feasibility of
combined financing of the two organi-
zations. Many ideas were introduced
into the discussion and the committee
studying the proposition composed of
Albert Ravarino, Lloyd Skinner, Ed-
ward Toner and Peter J. Viviano was
enlarged to include Allen Katskee, Paul
Vermylen, and Stanley Wilde. The
Committee will meet in Chicago March
22 to draft final proposals for considera-
tion at the Annual Meeting to be held
at the Broadmoor lotel, Colorado
Springs, June 13-17,

In a session on management matters,
William A. Henry, Executive Vice Pres-
ident of the Skinner Macaroni Com-
pany, gave his ideas on "Getting Things
Done Through People.” His remarks
appear on page 26.

Lester 8. Willson, Marketing Special-
ist of DuPont's Film Division, gave
pointers on the Missing Link of Mer-
chandising. See page 10,

Martin E. Coughlin, Director of Traf-
fic, Thomas J, Lipton, Inc, read a report
from the Co-Chariman of the Traffic
Committee, Guy R. Heckman, Traffic
Manager, Hershey Foods Corporation.
He showed a film on Clarke equipment
that will handle pallet loads with slip
sheets rather than wooden pallets. He
also distributed a listing of warehouses
around the country having rail and
truck consolidations. Coples are avail-
able upon request.

Bankers Club Banquet

Highlight of the social events wa- the
banquet at the Bankers Club. High .1op
of the city, the view was tremendous,
The food and service was excellent ind
the Mayor of San Juan, the Honoruble
Carlos Romero Barcelo and his charm-
ing wife, attended thz affair, Suppliers
were hosts for the reception and cock-
tail party. Thelr names will be listed In
the next issue of the Macaroni Journal,

The Board of Directors elected to
hold the Winter Meeting next year at
the Doral Hotel and Country Club in
Miami, Florida, January 23-27,

Welcome to Puerto Rico

by President
Vincent F. La Rosa

ELCOME to the Winter Meeting

of the National Macaroni Manu-
facturers Assoclation and this island
paradise called Puerto Rico. As you
know from your agenda, we have nu-
merous recreatlonal activities plunned.
A tour of old and new San Juan, golfing
at the Dorado Hilton, theatre dinner
party and banquet at the Bankers Club.
In addition, Puerto Rico offers golf at
many other locations, tennls, swim-
ming, boating—just about anything you
might be interested in. If I sound like I
am from the Chamber of Commuree it
is because 1 know and love this i<land,
and I am sure you will come to .ppre-
ciate it too. Lest we forget, hoever,
our purpose here at this conver on is
to work as well as play so that «ir lot
may be improved when we ret..n 10
the realities of our offices and fa: ries.

Profitabllity Stressed

We have a work program P ned
and the theme of this conventic is 2
continuation of our efforts to in rove
management and in turn the r e
bility of our operations os an ino .ifY.
Ways and means for us to make a retler
profit have always been the beac'n by
which our conferences, meeting ond
activities have been planned.

At our last Winter Meeting, the pro-
gram reviewed the adminlstrative 85
pecis of our business life. You will re-
member we had Alex Gorden of Peal,
Marwick and Mitchell talk to us ubou!
the necessity of budgets and the n
for planned profits In our industry. H;
urged a mature approach to pricing an
a sound profit orlented approach to
business decisions. Not only does
apply to our brand franchised business:
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tut «'so to our institutional, private
label *nd contract business as well.

Product Promotion

Thi: meeling will concentrale on
markcting, product promotion, and
transjortation areas of our business. It
is hoped that we will all learn some-
thing which we can apply back home.
sound principals of markeling are im-
portant from a business point of view,
but they are mandatory from a legal
point of view, Our counselor, Harold
Halfpenny, will tell us about the situa-
tion in Washington later this morning.
Then we will hear about transportation
matlers from Martin Coughlin, Costs of
transportation can fast get out of hand
unless proper planning keeps these
costs within the bounds of reason.

Many Activities

During the past year, our association
has sponsored numerous activities
which were all in line with our general
theme of improving profitability.

In Seplember, there was our fourth
annual press party at the Rifle Club in
New York where we hosted magazine
writers and syndicated columnists. A
month later we had a cocktail party
and reception at the National News-
papers Food Editors Conference in San
Francisco. Both of these events 'were
takulated to endear us to the hearts of
those who can affect a good image for
macaron, spaghett!, and egg noodles so
that our advertising and merchandising
will be rewarded by increased tales at
the store level. If these meetings helped
to increase profitable sales, then they
were worthwhile; if they only helped
increaze  breuk-even sales, then, of
course. they were a waste of time.

The two activities which I just men-
lioned were technically not sponsored
by b National Macaroni Manufac-
turers Association—they were sponsor-
e by .he National Macaroni Institute,
As you know, there has been talk for
Wme t.me as to the possibility of these
%0 o1 1anizations merging. A commit-
\ee rejort will be considered by your
Board .f Directors at this meeting. We
%ould, of course, during the cuurse of
this mceting, like to have everyone's
thoughts on this matter so that we can
Yike positive action to incremse the
tficlency and service of both of these
Organizations.

Washingion Conference

In September we had our second
uhington, D, C. Conference where
%¢ had speakers from governmental
itencles address us, and where we had
presentatives of Congress join us at
Ureception and dinner party in the eve-
These meetings are sponsored by

the Association and are a reminder that
political action is often times necessary
for the protection of the profitability of
our business, They also offered us an
opportunily to meet with these govern-
ment people so that we can learn their
views, and they can learn our views.

In April we collaborated with the
Food & Drug Administration to put on
o full doy session on good manufactur-
ing practices. It is important that we
keep this lialson with Food & Drug so
that we can avold innocent yet possibly
tragic errors; we all know what hap-
pened to industries such as the cran-
berry Industry and the tuna fish indus-
try by not staying ahead at the techni-
cal level.

Need for Knowledge

During the coming year we are plan-
ning a trip to Europe to the IPACK-
IMA Show and to a Macaroni School.
Technical knowledge in manufacturing
is imperative. Labor costs have risen
drastically In the past year. On the
East Coast, a group of manufacturers,
negotiating as a unit, experienced the
highest settlement ever in the maca-
roni industry. It is not difficult to calcu-
late the Increase in costs of a 25¢ per
hour annual package for each of three
years and it Is shocking to realize that
twenty-four months after the signing
of the contract these manufacturers are
going to pay T5¢ per hour more per
employee.

Let's all have a great time in Puerto
Rico, but let us also do our work, so
that when we go back to New York,
St. Louis, Chicago, San Francisco, et al,
we will know a little better how to
make profits and with this knowledge
we will also find the courage to take
the actions that will make this industry
as profitable as it is reasonably pos-
sible.

Elinor Ehrman

PRODUCT PROMOTION

HEODORE R. Sills and Elinor Ehr-

man gave an audio-visual report on
promoftional activities in behalf of the
National Macaroni Institute.

Mr. Sills began: 1070 was a great
year! Sales were up 10% over 1869,
which, in turn, were up 5.7% over 1868,
According to preliminary reports we
have received grocery sales were up
2% In the same perlod, but 7% in dollar
volume due to increased prices.

1070 was a great year in other ways:
we had no mercury, no carcinogen, no
pollution—nothing with which Ralph
Nader could quarrel. Allah be praised!

We think that the increase in sales
was due to many things: the higher cost
of meats, which we regard as a substi-
tute for macaroni; an ecoromy-bent
consumer; and great adveriising and
sales efforts by the macaroni manufac-
turers. We hope, also, that you feel that
our efforts have played an important
part in the Increasing use of macaroni
products. Here are highlights of the
past six months:

Macaroni Makes Sense/Cents
in the Seveniles

An outstanding story, “Suddenly
You're a Great Itallan Pasta Cook,"” was
announced on the cover of the Septem-
ber lssue of Better Homes & Gardens.
Inside, a double poge color spread
showed different macaroni shapes and
ways to use them, Another double page
photograph showed more shapes and
ways 1o use them. There were four
color spreads in all, plus six black-and-
white photographs and fifteen recipes
for pasta. Circulation: 7,783,223,

Family Circle also fes': . ! nasta as
“That Fine Italilan H. ' % double
page color spread illustrawd a story
with thirteen recipes. Circulation:
6,942,496,

Glamour told the youth market that
a “Pasta Buffet” is “The Newest Kind
of Party You Can Give." Four recipes
accompanied a full page color photo-
graph. Circulation: 1,442,020,

Another youth magazine *“Teen,”
used two full pages to prescribe three
ways to cure 'Spaghetti-itis,”” Circula-
tion: 813,730.

Confidentinl Confessions divulged
that “People Prefer Pasta.,” Three NMI
photos were on the title poge, followed
by eleven recipes. Circulation: 044,733,

Two full pages of Sunset, a western
shelter magazine, were devoted to the
glories of pasta ond “Pesto,” Circula-
tion: 840,721,

James Beard, noted food authority,
wrote of pasta in Gourmet magazine.
A full page color photograph showed

(Continued on page 6)




Product Promotion—
(Continued from page 5)

seven macaroni shapes, while the story
included twenty-one recipes. Circula-
tion: 421,620.

NMI's own color photograph of Maca-
ronl Chili was featured in Bon Appetit's
story about what o serve at an alter-
the-game buffet supper. Circulation:
1886,756.

Better Diet Methods

“Amaozing! New! The Macaroni For
Dinner Diet" was a four page story in
Better Diet Methods, Three NMI black-
and-white photogranhs with five menus
ond recipes were featured. Circulation:
200,000,

An editorie], “Gelling Acquainted
with the Macaroni Family,” appeared
in the October issue of Forecast For
Home Economics, at the same time as
the NMI advertisement. NMI photo-
graphs and recipes were featured. Cir-
culation: 64,840,

The leading Spanish magazine Temas
featured the NMI photograph and
recipe for Spaghetti with Tuna Sauce.
Circulation: 78,200.

Bronze Thrills, a popular Negro pub-
lication, used an NMI photograph and
recipe for the story on “Feeding a
crowd,"” with credit to the Institute,
Clrculation: 658,285,

Sepla credited NMI and gave full
page treatment to the Institute color
photograph and recipe for Macaroni
Oriental. Clrculation: 61,090,

Three NMI black-and-white photo-
graphs were featured by the country's
leading Sunday supplement Family
Weekly. Two of these with recipes, ap-
peared in holiday food stories. Circu-
latlon: 7,862,725,

The New York News was one of the
many syndicated columns featuring
NMI photographs and recipes. Ella El-
vin devoted the most of one page to
two dishes which were served at the
Fourth Annual New York Press Lunch-
eon In September. Circulation: 5,000,-
000.

Unusual Ways

Two macaronl stories by Marian Bur-
ros of Bell-McClure Syndicate were:
Curried Egg Noodles and Sausage, and
Fusilli with Eggplant Sauce. Circula-
tion: 1,600,000 (each),

One of the many NMI photographs
and recipes used by the Chicago Trib-
une Syndicate featured Macaroni and
Cottage Cheese called "An Unusual
Way to Fix Macaroni” Circulation:
5,000,000,

Ceclly Brownstone, food editor for
Associated Press, likes pasta and fea-
tured it in four of her columns. Circu-
lation: 28,000,000 (each),

Eleanor Ney of the Westchester
Rockland Newspaper Publishers, Inc.,
featured macaroni products in twenty-
two stories since July. Circulation:
237,163 (each).

Celebrity Cookbook

“Celebrity Cookhook,” written by
Helen Dorsey for Chicago Tribune-New
York News Syndicate, featured the
favorite spaghetti recipe of Wilhelmina,
a famous ex-mode] turned model agen-
cy director. Circulation: 10,000,000.

Author Jim Beard says in the Wash-
ington Star Syndicate: "I love pasta and
I use a great deal of it, from the tiniest
pastina, and orzo . ., up to lasgne and
the huge sea shells and rigatone. Pasta
is Pure Joy, No Matter How You Eat
It.” Circulation: €,000,000.

Joan O'Sullivan presented two NMI
photographs and three recipes in a pic-
nic story, while Jeanne D'Arcy starred
the NMI photograph and recipe for
Macaronl Garden Salad in a dlet story
released by King Features. Circulation:
6,000,000 (each).

Ethel Moore writes the leading Negro
syndicated food column. She gives
credit to NMI and features a photo-
graph and two recipes for company
meals In Amalgumated Publishers, Inc.
Circulation: 1,000,000,

Color page placements reached a new
high in 1870, with a total of 95-53 of
these appearing in the last half of the
year Fettuccine was given full page
treatment ip the New York Sunday
News magazine,

San Jose Mercury—News Sunday
magazine featured two NMI color pho-
tographs in {wo separate dlet stories.

“Noodles in Thrifty Main Dish" v;as
the headline in the Nashville Banner.
The story quoted Vincent F, La Rosa's
remarks at the Newspaper Food Edi-
tor's Conference.

All-2imerican Cassasrcle

Two of the many newspapers featur-
ing All-American Macaroni Casserole
were Chicag. Tribune and Philadelphia
Sunday Bulletin magazine.

Dallas Tines Herald devoted a full
page to “Itallan Cooking Has a Past—
(a),” with color photograph of Spaghet-
ti with Vesl and Peppers.

Galley Goulash made with medium
egg noodles was featured by these two
Sunday maegazines: Memphis Commer-
cial Appeal and Newark News,

Another Sunday magazine featured
Holiday Egg Noodles and Hamburgers.
This is the Long Beach Independent
Press Telegram.

Fort Worth Star Telegram uses NMI
color photographs frequently. Here are
Firecracker Macaronl and Cheese and
All American Macaroni Casserole.

Boston Herald Traveler featured .he
new color photugraph of Macar ni
with Frankfurter Sauce in a bud.et
story.

And the Boston Advertiser gave [ull-
page treatment to Spaghetti with Veal
and Peppers in the Sunday magazine

Grit, nationally distributed farm pub-
lication, uses NMI color photographs
often, Circulation: 1,285,367 (each).

Ad-TV Kits

“Macaroni makes sense/cents In the
Seventies” was the theme of the full
page black-and-white advertisement in
Forecast for Home Economics. An-
nouncing National Macaroni Week, the
advertisement offered a lenflet for
classroom use, To date home economics
teachers have requested 125,000, Circu-
lation: 64,840.

A new television program kit, “Maca-
ronl Makes Sense—To the Dieter," of-
fered on an exclusive basis, was re-
quested by 100 telecasters of women's
Interest shows. The kit included script,
35mm slides, product, U.S.D.A. poster
on guide to eating, and recipe leaflets
with calorie-counted recipes for distri-
bution to viewers.

Press Party

On Septe:nber 16th, the “Macaronl
Family Reunion” was held at Tiro A.
Segno in New York. This was the fourth
annual press luncheon where macaronl
manufacturers, food editors of maga-
zines, syndicated columns and news:
papers met with cookbook authors,
radio and televislon personalities and
publicists for related food items. Sp~cial
material was developed for the press
kits and for follow-up use on an e>clu-
sive basis. As a result, we can look
forward to outstanding publicity in syn-
dicated columns and magazines, as well
as other media.

On September 24 the “Festa lclla
Pasta;” a cockiail reception, was le-
braied at the Newspaper Food Ec tors
Conference in San Francisco. On the
buffet were six hors d'oeuvres i-ade
from pasta. After five days of feas ing
the food editors were starved for p:sta.
They dug into Lasagne, Rollettes, -'pa-
ghettl Squares, Noodle Party Pancixes,
Demlcotti, Macaroni Spinach Tortine
and Dipsy Noodles as if pasta might 80
out of style,

Shots were shown of Vinnie La Hosa
serving Marjorle Anderson of the Port-
land, Oregon Journal, Al Ravarino and
Murlan O'Brien of the St. Louis Glube:
Democrat catching up on hometown
gossip, Fred Spadafora and Nancy Sira-
cusa of Union City, New Jersey Hudson
Dispatch sampling the Demi-Cottl,
Anne Crutcher of the Washington DC.
Dally News being served by Ed Horr"

(Continued on page 8)
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Watch the sun shine
on your production parade
when you start using
Maldari Extrusion Dies.

Quer 65 years developing extrusion
dies for creatively designed food products

D.MaLpARr! & Sons, InC.

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

America's Largest Macaron! Die Mokers Since 703 - With Managsment Continuously Refoinec In Same Family
Mancr, 197
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Product Promotion—
(Continued from page 6)

gan, Vincent DeDomenico and Julie
Bennell of the Dallas Morning News
{rylng the Macaroni Spinach Tortine,
Walter Villaume serving Demi-Cottl to
Mary Sorensen of the Minneapolis
Tribune, and Ernie and Lorene Scar-
pelli entertaining Yvonne Rothert of
the Portland Oregonian and Sharon
Oberholtzer of Peoria Journal Star.

Hors d'Osuvres

Here are some of the headlines that
were used as a result of the party.
“Macaronl as hors d'ccuvre? It s writ-
ten . .. yes, yes;"” “National Manufac-
turers offer new ways to serve pasta;"
Spaghett! Squares Ideal for Party;"
“Pasta Becomes Finger Food;” “Noodle
Party Pancakes Exiraordinary Appe-
tizer;" Offbeat Ideas for Serving Maca-
ronl;" “Pasta’s Right to Entertain on
Budget;" “You'll Eat Nearly a Mile of
Spaghetti—It will cut Food Costs, Add
Flavor and Interest to Meals."

One of the first big storles to appear
was a double page feature in the Hack-
ensack Record Sunday magazine, which
Included a discussion of the variety of
shapes, the basic method of cooking
macaroni and recipes for thre of the
oppetizers served in San Francisco.

Typlcal of articles appearing soon
after the Food Editors Conference was
a  black-and-white photograph  of
Noodle Parly Pancakes shown in the
Oklahoma City, Daily Oklahoman.

The Torrance, California Daily
Breeze fentured Demi-Cottl which is a
two-way recipe which can be used as
an hors d'oeuvre or a main dish.

The San Jose Mercury-News featured
Spaghetti Squares and Macaroni Spin-
ach Tortine.

Woman of the Year

Whin Mrs. Richard Nixon remarked
in Rotne that Spaghetti was one of her
favorite foods, she was immediately
named “Myearoni Woman of the Year”
by the National Macaroni .nstitute.
This story was released to daily news-
papers and wire services and received
enormous coverage, Including pickup
by United Press International.

And then on artist war “~mmissioned
to do Pat's portrait in pasta. The por-
trait was sent to Mrs. Nixon, but not
before a 60-second color newsreel of the
artist at work was made and supplied
to television stations, To date, 43 have
reported using the film, including
WMAQ-TV, the Chicago NBC station,

Capiain Kangaroo

Another big event during National
Macaroni Week was the “Macaroni
Spectacular” on the CBS network show

“Captain Kangaroo,” Several months of
planning and close work with the pro-
ducer resulted in ten minutes time de-
voted to the presentation of pasta prod-
ucts,

Captain Kangaroo appears on 187
stations of the CNS network with an
audlence of almost 5,000,000 daily. It is
reported that the new President of
Harvard, Derek Bok, waiches Captain
Kangaroo with his young daughter
every day,

In conclusion Mr, Sills said: “Our
organization glows over a job well done
and we get a second bit of satisfaction
in the fact that as a client and as a
product we enjoy working with you
people.”

For Consumer Education

The Natlonal Macaroni Institute of-
fers several recipe folders for consum-
er education:

“Think Spaghetti"—reclpes for the
Now generation,

“Pastaport”—trophles of a recipe
hunter on spaghetti safarl.

“For Weight Control—Use Your
Noodle"—calorie counted recipes for
the weight watcher,

“Macaroni Makes Sense/Cents in
the Seventles"—tips for the budget-

wise cook.

These sell at 3 cents each for your
distribution. Individual samples are
sent on request,

Other materials avallable:

“What's Cooking Here? Macaronil”
Basic cooking directions for macaroni
at its best.

“Feeding a Crowd How-to-do-It Kit"
has complete plans for fund-raising
dinners,

National Macaroni Institute — Box Score, 1970

Medium Placements Circulation

Consumer magazines—Women's,
Youth, Romance, Shelter, Farm, Negro,
Spanish, Special Interest

Newspaper Syndicate and Wire Service
Placements

Dally and Weekly Newspaper releases
Sunday Supplements

Colo: Pages

Negro and Labor Press releases
Radio and Television releases
Cooperative publicity and advertising

Cookbonks, Calendars, Speclal
Publications

Trade releases

Television Newsreel
Television Kits

New York Press Party

Food Editors Conference
Home Economics Advertising
Merchandising Mailing

204 499,090,168

183  1,457,998,077

23 584,000,000

9 04,756,107

85 41,601,117

2 33,000,00u

5 to 2,700 stations

63 companies with 116 uses
19

3 to 448 publications
43 uses of 60 second color with scripl
2 for 200 shows
Press kit with six releases
Press kit with six releases
150,000 recipes distributed
“Qur Bag‘_’ 10,000 pleces
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S; Noodle C““"'JJ‘T NA+4 working in con-

-3 for continuous |

apacity range —

Arge screw for slow extrusion for batter quality.

ngineered for simplicity of operation.

AYH atchless

%mz‘ Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clarmont Extruded Noodle Dough Sheeter VMP-3
- A et s e

. per hour operations,

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

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

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

Two speed motor affords Aexibility for 1600 Ibs. or 1000
Ibe. per hour or any two lesser outputs can be arranged.

prop! ing of water with flour,
Temperature control for water chamber,

one plece howsing. Easy to remove screw, eary to clean.
No separation bstween screw chamber and head.

enclosed in steel frams. Compact, neat design.
Maets all sanitary requirements,

‘Division of Carlisle Corporation
280 Wallabout Street
Brooklyn, N.Y. 11206, U.S.A.
Telephone (212) 387-754v0




The Missing Link of Merchahdising

by Lester S. Willson,'Trade Relations Manager,
Film Department, Packaging Sales Division,
E. I. du Pont de Nemours & Company, Inc,

1

! Aseeco
LIFTS

ES Willson gave his presentation in

Everybody Sell
his usual dynamic style, mixed with

chalk-talk, audience participation, and
the oratory of a Southern Sunday-
School teacher who knows his stuff.
Here are highlights:

Pattern for Success

Wilfred A. Peterson, a widely read
columnist, on the subject of “Everybody
Sell" offers these suggestions which
represent the art of selling at its bes|:

Courteous words—Instead of sharp

%

5ANI PLASIDS :
o

retorts
Smiles instead of blank looks
Enthusiasm instead of dullness
Response instead of Indifference
Warmth instead of coldness
Understanding Instead of the closed
mind

-
g
J

The following principles and policies
were emphasized by the late Lammont
du Pont while he was Chairman of the
Board of E. I. du Pont de Nemours &
Company, Wilmington, Delaware,

1. Fill a need. In whatever line of
endeavor, it is essential to fill a
purpose or fill a need.

2, Job Know-How—One must know
how to do the job or perform the
service, whichever it may be.

3. Meet competition—You must be
determined to make your product
as good or better thun your best

competition and sell it at the best
price to insure a reasonable return
on investment.

DELRIN ROLLERS

BELT CONVEYORS

A completa line of sanitary, modern :lulmill?ﬂlushndard:ud belt
conveyors applicable to most conveying applications. Custom spe-
cial designs avallable, Write for Bulletin CC-20

Attention Instead of neglect
Patlence instead of jrritation
Sincerity instead of shame
Consideration instead of annoyance

Remembering people Instead of for-
getting them

Facts instead of arguments

Creative ideas Instead of the hum-
drum

Helptulness instead of hindrance
Giving instead of getting
Action instead of delay
Appreciation Instead of apathy.

Let's earn more business by deserv-
Ing the business we have.

Lester 5. Wilisen

Bucceasful Belling

1. Quality of product—there is no sub-
stitute—packaged or bulk, Poor
qualliy ' only spells failure—good
quality spells success,

Improve-Research-Improye —never 2. Personnel—success depends upon

o be satisfied, Today quality is the people—all people—from the sales

waichword of success, manager to the salesman; from the
5. Thrift and Economy—don't waste store manager to the checkout clerk,
anything. Stanley Arnold, Sales & Marketing

: Consultant, in addressing the Boston
o ::?u‘:;::t::?u.:emm nn?iaa:: Conference of Distribution, had this to
Wi 1) whans” el wiiers el say: “Alert, aggressive imagination will Prince Launches Big
X supply the competitive edge. Dor't be Advertisi Co i
7. Plow Back Earnings into the busi- [nadequate in thinking, Think big! The vorting mpaign
ness. Replace ohsolete equipment. bigger the idea, the bigger the concept, Prince Macaroni Mfg. Co., 1 well,
Improve present equipment. Re- the bigger the reward.” Mass,, is supporting thelr co: plete
model. Modernize. 3. Display—the position in the depart- brand line of spaghett!, macaron es:
8. Departmentalize and Diversify—di- ment Is important. noodles, prepared spaghetti saucc an
versify products; departmentalize 4. Packaging—How? When? Where? illnported cheass with a $500,000 : lev:;
organization, This is not a new concept. sion campalgn of announcements in

d, t gpclal”
8. Owner-Munagement and Personal 5. Advertlsing—brings people to the siacunt o evSiysMalcE TV 11}

scheduled In the Boston, Provid:nce,
Attention to Business is a necessity product. Springfleld, Hartford, New York De-

today because of the demands on 6. Merchandising—moves the product troit and Chicago markets, sturting
management to make decisions and to the people, ' with the Bob Hope Christ'nas Show
take calculated risks. Salesmanship is the ability to get @nd running right on throngh the Oscer
10. Long Term View is essential not your prospect and/or customer o buy and Emmy Awards this Spring—in
Just for a day, a week, a month, or what you have to sell, Why do we em- cluding the Apollo Moon coverage.
a year, but five, ten, and even phasize buy? People like to buy, not be  Other TV speclals include: Bing
twenty years hence. sold, Crosby-Pebble Beach Golf, Ringling
Finally, all of these spokes to the  We are living in the age of the con- Brothers Circus, George C. Scoit In
wheel must be secured to a hub—T*pR  sumer. She has many traits, but here “The Price” and “Jane Eyre," “They've
—Try to treat people right. You could are five major ones: (1) She is impul- * Killed the President," Bob Hope Desert
practice the spokes of the wheel re- sive. (2) She is curious, (3) She is value Classle, Goldie Hawn, Dick Van Dyke,
liglously and yet unless you practice conscious. (4) She is sanitation con- Jack Benny, Artie Johnson, Peter Ust
“Do unto others as you would have sclous. (5) She likes things dressed up— nov in “Gideon,” etc,
them do unto you,” all is to no avall. glamour, (Continued on page 34)
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YOR MODULAR VIBRATOR
ool DISTRIBUTION

The only Automalic Delt Stor- | gysvEMm
age System with first-in and
first-out for the slorage of
non-free-flowing materlals
such as snack foods, cookies,
frozen foods and/or other
Items prone lo bridge.

A unique “:l“enll: for thg Any Itnuddclaln blo erlend;}d 1o
simultaneous distribution an service additional points. No re-
Copacities up to 70,000 lbs. delivery ol non-[ree-flowing turn runs. Compact, self clean- 1

Bullatin CAC-2¢ | products from storageto mul-  Ing, Wrlte for Bullelin CMV-10
tiple packaging points,on de-
mand by the use of a modu-
lar vibrator concept,

Positive delivery on demand,
No starvation possible, No re-
circulatlon which causes
product degradation. Feed
any number of packeging
machines at different rates
simulteneously.

Write for your nearest representotive,
IANNRARSEENEENEEEN
LI

ELECTRIC PANELS AND CONTROLS

The ke ctical automation ls in the design of a system using electrical components such as
photo :’Q::frﬁ: nlzmlr davices and solid state relays. Asecco engineors incorporate pmver; commer-
chlly available components which are standard and do not require extraordinary -tlelllnl on. I

{ you are contemplating a plant expansion, contact Aseeco Corporation for the following Inte-
gtaled services: Plant englneering and layout, electrical and mechanical, supply of equipment,
erection and stariup. All from one source with one responsibllity. HH

1830 W, OLYMPIC BOULEVARD, LOB ANOGELES, CALIF, SO00S ¢ [R13) 38B-8001

Marc, 1971 1
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Winners Announced in Pasta Recipe Contest
For Restaurants and Quality Food Service People

HE top three winners of the Pasta
Recipe Contest conducted by the

National Macaroni Institute, Durum
Wheat Institute, and the North Dakota
State Wheat Commission last fall have
been announced. They are:
Casseroles: “Teenager's Lasagne”

Mr. Larry Gardner

Food Service Manager

Holy Rosary Hospital

351 S. W. ith

Ontario, Oregon 97014
Salads: "Garden Fresh Selad"

Mr, L. A. Kloek

Supervisor

Bridgeman's

1330 East Superior Sties:

Duluth, Minnesota 55803
Sauces: “Spaghetti Americana 2000"

Mr. Woll H. Hanau

The Steak Thing

1546 Le Jeune Road, N.W.

Miami, Florida 33128

Winners in San Juan

The winners were introduced at the
Winter Meeting of the Macaroni Manu-
facturers Association held at Hotel
Americana, San Juan, Puerto Rico, on
Monday, January 25. Their dishes were
served and Mr. Ladell Kloek was de-
clared Grand Winner. He wins a trip to
Europe with the NMMA group May

10-31.
Judging

The recipes in the Pasta Contest were
judged by a committee of four from the
North Dakota State University Exten-
sion Service in Fargo. They included
Kathryn Sughrue, Assistant Director
for Family Living; Anne Green, Home
Economist; Ardith Broalen, Food &
Nutrition Instruclor, College of Home
Economics; Pat Beck, Chairman, Food
& Nutrition Specialist, N.D.S.U. Exizn-
sion Service, Score cards for editorial
judging and for judging the prepared
food products were set up. A primary
consideration was whether or not the
product was adaplable to at least two
general types of food service establish-
ments. Then the following factors were
scored and characteristics considered:
(1) Name of Product:

Descriptive of the product;
Appropriate for printing on menu.
(2) Unusual or New:
Ingredients, combination or method.
(3) Nutritive Value:
Makes substantial contribution 1o
good nutrition.

(6) Ease of serving and eating
(6) Ease of preparation:
Necessary equipment availali. 1
most food services;
Requires moderate amount of labor.

Overall acceptability was a consider-
atlon of the first six factors.

For the prepared product scoring
there were another half dozen consider-
atlons.

(1) Flavor and Palatability (25 points)
Good flavor combination
Pleasing aroma or odor
Good texture combination
Right consistency (soupy vs. dry)

Would please the characteristic
tastes of the customers of more
than one {ype of Food Service

L. A, Kloak
(2) Unusualness and Newness (25

(4) Ingrodients: points)

Reudily available to most food
services;

Moderate cost;

Pleasing combination of flavors;

Pleasing texture;

Appropriate portion size,

Unusual ingredients
Unusual combination
New method of preparation
Different method of service
Appropriate garnish

T

Final Judging in Chicago, December 29:

Left to right—Chef Enrico Wintrich, Executive House; Chef Poul Brunet, Palmer Houst:
Mrs. Vivion McMullin, Food Editor, Hospitality Magozine; Mrs, Mary Ann Krug, ADA "!'
structor, Foods and Nutrition, College of Du Poge! Mr. William Peffers, Food Service D"
rector, Michael Reese Hospital,
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(3) \ppearance and Eye Appeal (20
points)
'leasing appearance
ye catcher
iood color combination
‘ariation in form, size
\ppropriate size portion for two or
more general types of Food serv-
ice

v'racticality (20 points)

Moderate labor time

Ingredients usually available

Practical for two or more general
types of Food Service

Moderate food cost

Equipment needed usually avail-
able

(5) Ease of serving (10 points)

{6) Do you think this product is worthy
of further consideration?

4

Procedure

Three committee members editorially
judged each recipe. The recipe names,
code number und score of each judge
was recorded on a summary sheet, The
scores were then added and averaged
and the highest ranking products were
prepared and tasted.

There were 22 salad entrees. All of
these were prepared and tasted. Twenly
sauce entrees were fested from the 42
entrees. Twenty-eight out of 50 cas-
serole entrees were prepared and tasted.

Three testing days were set, one for
cach category. The recipes were pre-
pared as directed by selected home-
makers in Traill County. Food prepara-
tion was done under the direct super-
visirn of Anne Green.

Tle taste panel included three of the
tom'1ittee members plus the food man-
eger from the Memorial Union and an
Inst utional food's instructor from the
resi =nt staff.

T : panel's scores were averaged and

Inteimediate Judging in Chicogo, December 23:

wrn T T T ST

Left to right—Jim Wingerden, Director of Food Service, Matorolg, Inc.; Noncy Snider, Food
Editor, Institutions/Volume Feeding Management; Mrs. Loretta Canan, Test Kitchen Su-
pervisor, Chicago Boord of Education; Mrs. Shirley Frost, Director, Food Services, Art In-
stitute of Chicogo; Peter Lencionl, Owner-Director, Armando’s Restaurant.

ranked. The results were called and
mailed to Mrs. Nee Munson, Director of
Home Economics, Wheat Flour Insti-
tute.

Problems were minimal. One was a
shortage of time. A second was a diffi-
culty In reading the recipes, Some of
this difficully was due to the reproduc-
tion and some due 1o handwriting. Fi-
nally there were some problems with
gelting some of the ingredients that the
recipes called for in the North Dakola
market.

Casserole Dinner

Here is Laorry Gardners' recipe for
Teenagers Lasagne, making six serv-
ings:

12 ounces enriched durum lasagne
macaroni

1 pound ground beef
V4 cup chopped onion

1 clove garlic, minced

1 tablespoon oll

1 con (8 oz.) tomato sauce

1 can (6 oz.) tomato naste

1 can (4 oz.) sliced mushrooms, drain-
ed

1 teaspoon salt

V2 teaspoon oregano

(Continued on page 16)

Woelf H. Hanau
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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-
age.

For additional information, specifications and quiotations, contact

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A. ® Cable: DEMACOMAC *® Phone: 212-386-9880
Western Rep.: HOSKINS CO. P.O. Box 112, Libertyville, Illinois, U.S.A. ® Phone: 312-362-1031
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Pasta Contest Winners—
(Continued from page 13)

2 eggs, beaten

1 package (10 oz) frozen chopped
spinach, thawed

1 cup (B8 oz.) small curd creamed cot-
tage cheese

V4 cup parmesan cheese

V4 cup sliced, pitied black olives

B slices (1 oz, each) American cheese

Cook lasagne in bolling, salted water
(1 gallon water plus 2 tablespoons salt)
until tender, yet firm, about 15 minutes,
Rinse with cold water 1o cool; drain,
Cook ground beef, onion and garlic in
oil until meat is browned. Stir in to-
mato sauce and paste, mushrooms, salt
and oregano, Simmer 16 minutes. Com-
bine eggs, spinach, parmesan cheese
and cottage cheese, Layer Ingredients
in 13x9x2 inch pan as follows: Pour
half the tomato sauce in pan. Cover
with half the lasagne. Top with all of
the spinach-egg mixture. Cover with
remaining lasagne. Pour over remain-
ing tomato sauce. Sprinkle with sliced
olives, Cover with foil. Bake in pre-
heated 350° oven 45 minutes, Remove
foll. Arrange cheese slices over cas-
serole; bake 15 minutes longer,

Mr. Gardner states: “I enjoy cooking
and experimenting with new ideas for
a change of pace in the everyday menu.
So when I recelved your entry blank
I started looking for the answer for a
good recipe, having no idea it would be
one of the winners. It was really worth
the effort, In naming it, the spinach was
disguised enough to be eaten by teen-
agers.”

Mr, Gardner and his wife Edna have
five children.

Mr. Gardner is active in the Chefs
De Cuisine of Idaho, Area Chairman of
the Bouthwestern Conference of the
Idaho Hospital Association, Council on
Food Service,

Salad Winner

Mr, Ladell A, Kloek is a supervisor-
manager of Bridgeman Creameries Di-
vision of Land O'Lakes, Inc, Mr, Kloek
states: “We operale an enlarging chaln
of better food and dalry service stores
in Minnesota and Wisconsin, We have
twenty five in operation that are whol-
ly owned and also several franchised
establishmentis, We have need for u
recipe that was first of all tasty, and
secondly one that could be prepared
economically, After some experiment-
ing I arrived at the present formula. It
was readily accepted by the dining pub-
lic and has been used throughout our
retail establishments in rotation with
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one or two other salads. We feel we
must alternate to avoid sateing the
publicz appetite.

“Garden Fresh Macaroni Salad is
simple and easy to prepare, either in
quantity for commercial use, or in the
home. My wife uses it on the table
often and prepares a bowl for picnics.
It has excellent keeping qualities under
normal refrigeration.

“It is versa'''e. It can be used as a
main dish, a salad or to stuff tomatoes
and the like, Using the macaroni rings
and fresh frozen vegetable you can
change It may ways, for example, use
cubed ham or spam instead of cheese or
add a splce sauce instead of salad dress-
ing, or add shrimp or crab meat.

“The reclpe as submitted (using
cheese) will prove economical for the
budget minded housewife,

“Currently with everyone concerned
about diets, this recipe s high on pro-
teins and low on fats.”

Garden Fresh Balad
(Six servings)

1 package (7 oz) enriched durum
macaroni rings
1 package (10 oz.) frozen mixed vege-
tables
1 cup diced Cheddar cheese
1 cup mayonnaise
1 teaspoon salt
1 teaspoon onlon salt
V4 teaspoon pepper
Lettuce leaves
Cook macaroni in bolling, salted water
(2 quarts water plus 1 tablespoon salt
until tender, yet firm, about 5 minutes.
Rinse with cold water to cool; drain.
Cook vegetables according to package
directions; drain. Gently but thorough-
ly mix together macaroni, vegetables,
cheese, mayonnaise and seasonings.
Chill, Serve on lettuce leaves.

Best Sauce

Wolf H. Hanau is the executive vice
president for operations at The Steak
Thing, a subsidiary of Lums Restaurant
Corp,, in Miaml, Florida. This four hun-
dred seat establishment is described as
a “Turn of the Century Restaurant.”

Mr, Hanau says: “1 just love to cook
and create new, useful and easy to pre-
pare foods. The name ‘Spaghetti Ameri-
cana 2000' was developed because spa-
ghetti is the most famous of all pastas,
Americana denotes ‘born in America
but with a foreign flavor,’ 2000 indi-
cates that this dish ahead of its time
and hopefully to stay here for a long
while,

The recipe for six servings Is as
follows:

2 tablespoons butler
Y pound fresh mushrooms, sliced

V4 cup sliced green onions
Y cup butter

1 pound beef tenderloin tips, cubed
5 cup water

3 tablespoons brandy

1 carton (8 oz.) plain yogurt

1 teaspoon enriched flour
V4 teaspoon salt
V4 teuspoon sugar
14 teaspoon nuimeg
Y% teaspoon white pepper
12 ounces enriched durum spaghetti
Melt 2 tablespoons butter in saucepan
or small skillet. Add mushrooms and
onlons cook until just tender, Melt ¥
cup butter in large skillet. Add tender-
loin and cook over medium high heat
until browned. Remove meat from pan.
Add water and brandy to skillet; boil
rapidly 3 minutes, stirring constantly to
loosen crusty bits from pan. Combine
yogurt, flour and seasonings. Add to
skillet; cook and stir 3 minutes. Add
meat and mushroom-onion mixture;
bring to serving temperature. Cook spa-
ghetti in boiling, salted water (1 gallon
water plus 2 tablespoons salt) until
tender, yet firm 6 to 8 minutes; drain.
Serve sauce over spagheltl.

Mr. Hanau s quite actively involved
in students visiting the United Slates
from behind the iron curtaln countries.
He sees that these young people have o
chance to see ‘the real America’ “which
I love and want to be loved."

Other Winners—S8alads:

“Goddess Chicken Salad”
Mrs, Jeanette Michael
Director of Quality Control
Schensul's Cafeterlas, Inc.
3635 East 28th Street
Grand Rapids, Michigan 40508

“Seacoast Salad”
Mr. Thomas Mellor
Assistant General Manager, ! d
Service
Maas Brothers '
Franklin & Zack Streets
Tampa, Florida 33601

“Jefferson House Speckled Noodle:
Mr, Earl W. Eiffler
Owner
The Jefferson House
135 South Main Street
Jefferson, Wisconsin 53540

“Lasagne Caesar Salad”
Mr. Jack Rye
Director of Operations
Food Service Management, Inc.
Holiday Inn Downtown
2211 Market Street
St. Louls, Missouri 63103
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Pas’' a Contest Winners—
(Continued from page 16)

Baucest

“Tun, Spaghetti Sauce"
Mr.. Rina Matheson
As-istant Food Manager
Westminster Community Hospital
200 Hospital Circle
Westminster, Californla 02083

“Spaghettl with Crab Sauce”
Mr. Gerhard Grimeiseu
Exccutive Chel
Del Paso Country Club
3333 Marconi Avenue
Sacramento, Californla 85821

“Chinese Lobster Macaroni"
Mr. John B. Mark
Owner Chef
Chateau Resort Motel Restaurant
19115 Collins Avenue
Miami Beach, Florida 33160

*Spaghetti Sauce"
Mrs. Martha Martilla
Manager Food Services
Shell Development Company
Box 24225
Oakland, California 94623

Casserolest

“Quick Lasagne"

Mrs. Ruby Richburg

Cook

Bristow Memorial Hospital
1tk and Spruce

Bri tow, Oklahoma 74010

“Sou: Cream Noodle Bake"
Mr Martha Martilla
M: ager Food Services
Sh. 1 Development Company
Bo 24225
Oa land, California 04623

“Mac roni Superb"
Mr Earl W. Eiffler
Ower
Th- Jefferson House
135 South Main
Jefierson, Wisconsin 53540

“Noodle *N' Squash Casserole”
Mre. Hannah Jackson
Ser'.‘om Convalescent Hosp‘l'.al
4110 Soinerset Drive
Los \ngeles, California 80008

Peel Me An Egg

According to Lindsy Van Gelder In
the New York Post, a new problem now
confronts the housewife: eggs are get-
ting harder to peel. In point of fact,
eggs today are more difficult to peel
because they are—of all things—too
fresh.

According lo Dr. Robert Baker of the
Cornell University Poultry Nutrition
Dept.,, eggs “breathe" through thou-
sands of tiny pores in their shells. A
newly laid egg contains carbon dioxide,
which causes the outer shell to stick
tightly to the membrane separating the
shell from the white,

As the egg ages, like any plant or
animal it “"breathes"” In oxygen and
gives up carbon dioxide, creating an air
cell in the large (round) end of the egg
and seiting off a chemical process that
separates the membrane and loosens
the bond between the-shell and the
white. An egg aged too long eventually
spoils from the oxygen contact,

What all this means o the home-
maker is that the fresher the egg, the
tighter the bond between the shell and
the while—and the harder to peel.

Lots of Time

Up until five or ten years ago, accord-
ing to Dr. Baker, it took ten days to
two weeks for an egg to travel from
the henhouse to the housewife. Most
egg farms were small, and the farmer
needed to go through wholesalers, job-
bers and a string of middlemen to bring
his egg to the marketplace.

Then along came efficiency. The
farms consolidated and modern meth-
ods of breeding, feeding, transporting
and storing were Introduced. The mid-
dlemen were largely eliminated, and
today it takes about 24 hours for an
egg to reach the consumer.

“This is fantastic for all kinds of
eggs except hard-cooked,” says Howard
Helmer of the Poultry and Egg Na-
tional Board. “People are getting fresh-
er eggs than ever before. But for hard-
cooked eggs—it's terrible.”

Peeling Problem

There are many foibles of the Ameri-
can egg-buyer. There's the question of
shell color (brown vs. white) and yolk
color (red-orange vs. pale creainy
malze). None of these affect the taste of
the egg (it's all a matter of what kind
of hen does the loying) but they do
affect the price.

In New England, for example, brown
eggs are preferred and cost more.

Eggs today can remain fresh (factory-
fresh, as it happens) in the refrigerator
for a month and more.

In addition to the refrigeration factor,
the egg indusiry routinely coats egg
shells with a fine mist of mineral ofl to

further stop the exchange of carbon
dioxide and oxygen.

Folbles

What then, can be done about the
Great Peeling Problem? A panel of ex-
perts offers these sleps to save your
eggs and your psyche.

The first thing you have to do is
deliberately age the eggs. Before cook-
ing, leave them out al room tempera-
ture for up to 24 hours and let them
breathe.

You con further age your eggs by
plercing the large end of the egg prior
to cooking, allowlng more carbon di-
oxide to seep out,

Put the eggs In a pan of cold water
and bring them to a boil over a low
flame. (A high flame causes rubbery
whites and a green ring around -the
yolk.)

Bring the eggs just to the boiling
point, then turn off the flame and leave
the eggs in the water, covered, for
about 15 minues.

Crackle the shells. Then plunge the
eggs one by one into cold water for 20
seconds, contracting the insides of the
egg away from the shell.

Peel from the large end, placing the
eggs under running water as you peel,
if necessary.

Market Comment
by V. Jus, Benincasa Co.

There may be times In the coming
months when conditions will change
the egg picture but as we see It shaping
up today it will look like this over the
next few months.

The Increase In egg production is
about .0% and If you accept this fig-
ure it means an approximate increase
of an extra 4600 cases of eggs per day,
7 days a week or 32,200 cases weekly.
The purchase of dried egg-mix by the
USDA in a weekly volume of 666,000
1bs. to 800,000 1bs. will clear this extra
production. If the USDA weekly pur-
chases are more, the dryers will take
eggs that are currently going to the egg
breakers for freezing and drying for
sales to the Industry serviced. This
USDA purchase program can only tend
to create a firmer market of all types of
eggs.

Before a general rise in the price
level can result from these factors the
inventories of frozen eggs and dried
eggs will have to be reduced and a
tightening in the supply of fresh eggs
to the egg breakers must become evi-
dent. As the production of USDA dried
egg-mixer gets underway this will
come full circle and the market of eggs
will work to higher prices.
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Nutritional Awareness
Campaign

“The food brokers of America will be
a unique and important link in devel-
oping the Food Council of America’s
1871 Nutritional Awareness Campaign.
It Is the food broker who provides
lialson for the food processor and the
food retailer that can create a common
efforl. You are our most important com-
munications link to the industry, and
we have learned from the 1870 cam-
palgn that communication and coordi-
nation are vital to the success of an
cffort as massive as this one.”

So stated Milan D. Smith, Chairman
of the Food Industry Council and Exec-
utive Vice President, National Canners
Assoclation,

Mr, Smith, who was recently elected
chairman of the 1871 Nutritional
Awareness Campaign, expressed appre-
ciation for “all that food brokers have
done to make the 1970 campaign a
success.” He declared: “I think we can
all take pride in the positive and mas-
sive response of the food industry to
the need for a public service campalgn
to better the eating habits of the Amer-
ican people, We must now look to the
future. The major factor that limited
this last campalgn was the lack of time
{o prepare materials and coordinate the
campaign,

“This year we have the time we need.
I urge you to use it to advantage,

“Plans are nlready being made and
many companies have programs that
will continue throughout the year.
Please feel free to call me for help in
developing programs of your own, and
please, above all, keep us informed of
what you, and those in the industry
with whom you come In contact, are
planning. For It is only through such an
interchange of information that we can
hope to prevent duplication of effort
ond lead the campalgn to success."”

In referring to his election as chair-
man of the 1871 campalgn, Mr. Smith
called on NFBA members and the rest
of the food industry to “redouble your
efforts both in scope, in order to reach
more people, and in the depth of the
nutritional education materials that you
develop to conduct an even more mas-
sive program of mutual benefit to the
food industry and the public in 1971.”

He sald the “Eat the Basic 4 Foods
Every Day" theme and symbol have
been adopted for a second year, as has
the Seplember-October time period for
maximum retailer effort. “We do not,”
he added, “pretend that the ‘Basic 4'
concept covers the whole nutritional
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area or that it is the end-all answer to
healthy eating. We invite and encour-
age all participants to expand on the
theme, qualify it, Improve it in any
direction your good judgement and ex-
pertise in the area of nutrition takes
yﬂu."

Nutrition Awareness Booms
Understanding Lags Behind

From the Peavey Company Bugle

Nutrition.

The word isn't new,
Neither is the idea,

In their effort to educate people to
the importance of proper nourishment,
nutritionists have encouraged good eat-
Ing habits for several decades.

It has only been recently, however,
that nutrition and all it stands for has
begun to recelve some long-deserved
attention.

Today, nutrition commands the head-
lines of major newspapers and is being
discussed by people everywhere.

Unfortunately, this phenomenal rise
in nutritional interest has come at the
expense of certain food Industries. Spe-
cific attacks have been launched at the
bread and cereals industry.

Testimony presented before a Senate
subcommittee that many ready-to-eat
cereals are low in nutritional value; and
a report to the National Academy of
Sclences that laboratory rats died when
fed a diet of enriched bread and nothing
else have recelved wide publicity.

While any person with any knowl-
edge on the subject of nutrition will
quickly agree that bread and cereals
make up only one of the four basic food
groups and that those same rats would
dle If fed only one other thing, no
matter what, the damage has already
been done.

The nutritional image of breads and
cercals has been struck another unde-
serving blow.

All this happens despite the fact that
the breadstuffs Indusiry has been en-
riching its products for nearly 30 years.

But, as Dr, D. Mark Hegsted, Depart-
ment of Nutrition, School of Public
Health, Harvard University, points out,
“Nobody—neither the nutritional scien-
tists, nor Industry, nor government—
has made any effort over these years to
find out what good the bread and cereal
Industry was doing.”

It's about time somebody gave the
nutritional achievements of the bread
and cereal industry some long-deserved
attention.

While milk, meats, vegetables and

fruits and breads and cereals are |
integral parts of the “Basic 4" food { r-
mula for a well-balanced dlet, the ! 1.
ter group has proven especlally in.
portant.

Breads and cercals have historicaily
been popular in the American d:et,
readily available and low in cost,

That's why breadstuffs were chosen
to be carrlers of added nutrients afier
studies of the American diet in the
1930's showed a prevalence of certain
deficlency diseases.

Flour enrichment—the addition of
three B vitamins and iron to flour prod-
ucts—has helped eliminate such once-
common deficlency diseases as pellagra,
beriberl and ariboflavinosis.

Active Bince 1842

Peavey Company was one of the orig-
inal participants In the flour enrich-
ment program when it got underway in
1841,

Now, almost 30 years later, Peavey Is
playing an active role in the Millers'
National Federation battle to upgrade
that same program.

Mark Heffelfinger and his fellow Nu-
tritlon Committee members are petl-
tioning the Food and Drug Administra-
tion for a 50% Increase in the levels of
three B vitamins—thiamine, riboflavin
and niacin—and a threefold increasc in
the level of iron in the enrichment for-
mula,

The proposal Is in response to recom-
mendations made by the AMA Council
on Foods and Nutrition and the 1od
and Nutrition Board of the Nati nal
Research Councll, according to He ‘el-
finger, executive vice president—: ill-
ing operations.

In light of the fact that our e: ng
habits have changed for the worsc u-
tritionally (the results of a USDA = dy
released In October indicate that '%
of American households have " or
diets,” compared to 15% In 1955), : ch
a proposal seems noteworthy,

Then, too, the proposel {akes on e
cial significance when one consl T8
that there has been a decline in cc. -l
consumption among certain group: in
the United States.

“Though iron inadequacy is a major
problem, the reduced Intake of enriched
cereals by some segments of our popu-
lation also has resulted In lower ribo-
flavin, thiamine and nlacin intake,” Dr.
Arnold Schaefer, director of the Na-
tional Clearing House for Nutrition and
Health for HEW sald recently.

“The Increased fortification of cereal
products with all of those nutrients
usually added can be an important nu-
tritional improvement,” he asserted.
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Macaronl Consumption Up

Ev n though cereal consumption has
decli ed somewhat, macaronl consump-
(lon . as risen.

“P.ople are ealing more macaroni—
by itself and in meat dishes. House-
wive. are going for the convenience
food products, many of which contain
a macaroni base,” explains Rita Holm-
perg, director of home economics.

Being the leading supplier of durum
products to the macaroni industry, Pea-
vey's role in assuring the nutritive
value of this primary macaroni ingredi-
ent Is obviously an important one.

Becouse many vitamins are waler
soluble, Peavey  “double-enriches”
much of its semolina and durum flour
to compensate for any losses which may
occur during the cooking of pasta prod-
ucts, points out Bob Cromwell, vice
president, Durum Sales.

The company is also participating In
1 government program to distribute a
more nutritious macaroni product
through school lunch and domestic re-
lief programs. “As a service, we have
equipped ourselves to blend soy into
wheat. This yields a more nutritious
macaroni products,” Cromwell added.

Peavey Is also taking part in Industry
research to develop a nutritious over-
iens and domestic product from re-
ground-resifted wheat-feed middling.

Being one of the nation's Important
flour millers, the company Is continual-
Iy interested in improving the nutritive
value of its products.

In August, Peavey began enriching
tll of its bakery and institutional mixes.

Looking Ahead

Berond the Immediate Interests of
flour enrichment, Peavey Company is
planr ng a total nutrition program for
the { ture,

Re:'sting the popular, unproven pol-
ley of anriching or fortifylng every food
prodi t, staff people are undertaking a
delib: -ate, objective examination of the
fithe - unsettled facts about nutrition.

“W- recognize there is no clear-cut
igree nent among authorities as to
what the ideal nutrition program
shouli be” explalns Dr. John Nelson,
director of Research & Development
(R&D). “We are consldering all the
feasonable approaches to come up with
the positian that's right for us”

A group of about 30 R&D and Flour

people recently took a look at the

Uchnical aspects of vitamin fortifica-
tion when they attended a seminar at
the Technlcal Center.

The mixed audlence of sales, re-
Search, management, marketing and ad-

trative personnel listened to a blo-

Maacy, 1971

chemist from Hoffman-La Roche, Inc,
a major vitamin supplier, explain the
phllosophy of this approach.

Such informatlonal sessions are help-
Ing Peavey people plot the future
course of the company's nutrition pro-
gram,

“Qur people have the knowledge and
background to make the wisest de-
clsions,” Nelson, himself a biochemlst,
explained.

Serving Customers

While Peavey s in the process of
formalizing Its nutrition program, sev-
eral of its employes are dealing with
the subject daily in their jobs.

Flour Mills sales people, for example,
are being called upon with greater fre-
quency to answer questions about nu-
trition and to give sound advice.

Seeking help in determining how
well their doughnuts stand up nutri-
tionally with other snack and breakfast
products, one customer, a large dough-
nut chain, came to Russ Boyd, direclor-
Speclalty Products, recently.

The doughnut firm was provided its
answer by Peavey's R&D staff, which
used a speclally designed computer pro-
gram at the Technlcal Center to reach
its conclusion.

Working closely with that project
was Dr. Jim Dletz, head of Product Re-
search and Development,

Dietz has exlensive experience in
nutritional research and had a major
hand In the development of a high-
protein soda pop a few years back.

Presently, he is welghing the merits
of several different nutritional programs
for new product development.

In the Home Economics Department,
Miss Holmberg, who has a background
in dietetics, points out that nutrition
underlines every aspect of her job.

“Whether I'm testing a school food
service product or a consumer product,
nutritlonal value is always one of the
most important considerations,” she
sald.

It's Wheot You Eat —
Not How Much —
That Counts

By Rita Holmberg
Director of Home Economics

You've seen the plcture a thousand
times: an emaciated child clutching an
almost-empty bowl of food, watching
furtively for fear it will be snatched
from him. You see another picture, too,
every day: the overweight American
vigorously plying his knife and fork as
he idly vows “to go on a diet tomor-
row!"

The combined pictures portray the
paradox of malnutrition long recog-
nized by nutritionists and pointed up
with great emphasis by the recent
White House conference on Food, Nu-
trition and Health. Malnutrition is by
no means limited to the poor and un-
derprivileged; it is ironlcally, a condi-
tion which occurs among the affluent
as well,

Fortunately, for most of our popula-
tion here in America, real hunger is not
a concern. We are blessed with an
abundant food supply, and the pro-
ducers, manufacturers and processors of
food do a monumental job in insuring
the nutritive value of that food as it is
eaten. Where, then, does our problem
lle?

In probing “malnutrition” or, literal-
ly, “bad nutrition" a clear understand-
ing of the term “nutrition” itself is pre-
requisite. As can be gathered from dis-
cussions of this suddenly popular sub-

(Continued on page 24)
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Nutrition Awareness—
(Continued from page 21)

Ject, the word means many things to

many people.

Actually, nutrition is a science deal-
ing with foods and how they are used
within our bodies. It concerns itself
with the organic and inorganic com-
ponents of food, the sixty-some “nu-
trients" which have been identified as
necessary for the maintenance of health
and well-being, These nutrients, all
chemical in nature, include carbohy-
drates, fats, proteins, minerals and vita-
mins,

Happily, the different nutrients are
present in a variety of foods, and in
varylng amounts and combinations.
Meat, for example, generally classed as
a “profein food,” contalns fat as well
and is a very good source of riboflavin
and niacin—two of the B vitamins—
and of iron. Enriched bread, which con-
tributes valuable carbohydrates to the
diet, also contains some protein and
supplies thiamin, riboflavin and niacin
in very worthwhile amounts.

Selection of foods which provide
these needed nutrients has been greatly
simplified by the Food and Nutrition
Board of the National Research Coun-
cil which some yearn ago worked out a
list of Recommender, Daily Dietary Al-
lowances (RDA),

These "RDA's as they are some-
times called, have been translated into
the practical eating plan known as
"THE BASIC FOUR," outlined here.
An adequate dlet is insured by simply
selecting foods from the four basic
groups of this plan;

I—Meat Group

Includes poultry and fish and other
protein foods as well.

Two or more servings daily.

One serving equals 2 or 3 ounces of
lean meat, poultry or fish, or 2 eggs, or
1 cup cooked dry beans, dry peas or
lentils, or 4 Tbsp. peanut butter,

11—Vegetables and Frulis Group

Includes fruits and vegetables espe-
clally valuable as sources of vitamins A
and C,

Four or more servings daily,

Make 1 serving citrus fruit or juice;
1 serving, a dark green or yellow vege-
table; and the remaining, other fruits
and vegetables, including potatoes.

One serving equals Y4 cup vegetable
or fruit; or, the size of a portion as
usually served.

IlII—Milk Group

Includes cheese and ice cream.

Children under 12—2 to 3 cups.

Teenagers—4 or more cups.

Adults—2 or more cups.

Pregnant Women—3 or mare cups.

Nursing Mothers—4 or more cups,
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IV—Bread and Cereal Group

Includes enriched, whole grain or re-
stored breads and cereals; other baked
goods made with enriched or whole
grain flour; enriched macaroni, spa-
ghetti and noodlcs.

Four or more servings daily.

PLUS: Other foods, as desired, to
make meals appetizing and nutritious.

It is well for us to keep in mind, as
we are bombarded with food informa-
tion, sound and otherwise, that the
sclence of nutrition is still relatively
new, From time to time, discoveries are
belng made which edd to or alter pre-
sent Information. Also, nutrition is a
complex subject and susceplible to dis-
tortion and misinterpretation by people
who have less than a thorough knowl-
edge of the subject,

If we develop for ourselves a sound
daily pattern of eating which will guar-
antee our nutritional well-being, we
needn't be concerned about revolution-
ary new nutritional theorles, dramatic
diet plans, and magical vitamin pill
regimes, We have an abundance of food
not available to that emaciated child
clutching the half-empty bow! of food
—he'd undoubtedly be eager to trade
places with us!

IM Acquires (hoese Firm

International Multifoods has announc-
ed plans to acquire Kaukauna Dalry
Co., Kaukauna, Wis,, a major manufac-
turer and marketer of specialty cheese
products for an undisclosed amount of
common stock. Closlng of the acquisi-
tion is subject (o final approval by the
IM board of directors and the board and
shareholders of the privately held
cheese company. James H. Kallestad,
vice president and general manager of
IM’s consumer products division, sald:

*“This move offers us an opportuni - 1o
enter a new section of the grocery - ore,
the refrigerated foods section, thi ugh
the well known Kaukauna ![|yp
brand.” The firm is one of a half ¢ z:n
major natlonal suppliers of cold pa:k
cheese spreads. The company is an off-
shoot of the South Kaukauna Dairy Co,
established in 1018, In 1934, Kaukuuna
developed the process for making the
original cold pack cheese food, then
was instrumental in having spe:ifica-
tions for this type of product pre-
scribed by the U.S. Department of Agri-
culture, Because the sprcad products
did not require pasteurization but were
distributed under refrigeration, “they
retained their true cheese flavor," IM
says. The cheese firm's annual sales are
in excess of $8 million.

IM Asks Wheat Rate Cut

A substantially reduced non-transit
multi-car rate on wheat moving from
Kansas City to Chicago has been dock-
eted with the Western Trunk Line
Committee at the request of Interna-
tional Multitoods Corp. The move drew
opposition, including a protest by the
Kansas City Board of Trade. As a con-
sequence, a public hearing on the pro-
posal was held by the Western Trunk
Line Committee in Chicago on January
12,

The proposed rate is 23¢ per cwt,
subject to ex parte 2(/-A with a mini-
mum weight of 1,000 tons or abuut 16
60-ton cars. Each shipment mut be
tendered on one bill of lading, ' a
single day, from one consignor, . one
locatlon, at one origin, to a singl con-
signee, at one locatlon, at one d. tina-
tion. The minimum weight mark | ca-
pacity of a car must be observ: . ex-
cept when loaded to full cubical « visi-
ble capacity, Transit, including i pec
tion, diversion or reconsigning rivi-
leges will not be permitted. Th: pro-
posed tariff will have an exp: tion
date of one year from the effective late.

The present wheat rate from K nsas
City to Chicago is 364¢ per cwt This
rate will not be affected by tht new
tarift,

“We have been requested to est:blish
reduced rate on wheat from Kunsas
City to Chicago for movement beyond
to destinotions In Central, Trunk Liné
New England and Eastern Canadn,” the
rail proponents point out.

“The present proportional rate from
Kansas City to Chicago is 38V:¢ per
cwt, including ex parte 267-A. This is2
single car rate subject to minimum
welght provisions of Western Trunk
Line Tariff 330-T.

(Continued on page 29)
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To put us all on equal terms, 1 would
like to state that I am neither high-
priced nor Important—just busy like
you. And I am just as concerned as you
are with human relations—just as
puzzled—just as unhappy with some of
my results,

We have one more thing in common,
1 know, just as you do, that there are
no pat solutions or uniform methods
that can be applied universally in deal-
ing with people. In the human relations
field, we are dealing with the reactions
of people and frequently the reaction is
governed more by the emergencies of
the time and the situation than by any
form of logle.

1 have a few rules which have work-
ed for me—not always, but frequently
enough—and frankly, I have found
way to be reasonably satisfied with my
own handling of human relations.

One more note: I am not an expert.
If I were, I wouldn't be foolish enough
to stand up in front of a mature, suc-
cessful group of executives such as you
and tell you what to do, At best, I am
a journeyman practitioner, But I have
hired a couple of hundred men—worse,
I have had to live with my own selec-
tlons and to explain their impact on a
P & L statement.

With these apologies, let me brave
the elements as I give you my own
thoughts on getting work done through
people.

Be Consistent

Be consistent, I don't care whether
you are a “hobnail boot" operator or a
“nice guy" type of boss, or even a 24
carat 8,0.B. Be consistent.

1t is important that your subordinates
be able to “read you” or interpret you.
This becomes extremely difficull if you
blow hot and cold in your Instructions
or you are inconsistent In your actions,
People can respect your consistency
even though they may not agree with
your decisions.

Unlike the individual contributor you
are a manager and your company must
judge you not on what you produce
individually but rather on the results
you obtain through people. 1t doesn't
matter whether you are a sales genlus,
whether you are quick on the trigge:
with a merchandlsing idea, or whether
you know the intricacles of corporuote
finance. The most important factor that
will affect your future business success,
and even your own income, is your suc-
cess in human relations.
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Your company has glven you author-
ity. Only you can supply the leadership.
Your company gave you the authority
to fire people. Only your leadership
can help you to fire them up.

If you are a leader, the people you
have are tools of the business. If yoi
don't tell them, teach them, or direct
them to do a job—that's your fault—
not theirs,

Learn how to review performance.
Too many personnel reviews concern
themselves with personalily traits such
as initiative, ambition, drive, etc. Re-
views of personality traits will create
more human relations problems than
they will solve,

Establish reasonable or attainable
goals for an employee for a four to six
month period. If you have explained
them to the employee and made him
see that they are reasonable, then it is
reasonable o measure that perfor-
mance. Don't change or foul up the
measuring stick.

Those are my rules. I know there
should be more—but I've got a kind of
slmple mind. I know there are Ten
Commardments—but I only worry
about one or two, As 1 grow older, 1
know there is one more I don't have to
worry ahout.

Success Is a Journey

A few years back I belleve I stumbled
on the most important part of the plan
—how to work with people and not
wind up on the psychlatrist's couch.
I discovered a simple truth that success
is a journey—not a destination.

In my 28th year of work, I am now
with my second company. While I may
have been Involved in the sale of sever-
al millions of dollars worth of spices,
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Getting Things Done Through People

by W. A, Henry, Executive Vice President,
Skinner Macaroni Company

condiments, etc.—my most imporiant
job and my greatest contribution is the
small part I played in the hiring, train.
ing and upgrading of six or eight of
the fine young men we have In my
former company, If you can develop a
few men, make them bigger, belter,
broader, more productive — that's
greater contribution than any individ-
ual performance that you may be capa-
ble of. As your people go—so go you!

Relax . ., you're not Freud or Eisen-
hower. You don't have to turn every-
body into a saint or a financial wizard.
You only have to guide him and give
him a simple step or two forward in
personal development. Remember that
whether it's a dalsy or a dairyman, de-
velopment comes from within, You
don't grow a lawn—the grass grows it-
self, blade by blade. You may water it,
fertilize it, expose it to the sunshine.
But you don't grow a lawn.

We have all had experience with the
young man fresh from college and com-
mencement. He has a new parchment
and a beard that needs shaving only
once a week, Don't take him seriously
when he stands in the doorway to your
office and says: “Here I am. Develop
me.” Make certain, though, that you
expose him to the business, gulde him,
and on occasion fertilize him with justi-
able pralse. In essence, put him in the
sunshine where he can develop hin. ell.
Through all of his growth, measur: his
performance—don't change the : rd-
stick.

Remember Promises

1t is important, too, that you re: m-
ber your promises. It is only i1 the
radio and T.V. commercials that ‘ou
can “promise her anything, but ve
her Arpege.” If you can't promise = on-
ey for good performance, don't i oly
it or suggest It. Remember too tha. the
young people with whom you wii. be
working and who are the future of y uur
business have a different scale of -l
ues. A survey of 44% of the pre.ent
college students shows that they ranked
Challenge, Self Expression and a feel-
ing of a contribution to the business
and soclely ahead of money and secur*
ity. The young people we must work
with, for the most part, have grown up
in an era in which they were relieved
of our economic pressure. They assumé
that they are going to make an ade-
quate salary and live reasonably well

(Continued on page 28)
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Getting Things Done—
(Continued from page 26)

Too many management people have
been worrylng about the “hygiene of
the business.” Fringe benefits are here
to stay, And more of us should start
thinking about non-monetary rewards
—giving people a challenge, a feeling
of belonging to a successful venture.
To accomplish this we should learn the
fine art of listening which is the ultl-
mate In communications.

Birth Certificate Unimportant

I belleve a birth certificate is a very
unimportant document other than for
determining citizenship, ete. I think it
is time we all give greater opportuni-
ties to young people. I am not trying to
knock older, more mature or more ex-
perienced people. The trouble is we
don't have enough of them. What I am
trying to say here is—it is wonderful
o be young, and a lot of young people
are wonderful,

Years ago a study was made, and the
results are startling. It showed that a
man, In general, reaches his creative
peak at 32, I don't know about you, but
If the study Is true, I have been on the
down side of the hill for 18 years.

Too frequently the business frater-
nity takes a well-trained college man,
and after giving him ten years experi-
ence, we still don't permit him access
to the petty cash box. Yet, consider
this—If, God forbid, any of us had an
accident leaving this meeting, we would
be put Into a hospital and we would
welcome the services of a resident sur.
geon who Is still on the bright side
of 30. We entrust our lives to a young
man—but we won't trust him with our
money. And that's a little silly,

A Few Summary Thoughts:

1. Have the courage to undertake
long range planning. It is not an exact
sclence, butl neither is marriage. Both
benefit from choice rather than chance.
Remember, too, that while many peo-
ple do an exacting job of planning brick
and mortar, equipment, etc., many of
us do not do an adequate job of people
planning—and that frequently s the
key to the success of the overall plan.
Remember, too, that everything in busi-
ness is somewhat controlled by Mur-
phy's Law which states: that if any-
thing can go wrong, it is bound to go
wrong. Make sure that you have good
alternate plans In your long range fore-
cast,

2. Watch for those people In your
organization who have what I call “en-
trepreneurship” . . . or “a sense of
urgency about the business.” There are
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a great many people with the intellect
to make decisions, but darn few with
the appetite. Try to teach them the rich
flavor of making decisions. I realize
that ours and many other industries
are committee-oriented today, but some
of our young people like committees so
well that I get the Impression some-
times that we are offering them collec-
tive security.

3. In this same area of “enirepren-
eurship” or “a sense of urgency about
the business,” iry to develop a climate
that is conducive to creative marketing.
This doesn't require wall to wall people
as some folks think. It does require four
or five knowledgeable and creative peo-
ple who are willing to stake a small
part of the corporale fortune on a
bright idea. Top management must re-
spect an idea—not just “go mlong with”
an idea.

The pillars of our Industry—the
giants—certainly demonstrate market-
ing brilliance, but not nearly so often
as their braln power, financlal power
and total resources would lead one to
expect. Proof of this is the fact that a
small New England firm was first to
launch a liquid detergent. Monsanto
developed and pioneered low suds de-
tergents. Coco-Cola and Pepsi were not
the first entries in the dliet soda race.
Polaroid Land Camera was not devel-
oped by the number one firm in the
photo fleld. The boom in door-to-door
cosmetic sales came from an outfit call-
ed Avon—not Revlon. The point here is
that success can breed complacency.
Frequently a hungry, aggressive, crea-
tive, smaller company can and does
launch important new products or mar-
keting concepts. Remember Rice-A-
Ronil

4, Tepmwork and mutual support are
wonderful things in business. Take a
good look at your people, though. If
you have two people on your staff who
think exactly alike, you don't need one
of them.

5. Look out for crown princes—par-
ticularly the ones you make. I think it
is important that we open up the top
opportunities to every man on the ball
team—not just a few. A brighter man
than you and I has sald that the one
thing that can't be measured Is the
height of a man's aspirations.

6. The best single measure of a man's
ability, his readiness for promotion, is
how he performs on his present job. It
works in reverse, too. Just because a
man performs his present job well—and
you need him in the job—is no reason
to deny hin a promotion his present
work has earmed him.

Different Viswpoint

What I have been trying to suj jest
to you today Is a slightly different j jint
of view. I am suggesting that wor .ing
through people in your manager ent
assignment is almost a new cureer
somewhat removed from your original
vocation, whether it be sales, buying,
plant operations, finance, etc,

From this point forward, your success
in the field of human relations will be
far more important than any other sin-
gle contribution that you can put forth.
I am also saying that it can be fun—
and fun right now if you will take satis-
faction in your day-to-day triumphs—
and not be discouraged by your weckly
failures,

Do remember that any time you help
a man up a steep hill you get closer to
the top yourself.

I would like to leave you with the
fondest, warmest Irish farewell that 1
know, It says in a very homespun way
—God Speed in all your activities. It
goes like this:

“May your soul be in Heaven two hours
before the devil knows you are dead."

Educational Kit on "Sel'ing”

An educational package that opens a
new career for high school graduates
can play a role in the community rela-
tions programs of food companies.

Highlighting industrial selling, an
area generally neglected by the nation's
schools, the new multi-media teaching
unit ca= he used in corporate programs,
or donaed to community action groups
and the local school system.

Olcott Forward, Inc, the publiher,
suggests that the teaching unit oro-
mote interest in the food indu iy,
which employs high school grad.:tes
in sales, and also be of real hel; t0
young people in the communty.

“Selling: A Good Way To Ear: A
Living" is designed essentially to iven-
tify the potential of this type of wuile
collar work, rather than to provide e
cific tralning. It Involves the stude:.: in
realistic situations through films, re
cordings and simulation. Such devices
awaken interest In youngstera indifier-
ent to traditional “booklearning.”

“Selling” was prepared by Porter
Henry, head of a leading sales training
organization, who worked extensively
with secondary school specialists In
adapting general technigues to the stu:
dent level. It is priced at $73.00 per
unit. For Information, write Olcott For-
ward, Inc., 234 N, Central Ave, Horls:
dale, N.¥Y, 10530.
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IM Asks Rate Cut—
(Continued from page 24)

#riere is In effect a barge rate on
whea! irom Kansas City to Chicago of
¢ plus 5¢ elevation charge, or a
lotal rate of 24V4¢. The wheat is pres-
ally moving via water.

“A 24%4¢ per cwt multiple car pro-
portional rate is now in effect on corn
or grain sorghum from Kansas City to
Chicago, + + «

“The shipper has ogreed to the pro-
posed 23¢ rate, or 26¢ including ex parte
%7-A, subject to an aggregate mini-
mum of 1,000 tons, which will result in
il movement of this traffic.”

Problems With
Hercules Durum

Hercules durum was developed by
the Canadian Department of Agricul-
ture Research Statlon at Winnipeg,
Manitoba, It was named and released
in 1069 and the embargo was lifted on
July 1, 1870,

North Dakota durum growers should
not assume that Hercules durum is su-
perior because seed will be offered from
Canada for 1971 seeding, says L. A.
Jensen, agronomist at North Dakota
State University in Fargo.

3
‘

‘
’

then eggs

When we started in business back in
1889 out customers didn’t expect
lard to order 7 Today we
can do just that. Wath spe 1ally-bred
flocks, screntificatly housed and ted,
wocan HITYOUR special needs

Hercules has been tested by the
North Dakota Agricultural Experiment
Station, starting in 1966. In these trials
its avernge yield has been slightly b2-
low Leeds and Wells. The test weight
has been below Leeds and the kernel
size slightly larger. Straw strength,
height and maturity is similar 1o Leeds,
says Jensen.

NDSU plant scientists and growers
are concerned that Hercules has shown
greater susceptibility to leaf rust and
other leal diseases than either Leeds or
Wells. This has been severe enough to
lower yleld and test weight consider-
ably In some cases, Jensen soys.

Quality tests of Worth Dakota-grown
Hercules by the 1nDSU cereal chemistry
and technology dupartment have shown
that it Is similar tc Leeds and therefore
quite satisfactory.

Hercules has been increased to a
limited extent by the NDSU Seed
Stocks Project and by a few county
seed increase growers. North Dakota
sources of Hercules are therefore avall-

able.

Durum variety recommendations for
1971 commerclal production will be
Leeds and Wells. Hercules, becruse f
its greater susceptibility to leu” ris-
eases, wil be discouraged for commer-

dark

A Weinberg Bros. & Co.

AND COMMODITY DEALERS SINCE 1889
e 110 NORTH FRANKLIN STREET
CHICAGO, ILLINOIS 60606 * PHONE (312) 236-5500

carload lots,
been dehivering for 82 yeaxs.

clul production in North Dakota, ac-
cording to Jensen.

Anti-Litter Campaigns

Can Achieve Results!

e In Kentucky, tourists have spent
$158 million more in the state since
the beginning of a cleanup program.

¢ In Maryland, littering in state parks
and forests has dropped an estimated
30% since the start of the Keep
Maryland Beautiful program.

e In Maine, highway cleanup costs

dropped 10% in one year.

The National Litter Index, based on

the cost of litter removal from state

highways relative to miles traveled
by motor vehicles, dropped 3.5 points
in one year.

How You Can Help!

1. Keep your own home and property
litter free. Always dispose of trash
properly.

2, Carry o litterbag in your car and
boat—and use it!

3. Encourage your community to fur-
nish suffcient receptacles for street
trash.

4. If there is no litter-prevention pro-
gram in your area—start one!

What can you learn
about eggs in 82 years?

yolks (No. 4 color). 4%5.0 sohds, whole
eqgs, blends and egg solids. If your
operation demands year-round de-
Lifery of o special requirement, in

give us a call. We've

Mxcy, 1971
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Macaroni Manufacturers

Mr, Sergio G. Lopez
Borinquen Macaroni Corp.
Yauco, Fuerto Rico

Mr. F. Denby Allen

Mr. and Mrs. Jesse A. Flanery
- The John B, Canepa Co.
Chicago, IIL

Mr, and Mrs. Lawrence Willlams

Mr, and Mrs, John Linstroth and son
Steve

Mr, and Mrs. Robert Willlams

The Creamette Co.

Minneapolis, Minn,

Mr. and Mrs. A, Katskee
G. D'Amico Macaroni Co.
Steger, Ill.

Mr, and Mrs. Joseph Viviano
Delmonico Foods
Louisville, Ky.

Mr, Santo DiMaggio
‘ Gattuso Corp. Lt.
i Montreal, Quebec, Canada

Mr, and Mrs. Stanley Tregillis
German Village Products, Inc.
Wauseon, Ohlo

Mr. and Mrs. Anthony H. Glola
Giola Macaroni Co., Inec,
Buffalo, N.Y.

Mr, and Mrs. Vincent DeDomenico
Mr. and Mrs. M, Gottlieb

Mr. and Mrs. J. O'Leary

Golden Graln Macaroni Co.

San Leandro, Calif,

Mr. and Mrs, Arvill Davis
Gooch Foods, Inc,
Lincoln, Neb.

Mr, and Mrs. Alvin M. Karlin
I. J, Grass Noodle Co.
Chicago, I11.

Mr. and Mrs. Stanley A. Wilde
Grocery Store Products
Libertyville, 111

Mr. Wil 8. Dade
Hershey Foods Corp.
Hershey, Pa.
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Mr., Leo C. Ippolito
Ideal Macaronl Co.
Bedford Heights, Ohio

Mrs. Ruth Neely
Inn Maid Noodle Products, Inc.
Millersburg, Ohlo

Mr. and Mrs, Walter Villaume
Jenny Lee, Inc.
5t. Paul, Minn.

Mr. and Mrs. Armand Saavedra
La Rinascents Macaroni Mfg. Co.
Moonachie, N.J.

Mr, and Mrs. Severo M. Lanza
Severo Lanza Macaroni Co.
San Juan, Puerto Rico

Mr, and Mrs. Vincent F. LaRosa
Mr., and Mrs. Evaristo Freiria Jr.
V. LaRosa & Sons

Westbury, N.Y.

Mr, and Mrs. James Boyle

Mr. and Mrs. Martin Coughlin
Mr. and Mrs. Arthur Gonis
Mr, and Mrs. Edward Horrigan
Thomas J. Lipton, Inc,
Englewood Cliffs, N.J.

Mr. and Mrs, H, Edward Toner
Mr. and Mrs. L. R. Thurston, Jr.
C. F. Mueller Co.

Jersey City, N.J.

Mr, and Mrs, Andrew J. Russo

New Mill Noodle & Macaroni Co.

Chicago, 111,

Mr. and Mrs, Ernest Scarpelli
Porter Scarpelli
Portland, Oregon

Mr, and Mrs, T, J, Seitany
Prince Macaroni Mfg. Co,
Lowell, Mass.

Mr. and Mrs, Nicholas A. Rossi
Procino-Rosst Corp,
Auburn, N.Y.

Mr, and Mrs, Albert Ravarino
Mr. and Mrs. Willlsm Freschi
Ravarino & Freschi, Ine,

8¢, Louis, Mo.

Mr, Albert Robilio
Ronco Foods, Inc,
Memphis, Tenn.
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Convention Registrants

Mr, and Mrs. E. Ronzoni, Jr.
Ronzonl Macaronl Co.
Long Island City, N.Y.

Mr. and Mrs, Raymond Guerrisi
Mr, and Mrs. Henry Guerrisi
San Glorgio Macaroni, Ine.
Lebanon, Pa,

Mr. Lloyd Skinner

Mr, H. Geddes Stanway

Mr. and Mrs. William E. Clark
Mr, and Mrs. Willlam A. Henry
Skinner Macaroni Co,

Omaha, Nebr.

Mr, Richard McGoldrick
Mr, and Mrs. Paul Miner
Viva Macaroni Mfg. Co.
Lawrence, Mass.

Mr. and Mrs. Albert Welss
Weiss Noodle Co.
Cleveland, Ohio

Mr, and Mrs, Paul A. Vermylen
A. Zerega's Sons, Inc.
Fair Lawn, N.J.

Allies, Guests and Staff

Honorable and Mrs, Carlos Romero

Barcelo
Mayor of San Juan, Puerto Rico

Mr. and Mrs. Larry Gardner
Prizewinner of Casserole Category
Ontario, Oregon

Mr., and Mrs. Wolf Hanau
Prizewinner of Sauce Category
Mami, Fla,

Mr. and Mrs. L. Kloek
Prizewinner of Salad Category
Duluth, Minn.

Mr, and Airs, Fred Merrill
Mr., and Mrs. George Utfer
Mr, and Mrs, Cliff W, Kulz
ADM Milling Co. Flour Div.
Kansas City, Mo,

Mr., Gerald M. Ziffer
Amaco, Inc,
Chlcago, 111,

Mr, and Mrs. Gene Kuhn
Amber Milling Divislon, G.T.A.
St. Paul, Minn.

(Continued on page 32)
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Are You Using
the tools of
your trade?

Services of the National Macaroni
Manufacturers Association will help you
perform more effectively.

— Weekly News Bulletin
— Commodity Information
— Technical Bulletins

— Legal Opinions

And the National
Macaroni Institute
offers:

— Industry Representation
— Committee Wark

— National Conventions

— Market Research —— Regional Meetings

— Promotional Materials —__ Technical Seminars

— Recipe Folders —— Summaries of Surveys

— Educational Materials ___ Information Central

— Nutritional Information

Join today . . . add to industry intelligence.

We want to apply for membership

Your name

Company.
Address
City Zip

Send to NMMA, Box 336, Palatine, lllinols 60067
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Convention Registrants—
(Continued fror) page 30)

Mr. and Mrs. A. H. Smith
Mr. Robert Smith

Mr. and Mrs. O. J. Robison
Armour & Co,

Chicago, 11

Mr. and Mrs. Leonard P, Ballas
Ballas Egg Products Corp.
Zanesville, Ohio

Mr. and Mrs. Joseph Russo
Ballas Egg Products Corp.
New York, N.Y.

Mr. and Mrs. James Benincasa
V. Jas Benincasa Co.
Zanesville, Olio

Mr, and Mrs. Cesare Valletti
Mr. Ralph Hauenstein

Mr. Nicholas W. Moreth
Braibanti—Werner/Lehara
New York, N.Y.

Mr. and Mrs. Ralph Burgess
Buhler Corp.,
Minneapolis, Minn.

Mr. John Amato
Clermont Machine
Brooklyn, N.Y,

Mr. Vance Goodfellow
Crop Quality Councll
Minneapolls, Minn.

Mr. and Mrs. Joseph DeFrancisci
Mr, and Mrs. Gus Alati
DeFrancisci Machine Corp.
Brooklyn, N.Y.

Mr. Les Willson
E. I. duPont de Nemours & Co. Inc.
Wilmington, Del,

Mr. H. H. Lampman
Durum Wheat Institute
Chicago, I1l.

Mr. and Mrs, Jerry Helegeson
Jack Frost, Inc.
St. Cloud, Minn.

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

Mr. and Mrs. John T, Henningsen
Mr. and Mrs. Roy N. Nevans
Henningsen Foods, Inc.

White Plains, N.Y,

Mr, Charles Hoskins
Hoskins Co,
Libertyville, IIL.
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Mr, and Mrs. Willlam A. Brezden
Mr. and Mrs, William Deatrick
Mr. and Mrs. George Hackbush
Mr. and Mrs. 8. F. Maritato

Mr. A. M. Rondello

Mre, Lee Cortese

International Multifoods Corp.
Minneapolis, Minn.

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

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

Mr. and Mrs, M. E. Krigel
Monark Egg Corp.
Kansas City, Mo.

Mr. and Mrs. Robert M. Green
National Macaroni Mfrs. Assn.
Palatine, Ill.

Mr. Don Gilbert

Mr. E. M. Murphy

Mr. Ray Wentzel

North Dakota Mill & Elevator
Grand Forks, N.D,

Mr, Willlam H. Oldach
Wm. H. Oldach Inc.
Flourtown, Pa.

Mr, and Mrs. Rene Gaubert
Packaging Industry
Oakland, Calif,

Mr. and Mrs, Robert Cromwell
Mr, and Mrs. Willlam H. Grady
Mr. and Mrs. Mark Heffelfinger
Mr. and Mrs. David Wilson
Peavey Co. Flour Mills
Minneapolis, Minn,

Mr. and Mrs. Chorles C. Rossotti
Rossotti Lithograph Corp.
North Bergen, N.J,

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

Mr, and Mrs. James Galante
Mr. and Mrs. Robert Tardella
Tardella Flour Co.

Chicago, 1l

Mrs. Sunny Christenson
Miss Candice Dedrick
Travel Specialists
Chicago, Il

Mr. and Mrs., Walter Muskat
Triangle Package Machinery Co,
Chicago, 111,

Mr. and Mrs. Robert Albert
U.S. Dept. of Agriculture
Washington, D.C.

Dr, and Mrs. Waldbaum
Milton G. Waldbaum Co.
Wakefield, Neb.

Technological Display

Applications of reverse osmosis, asep.
tic and pouch-type packaging, electron-
ic measurement, egg breaking, high ca-
pacity homogenizers and plate heat ex-
changers and automated C-I-P equip-
ment highlighted Food & Dairy Proc-
essing Expo '70,

Expo featured 280 booths displaying
the latest equipment, supplies, systems
and services for the food processing In-
dustries. All exhibitors were members
of Dairy & Food Industries Supply As-
sn., sponsor of the blennial trade show.

Thematic throughout the equipmenl
was the emphasis on aseptic processing
and packaging. Intended essentially for
long shelf-life, the aseptically-handled
package can be shipped great distances
without refrigeration until it goes into
the retail outlet, where it is then re-
frigerated for better merchandlsing and
acceptance,

Aseptic system components—fittings,
pumps and fillers designed for ascptic
control—were shown. Aseptic process-
ing has dictated the need for many new
designs In conventional equipnenl.
Steam seals for rotating shafts wa: just
one aspect of this approach displ.yed.

Potential use for commercial n:as-
urement created great interest in -unl-
tary volumetric flow meters, all 2m-
onstrated in positions of applicion.
Another electronic means for mea ire-
ment and Inventory control, the load
cell, based on the straln gauge ' ‘in-
ciple, was shown under vessel. for
batching operations.

The formerly wasteful and unpi-as-
ant wash-up operatlon has elvolved In-
to a highly controlled technology. C-I-P
equipment has reached nearly the ultl-
mate §n automation and its concepls
are applled to cases, lab glassware and
the washing of shell eggs. Sanitation
control in liquid egg processing is de
pendent on the availability of clean
eggs. One exhibitor offered an egé
washer,

Two exhibitors presented egg break-
ers, a highly sophisticated device for
protection of liquid eggs in a strongly
regulated industry,

JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

Cansiliing and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—VYitamins and Minerals Enrichment Assays.

l—#j Solide and Color Score in Eggs and
oodles.

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

6—Pesticides Analysis.

7—Bactericlogical Tests for Salmonella, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y, 10007

EUROPEAN TRIP

21 days in Switzerlond and Northern ltaly —
May 10-31,

Macaroni School in Zurich conducted by Buhler
Brothers.

Visit Venice and the Pavan plant at Galliera
Veneta.

Weekend in Florence, then travel north to Bo-
logna, Cento, Parma and see Braibanti instal-
lations and works at Fava and Zamboni,

IPACK-IMA Show in Milan brings together a
great collection of macaroni equipment and
manufacturers,

Lost call for this educational opportunity of a
life-time.
Write . . .
NATIONAL MACARONI
MANUFACTURERS ASSOCIATION

P.0. Box 336, Palatine, Ill. 60067
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INDEX TO
ADVERTISERS
AD M Milling €0, ... oo oo 2T
Amber Milling Division 1
Asesco Corporation .. ... . |
Braibanti & Company, M. & ...22.23

Clermont-Paven ... .....cceoooeee.. P Y
DeFranciscl Mochine Corporation _.....14-15

Diamond Packaging Products Div, 13
International Multifoods Corp. ...... ..... 36
IPACK-IMA ... 33
Jacobs-Winston Laborat Inc. ... 33
Malderl & Soms, D, Ine.s coooeeeeeeeee. 7
Notional Macaroni Mirs. Assn, .......31-33
Peavey Company Flour Mills ...... .......18-19

Rossottl Lithograph Corporation .

Solroock Maechine 34
Wainberg Bros. Co. ... oo . 29
CLASSIFIED
ADVERTISING RATES
Want Ads ... $1.00 par line

Minimum $3.00
Displey Advartising ... Rates on Application

WANTED—Subscribars to the Macaroni
Journal. $6 for 12 monthly lsues. Add
$1.50 for foreign postege.

Married

Miss Marian Laylin, account execu-
tive for the National Macaronl Institute
at Theodore R. Sills, Inc. in New York,
became Mrs. Leslie Legg on January 2,
Our congratulations to the happy cou-
ple.

Inventor Dies

Mr. B. 5. Scotland, inventor, presi-
dent of the Toast-a-Roni Company of
Joliet, 1llinois, and holder of the patent
on this pre-cooked macaroni product,
passed away on January T,

Complete lina of
Noodle Cutting,
Capelletti and Gnocchi
Machinary
Drying Units ® Cutting Machines
(Nast)

Contiavous Production Presses and
Shoeters: 23 to 250 Lb. Per Howr
Complete Line of
GIACOMO TORESANI
MACH!INES

"We Invity Your Inquiries

SoBROOK Machine

Div, of Volpl & Seu, Corp,
544 3vd Ave,
BROOKLYN, N.Y. 11215
Phene: (212) HY 9-5922

Product Promotion—
(Continued from page 10)

60 and 30-second TV announcements
are scheduled on WBZ-TV and WHDH-
TV, Boston; WJAR-TV and WPRI-TV,
Providence; WWLP-TV, Springfield;
WHNB-TV and WTIC-TV, Hartford;
WNBC-TV and WCBS-TV, New York;
WWJ-TV and WJBK-T, Detroit; and
WMAG-TV and WBBM-TV, Chicago.

Backing up the TV campaign, Prince
will run 400-line newspaper ad inser-
tions In the major dailies within all
markets featuring a combination of
various consumer promotion offers on
the complete brand line as well as in-
dividual offers on Prince Egg Noodles
and Prepared Spaghettl Sauce product
lines.

The Prince agency, Venet Advertis-
ing, Inc.,, headquariered in New York
City, created the TV and newspaper
campaign.

Food For Thought

Efforts by consumerists to educate
the housewife on the reasons for high
food prices have not paild off, says New
York ad agency atten, Barton, Durstine
& Osborn. Mrs. Shopper told agency
surveyors that she thinks the grocer
keeps 22¢ of her food dollar as profit,
and the manufacturer keeps 35¢. (actual
profits are about 1¢ and 2.5¢ respective-
ly.) A study two years ago also showed
that housewlves blamed manufacturers'
and retailers' “big profits" for soaring
food bills.

Mill Manager

Peavey Company has appointed Den-
nis Tangen to manage two of its durum
fiour mills,

Tangen, who will contlnue as man-
ager at Grand Forks, N.D. where he has
headed the mill since 1868, takes on
manager responsibility for the Peavey
Mill at Superior, Wis. in a promotion
effective immediately. He brings 22
years of experience to this new dual
assignment and will relocate residence
to Superior.

i

Frank Rawlinson Promoted
Dugald A. MacGregor, president of
Centennial Mills, announces the promo-
tion of T. Frank Rawlinson, vice presi-
dent-sales, to the position of executive
vice president of Centennial Mills.

Current sales duties of Rawlinson
will continue. In addition, he will have
the added responsibility of execulive
vice president. The company's growth
in diversified flelds has necessitated a
restructure of operating personnel.

Rawlinson has been with Centennial
Mills for 28 years, during which he has
primarily been in the sales division of
the company.

Cente.anial Mills Is a VWR United
company, VWR United Corporatin has
interests in chemicals, scientilic ap-
paratus, and home furnishing di tribu-
tion, and in chemlcal and food ranu-
facturing. Its major divisions a: Van
Waters & Rogers, Centennial Mi . and
Pacific Resins & Chemicals, Inc

Golden Grain Appointme:

Appointment of the Joe Carlo : sales
manager for the southeastern sec n of
the U.S. was announced by ¢ Iden
Grain Macaronl Co., one of the 1. 'ion's
largest processors of Itallan fooc orod:
uets.

Vice Pres. Tom DeDomenict sald
Carlo is headquartered in Tamp: Flo,
and has supervision over the C lden
Grain brokerage outlets in principal
citles of North and South Carolind,
Tennessee, Mississippl, Georgin and
Florida,

Cailo has been in food selling for
more than 13 years, He was sales man*
ager at United Brokerage in Minneapd
lis prior to joining Golden Grain.

In addition to a large variety of 5p3*
ghetti and macaronl products, Golden
Grain also is the maker of Rice-A-Roni
and Noodle-Ronl,
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To make your package a winner, pul Diamond Pack_aging
Producls on your leam. We offer a complele service —
from design through top quality printing. We work with
you lo plan lhe enlire packaging program from sla'll‘ lo
completion. Even point-ol-purchase and me_rchand!smg
aids. Plus experienced counsel on ihe right k|p§ of lilling
and closing equipment. This is Tolal Capability. Let us
demonstrate how it can work effectively for you. Call us.
There's a Diamond man who can carry the ball for you.

=™

0\ DIAMOND PACKAGING PRODUCTS DIVISION

o L7 RiAMOND NATIONAL CORPODRATION
\‘.:§ ?—‘." 733 THIRD AVENUE NEW YORK,N ¥.10017/12121687-1700
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