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Editor's Notebook:

One Pot Pasta Suppers is the Na-
tiona]l Macaroni Institute’'s answer to
the proliferation of add-meat-and serve
dinner combinations, one of the fastest

rowing items in the grocery store.

asta's convenience, economy, and nu-
trition are obvious but it is a story that
must be constantly told. More on it
next month and at the Winter Meeting,
Plan to attend.

Profit 18 another self-evident necess-
ity that seems to be rossly misunder-
stood by the public, Economist Carl H.
Madden has put down some simple ex-
planations lll:nt should help business
men explal nprofits and the need for
them to employees, their customers, an

the general public.

——
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MERICAN families are on the go—

they're busy, busy, busy! We don't

have to tell you that there are lots of

hurry-up meals belng cooked In kit-
chens across the country,

This fall women are out campaigning,
helping in the schools and in their com-
munities, working, and doing creative
projects like sewing, redecorating, nee-
dlework and art, among other things.

There's a definite need for time sav-
ing, money-saving recipes that are ap-
petiziny{ and colorful at the same time,

The National Macaroni Institute has
developed a collection of recipes for
one-pot pasta supners that can be
cooked quickly and inexpensively. In
these recipes, the step of cooking the
macaroni, spaghettl or egg noodles sepa-
rately has been eliminated. This speeds
up meal preparation considerably.

For these all-in-one pasta dinners,
begin with a Dutch oven and one of the
pasta products—macaroni, spaghettl or
egg noodles. Add a modest amount of
ground beel, chicken, tuna or frank-
furters and a few other good things like
tomatoes, onions and canned soup, cook
them altogether and you have it—an
appetizing one-dish meal that's ready
in 20 minutes, or less.

The secret of cooking these pasta
dishes successfully is to cook the maca-
roni, spaghetti or egg noodles just until
tender, yet firm, or al dente as ‘he
say. You nlso need plenty of room vor
its cooking.

Dutch ovens in the five and six- quart
sizes provide the space. Choose one such
as a colorful Wear-Ever aluminuin
one with the convenient nonstick lining
that is modestly priced, available in
most houseware departments and hap-
pily, goes directly from the kitchen
range to the family dinner table. After
one of these meals cooked In a Dutch
oven, there aren't lots of pots and pans
to wash. You cook and serve from the
same utensil.

One Pot Spanish Noodles

Our first suggestion for a one-pot
pasta supper is hearty “One-Pot Span-
Ish Noodles.” It's a ground beef, tomato
and noodle combination that's sure to be
a favorite with your family.

Simply saute a pound of ground beef
with green pepper and onion, add a
large can of tomatoes and egg noodles,
plus a few easy seasonings: and cook
until the noodles are tender. That's all
there is to it. Sprinkle the top with
crisp bacon and serve.

One-Pot Macaroni and Franks

A second idea is this bright and ap-
petizing One-Pot Macaronl and Franks.

It's a tasty dish made with macaroni,
frankfurters and tomutoes. When the
macevoni has been cooked until tender,
stir in a handful of grated American
cheese. Serve immediately to thuse
youngsters who are walting.

There's no douht that recipes today
have to be quick as well as inexpensive,
Macaroni products rcore high on both
of these counts, corvenience and cost,

Macaroni, spaghetti and egg noodlcs
have always been economical food pioi-
ucls and there's been almost no price
Increase within the past two years, and
only minor increases during the past
five years,

Yet pasta's such an easy food t2 cook!
There's no peeling, no paring or chop-
ping to do.

Nutritious

Also, in this age of increasing nware-
ness of nutrition, don't forget that maca-
roni products contain 12 to 13 per cent
protein by weight as well as signifi-ant
amounts of B vitamins and iron.

Tuna is always a favorite and another
plus for it Is that it can be kept on the
emergency shelf, ready when you need
it on the spur of the minute, For a super
one-pot supper, just saute some onlon
ond green pepper, add a can of tuna,
uncooked egg noodles, a can of celery
soup and milk. Cook gently in a Duich
oven and you've a budget-pleasing meal
that's ready in a jiffy, A 3-ounce can of
chopped mushrooms lifts it out of the
ordinary,

These one-pot pasta recipes are very
basic ones. In order to simplify and
keep the dishes Inexpensive, the in-
gredlents have purposely been kept to
a minlmum.

Depending on the state of the food

budget and your creativity . {he
kitchen, you can add any nu: er of
special touches, for instance: herby,
favorite spice blends, seasoned .all of
pepper, parmesan cheese, b on-fla-
vored bits, sliced pimiento stuffed
olives, wine and mushrooms to name a
few.

Ono-Pot Chicken Tetrazzini

Now here's a homey One-Pot Chicken
Tetrazzini that doesn't take several
hours to prepare. It's a versatile supper
dish. Cooked just as the recipe directs,
it's great for everyday meals. But iike
maglc, you can even serve it to com-
pany with a special touch or twa.

A can of broiled in butter mushrooms
crowns isn't all that extravagant and
these flavorful bites add a dramatic
touch and make the spaghetti spacialty
company-fare indeed! These are the
brown mushrooms crowns which are
noted for full flavor, The broth is also
used in the recipe to make use of all
the good flavor and nutrlents.

For family occasions, substitute the
chopped style of mushrooms which
have the same good flavor, yet aren't
quite as fancy in appearance or price.

Another way you might surprise your
famlly or guests Is by substituting some
of the fun shapes of mazaroni, spaghetti
or egg noodles for the regular producls
in these one-pot meals. Everyone likes
a change and the whimsical paslas are
sure to liven up meal-time conversa
tion!

If you'd like a copy of these ' urry-up
pasta suppers from the Nation = Macs-
ron! Institute, write P.O, Box & 3, Pala-
tine, 111. 60067.

TV Kits

The script above along w!
slides of the three one-pot supj
sent to more than 80 commen ‘Ors &
a part of the Natlonal Macarc  Insti
tute's egorts for Natlonal I ,caroni
Week. Response was exceller In?
month some 14,000 recipe sher : were
requested. Among the comme! frﬂ"j
prugram directors and TV perst alitles:

“Great! Just what viewers lik. —s¥
economical and good.”

“Great kit and recipes. Audicnce re:
sponded tremendously to recipe:.

“Used with low Income audlence. The
response was great."

“Demonstration worked beautifully
Material excellent.” . ’

“We had everything to work with &%
it was good.”

“Good material, Thanks for YOUf
help.”

color
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Po -1 Penny Pointers

P NY-PINCHING pasta pampers

ced family finances. Other than
the ot they taste good, one of the
gre: <t appeals of macaronl, spaghetti
and g noodles is their economy. Their
pric. has remained almost constant for
the last two years and has increased
very little over the last five.

In addition, pasta is easy to store,
quick to prepare and extremely versa-
tile. They combine well with more ex-
pensive sources of protein—meat, fish,
eggs and cheese—to create low-cost
nourishing meals.

A year-round “best buy" on the su-
permarket shelf, they really stretch the
food dollar when combined with other
sale foods or lower-priced meats—such
as turkey, peanuts, broiler-fryers, eggs
and apples, which are found on the
Plentiful Foods listed by the U. 8. De-
partment of Agriculture.

Try them in turkey tetrazinni,
chicken and noodles, apple-noodle pud-
ding or chicken a la king over shells.
Depending on the cost, remember that
chicken, turkey, tuna or ham are inter-
changeable in casserole recipes. Just
salt and pepper to taste.

Use the pasta in the casserole—as in
lasagne or tuna and noodles—or as a
bed for an elegantly-sauced entree—
for beef stroganoft, burgandy tips, cur-
ried cggs, creamed turkey, barbecued
meat balls, ete.

Since pasta can be substituted—by
welghi—for one another, the variety of
possible dishes is Infinite. Medlum shell
mac: il adds a new shape to the al-
Way nopular macaroni and cheese.
Chi and noodles become extra-
spe.  when bow noodles are used.

P made from enriched durum
whi  re required for the best dishes
#nc Bood nutrition, The golden
dgx olor is @ sign of good quality;
Pes aade from durum what retaln
;". ape and texture during cook-
‘:_- d the “enriched” label means

* e essential B-vitamins—thia-
Inn‘ iacin and riboflavin—and that
i nt mineral, iron, have been
ad?  for your famtly's good health.

SUNDAY BUPPER

Tossed Salad
Company Spaghettl
Garlic Bread
Ice Cream
Company Spaghettl—g servings
lclll:;lml enriched durum spaghetti

¥ pound diced bacon

i cup chopped onlon
cup chopped green pepper
Pound ground beef

1 can (1 1b) whole tomatoes

Decensen, 1972

From the Durum Wheat Institute

1 can (8% oz.) lima beans, drained
Vi teaspoon salt
V4 teaspoon pepper

Cook spaghetti in boiling, salted water
(2 quarts water plus 1 tablespoon salt)
until not quite tender, about 8 minutes,
Drain; toss lightly with oil. Fry bacon
until crisp, Remove bacon and suute
onion and green pepper in bacon fot.
Crumble beef into pan and cook until
browned; add spaghetti, tomatoes, lima
beans, bacon and seasoning. Cover and
simmer 15 minutes.

EVERDAY FAVORITE
Gelatin Fruit Salad
Macaroni Loaf
Peas
Brownles

Macaroni Loaf—8 to B servings

1 can (15 oz.) tomato sauce, reserving

Va cup

2 eggs

VA cup finely chopped onion
tablespoon Worcestershire sauce
¥4 teaspoons salt
4 teaspoon pepper
cup enriched durum elbow maca-
roni
1% pounds ground beef
In mixing bowl combine tomato sauce,
eggs, onlon and seasonings. Stir in un-
cooked macaroni, Add ground beef; mix
thoroughly. Press evenly into greased
2-quart round baking dish or 8-lnch
ring mold, Bake in preheated 350* oven
about 1 hour. After removing from
oven, let set 5 minutes before unmold-
ing. Warm the reserved tomato sauce
over low heat; drizzle over the meat
loaf.

=

BIG BASH
Gilant Spinach Shells

Cole Slaw
Lemon Pudding

Glant Spinach Shells—6 servings

24 enriched durum giant shells

1 tablespoon oil

V3 cup minced onion

2 tablespoons butter, melted

2 packages (10 oz. each) frozen

chopped spinach, cooked and
dralned

1 pound small curd cottage cheese

1 egg, beaten

Vi teaspoon salt

V4 teaspoon pepper

2 cans (15 oz. each) tomato sauce

2 teaspoons oregano

1 cup shredded Mozzarella cheese
Cook shells in boiling, salted water (2
quaris water plus 1 tablespoon salt) for
® minutes. Draln. Gently toss shells
with oll, Saute onion in butter. In bowl
combine spinach, cottage cheese, onlon,
egg, salt and pepper. Fill each shell

with about 2 tablespoons of mixture.
Combine tomato sauce with oregano.
Pour half of sauce into 9 x 13-inch bak-
ing dish. Arrange stuffed shells in dish;
cover with remaining sauce. Bake in
preheated 350° oven 30 minutes. Re-
move and sprinkle with Mozzarella
cheese; return to oven until cheese is
melted, about 3 minutes.

SOUP '‘N' SANDWICH
Spagheitl Soup
Grilled Cheese Sandwich
Fresh Fruit Compote

Spaghoettli Soup—4 (o 6 servings

Vi cup 1Vi-inch pleces enriched durum

vermicelli (very fine spaghetti)

1 quart chicken broth

2 tablespoons chicken broth

1 tablespoon cornstarch

1 egg, lightly beaten

¥4 cup grated Parmesan cheese,

optional

Cook vermicelli in 1 quart boiling
chicken broth until tender, yet firm,
about 6 to B minutes. Dissolve corn-
starch in 2 tablespoons cold chicken
broth; add to soup, stirring briefly un-
til stock thickens slightly and becomes
clear. Remove from heat; slowly pour
in the egg and slir once gently. Ladle
soup Into bowls. Sprinkle Parmesan
cheese on top if desired.

SATURDAY LUNCH
Apple Salad
German Noodle Ring
Strawberry Gelatin
German Noodle Ring—6 to 8 servings
1v4 cups (3% oz.) enriched durum
medium noodles
Butter
3 tablespoons butter
3 tablespoons enriched flour
V2 teaspoon paprika
1v2 cups milk
14 pound pasteurized process cheese
2 eggs, beaten
1 package (10 oz) frozen peas and
carrots
Cook noodles in boiling, salted water
(2 quarts water plus 1 tablespoon salt)
nnatil nut quite tender, about 4 minutes.
Drain; spoon cooked noodles into but-
tered 8-inch ring mold, Melt 3 table-
spoons butter in saucepan over low
heat; stir in flour and paprika. Add
milk; stir until smooth. Cook over
medium heat until bubbly and thick-
ened, stirring constantly, Remove from
heat. Add cheese, slirring until cheese
is melted and mixture is smooth. Re-
serve 1 cup sauce. Gradually add beaten
eggs to remaining sauce, blending well.
Pour over noodles in mold, Set in shal-
low pan; fill pan with boiling water to
the level of noodle mixture. Bake in
preheated 350* oven about 40 minutes,
or until mixture is set. Meanwhile pre-

(Continued on page 26)
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24l EMACO with
yourproduction problem.

% .

LASAGNA?
Use a Demaco Continu-
out Line with our La-
sagna Stripper and get
the benefits of automat-
ic production with virtu-
clly no scrap or break-
age.

R e S S o

For additional information, specifications and quotations, contact

Y DE FRANCISCI MACHINE CORPORATION

46.4 .
W '5 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A. * Phonc: 212-385.9880, 386.1799
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e Rep.: HOSKINS CO., 509 East Park Ave., Libertyville, Illinois 60048 ® Phone 312-362.1031




DURUM SHOW REPORT

There was enthusiasm at the 34th
Annual U.S, Durum Show at Langdon,
North Dakota, October 16-17-18, Farm-
ers were happy with higher prices al-
though they question price spreads be-
tween choice and discounts on damage.

Samples of durum covering a broad
range of quality were displayed at the
show, Early-harvested durum showed
best color and test weight, later wheat
from the prime durum triangle show-
ing the effects of wet weather during
harvest. Most samples were excellent,
however, and leading varlety agnin
was Leeds. Black point fungus was
more prevalent than In recent years.

Preliminary quality report by the
North Dakota State University showed
an average test welght of 62.4 pounds
per bushel, molsture level of 11.8%,
and proteln content of 13.2% (14%
moisture basis)—protein range on 85%
of the samples fell between 12 and
14.9%, Millers said they haven't seen
such good quality—that this year’s crop
is not up to the quality of the past two
years, bul admittedly, the poorer stuft
usually comes to market first.

Sweepstakes Winner

Winner of the NMMA plaque for the
Sweepstakes Award was a 4-H boy,
Rick Lee of Lawton. He had a 64 pound
sample of Wells. The number of 4-H
and Future Farmer of America entries
s an encouraging slgn for the Show,
It was the second consecutive year that
the Sweepstakes had been won by a
4-H entry.

Open class winner was Kearn Twele
of Pekin, wto had placed sixth last
year. He had a 63 pound sample of
Leeds.

The entire community of TLangdon,
as well as nearby towns, joined the
durum growers and visitors in observ-
ing the Durum Show. Attendsnce at
the formal part of the meetings !n the
Jaycee Skating Rink was more tian
100 persons. The town’s populace gath-
ered for two of the show's special
events, the Miss Durum Pageant on
Monday night and the spaghetti ban-
quet on Tuesday evening.

Durum Queen

The Durum Queen was JoNell Linde
of Churchs Ferry, a 17-year-old high
school senlor, She beat out seven other
contestants in an evening gown, talent
and swim suit competition. She plays
the plano and teaches piano and guitar

A new feature of the chow this year
was a cooking coniest. Sal Maritato,
International Multifoods Corp, Min-
neapolis, represented the pasta indus-
trv as a judge of salads and hot dishes.

8

Also part of the contest was judging
of decorative macaroni-based Items.

Export Announcement

Laurel C. Meade, general sales man-
ager of Export Marketing Service,
USDA, a speaker at Langdon, chose
the Durum Show to announce that
revised Indications of wheat exports
from the U.S. during 1972-73 point to
total of 1,200,000,000 bushels “or more,"”
compared with the Sept. 16 evaluation
of wheat situation which estimated ex-
ports at 1,125,000,000 bushels. Mr, Meade
also sald that spring wheat will be
programmed to greater extent under
P.L. 480.

Mr, Meade expressed firm faith in
the capacity of the U.S. to be truly the
breadbasket of the wurld. And, he saild,
“the management of that capacity
should be out among the farmers rath-
er than held by the bureau:rats In
Washington.”

His remarks appear in «ntirety on
page 12,

Many from Indusiry as Speakers

Besides Mr. Meade, USDA was repre-
sented by Kenneth Benjamin, director
of Grai. Divislon, A8.C.S. Industry
spokesmen included Robert Cromwell,
vice-president of durum products, Pea-
vey Company Flour Mills, Minneapolis;
Lawrence Willlams, president of Cream-
ette Co., Minneapolis; Sam Kuhl, man-
ager, North Dakota Mill and Elevator,
Grand Forks; Lloyd Skinner, Skinner
Macaronl Co, Omaha, Neb., and Rob-
ert M. Green, National Macaronl Man-
ufacturers Association. The academic
communily was rzpresented by Dr.
Kenneth Lebsock, in whose honor the

Ken Lebsock Day was named in 1 og-
nition of his contributions to the L. ym
Industry, and Dr. James Quick vho
succeeded Dr, Lebsock In durum ! .ed.
ing at North Dakota State Univiisity,

Importance of Exporting

Joseph Halow, executive vice-presi-
dent of Great Plains Wheat, Inc., spoke
of wheat exporting, He stressed im-
portance of non-profit groups such as
North Dakota State Wheat Commission,
Durum Growers Assoclation and Great
Plains Wheat In the U.S. industry,
where free enterprise is the trading
system and the government cannol ac-
tually do the business.

He praised the annual Durum Show
as a forum for an exchange of ideas
for a united wheat industry, comprised
of wheat producers, elevator operators,
wheat producer organizations, the grain
trade, millers, pasta manufacturers and
the USDA. He expressed the need for
such unity of purpose,

Mr. Halow described several key
points related to the mammoth sale of
U.S. grains to the Soviet Union.

“The effects of the sale on the do-
mestic markets proved again very force-
fully our dependence on the export
markets, Our markets are conditioned
to domestic wheat disappearance, and
domestic buying does not usually make
our markets move; it is strong export
demand which makes our markels
move.

“The rise in domestic prices during
the period of time international orices
remained stable should also hav dem-
onstrated the difference betw: 1 do-
mestic prices and world wheat ricet.
This is a very important poln o re
member in considering Inter ‘ional
wheat agreements with stringe  pric:
ing provisions.

“The sale has served lo ac 'erate
our thinking toward a total gra  com
cept. In the past we tended con-
sider grains Individually, but @ 5%
viets purchased principally whe rath-
er than what we traditionally « sider
feed grains.

Must Be More than Residusl 5 ppll

“The sale "as pointed up ! i [
porta. ce of trade policy In i, terna-
tional marketing and, despite vhat I
consider unwarranted criticism lovel
at the Department of Agriculture for
the role it played in the sale, the abso-
lute need for government lnvolvem!ﬂ:
in international graln trade. Say wha!
one will for whatever purpost, "L:
shall have to learn to live with b
fact in the future or resign ourselves

(Continued on page 10)
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Microwave drying, the first really new development in o long time, has quietly been

proven by some of the largest pasta producers.
B |t dries ten times faster. ® [t reduces dryer maintenance to about one hour a
week (all stainless steel). ® It improves product quality. ® It can double or triple
production., @ Lower capital investment. B It yenerally can be installed without
ﬂ'lﬁtglr;? od&wn the line.

the latest development incorpsrates (1) preliminary drying, (2) drying,
and (3) contrulled cooling all in one SergxIS foot unit . . . taking or?fy I/.‘ithry ﬂ'?e
space requirad for conventional drying. U.S. Patents Pending

G RY
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MICRODRY CORPORATION

3111 Fostorla Way, San Ramon, Cal, 84583
415/837-9108
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Durum Show Report
(Continued from page B)

to either a minor role or a residual
role in world wheat marketing. If the
U.S. were to become only a residual
supplier it wouldn't be long before the
U.S. had no part in world wheat mar-
keting, for no one can continue to pro-
duce only In the hope that sometime
someone would need our wheat. We
must have a steady demand In order
to support a regular production base.”

USDA in Information Role

One result of the Congressional hear-
ings on the Russian wheat sales is that
the USDA will undoubtedly be asked
to provide more timely information on
the world grain situation and export
prospects for farmers and the general
public, Mr, Halow predicted. Only in
close study are we able to keep up
with the changes which take place, and
hence the development of what we feel
is a good informatlon system, Mr. Ha-
low sald,

He expressed pride that the Great
Plains Wheat newsletter, which he
writes, was listed by Cargill, Inc., be-
fore the House Agriculture Committee
on Livestock and Grains, along with
“such prestiglous publications as “The
New York Times,” "The Wall Street
Journal” and “Milling & Baking News,”
as a source of information.”

It was in 1070 that Great Plains
Wheat began to report the opinion
that the Soviet Union would become a
grain importer, Mr, Halow sald. This
prediction was based on an analysis
of thelr need to expand livestock pro-
duction. “We fecl the trend is lrrevers-
ible and the speed with which they
will approach their goals will be de-
termined by their ability to produce,
and/or Import the grains they need,”
Mr. Halow said.

Mr. Halow concluded with some cau-
tioning comments. “Marketing will not
be easler in the future—Iit should be
more difficult, despite stronger demand.
We don't have to remember too far
back—no farther back than 1968—for
an exaniple of world overproduction.
If other countries can produce to such
an extent, we can expect serious com-
petition for these expanding markets.
The competition is making itself felt
even now, despite reports of tight sup-
plies and tight logistical situations.”

To Fight New Pasta Standards

Mr. Green told of the long fight over
“phony-roni,"” the most recent develop-
ment of which was the publlcation of
proposed new standards for “enriched
macaroni products with fortified pro-
teln” in the “Federal Register” of Sept.
13, 1872,
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Describing these standards as a com-
promise that pleases neither side—the
macaroni industry or General Foods
Corp,, which manufactures the new
food—MTr, Green announced the inten-
tion of the Natlonal Macaronl Manufac-
turers Assoclation to continue the
fight. “Today the door is being opened
to a vast array of substitutions agaln
by permitting ‘food grade flours or
meals made from non-wheat cereals
or from ollseeds,’ just as long as wheat
is the primary ingredient.

“Such action disregards completely
the efforts the industry has made in
concert with governmental personnel,
cereal technologists, agronomists, plant
breeders, and all those concerned with
providing an adequate supply of qual-
ity durum wheat for the domestic in-
dustry as well as sufficlent quantities
for export.”

In response to the publication of the
new standards, Mr. Green declared:
“The replacement of the phrase ‘im-
proved proteln quality’ by the words
‘fortifled protein' is an improvement
as far as the industry Is concerned.
But again we would relterate that any
special food to be used for government
programs should be designated by a
speclal name such as TVP, WBB, CSM
or imitation macaronl, and have speclal
provision in the standards for maca-
roni products should be left intact so
there Is no consumer deception in the
marketplace.”

Sam Kuhl Describes Operations

Mr, Kuhl sald that the new durum
mill at Grand Forks has produced
1,000,000 cwts. of semolina since Jan, 1.
Because so many of those attending
the meeting had recently toured the
new facility, Mr, Kuhl addressed him-
self to describing the functions of the
various depariments of the mill. Among
the responsibilities he described was
that of purchasing durum, which “will
not be so easy this year, because the
nuality is not as good as in the past
two years."

Lebsock Extolls Role of Ressarch

Di Lebsock, in brief remarks after
accepiung a plaque in commemoration
of “Ken Lebsock” Day,” sald there
would not be a great future for agricul-
ture without research. Most of the
durum varieties currently being grown
have been part of Dr. Lebsock's re-
search. “Durum has so many possibili-
ties for Iimprovements,” Dr, Lebsock
sald in speaking of the future of variety
research,

For Market-Oriented Agriculiure

Mr. Benjamin pointed to the trend
toward a market-oriented agriculture,
“If we can express ourselves through
organizations such as yours and if you

as indlviduals can urge farmer 1
watch the market and react to w t's
happening, the opportunity willbe  re
to ‘fine tune' individual operat. "
Mr. Benjamin said.

He stressed the need to produc or
market demand. Under the Ap .l
tural Act of 1870, participated by
more than 80% of producers, ur-
planting and underplanting has .en
balanced, he sald, including geos uh-
ical shifts for various products Mr.
Benjamin expressed the hope that the
new feed grains program will be 1oady
for publication by Dec. 1.

Mr. Cromwell screened a slide pres.
entation describing the operations of
the new Peavey Company durum mill
at Hastings, Minn.

Ole Sampson of Edmore, N.D., was
chairman at the Tuesday morning ses-
sion. Harold Hofstrand, newly elecled
president of the U.S. Durum Growers
Association, presided in the afternoon.

Wheat Commission
Administrator

Melvin G. Maler has been named ad-
ministrator of the North Dakota Wheat
Commission, it was announced by Her-
man Schmitz of Williston, chairman.
Mr. Maler, 38, assumed his duties in
Bismarck Oct. 1, He succeeds Paul E. R.
Abrahamson, first administrator, who
died suddenly in July.

A native of Elgin, N.D,, Mr. Maier
most recently was a research cconu-
mist at North Dakota State University
in Fargo. He was assistant administra-
tor of the Wheat Commission from
1963 until 1867, when he accept-d the
position of European director of ‘irea!
Dlnins Wheat, Inc., a post he hel ' un-
ul 1871 Based in Roiterdam for ‘real
Plains Wheat, Mr. Maler initi d a
new wheat market developme: 8p-
proach, emphasizing timely servi and
information, rellable technical slst-
ance, and accurate reporting of + ket
intelllgence back to the U.S, My Ialer
established and maintained clo: per
sonal contact with leading grair -ade.
milling and allled companies ar  indl-
viduals throughout Europe.

Mr. Maler recelved baccalaure  and
masters degrees in agricultur: eco>
nomics from North Dakota Sta  Unk
versity and taught vocational : icul
fure in Williston before joini the
Wheat Commission in 1963,

Uncontrolled Market at Work

“In 1072, the American coi umer
bought her food supply, the best 10 his-
tory, with only 16% of her take home
income, the lowest percentage vver
any country. And it is likely to &2 low-
er in 1973, without price controls 0;"
food."—Ear] Butz, Secretary of Agrict"
ture,
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Remarks by Luurel C. Meade,
General Sales ‘Manager, Export
Marketizg Service,

U.8. Depariment of Agriculture,

United Btates Durum Show

IT 1S a great satisfaction to me tu
have this opportunity to attend your
Annual Durum Wheat Show this year.
1 know that for many years my predec-
essor, CIif Pulvermacher, was accus-
tomed to participating in this event,
and there was no group of people with
whom he felt more at home.

As many of you know, I became
General Sales Manager of the Depart-
ment of Agriculture at the time of
Clif’s retirement at the end of June.
While my whole life has been spent in
agriculture and I have traveled exten-
slvely abroad, this is the first job in
which export activities have been my
full-time responsibility.

It did not take me long to discover
that I had come into the front line of
the Department's export work at one
of the most interesting and challenging
{imes I could have done so.

For one thing, we are reaching new
horizons and breaking export records
with every month that passes. We
are scaling new heights in agriculture’s
contributions to the nation's balance of
payments.

And of course, we have been in the
national news more than ever before
in EMS's history because of our leading
role in the huge graln sales made this
year 1o the Soviet Union.

A little later, I would like to discuss
at some length, the Soviet sales and
what they mean to the farmers and all
the people of this country. But first
let's take a look at the over-all agri-
cultural export picture.

Record Total

In the fiscal year that ended last
June, we exported a total $8 blillion
in agricultural commodities. That was
the highest total in our history.

THE EXPORT

Exports of ollseeds and products
amounted to $2 billlon—the first time
any product grouping has ever reach2d
that level. Exports of livestock and
livestock products topped $1 billion for
the first time. And shipments of both
wheat and feed grains topped a billion
dollars each.

Exports took the vutput of 1 out
of every 5 acres harvested and account-
ed for $1 In every $7 of farm income.

The export market took over Lall of
U.8. rice and soybean production, near-
1y half the wheat, and about one-third
of the tobacco and cotton production.
The forelgn market was also important
for cattle hides, tullow, feed grains, non-
fat dry milk and numerous other prod-
ucts.

All in all, it was a memorable export
year. One thing that Is sometimes over-
looked is the fact that the export in-
creases we are currently achleving are
entirely in commercial sales. The PL-
480 program has held steady at around
$1 billion In annual exports for several
years, Meanwhile, dollar exports have
more than tripled since the mid-1950's
and have gone up almost 50 per cent
just in the last three years,

Another notable fact about this rec-
ord-breaking agricultural year is that
1072 will be the fourth stralght year
in which agriculture's contribution to
our trade balance has substantially sur-
passed that of the non-agricultural por-
tion of the economy. Our fuvorable ag-
ricultural trade balance reached nearly
$2 billion, while the negatlve balance
of the rest of our trade ran to nearly
three times that level.

Since the trade balance is one of the
chief factors in balance of payments, it
is obvious that agriculture is contribut-
ing more than its share to the effort to
keep the dollar strong.

Important to No. Dakota

Agricultural exporis are particularly
important here in North Dakota because
such a high percentage of your farm
production is shipped abroad. Exporls
brought North Dakota farmers ap-
proximately a quarter billion In in-
come In the 1972 fiscal year. That is
almost 30 cents of every dollar they
earned from farming—one of the high-
est percentages of any State in the
Nation.

So you have a big stake in the ex-
port market and particularly in main-
taining good markets for the high qual-
ity Durum and Hard Spring wheats that
you produce in such abundance. ot
your annual total of $250 million in
agricultural exports, wheat accounts
for nearly 80 per cent.
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SITUATION

This past year hos been a g one
for exports of both Spring whe  and
Durum.

For Durum, In fact, t wasa n rec.
ord year, with exporls of 44 llin
bushels, rqual to half the p vious
year's crop. And, on the basis of xport
payment bookings to date, It ripenars
certain that we will top that r:cord
in the current marketing year. The
growth in Durum exports from about
8 million bushels a year to nearly 59
million In just the past dozen years has
been a remarkable achicvement.

Even with our large exports, we face
a Durum carryover at the end of the
present marketing year of more than
60 million bushels—which is equiva-
lent to two years domestic food use.
This is chiefly the rem 1L of cxtremely
large crops in both 1371 and 1672,

With little change from yeur to year
in domestic use of Durum, exports fur-
nish virtually our only opportcnity for
expansion.

Major Marketing Problems

Unfortunately, we still have major
marketing problems In the European
Community, which has more than
doubled Its Durum production in the
last five years. It uses a high variable
levy against imports anu an almost
unbelievable guaranteed price to pro-
ducers of $4.54 per bushel, Last yeur,
our Durum exports to The European
Community dropped to only hull what
they were the year before, and only 8
blg gain In the United Kingd m pre
vented a sharp drop in our total xports
to Europe.

Japan has been a growth m: ‘el for
our Durum but dropped last * ar be
cause of the dock strike. We h e 8l
had a growing market in Alg 8, but
this is jeopardized by o long-t* | com*
mitment made to that country ¢ Ca%
ada.

Latin America, particularly ener®
ela, remains a promising Dur . mé®
ket for the future. Several ‘entral
American countries have swit ed 3"
most entirely from Hard Rec Winter
to Durum wheat for making | 52

The spring wheat pleture i some-
what different from that for Junm
Exports were down somewhal in the
1971-72 marketing season from 1 ¢ near:
record level the previous year. 'or h¢
current year, however, we ex: oct bY
far the largest Spring wheat uxports
n our history,

One reason for this is that we cxpedl
to regain much of our spring whea
market in Japan, ,which suffered
year from the dock strike and the ¢f

(Contlnued on page 14)
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@ There is no substitute for the engineering expertise
that comes with qxpeﬂonce. Buhler has it. Over one-
hundred years experience in the design and operation
of hundreds of modern, efficient macaronl plants and
machines In practically every country of the world
Where macaronl Is made.
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 Enginaering servioes Including design, plannirg and installa-
; tion ofoomploh macaroni processing plants
i It's anything to do with macaron plants or equip-
ment, t.alll_qp:the o:;'porla at Buhler Corporation, 8925
Vayzata Bivd., Minneapolls, MN 55426, 612-545-1401 /
r:ast’a‘m"rs_!lq;a‘,ol.fl‘q_o:‘ 580 Sylvan Ave., Englewood
Clitts, New Jersey 07632, 201-871-0010 / Buhler Broth-
ers (Canada) Ltd., Don Mills, Ontario, 416-445-6910.
e T macaron equipment for any bizs aperation: Kaove:

aQqu
world's || short goods press (4-screw, 16,000
Ibs. / hr, ||1 dwi boral
"humm ) dwarls iiuu Ib,/ hr, laboratory
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Export Situation
(Continued from page 12)

problem. Even more important is the
large volume of spring wheat business
that should result from heavy Russian
purchases of Hard Red Winter.

For example, Portugal has just made
a large cash purchase of spring wheat
for the first time. The United Kingdom
is looking to us for supplies which
Canada cannot provide this year, We
also antlcipate providing considerable
spring wheat to meet PL-480 needs that
would ordinarily have been filled with
Hard Red Winter.

1f we sell spring wheat in the volume
anticipated, it should bring our carry-
over at the end of the year down fo
around 200 million bushels, which will
be the lowest in the last four years.

Soviet Sales

This brings me to the Soviet grain
sales, which have been so widely dis-
cussed in the last month or so in the
public media and in the Presidential
campalgn.

While most of the events surrounding
this sale took place before I became
General Sales Manager, I have had oc-
caslon to become thoroughly familiar
with the transaction since. I must say
that I join Secretary Butz and other
Department officials in the great pride
we feel in a job well done on behall
of American farmers and the general
public.

Let me summarize the benefits of the
transaction briefly, as we s=e them:

(1) The Russian sales have increased
the farm value of farmers' crops this
year by about $1 billion. Most of this
is the rise in wheat prices, but corn
and soybean values have been strength-
ened too.

(2) We have reduced the total stocks
of grain in the country from what were
threatening to become burdensome lev-
els, without reducing them below the
safety point,

(3) The sales to Russia have cut the
cost of the farm program to taxpayers
by increasing the value of government-
owned grain, cutting storage costs, and
reducing payments under the set-aside
program both this year and perhaps
next year as well. These savings are
estimated at least a half-billion dollars,

(4) Since the grain will be paid for
in dollars, it will add an estimated $1
billion and perhaps considerably more
to our balance of payments.

5) The sales were conducted by the
U.S. private trade in the best American
tradition.

(6) The sales were made in frne and
fair competition with other eporters
through the use of export payments
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that have been used in our wheat pro-
gram ever since 1849,

(7) To the extent that credit Is used,
it will be our regular 3-year CCC Credit
at 6% per cent interest which we grant
to other customers, rather than on the
much softer terms which the Soviets
originally proposed.

(8) Rather than using the full $500
million In credit which was available to
them this ycar, the Soviets appear to
be paying principally in cash. Against
purchases estimated at $1 billion or
more, only $200 million in credit has
been applied for to date, and we doubt
that much more credit will be rought.

Biggest Year

With Russian wheat purchases Indi-
cated at 400 million bushels, the De-
partment now estimates total wheat ex-
ports for the year at well in excess of a
billion bushels. This will make It the
biggest wheat export year in our his-
tory by a wide margin.

As you probably read, the bulk of
the Russian purchases consists of Hard
Red Winter wheat. They have also
bought some Durum, of which more
than 3 million bushels have already
been shipped. To our knowledge, they
have not bought any Spring wheat.

However, or various, wheals are so
Interrelated that the price benefits of
the sales will b2 felt by all classes.
As 1 have already polnted out, the
Russlan preference for Hard Winter
will make this not only a record ex-
port year for that class but for spring
wheat, as well.

Some Anxiety

One aspect of the Russian business
that is of some concern is the anxiety
felt by several of our traditional ex-
port customers as to our ability to sup-
ply thelr need for the rest of this year
and the higher prices they anticipate
as the result of reduction in our wheat
export payment rate to zero for all
classes from all ports.

As n matter of fact, I returned only
a few days ago from a trip to the Far
East, where I led a government-indus-
try mission to discuss this situation
with wheat importing interests of Ja-
pan, the Philippines, Talwan, and Ko-
rea. These four countries have been
taking 25 to 30 per cent of all US.
wheat exportis.

The Japanese feel severe “sting" from
the price rise, although they, of course,
are quite capable of footing the bill.
The other three countries feel that
thelr economles will be severely affect-
ed by the rise in prices.

So far as supply is concerned, we
were able to give all the countries ample
assurance thal we can meet their needs,

although the situation on White -eat
and Hard Red Winter may be me.
what tight, As to price, there v not
much we could say to satisly the

While our export wheat price have
risen sharply in the past two 1 nths,
the prices of our competitors he-  also
risen, and we are fully comp itive
The fact is that the world appea: tobe
in a period of relatively high wvheat
prices for some time to come,

What the situation will be nest year
depends on crop conditions in many
parts of the world, Our objective s to
maintain stable condition that is fair
to both our wheat growers and our
wheat customers. That can mean walk-
ing a tightrope, of course, and we are
determined to use all the legislative
and administrative tools at our com-
mand to achieve that goal,

Over-all, there can be no doubt thal
our agricultural exports during the 1972
73 year will press ahead to a level of at
least $9 billion. In fact, they may come
extremely close to the President's goal
of $10 billlon, which was originally
targeled for 1976,

=1

Durum Estimate Down

Winter wheat estimates for 1872 is
unchanged from September with the
all wheat decrease in the month reflect:
Ing a reduction of 1,110,000,000 bushels
in durum, offset only in part by 8
623,000 gain for other spring. The du-
rum estimate at 73,694,000 bushels as of
Oct. 1 Is down 13,874,000, or 18 from
87,820,000 in 1871. The expected durum
yleld is 20.5 bushels per acre, sgalnst
the record of 31.9 in the precedig your
and 25 in 1870.

The Department points out 1 at du-
rum prospects declined slightly n Sep-
tember in North Dakota but v re ut
changed in other states, “Comt :ing o
durum wheat in North Dakota ‘as de
layed during much of Septer r 'b)'
unfavorable harvest weather i ludiné
some snow,” the Department cc ments
“Only 83% of the crop was k vested
by Oct. 3. Montana was also ‘elayad
by showers, morning dew an coolet
fall temperatures. South Dak a had
ended harvest by Sept. 1."

———

Anyone who isn't 100 per ceni salety*
consclous is asking for troub You
should always try to keep you- safely
attitudes, knowledge, and judgment &
100 per cent; then you will enjuy mor®
freedom from pain, more fun it WO
and play, and a longer life to do it allin
Stop and think about it—there
much that's more important.
Lioyd St
Grain Processing Co
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essing Show In Tehran, IRAN. (Clipping from Kahan Daily

Newspaper, Tehran,

Vaughn Gregor, President of Aseeco Cor,

. poration explains
the activities of Aseeco International in Engineering olpAulo-
mated Food Plants to Dr, Bakhtlari, the Secretary of Com-

merce of IRAN.

1830 W. OLYMPIC BLVD., LOS ANGELES, CALIFORNIA 90008
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Spotlight on Wheat

By Kenneth L. Cock,
Agiicultural Development Depariment,
Burlington Northern

Wheat belongs to the genus ‘Triti-
cum' of the family Graminese (the
grass family). The basie uses for the
product can be outlined as: (1) leav-
ened baked products, (2) breakfast
foods, (3) semolina, (4) starch and glu-
ten, (6) feed for livestock and (6) non-
food Industrial uses. The primary use
of wheat I8 In human food products.
About one-fifth of the world's calorles
are provided by wheat, slighly more
than rice,

Wheat was harvested from over 48
million acres In the United States in
1971, producing a record crop of 1,640
million bushels. This output represenis
14 per cent of the world production
which was also a record in 1871

Classes

The five basic classes of wheat are:
Hard red winter, Soft red winter, Hard
red spring, Durum and White. In the
United States, over 50 per cent of the
total production is Hard red winter,
while Hard red spring represents about
17 per cent. These two classes represent
the major sources of bread flour. Du-
rum wheat, which is the smallest class,
is used almost exclusively for the man-
ufacture of semolina flour from which
macaronl and related products are
made,

Leading Producers

The leading wheat producing states
in 10871 were:
All Wheat: Kansas, North Dakota,
Washington, Montana and Nebraska.
Winter Wheat: Kansas, Washington, Ne-
braska, Colorado and Oklahoma.

. Durum Wheat: North Dakota, Montana,

South Dakota, Minnesota and Cali-

fornia.

Spring Wheat: North Dakota, Minne-
sota, Montana, South Dakola and
Idaho.

North Dakota produces over 50 per
cent of the nation's Hard red spring
wheat and over 80 per cent of the
Durum. The combination of Washing-
ton, Nebraska, Colorado and Montana
harvest 30 per cent of the Winter
Wheat in the United States.

For the year 1870-71, the total domes-
tic disappearance of wheat was 787 mil-
lion bushels, Of this 66 per cent was for
food products, 26 per cent for liveslock
and eight per cent for seed. Flour ac-
counted for 87 per cent of the total used
for food. Wheat milling is centered in
the North Central region of the United
States, In 1971, Kansas was the leading
state, grinding 76 milllon bushels of
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The following shows production by states (000 bushels) for 1871:

Kansas No, Dakola Wash, Monl. Neb. Colo. Minn,
All Wheat 312,605 285231 118,821 112,011 107,436 70620 57,014

Winter 312,605 2,040 109,800 54,810 107,436 69,552 868
Spring - 205,181 9,021 63,521 — 1,368 54,606
Durum —_ 78,000 —_— 3,680 — -_ 1,540

wheat for flour with Minnesota second,
milling 64 million bushels.

Transporiation

Transportation is very important in
the marketing process of wheat, Pro-
duction takes place in areas of limited
population, consequently, the product
must move to areas of dense popula-
tion for consumption. Depending upon
the end product, wheat may move once
or several times between the producer
and consumer, Burlington Northern
serves most of the major wheat pro-
during states and plays a leading role
in the movement of this important
commodity. For the calendar year 1970,
Burlington Northern moved 334 mil-
llon bushels of wheat which represents
22 per cent of the Nation's disappear-
ance for that period. In 1071, which
was affected by the dock strike, 283
million bushels were moved (19% of
the disappearance). In 1872, 400 cov-
ered hoppers and 700 conventional box
cars are belng added to the company’s
fleet of approximately 0,000 covered
grain hoppers and 31,000 box cars
in grain service. The magnitude of the
movement of wheat 1s indicated by its
relationship to other commodities. In
the grain and grain products area, 42
per cent of the revenues come from
wheat. Of the grain, food and agricul-
tural products total, the wheat revenue
represents 23 per cent.

The marketing of wheat is quite
dependant upon export. For the 1870-
71 marketing year, 730 million bushels
were exported which represents 48 per
cent of the total disappearance of wheat.
In 1968-70, 608 million bushels were
exported which compares with the rec-
ord 867 million bushels in 1965-66. The
number one destination of wheat in
1970-71 was Japan, receiving 108 mil-
lion bushels or 14 per cent of the total.
Korea was second followed by India
and the United Kingdom. Exporis from
the West Coast and Californla for 1870-
71 totaled 214 million bushels. (The
dock strike will have an adverse ef-
fect on the 1871-72 figure.)

Durum Production

Productlon of durum wheat is fore-
cast at 73,046,000 bushels as of October
1, compared to last year's crop of
87,820,000, North Dakota will produce
66,552,000 bushels, down 15 per cent
from 1871,

At International Multifoods

Don Pemrick has been named senior
account executive for durum products
in the U.S. Industrial Foods Division.
He succeeds the late George Hack-
bush, Pemrick joined Multifoods in 1060
and was administrative manager in the
durum department prior to his promo-
tion.

Succeeding Pemrick as durum ad-
ministrative manager is Jim Streetar.
Formerly, he was export sales office
manager for Industrial Foods and came
with the company in 1862,

International Multifoods
Ahead in Quarter

Net earnings increased 11 per cent
on a T per cent sales gain for Interna-
tional Multifoods here in the second
quarter ended Aug, 31,

The company reporfed net earnings
of $12,171,000 or 62 cenis per common
share on sales of $121,765,000 compared
with net earnings of $11,053,000 or 68
cents per share on sales of $113,705,000
in the similar period a year ago.

For the six months, the company re-
ported net earnings of $3,650,000, up
10 per cent over the $3,277,000 in the
first half last year on sales of $238,-
700,000 up 8 per cent over the $220,
315,000 last year. Earnings per share
were $1 compared with 87 cents a year
ago.

During the second quarter last year,
Multifoods had a public offering of
300,000 new common shares,

President Willlam G. Philllps said
that all operating divisions of the com-
pany were profitable at midyear and
that operating earnings from Interna-
tional and agricultural products divi-
sions along with its Mister Donut fran-
chise chain were significantly higher
than a year ago.

He sald that earnings from the King
Foods frozen portlon controlled ment
business were down for six months bul
that Phase 2 price rellef has been ob-
tained.

The company's consumer products
division has applied for price increnses
for its Robin Hood flour and Kaukauna
Klub cheese products, he sald, adding
that if the Price Commission should
fall to allow such incremses, the con-
sumer products division would be hurt
despite higher sales for many of th
consumer lines, g
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and Best Wishes
for a Healthy,
Prosperous and

Happy New Year

D. MaLpaRl & Sons, InC.

557 THIRD AVE.  BROOINLYN, N.Y., US.A. 11215
Telephone: (212} 499-3555
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A D M Broadens
Earnings Base

“Another highly successful" year,
marked by substantial broadening in
the earnings base and emphasis on solv-
ing problems of proteln malnutrition
around the world, is spelled out in the
annual report of Archer Danlels Mid-
land Co. The report, for the fiscal year
ended June 30, 1972, says that the suc-
cessful year was achleved even though
a six-week dock strike serlously cur-
tailed exports in the second quarter.

“The same factors that are contrib-
uting to our current success promise
acceleration of our growth in the years
ghead,” Donald B, Walker, president
and chief operating officer, and Dwayne
O. Andreas, chief executive ofticer,
state in the annual report.

Net sales and other operating in-
come of ADM for the 1871-72 fiscal
yoar amounted to $675,857,319, com-
pared with 659,799,515 in previous year
and $443,383,662 for the year ended
June 30, 1870.

Net earnings for the 1872 fiscal year
aggregated $11,300,819, equal to $3.40
a share on the common stock, against
$12,158,119, or $3.83 a share, in the pre-
vious year. For the year ended June
30, 1070, ADM's net was $8,787,355, or
$2.76 a share,

Sales for the 1072 fiscal year were
the highest on record while net in-
come was excceded only by previous
year.

Dividend payments on the common
stock in the 1972 fiscal year totaled
$3,338,846, against $3,170,633 in the pre-
ceding year, with the rate per share
unchanged at $1.

Structure
Structure of ADM Is explained by

, Mr. Walker and Mr, Andreas as fol-

lows:

“ADM Is a decentralized ‘family’ of
organizations, each independently op-
erated, but all engaged in the process-
ing and marketing of agricultural prod-
ucts In one form or ancther and all
under close central coordination, This
unique organizational structure gives
us the advantage of both decentraliza-
tion, making it possible to take maxi-
mum advantage of all profit poten-
tlals of interrelated operations.

“Today we enjoy two great strengths
in our company, both of which we con-
tinue to nurture. One iz a dedlcation
toward maintaining the most efficient
and low-cost operations in our indus-
try; the other is a managerial group
whose competency, enthusiasm and
plain hard work permeate the entire
organization.”
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In regard to the ADM Milling Co
subsidiary, of which H. D. (Joe) Hale
is president, the report says:

“This suusidiary, which encompasses
all ADM ~theat, durum and dry corn
milling operations, continued to im-
prove its service to customers and to
meet the worldwide need for protein-
rich foods.

It is estimated that by 1875 more
than 1,000,000 tons of food, equivalent
in protein value to skim milk powder,
will be needed.

“An important part of this need will
be satisfled by WSB (wheat soy blend)
and CSM (corn soy milk blend) pro-
duced by ADM.

“we are working closely with the
U.S.D.A., the United Nat.uns, state, lo-
cal and forelgn governments, and many
public and private welfare and re-
ligious agencles to introduce these low
cost, nutritious foods in child care cen-
ters, schools, and fleld kitchens around
the world.

wpacilities at mills and terminals
were also further expanded and im-
proved this year, Shipments are made
in bulk or in bags by rall, truck or
barge and we now offer the best service
available for the baking industry.”

Nutrition Key
In Protein Work

Declaring that proteln research holds
the key to world nutrition, the annual
report of Archer Danlels Midland Co.
makes the following observations:

“One of the most serious problems
mankind faces is protein malnutrition.
Since some 50% of the available pro-
tein in the world exists in the form of
cereals such as wheat, corn and rice,
one of the most practical and promis-
ing ways to deal with this nutritional
crisis Is to increase not only the quan-
tity of protein in cereal products, but
also quality. Through many years of re-
search we have greatly enhanced the
value of soy protein to mankind. Not-
able achlevements toward solving the
world's food problems already have
been made with CSM (corn soy milk),
WSB (wheat soy blend), soy fortified
bulgur and soy-enriched macaroni, all
being processed by ADM,

“The use of nutritionally blended
products made from non-animal pro-
telnaceous material is In its infancy.
The future is bright for accelerated ad-
vancements In this direction, as well as
in the whole area of engineered pro-
tein foods, whether they be cereal-soy
blends or other combinations of vege-
table and animal protein materials.

“In addition to the blended prod-
ucts, ADM research is continuing its

efforts in creating new types of TVP
brand products for an expanding mar-
ket."

Gooch Foods

Emphasis by Gooch Foods, Inc., head-
ed by Arvill E, Davis, on institutional
sales is noted in the ADM report. A
special institutional department was es-
tablished and institutional distributors
were added to customers.

“We began expanding Into 1:w
areas,” the report says of Gooch Foods,
“TVP and high protein macaronl prod-
ucts have been Introduced in schools,
nursing homes and fast food chains
with excellent acceptance. We are get-
ting distribution for our special insti-
{utional-type pancake mix and expect
1o add related mix items to this line
soon. The addition of a complete line
of entrees for the food service industry
is also under consideration.

“In addition, a new line of ‘health
foods’ Is being developed for the gro-
cery trade. The line will include bulgur,
wheat soy grits and high protein maca-
ronl, spaghettl and noodles, unbleached
flour, stone-ground whole wheat and a
new high protein soy pancake mix."

At Minneapolis Exchange

Alvin W. Donahoo, secretary of the
Minneapolis Graln Exchange, has as-
sumed the duties of George Wilkens,
executive vice-president of the ex-
change, according to Anthony C. Owens,
president.

Mr. Donshoo has been secretary of
the exchange since 1059, is a natlve of
Moravia, Jowa. He has BA, and M.A.
degrees from lowa State University
and recelved a Ph.D. in education, with
emphasls on vocational agriculture,
the University of Minnesota in 1854,

He has served as a consultant to the
Unlted Nations on education programs
in Iran, Trinided, Bolivia and Ecuador,
and Is co-author of a book, “Profitable
Farm Marketing."

Wilkens Joins Heinold

George Wilkens resigned as execu-
tive vice president of the Minneapolis
Grain Exchange and jolned Helnold
Commodities, Inc,, as assistant to the
general manoger. He succeeds Larry
Sarsonn.

Mr, Wilkens holds B.S. and M8, de-
grees from the University of Minnesota.
Before recelving his M8, in agricul-
tural economlcs, he was a vocational
agriculture Instructor,

He joined the Minneapolis exchange
in 1849 as assistant to the vice-presi-
dent and has been executive director
since 1054. .
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WE SHALL RETURN

The Winter Meeting of the
National Macaroni Manufacturers Association
will be held January 24-28, 1973
at the Doral Country Club, Miami, Florida.

Convention rescrvation forms as well as room
reservation forms available from the office of

P.O. Box 336, Palatine, Illinois 60067
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the Pure. Golden Color of Quahty

King Midas Semoling and Durum Flour
Quality with a runming start on all the others

PEAVEY COMPANY
Flour Mill
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SUMMING UP

HEN 1 was asked to pariiclpate

onthls program, my first reaction
was negatlve. Then I decided that it
would be unfair not to do so.

1 address you in humility, not to
bonst of mighty deeds accomplished. 1
approach this assignment with trepida-
tion. Bob Green suggested that I act as
“anchor man.” This placed a responsi-
bility upon me that 1 was unwilling to
assume and it Inhibited me from saying
some things I wanted to say.

However, it seems to me appropriate
to express on behalf of our industry our
thanks to the participants in this pro-
gram. Of course, I am always partial to
Jeanne Voltz who first appeared on our
program back in January, 1056 and
spoke to us on the trials and tribula-
tions of a food editor., As you all wit-
neased, she has lost none of her effec-
tiveness,

We are grateful, too, to Joseph B.
Goldberg of King Cole Markets and to
A. Edward Evans of the Pantry Food
Markets, and Consultant Harold Bud
Ward for bringing us their views on
distribution and consumer responsibil-
ities,

I think also we have learned a great
deal from Charles B. Foll, Julian H.
Taylor, and Harold Halfpenny.

Our friends and competitors on the
management panel have enlightened us
on how business is done in various re-
glons of the country. I am not sure that
they all have been entirely truthful, I
will touch on one of my pet peeves in a
moment or two. Notwithstanding some
reservations that I may have, we are
grateful to the panel for the insights
they have glven us into their opera-

tions.
Responaibilities

Much has been sald here as to indus-
try responsibllities, distribution, manu-
facturers' responsibility to the con-
sumer, chain store responsibility to the
manufacturers.

A marketing professor recently
volced a widespread sentiment: “Some
times it would appear that the legiti-
mate business has to be protected from
the would-be protector of the con-
sumer,” as In the case of the false botu-
lism scare, and the flasco about phos-
phates. Right now we are supposed to
shun hexachlorophenes but I refuse to
get excited about it, figuring the
chances are good that in a week or a
month the FDA will sound the “all
clear” and we will be off chasing some
other dread subject.

You are all aware of the actlvists, the
Naders, the Turners, the Choates, etc.

22

by H. Edward Toner, Chairman, C. F. Mueller Company,
at the 6Bth Annual Meeting, N.M.M.A,

who are riding on the wave of con-
sumerism; who are, In fact, to a sub-
siantial degree responsible for all the
anti-business bulldup. More of these at-
tacks are now being centered on the
food industry and the pace continues to
accelerate, but when subtle trends and
pressures begin to make their appear-
ance, when measures of momentary ex-
pediency are adopted without due con-
cern for their long range impllcation,
when shift in public philosophy begin
to re-define and reshape the basic prin-
ciples of our soclety, it is possible for
drastic inroads in economic freedom to
occur before any but the most vigllant
see what Is happening and in what di-
rection we are moving.

Government Controls

The present pattern in business man-
agement s influenced materially by the
number and extent of government con-
trols. Not only have they complicated
the task of management but they have
forced the business manager to give the
government a share in policy deter-
mination. In fact, managers understand-
ably have a feeling that the govern-
ment sits in as a partner in the making
of many decisions.

Everyone in the food business must
be concerned by the number and va-
riety of demands belng voiced by the
consumer advocates for government
regulation of the Indusiry. These de-
mands cover the full gamut of opera-
tlons—enti-corporate farming legisla-
tion; plant inspections; standards of
packaging; ingredlent, nutrient and
grade labeling; unit pricing; and adver-
tising.

To be faced with a crisis is not new,
The dangers that have been observed
or fancied in our galloping crisis have
Inspired an almost engulfing flow of
verbal and written commentary, Our
rhetoric has pealed all the alarm bells
of danger ahead, However, I believe our
industry merits the confidence of the
consuming public. We have responded
and responded well. Our Industry Is
more competitive than it was a few
years ago.

Performance and Accountabllity

It would be presumptuous of me to
tell you how to run your businesses. We
do, however, have the right to demand
performance and accountabllity in the
market place. Therefore, it seems timely
to take a hard nosed look as to what is
happening In our Industry. There used
to be a catchy heudline in an adver-
tisement for halitesis remedy: “Even
your best friend won't tell you." I pro-

H, Edward Toner

pose to reverse that slogan somewhal
by telling you, my friends, some truths.
It is, of course, true that there Is too lit-
tle information on deals and allow-
ances. Certainly, however, in our indus-
try they have reached an all-time rec-
ord proportion. Harrison Dunning, for-
merly head of Scoit Paper, once said:
“Deals are only a license to hunt. They
don't guaraniee anything." Retailers are
up to their hips in deals of every con-
celvable size and shape.

I have no desire to impinge on Mr.
Halfpenny's territory. He is counsel to
the Assoclation and I am sure will be
glad to point out to you the risk which
you might encounter if you violate the
Robinson-Patman Act.

Integrity

I am asked from time to time: “Why
do you belleve your company is suc-
cessful? There are so many aspects
that I could cover, that I feel like a mo-
squito in a nudist camp.

One of the answers is, thal we abide
by the rules of the game. This observa-
tion is not to detract from our philoso-
phy that success depends on people—in
the plant, in the field, and all the way
along the line from top to bottom. I re-
call that 1 touched on these aspects
some years ago when privileged to talk
with you. Our customers know that if
we have a promotion in a territory,
every customer will have an oppor-
tunity to particlpate on the same basis.
We do not and will not pay under the
counter for any purpose whatsoever.
One of the most important keys to the
success of any company is integrity—
integrity in management; Integrity of
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products; integrity in advertising; In-
tegrity, If you please, in doing busincss.
All customers of our company are
treated on proportionately equal terms.
Let me point out that a manufacturer
who tries to get distribution and shelf
space by buying its way in will not suc-
ceed In the long term.

A temporary success by this methnd
{s not good business, in my opliio:.
Also, in my opinlon, it docs neither tae
industry nor the company involved any
long term advantage.

The record ls full of cases against
munufacturers and retail outlets for
violation of the Robinson-Patman Act.
Do not jeopardize your own company
or even more importantly, your cus-
tomer, by using unlawful and illegal
deals, Some times it takes a lot of
scratching around to get out of a situa-
tion you were just itching to get into.

I do no want to appear to be sancti-
monlous by these remarks. But I repeat,
you get nowhere In the long run by il-
legal deals, You may not like what I am
saying but I do so in your own good.

Up to this point I have not exhibited
my usual optimistic approach to busi-
ness, However, I am not like the deep
sea diver who scarcely reached the bot-
tom when a message came from the
surface which left him in a dilemma:
“Come up quick,” he was told, “The
ship Is sinking.”

Take Heart

Statistics taken from Progressive
Grocer and SAMI research should
strengthen your bellef in the future of
your industry, Some of these conclu-
sions may be summarized as follows:
(1) Macaronl category dollar sales have

shot up 27% since 1867. Unit sales
have gone up 22% in the same
period.

(2) Based on reclpe ingredients, indus-
try sources estimate that for every
dollar of macaroni products sold,
$6.25 is sold in related ltcms.

(3) Macaroni boasts an average gross
profit of 25%, returns of $5.83 for
each dollar invested in shelf inven-
tory, compared to a $4.96 average
for all other groceries and non-
foods,

(4) Demographlcs are important. In cer-
taln ethnic areas, primarily Italian,
German, European, Jewish and Ne-
gro areas, pasta sales are often bet-
ter than average. The average Ne-
gro family eats one and one-half
times as much elbow macaroni as a
white family.

(8) SBocio-economic factors are also im-
portant. Progressive Grocer's A & P
research showed that while the
macaronl category averaged $105
in weekly sales in a composite of
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five store study, sales were $240 per
week in a small town store, $270 in
a store serving malnly young
families, and $307 per week in a
heavily trafficed A & P discount
store,

(6) Over the years major studies and
Progressive Grocer showed maca-
roni as a category rising from
0.51% total grocery sales to 0.B1%
of total grocery sales. Dollar sales
per item have gone from $3.05 to
$4.76. As a total percent of total
grocery margin, the macaroni cate-
gory clearly shows its profitability.
From a percent of grocery margin
of 0.65% in the Colonial Study,
A & P research indicates the cur-
rent percent is 1.09%.

In closing, may I suggest that I know
you belleve you understood what you
think I said but I am not sure that you
realize that what you heard Is not what
I meant.

Mueller's Makes Changes

New packages give Mueller's maca-
roni products a bright new look. Color-
fully designed, these packages bring
new life to the Macaron| Sectlon and at-
tract even more consumers to this popu-
lar brand.

A new advertising campaign is back-
ing up the product line. Using the long-
est continuous spot television campaign
in Mueller's history, a memorable, new
serles of commercinls will tell their
story. The theme: “Nothing goes with
every!ning like Mueller's."

Mucller’s Classic Recipes cook book,
with 160 pages of deliclous, kitchen-
tested recipes, will be launched with an
offer on all new packages. To back up
this important consumer promotion,
there will be a speclal publicity cam-
paign for use by newspaper food edi-
tors and on radlo homemaker shows,

To consumers, the company an-
nounces: “Naturally, we didn't change
the taste of Mueller's” And to the
grocer, they say: "As always, you can
rely on the Mueller's Man. With his
merchandising and point-of-sales ideas,
he can help you gain better profits
through better setups of your Macaroni
Section.”

Working Woman Is No. 1
Retail Ad Target

There are 32 million working women
in the United States “for whom the
bells toll” each and every morning.

In 1071, for the first time in U.S, his-
tory, there were more women between
18 and 64 holding jobs than staying at
home and keeping house. In facl, 51 per
cent of all American women between
Lhose ages are now in the labor force.

But the working woman is also the
retailer's No, 1 customer. How do you
appeal to her In the supermarket? By
price advertising? Services? Special pro-
motions?

These were some of the questions
asked ul the closed Super Market In-
stitute conference for ad managers, ad
directors and others responsible for
od functions in SMI member firms.

Focus of the three-day session was
the American Newspaper Publishers
Assoclation's Bureau of Advertising
study of working and non-working
women.

The Bureau of Adverlising presenta-
tion stressed that today's working wom-
an has “more money to spend, buys
more high-margin convenience prod-
ucts, has very strong store likes and
dislikes. She needs all the hours she
can get, and the longer store hours offer
a natural appeal. She wants all the
rhopping help she can get, so she wants
advertising that Is clear and useful and

(Continued on page 25)

Advertising

Television advertising may pass the
%4 billion mark in 1872, according fto
the industry-sponsored Television Bu-
reau of Advertising. TV commercials
posied their firit $1 billlon year In
1955, the year after they moved ahead
of both magazine and radio ads. The
second billion was topped eight years
later and it took another five years to
absorb the third billion.

If $4 billion is hit in 1872, the time
interval for the latest billion will have
been cut to four years. But so far at
least, TV still runs well behind news-
paper advertising volume which, ac-
cording to an eslimate by Interpublic's
McCann-Erickson unit, may reach a
record $7 billion this year.

WHERE THE AD DOLLAR GOES

(in Millions)

Direct
Television Nowspapers  Magasines Radio Mail
1854 $ 809 $2,005 $ 608 $ 559 $1,202
1085 1,025 3,087 729 545 1,200
1063 2,032 3,804 1,034 789 2,078
1968 3,231 5,265 1,318 1,180 2,612
1871 3,535 6,250 1,399 1,400 2,050

1872 4,000E 7,000E 1,475E not available
23
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Advertising Target
(Continued from page 23)

as ensy to get around in as your store
nisles. She is o natural target for frozen
und other convenience foods, And she's
w natural target, too, for specific ad-
vertising in the newspaper,

The burcau recommended that super-
market operators make the working
woman's shopping casier, save her time
by providing more services, and al-
tract her attention with creative adver-
tising that mukes “selective appeals to
her epecial fiierests and needs as o
working woman."

Dr. John Allen, director of food sys-
tem cconomics and management pro-
gram, Michigan State Universily, East
Lansing, led conference discussions on
such topics as Price Advertising, Con-
sumerism us an Advertising Opportun-
ity, Government Regulations, Impact of
General Merchandise, New Trends Serv-
ices and Principles of Good Adverts-
ing.

About 69 MS1 member compunies’ ad
representatives attending the meeting
were advised on ways to organize more
cffeetive  advertising  departments in
their firms, with emphasis on closer
working relationships with sales, oper-
utions and buying personnel, according
to Allen,

“There was a significamt indication of
increased professionalism among the ad
people,” he told Supermarket News dur-
ing u break in the sessions.

Siresses Basics

On advertising policy, he said the
basic question was really to establish
marketing objectives, “take your basic
strengths and build with them." SMI
members were told that if any of the
necessary ingredients—advertising, mer-
chandising or people—were missing,
“you have diluted your advertising.”

Additionally, delegates were remind-
ed that “you won't get good adverlising
in the very complex organization thal
the food business is today without en-
lightened management.”

A show of hands during the con-
lieenee, Allen also reported, showed
thet "a much larger number of SMI
member companies are using advertis-
ing agencies than last year.”

One afterncon session was devoted
1o the advantages and disadvanlages of
price advertising, image advertising and
u combination of both. Among pluses
for price aivertising, as one executive
summed it up for people atlending, are
casily created ads, convenience for cus-
tomers making shopping lists, ease of
store handling and low-price image.

But the official reportedly also ques-
tioned whether this is enough for a
supermarket retailer (“There is more
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THE 25TH ANNUAL CONSUMER EXPENDITURES STUDY OF GROCERY
PRODUCTS appears in the September, 1872 issue of Supermarketing Magazine
The following statistics are given for macaroni products: (Dollars in thousands)

Value of Total 9
Toial Amouni Spent % ol @, Grocery Change
1971 Domaestic In Grocery Total to Tolal frem
Consumption Siores Biore Consumption Prev. Year

Spaghetti $147,030 $148,210 A8 75 11
Macaroni 159,250 102,840 13 65 14
Nuoodles 127,800 41,310 10 tid 0.8

TOTAL $484,980 $332,460 Bl (i} 1.1
1970
Spaghetti $195,740 $146,500 19 75 4.9
Muacaroni 157,030 101,550 ki 65 4.6
Noodles 126,760 80,600 .10 4 1.7

TOTAL $479,530 $328,650 42 49 30
1969
Spughetti $186.600 $130,520 19 75 4.2
Macaroni 150,120 96,810 13 64 3.6
Noodles 124,640 70,640 Al 4 4.2

TOTAL $461,360 $315,070 43 o8 4.0
Rice—1971 $190,000 $137,420 AT 72 0.5
Rice—1870 173,530 125,550 .14 72 1.6
Rice—1069 174,350 127,500 AT 72 4.1
Soup Mixes—10871 § 58,440 $ 56,810 07 HIH 6.2
Soup Mixes—1070 55,950 53,580 07 ] 1.4
Soup Mixes—1960 53,300 31,130 07 il 5.4
Bouillon—1871 $ 20,570 $ 18,580 02 a0 6.4
Bouillon--1870 19,510 17,630 .02 90 21
Bouillon—1069 19,110 17,280 .02 90 4.8

to the way n woman shops for her fam-
ily™). The supermarkel operator, it wus
stressed should sell services as well as
products, particularly in today' com-
pelitive climate.

Price advertising can be effective in
drawing new customers, but it could
entail risks depending on who has “the
right item at the right price,” the chain
official told ad managers. He suggested
the operator might betler try to sell
store services plus prices. And some
retailers have been highly successtul
without resorting to price advertising,
he said.

Advertising is not a “cure-all” and is
elfective only when tied into a good
operation, it was emphasized.

A wholesaler also urged his colleagues
to use advertising to “inform and edu-
cale” customers about the food busi-
ness and such issues 0s consumerism,
nutrition, high cost of food and ecology.

—_—

Fast Sale
“Against a mighty din of point-of-
purchuse materials, print advertising,
TV and radio commerceinls, brochures,
coupon promotions, road signs, und jus!
abeut every concelvable gimmick the
mind can devise, the package has 1o
tell o finul sales-clinching story, quickly
and effectively.”
Walter P. Margulies
in "Packaging Power,”

How The Average Shopper
Spent A $20 Bill
1971 1970 1569

Perishables $0.72 $9.78 $9.85
Buked Gouds 85 .85 88
Dairy Products 143 141 143
Frozen Food 08 47 100
Meat, Fish, Poultry 443 4531 454
Produce 203 202 200

Dry Groceries,
which includes
Macaroni "'roducts .08 .08 09

Rice .03 .03 A3
Non-Foods
Heulth and
Beauly Aids ) T 67
Housewares At .20 .20
All other

Non Fouds 1.51 150 L4

Marvin Pearlman Moves

Effective Junuary 1, 1873, Murvin
Pearlman will assume the Presidency
ol A-1 Foud Distributors, Ine. In order
to devote his full time to the rapidly
expanding A-1 Food Distributors, Inc.,
Mr. Pearlman will relinquish his du-
ties as Vice President of Western Globe
Products, Inc.

In his new role, Mr. Pearlmun has
full support of Robert William, Presi-
dent of Western Globe Products, Ine.
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When the Roof Fell In

How well would your business sur-
vive if the roof fell in?

This happened, literally, at Golden
Graln Macaroni Company right at a
time when it had invested millions of
dollars in a new preduct line.

On Friday, August 25th, the packag-
ing line was working round-the-clock
shifts In the Golden Grain plant in the
Chicago suburb of Bridgeview. Tals
160,000 foot production facllity on 10
acres of site was chief source of supply
to mid-west and eastern markets. In
addition to tha thousands of cartons of
Rice-A-Ronl and otter Golden Grain
products, new lines were pouring out
“Stir-N-Serve" packa<es, a new con-
venlence fuod that had received favor-
able response in its Western test intro-
duction.

Chirago was afflicted with a report~d
7 inches of rain In two hours, the
worst storm in 1872, Suddenly and
without warning, sewers backed up
Into drain pipes locut~d in central sec-
tlons of the roof. With a shudder, roof
beams sageed under a raoidly-forming
pond. High winds, another sag, and
then collapse at 9:30 p.m. Roof and
beams fell on the 20,000 square foot
packaring aren, trapping 40 workers,
oand Injuring eight.

The Show Goes On

The dismal drama of ambulances and
fire enpines and removing the injured
lasted four hours. Golden Grain's gen-
eral executlve, Vincent DeDomenico,
flew at once to the accident scene.
Once the disaster and the injuries were
faced, he and others of Golden Grain's
management looked out on the bleak
prospects that has served to provide
plot for so many movies—"the show
must go on!" Snecifically, hundreds of
distributors and tens of thousands of

. retall outlets still had to b= supplied.

Quirk calrulation showed there
would be no Chi~aro production for at
least two weeks. Emergency buttons
were pushed by DeDomenico to starl
Immediate supplementary production
in San Leandro, California, and Seatile,
Washington plants—with cross country
transportation receiving Immediante
priority,

These measures plus a sirong co-
operative effort of all plant personnel,
served to malntain adequate supplles
for the established Rice-A-Roni prod-
uct line. New products were sidelined
unti! the pressure could be alleviated.
Stir-N-Serve Introduction in Easlern
markets was postponed from Sepiem-
ber to November, but the Golden Grain
supply train rolled thru to the con-
sumer without interruption.
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A heaplng spoonful of Prince's new
golden cheese dinner at point of sales
looks renl enough to escape off the box
and into the consumer’s mouth. Selame
D:sign Associates, Newton, Massachu-
setts used this deslgn approach to invite
tha shopper 1o a personalized taste ex-
perience. The client, Prince Macaroni
Manufacturing  Company, Lowell,
Massachusetts decided to contrast their
pasta and cheese dinner package with
the highly competitive brand.

Selame chose warm background
colors of burnt orange or cinnamon
brown, because they are complemen-
tary to the golden product and set the
Prince product apurt froin the compe-
tition whose background colors are
blue.

The verbal message, a minimal
amount of copy in a contemporary

L BRRR| oL

hells &
Neddar

letterstyle, is large enough to read as
a billboard on supermarket shelf dis-

plays.

At North Dakota Mill

Appointment of Howard Berg as soles
manager, Spring Wheat Division, of
North Dakota Mill & Elevator, was
announced by Sam Kuhl, general man-
ager.

Mr. Berg will be responsible for the
sale of all bakery and family flour and
millfeeds. He succeeds Lester M. Dorr,
who has just retired after 46 years in
the flour business.

Mr. Berg joined the North Dakotn
Mill in 1858. He is a native of Minnesota
and a graduate of the School of Agri-
culture of the University of Minnesota.

The new spring wheat unit at the
Grand Forks plant, and also a durum
unit, recently began operation after a
fire in July, 1970. The spring wheat
unit produces family flour under the
Dakota Maid brand for distribution in
the Upper Midwest and bakery flour
sold to major metropolitan areas,

Don Gilbert, durum sales manager,
has taken over responsibilitles former-
ly handled by Louis A. Viviano, Jr.

Pasta Penny Pointers
(Continued from page B)

pare peas and carrots according to pack-
age directions and reheat reserved
cheese cauce, Unmold German Nocdle
Ring onto large platter. Pour cheese
sauce over ring and fill center with peas
and carrots. .
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FIRST BRITISH

THE first factory ever to be bulilt in
Britain specifically for the produc-
tion of pasta, was opened at Great Yar-
mouth, June 27th, by the Rt. Hon.
James Prior, Minister of Agriculture,
Fisheries and Food.

The plant, built by Pasta Foods of St.
Albans, is presently capable of pro-
ducing some 5,000 tons a ycar of spa-
ghetti, macaroni, lasagne, noodles and
similar pasta products. It is intended
that it will eventually have a capacity
of well in excess of 20,000 tons.

Largest in Britain

The company s the largest pasta
manufacturer in Britain and one of the
largest in Europe outside Italy, With an
output of 12,500 tons a year from its
original factory at St. Albans, it sup-
plies roughly half of all the pasta con-
simed In Britain and is developing a
healthy export trade with the Middle
East and in Africa.

The new plant, bullt at a cost of three
quarters of a milllon pounds, is de-
signed to absorb the increasing demands
being made upon the St. Albans factory,
to cater for the even greater demand
that is confidently expecied from the
home market in the near future and to
take advantage of the trade oppor-
tunities that will arise as a result of
Britain's entry into the European Com-
mon Market.

Consumption Climhing

Britain's consumption of pasta has al-
most doubled over the last decade. In
1962, the average consumption was only
11 ounces per head of population per
annum; today the figure is 1 1b. 3 oz
Moreover, Britain Is producing a much
higher percentage of her own pasta re-
quirements. In 1065, when Pasta Foods
was formed, UK production amounted
to 14,000 tons a year, with a further
7,100 being Imported. In 1871, British
production was approximately 24,300
tons, with imports of 9,250 tons, so that
whereas home production has risen by
70 per cent, imports had grown by only
30 per cent.

One of the reasons for this is that
British manufacturers have Insisted
upon a rigid adherence to the highest
standards of quallty, while imported
products are frequently made from In-
ferior strains of soft wheat, which do
not cook so well and are less appetizing
in appearance. Pasta Foods products’ are
made entirely from amber durum
wheat, an extremely hard, golden grain,
rich in protein, that produces a fine,
consistent pastu which requires no rins-
ing after cooking.

FACTORY FOR PASTA PRODUCTION

mnm?mdmman

Yermeuwth, They su
of 5,000 tons a mw

Graat Potential

Freddie Fox, managing director of
Pasta Foods, asserts there is great po-
tential In the British pasta market, not
only insofar as the dry, ‘natural’ prod-
uct is concerned but in the development
of processed snacks, convenience meals
and fast food catering products, He
points out that while Britain's taste for
pasta has increased considerably In re-
cent years—and the market growth pat-
tern Is accelerating—we still lag a long
way behind the Continental countries.
The Germans eat 10 1b. of pasta a head
each year; the French fork up 15 1b. and
the Swiss 21 1b,, while the Itallans con-
sume 68 1b.

As more people travel in Europe for
holidays and business, as Britains be-
come more aware of their European
role, as prices of meat and other basic
food commodities increase, so pasia oc-
cuples a large place in thelr national
cuisine.

Enormous Strides

“Our industry has made enormous
strides in the last few years,” says Mr.
Fox. “Wo ot Pasta Foods have set up an
advisory development service that is
helping food processors to creale new
convenlence dishes, wherein the high
protein content, relatively stable price
and consistent quality of pasta plays an
Important part. We are also working
with nutritionists in institutional and
industrial catering to ensure that pasta
{s used to its best advantage in provid-
ing satisfying, fixed cost meals"

“At the same time, we are seeing an

ot Great

000 Peste Foods fuctery
durum semalina to a plant that has an Initlal production capacity
r—and on ultimate planned output of over 20,000 tons a yeor.

upsurge of Interest on the part of the
housewife In preparing pasta to her
own recipes in her own kitchen. In addi-
tion to our own Avery's Record brands,
we are co-operating with Batchelors by
producing their Vesta Pasta range,
which s proving increasingly popular
in the supermarkets and we also manu-
facture a very high percentage of the
own-label pastas that have been intro-
duced by the multiple stores.”

“We believe that a company can only
be successful if it provides a service to
the community and it seems to me that
the very fact that we have been able
even to consider a venture such as this
at Great Yarmouth indicates that we
are providing such a service."

Whole Wheat Spaghetti

Whole wheat durum semolina spa-
ghettl is belng exported by Pasta Food
Products to the Unlied States, Distribu-
tor is Jaret International of Brooklyn,
New York. The product Is available in
one-pound packages.

Brands Are Born
With Packaging
“The package, more than anything
else, establishes and maintalns brand
identity. The consumer sees the pack-
age face to face in three dimensions;
she feels it, carries it, lives with it.
The package expresses the essence of
the product, and .is so closely allied
that, emotlonally, it is the product.”
Walter P. Margulies
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It's Superstore!

Supermarket News, in covering the
National Association of Food Chains
convention, reported gloomy descrip-
tlons of a virtually profitless indusiry
beset by controls, convulsive competi-
tlon and an over-all poor public image.

The specter was also raised of an
accelerated pace of store closings and
the loss of 50 per cent of what is con-
sidered the normal supermarket field
to the superstore over the next 10
years,

Things fo Come

The shape of things to come was de-
tailed by Prof. Walter D, Salmon and
Prof. Stanton G. Cort, of the Market-
ing Sclence Institute, Cambridge, Mass.,,
in a presentation entitled The Super-
store—Strateglec Implications for the
Seventies. The study itself was com-
missioned by Family Circle Magazine,

The basle superstore is envisioned by
the study will be about a 30,000-35,000-
sq. ft. store which will handle “all
items which are viewed as routine pur-
chases by a sufficient number of con-
sumers in a given trading area and
which can be eficlently handled by the
store's facilities, methods and person-
nel.”

The superstore would be considerably
gmaller than the hypermarche concept.
1t appears to be much closer to what
many chains have considered: planned
and Instituted as family centers.

But where many family centers are
now tending to range to 50,000-100,000
sq. ft., the outside limit of the super-
store, according to Salmon, might go as
high as 40,000 in en exceptional co=
but the 30,000-35000 sq. ft. formula
would prevall.

According to the prognostication, the
basic difference between the superstore
and many supermerkets which now
handle a considerable amount of the
goods and services indicated is that all
rather than just some of the routine
needs will be carried and on a planned
basls.

Obsolesence

On the dark side, the report indicates
that nearly 60 per cent of the existing
supermarkets of today would become
obsolete and firms would be faced with
having to close nearly 18,000 stores.
The nccelerated store closings would
be about 20 per cent over the next
decade,

On the bright side, a good-sized galn
in return on Investment is forecust,
climbing to 0-11 per cent—under the
high-water mark of 13-14 per cent
achleved in the '50s but considerably
better than the extremely poor current
figures.

The study Indicates that some smaller
chains will not be able to cope with the
adjustments needed to make the transi-
tion and will face an eventual demise.
(Comments after session brought con-
giderable skepticism on this point. A
number of executives expressed opin-
jons that many reglons of the countiry
do not lend themselves to the concepts
expressed and always will need the
smaller supermarket.)

Operating the superstore, according
to the report, will be considerably more
complex than operating the current
supermarket. However, these complexl-
ties will not necessitate the creation of
only supercompanies to operale the
superstores. “Supercompany . . . Te-
fers to a dlversified chaln. Lucky Stores,
the Jewel Co’s and Supermarkets Gen-
eral are examples . . . the supercom-
panies may be templed to go too far,”
the report states.

Product Mix

The product mix envisioned for the
superstore is governed by the consum-
er’s routine buying list, which will vary
with the locale, income levels and
habits.

However, a “typical middle income
household's routine buying list would
include: All home-preparation food
needs, laundry and home cleaning items;
prepared fast foods, health and beauty
nids plus a prescription department;
aleoholic beverages and tobacco prod-
ucts; basic, staple apparel items such as
hoslery, underwear and some non-
fashion children's clothing; low-priced
housewares and hardware; magazines,
books, records and some hobby and
craft items; consumable lawn and gar-
den products; gasoline and some auto-
motive supplies; stationery and sewing
supplies; household services, l.e., laun-
dry, dry cleaning and shoe repairs;
banking facilitles."

The superstore would not carry ma-
jor appliances or fashion apparel. No
products requiring fashion or heavy
inventories of styles; colors and sizes
would be included and in most cases
goods or services requiring high degree
of skill or expert advice would not
lend themselves, the study indicates.

As with supermarkets, the superstore
would limit product lines “to those
routinely purchased items whose rate
of movement is above some reasonable
mininum In a glven market area."

The study indicates that the hyper-
marclie or side-by-side concept of gen-
eral merchandise/food store often miss-
es the category and price or fashion
deslies of the non-foods customer and
that the basic food customer is forced
to “trek through the whole general
merchandise section” for an occasional
item In such a department.

Most American slde-by-side stores
force the consumer to go through two'
separate checkouts, the study also in-
dicates.

Free Standing Unit

The natwa of the merchandise mix
would tend to imake the superstore a
free-standing unit rather than part of
a store complex or center.

The appeal of the superstore will be
strongest in the upper Income areas,
the report predicts. Because of the add-
ed items, a stronger appeal to men
shoppers is indicated.

Longer store hours, probably until
midnight most nights but not 24-hour
operations are also predicted.

Thomas Grocery Register

The 1973 Thomas Grocery Register
is now avallable. More than 50,000 edi-
{orial changes were required to update
this T4th annual edition, reflecting the
mobllity of the 30,000 listed companies
in the food and related industries.

The directory, listing Canadlan as
well as United States companles, has
10 thumb-indexed sections within Itz
2,058 pages. Most Lstings are geo-
graphical by state and city and cover
supermarket chains, wholesale grocers,
exporters and importers, brokers, can-
ners, frozen food processors, manufac:
turers and packers, warehouses and
trade associations. It also contaln brand
names and A-Z Index.

Brand Names and Trademarks

The brand names grouping has al-
most 10,000 brands and trademarks. It
shows the generlc name of a product s
well as the name of the company own-
ing or representing the brand.

. Another section is devoted to ware-
houses, both dry and refrigerated. Data
here includes address, telephone and
telex numbers, names of key officers,
type of merchandise handled, bulilding
size Including cooling and freezing ca-
pacity, truck and rail capacity, bank
reference and types of services pro-
vided as well as association afllation.

THE MACARONT JOURNAL

The 337-pege A-Z index lists 30,000
companies by name, address, telephone
and provides other data including type
of business, names of divisions, parent
company, branches and also gives a
capltalization rating to indicate relative
size of each company,

The Thomas Grocery Register may
be purchased for $20.000 postage pre-
paid (U.S.) from the Thomas Publish-
ing Co. 461 Eighth Ave, New York,
N.Y. 10001, Forelgn subscription $23.00.

For Difficult
Film Combinations

A new fully automatic thermoform-
ing, flling and closing machine with
the ability to process difficult film com-
binations has been developed by Ho-
biger 4+ Karg. The packaging equip-
ment is marketed In the U.S. exclusive-
1y by AMACO, INC.

The machine, called Servac 130, is
in the medium output range and proc-
esses normal thermoformable films as
easily as difficult combinations such as:
PVC-PFC, PVE-PE-PFC or PVC-PVDC.

The machine utilizes a water-cooled
forming and sealing station and Incor-
porates the versatllity of statlons that
punch perfoinic, print register con-
trol and cod. em’oss. These advantages
were formerly only available on larger
output equipment.

A new system of dle cutling called
sequence die cutting has been designed
in the Servac 130, It can save up to
20% on material costs.

The unit has automatic waste wind-
ing, mechanical drive of all stations,
spindle adjustment of individual sta-
tions, maintenance free bearings, and
automatic feeding devices for tablets,
capsules, ampules, and similar prod-
ucts, The cantilevered design makes all
controls easily accessible. Maximum
forming area is 6% x 5%" x 1" In depth.

Bt aE W

Output is up to 200 standard packages
per minute,

For details and prices write to Ama-
co, Inc., 2601 W. Peterson Avenue, Chi-
cago, Ilinois 60G45.

Revolvator Truck

Meet OSHA 1810.178, Table N-1 re-
quirements with powered Industrial
trucks labeled Type EX by Under-
writers' Laboratories. With a battery
also approved by UL for use in the
same classification of Hazordous area,
Revolvator Series Fifty-Four Go-Gel-
ters are labeled either for Class II,
Group G, Division 1 or Class I, Group
D, Division 1 Hazardous area use. Con-
struction of the special batlery tray
UL required for Class II (Dust) hazards
differs from that required for Class 1
(Fume) hazards.

Mechanical safety features of the
Go-Getter, in addition to the UL Ex-
plosion Proof requirements, include
“no-kick" steering, dead-man direction-
al controls, Driver's Overhead Guard
bullt to ANSI B58.1 specifications on
all high lift models, and Load Back
Rest Extensions on models with tilt-
ing masts, "Across the truck” driver's
position eliminates driver fatigue caused
by twisting head and neck 180* to see
when backing up, as is necessary on
“end-control” trucks.

Chemical Dispersing
Equipment

Micro-Gen Corp.,, San Antonio, has
signed an agreement with Huge Com-
pany, Inc., 884-886 Hodiamont Avenue,
St. Louis, Missouri 63112, to act as 1i-
censed distributor for its full line of
Micro-Gen chemical dispersing equip-
ment. Micro-Gen is the developer of
chemical dispersal equipment which
utilizes an exclusive Micron Gencra-

e R T e e R

Revolvator Truck

tion (TM) process to reduce liquid
chemicals to extremely tiny particles,
in the one to 15 micron size range (one
micron is one millionth of a meter).

The Huge Co., Inc. will be primarily
concerned with representing Micro-Gen
products to users in the food process-
ing, jenitorial and custodial and sani-
tary flelds.

Micro-Gen equipment includes its
“small” S1W-6 dispersal unit designed
primarily for structural pest control
and a “medium™ M2W-20 unlt designed
for use outdoors and in larger indoor
facilities such as warehouses, The Huge
Company also provides a complemen-
tarv line of chemicals designed espe-
clally for use in this equipment.

Accident Facts
Nearly half of all compensable oc-
cupatlonal injuries are due to falls and
handling objects, according to informa-
tion from state labor departments com-
plled by the National Safety Council.

Acclidents that occurred in connec-
tion with the monual handling of ob-
jects, stated the Safety Council In its
1072 edition of Accident Facts, were
responsible for 22.6 per cent of all re-
ported work-related injuries. The aver-
age cost per accident was $090. Falls
contributed 20.4 per cent of the occu-
pational injurles and cost an average
of $1,470 per case.

This s just a sampling of the exten-
slve work-related accident information
and statistics in the new editlon of
the Council's annually-issued Accident
Facis, The newly-published, 98-page
book also contains detailed informa-
tion on other areas such as motor-
vehicle, school, public, farm and home
accidents.
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PROFIT IS NOT A FOUR LETTER WORD!

by Dr. Carl H. Madden, Chief Economist

Chamber of Commerce of the United States

ROFIT Is Not a Four-Letter Word.

Maybe not, but more and more
Americans seem to think profit is a
dirty word,

Public opinion polls say this. And
it Is no surprise, or shouldn't be. The
American public is hearing such talk
from some politicians, labor leaders and
others.

How Much Are Profita?

The U.S. public thinks the average
manufacturer makes 28 cents of every
dollar of sales after taxes. Actually he
makes around four cents. Maybe people
think business should make 28 cents.
It doesn't.

What About Profits in
Different Indusiries?

We know what corporate profits after
taxes were last year—as a per cent of
sales—for a wide range of industries.
But, the public doesn't know It.

For all nonfinancial corporations—
that includes manufacturing and a lot
of others—after-tax profits on the sales
dollar were less than half a nickel—23
cents. In wholesale and retall trade,
profits come to 14 cents on the sales
dollar. In contract construction, it was
the sawne.

What About Profits on Investments?

A lot of people simply don't belleve
that, say, big supermarkets make only
a penny and a half of profit on the
sales dollar. Try telling them, and see
if they belleve you.

People think they are being tricked.
They say, “Yes, but what about profits
on investmeni?” Even on investment,
expressed as stockholders' equity,
profits after federal taxes avernged
11% rather than anything like 28%.
And they have been trending down-
ward since World War II.

What About Cash Flow?

Even knowing about profits on In-
vested capital or equity doesn't sailsty
some people, Labor leaders in par-
ticular, and their friends among poli-
ticlans and intellectuals (especially in
recessions when total dollar profits al-
ways drop), suggest dark conspiracles
umong businesses about cash flow.

“Sure,” they say, “Profits are off, but
what about cash flow?"

Now, a lot of people don't know
what cash flow is. Cash flow represents
funds available to a corporation to in-
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vest, if it wants. Cash flow comes from
after-tax profits and depreciation allow-
ances. (And, the Dr, Rubin of the sub-
ject of profits would add: Depreciation
allowances are set-asides to replace
worn-out capital.)

Well, What About Cash Flow?

Cash flow has risen, mainly because
depreciation allowances have risen since
World War II. (By the way, when you
add up for the nation what a firm calls
“depreciation allowances” you get
“capital consumption allowances." The
reason is that they refer to the same
thing—they go together, like love and
marriage.)

Now, here's the point. Capital con-
sumption allowances have risen mainly
because of inflation. They haven't risen
as a proportion of gross corporate prod-
uct. If anything, they've fallen.

Still, Don't Corporations Get the
Bulk of National Income, or Bomething?

No, they don't. The bulk of national
income flows through corporations—but
it goes in and then comes out. Look at
what happens to the corporate Income
dollar. Employees get two-thirds—686.6
cents. Taxes take 16 cents. Provision for
replacing the capital takes 10 cents.
Profits take about seven cents,

Isn’t the Employee Share of the
Ple Shrinking?

No, it's growing. The profits share of
the ple is shrinking. Since World War
II, corporate profits after taxes have
dropped from nearly 25% to around
10% of employee compensation. More
recently, during 19865 to 1071, while
Gross Natlonal Product rose 63%, cor-
porate profits after taxes increased just
2%. At the same time, employees' com-
pensation rose 63%.

Aren‘'t Profits Rising Now?

In recent months of economic recov-
ery, profits have risen in dollar totals,
and also profit margins have risen.
After trending downward since the
mid-1960s, profit margins have finally
begun to improve.

But rising profits have still left total
after-tax corporate profils, according to
the latest Commerce Depariment fig-
ures, 22% below their 1968 peak when
expressed in constant dollars. In other
words, profits are far from recovering
from the inflation bite.

Profits, Schmofits—How About
Corporate Tax Loopholes?

Some politicians and writers claim
that recent tax changes have benefited
corporatlons and disadvantaged indi-
viduals, It sounds attractive to people 10
promise to cut their taxes and to ex-
tract more money fromi “the fat cats"
by “closing loopholes.”

The trouble is, one man's loophole
is another’s incentive. Tax reform often
means only cutting my taxes and rals-
ing everyone else's. According to the
U.S. Treasury, changes in taxes voted
in 1869 will have increased corporate
income taxes $4.9 bilion through the
end of this year, and cut individual
income taxes $18.9 billion. Also, excise
taxes—pald mostly by Individuals—
will have dropped $3.5 billion.

So, Tax Cuts Have Saved Individuals
More Than Corporations, But
What About Loopholes?

Soaking the “fat cats" sounds greal,
but listen to Under Secretary of the
Treasury Edwin 8. Cohen, formerly a
law professor at the University of Vir-
ginia. “There's been a good deal of ex-
aggeration about what can be done to
increase taxes In the upper income
levels. In general, the rich pay federal
income taxes in large amounts' he
said.

The Treasury gives figures. Taxpayers
with income above $30,000 a yeal
amount to only 1.B% of all taxpayers.
In other words, slightly fewer than
two out of 100 taxpayers have incomes
over $30,000. But these people pay
23.2% of all federal income taxes.

One More Time—
What About Loopholes?

Let's take the rich first, then the

corporations. Mr. Cohen polnts out that
of 15308 persons with 1970 incomes
over $200,000 there were 00.6%—or
15,200—who pald an average federal
income tax of $177,000 each, for a total
of $2.7 billion. Of the 300 who didn't
pay U.S. taxes, all had explanations
that Mr, Cohen has made public.
* As for corporations, in 1971 corporale
profits before taxes were $83.3 billion,
and after taxes, $45.9 billion, Corpora-
tions paid $37.3 billion in taxes on
profits, an effective average rate of
44.7%. Corporations paid a much higher
average tax rate on profits than indl-
viduals pald on their Income,
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ADVERTISING RATIES

Want Ads .oeooeeeee o oo 51,00 par line
Minimum $3,00

Display Advertising ... Rates on Applicetion

FOR SALE—One Hoskins bulk thur hend-
ling system (bult 1966). Ona Ambrette
nnbluﬂon prens (1,000 Ib./haae) wli

ond sn re-
built qllnl-r One Demaco long goods pre-
dryer; One Demaco short cut press ond
sheet formar; Clermont noodle cutter. Ten
long goods ond 18 short cut dies, One
macaroni saw. Write P.O, Box 15035, Tam-
po, Floride 33614,

FOR SALE—One Hydraulic Bulk Flour
Dumper designed to handle up to 2500 Ibs.
llew in tote bins; complete with Class Two

losion proof motor and controhs,
Mnm 280/ 320/“0 V. $2,000.

One Pavan Combinetion Die Cleaner; de-
signed to clesn one 14V2" diemeter round
dis oi one 34" long die at @ time. Complete
with movar, pump and all necessery ettech-
ments, $600,

Write U.S. Maceronl, 601 E. Pacific Ave.,
Spokens, Wash, 99202,

WANTED—Noodle Cutter 24"; Rhaon on-
crusting machine; Ravioll nnlllu to make
215" x 2%, Must be in good condition.
Write R. C. Piz, 2727 W. ‘-lhny Plece,
Danver, Colo. 80204,
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Henningsen in Omoha

Victor Henningsen, Jr., has announc-
ed that effective September 1, 1872,
Midwest corporate headquarters has
been relocated into new and larger
facllities at 810 Farnam Street in Oma-
ha, Nebraska. At the same time, the
Henningsen Foods Research and De-
velopment Center in Springfleld, Mo,,
has been closed and moved into the
same new corporate complex in Omaha.
The full address for the corporate head
quarters and the new Research and
Development Center is 810 Farnam St.,
Omaha, Nebraska 68102—Telephone
(402) 342-4245.

NMMA Winter Maeting
Doral Country Club,
Miomi, Florida
Jan. 24-28, 1972

W. R. Grace & Co.
Appoints Ferreira

The appointment of Manuel J. Fer-
relra as executive vice president of the
Grocery Products Group of W. R. Grace
& Co, Is announced by Howard R,
Bloomquist, president of the Group.
Mr. Ferreira will serve as a deputy to
Mr. Bloomquist and will become in-
volved with all of Grace's grocery prod-
ucts activities worldwide,

The Grocery Products Group has op-
eratlons in the U.8, Canadn, Europe
and the Far East. The Croup's activities
include the Chocolate & C.ufectionery
Division; the Nalley's Fine Foods Divi-
sion, a snack and convenience food op-
eratlon; the SeaPak Division, a frozen
foods business; and the Grocery Prod-
ucts Group of the European Consumer
Products and Services Group, which
produces a diversified line of food prod-
ucts, soft drinks and cleaning com-
pounds.

Was With General Mills

Just prior to joining Grace, Mr, Fer-
reira was u vice president of General
Mills, Inc, and chairman and chief ex-
ecullve officer of General Mills (UK.-
Europe) Lid. He began his business
life with General Mills In 1854, thus
bringing 18 years of grocery products
experiencs to Grace.

Mr. Ferrelra, 45, had a varied career
at General Mills, having served In sev-
eral positions In advertising and mar-
keting and as assistant to the general
manager of the Grocery Products Di-
vision. In 1863 he began serving for
five years as general manager of Gen-
eral Mills, Inc. of Canada as well as
president of General Mills Cereals, Ltd.
and chalrman of Toronto Mucaroni and
Imported Foods, Ltd.

A 1953 graduate of Cornell Univer-
sity with an A.B. degree in economics,
Mr, Ferreira went on to obtaln an
M.B.A. degree from Cornell. He also
completed the management develop-
ment program at the Harvard Business
School, Mr. Ferreira is currently in the
process of relocating from England. He
is married to the former Joan M. Ifart-
ford, and they have five children.

Food Trade
Convention Calendor

Dec, 2.8 Nat'l, Food Brokers Associz-
tion, New York, N.Y.

Jan. 24-28: National Macaroni Mfrs. As-
soclation, Doral Country Club, Miami,
Fla

Apr. 8-121 Millers' National Federation,
Hotel Mayflower, Washington, D.C.

THE MACARONI JOURNAL

Whether it's a ‘spreud ln LIFE mugu:ine,
or a food feature in your metropolitan paper,

We are working for you all the time—Support the effort.

NATIONAL MACARONI INSTITUTE

ROPTH Y AT

Good Reading
Every Month!

IN JANUARY:

Winter Meeting Program
Doral Country Club,
Miomi, Florida

Jon. 24-28, 1973

Plan to attend;

ond read cbout it in

THE MACARONI JOURNAL
P.0. Box 336, Palatine, lllinois 60067

Please enter one year [ $8.00 Domestic
subscription: [ $10.00 Foreign
Name
Firm
Address
City and State Zip.
Renewal New Subscription—

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting 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.

2—&; Solldl and Color Score in Eggs and

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

6—Pesticides Analysis.

T7—Bacteriological Tests for Salmonella, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y. 10007
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Give moreto
‘Christmas

A holiday wish

May the Chrisimas season bring you
alull measure of peace and joy.
And may health and prospenly be yours
through the New Year
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| Okay.
Who put egg in the noodles?
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=1 Sal Maritato did. less chance of contamination, and less time

So nowwhen you buy Multifoods’ and mess.
new noodle mix called "Duregg” ® Duregg eliminates the need to re-freeze

—all you add is water. unused egg.
We've gone ahead and addedthe  ® Duregg assures a consistent blend.
egg solids to Multifoods’ top- = Duregg eliminates the necessily to inventory

f quality durum flour. two Ingredients. Storage and record keeping
A number of our customers have already ordered is reduced. .
“Duregg" in helty lots. "D im ,
Here are a few reasons why you should: WUJ::%“_:M,':I!'::L%: dallvary, Now: e one

u Duregg eliminates time-consuming, in-plant
blending of flour and egg solids with ex- @ Duregg lowers your manpower requirements,
pensive machinery. Enoughsald.Orderyour Duregg with aphone call.

® Duregg Is ready whenyou need it. No thawing,  The number is 812/339-8444.
INTERNATIONAL

@MULTIFOODS

DURUM PRODUCTS DIVISION
GENERAL OFFICES, MINNEAPOLIS, MINN. 55402 !




