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OUTSTANDING FEATURES

|’ All Stainless Steel Mixer, Platform,
1 Frame and Cylinder; Nickel plated
thrust bearing.

2 Watertight bearings removed from mixer.

3 Welded joints ground smooth.

No electric motors, chains, drives or sprockets on
press Hydraulic pump at remote location.

5 Produces 500 to 3,000 Ibs. of dough per hour.
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HE National Macaronl Institute has

sent out another program kit to
television stations with script, recipe
sheets, three color slides, a package
each of fine egg noodles, elbow maca-
roni, and thin spaghetti, an eight-quart
cooking pot, letter and reply card.

‘The Script

Commentators were invited to adapt
this material to fit the format of thelr
show:

If you are at all llke me, you find
yourself singing the food shoppers blues
every time you go near a food market.
My version sounds a little like "The
Battle Hymn of the Republic” and the
words are, “Mine Eyes Have Seen the
Prices Rise—and Rise—and Rise—and
Rise” My song goes down hill from
there but prices continue to go up.

The current market report indicates
that meal prices will be easing some-
what since wholesale prices have gone
down a bit, But there will probably be
another seasonal rise later in the Spring
and Summer. So, penny-pinching is still
very much in style.

Penny-Pinching Pasta

In the penny-pinching-foods cate-
gory, pasta products are preity hard to
beat, First of nll, they are very eco-
nomical themselves, There's been al-
most no price Increase on macaronl,
spaghettl and egg noodles within the
past two years and really very little
even over the past five years or so. Sec-
ondly, macaronl products make a hearty
meal of foods often considered not im-
portant or substantlal enough for din-
ner. Eggs and cheese are a particularly
good buy right now and are nutrition-
ally very good—equal to meat as a
source of proteln, vilamins and miner-
als. But many familles would complain
they were being served brenkfast food
for dinner if you set a platter of eggs
before them. But combine them with
macaroni and you have both economy
and acceptability.

And Cheese

And cheese! You'd probably get some
funny looks from your family if you
served them just a hunk of cheese In
place of meai for dinner. But they'll
dive into “Fire-Cracker Macaroni and
Cheese.” You can use natural or process
cheddar cheese for this casserole but the
process variety is usually less expen-
sive.

You can also stretch your food dollar
by using pasta products to make iilgher
priced foods go further. Meat, for in-
stance, Yoy can serve a lot more people

Pasta Cuts

Eibow macarenl served in catseroles with saled,

with a pound of hamburger that's
cooked In a sauce and served over a
platter of spaghetti,

Eggplant Bauce

“Spaghetti with Eggplant Sauce" will
make eight hearty servings fit for fam-
ily or company and the recipe calls for
only a pound of ground beef. Serve the
spaghettl with some grated parmesan
cheese for some extra protein.

You also might be interested to know
that pasta itself contalns protein—ac-
tually twelve to thirteen per cent by
weight which you should take Into con-
sideration when planning nutritionally
balanced meals. Enriched macaroni
products (and most of them you buy
are) are also a good source of the B
vitamins and iron—a mineral that most
people do not get enough of.

Noodle Pudding

Concentrating on foods that are price
controlled is another good way to save
money. Fresh meat and produce—{fruits
and vegetables—are not price controlled
but canned, frozen and packaged foods
are, Canned luncheon meat is a particu-
larly good buy, It's price controlled and
is @ solid block of meat with no waste
and can be the basis of some interesting
and delicious meals, “Main Dish Noodle
Pudding" is made with fine egg noodles
(pasta products are price controlled),
eggs and diced luncheon meat,

Proper Cooking

Proper cooking is a key factor in the
success of any pasta dish whether it is
macaronl and cheese or spaghetti with
meat balls. Start with the biggest pot
you have. This elght-quart pot Is a good
size for cooking from eight ounces to
pound of pasta. If a recipe calls fo
eight ounces of macaroni, bring thre:
quarts of water to a full, rapid boil an:
add a tablespcon of salt. For a poun:
of spaghettl or noodles use four to si:
quarts of boiling water and two table
spoons salt. When the waler is boilin;
furiously, add the pasta product grad
ually so that the water continues t
boll. Then boil uncovered until the pas
ta is tender. Stir occasionally so th:
pleces don't stick to the bottom or to
gether, Tasting Is the best test fo
doneness, The macaronl should be ten:
der, yet irm— as the Itallans say, o
dente, “to the tooth.

Drain the cooked macaroni immedi-
ately In a colander, Serve as quickly as
possible or mix with other ingredients
for a casserole, Do not rinse, unless the
macaroni is to be used in a cold salad.
In this case rinse with cold water and
draln again.

These directions plus recipes for all
the dishes I've shown you today are on
this recipe sheet, If you'd like to have
a copy, write to me at P.O. Box 336,
Palatine, Illinois 60067,

THE MACARONI JoURNAL
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Firecracker Macaroni and Cheese

2 tablespoons salt
4 to 6 quarts bolling water
4 cups elbow macaroni (1 pound)
1 medium onlon, chopped
V& cup chopped celery
¥5 cup butter or margarine
¥4 cup flour
24 cups milk
cup heavy cream
teaspoon salt
teaspoon crushed red pepper*®
teaspoon Worchestershire sauce
cups grated sharp Cheddar cheese
(about 1 pound)
Va cup dry white wine®*

e et

* Or 1% teaspoons chili powder
** Wine may be omiited and milk in-
creased to 3 cups.

Add 2 tablespoons salt to rapldly boil-
ing water. Gradually add macaronl so
that water continues to boil. Cook un-
covered, stirring occasionally, until ten-
der, Draln in colander,

Meanwhile, In medium saucepan
saute onion and celery in butter until
crisp-tender; stir in flour. Gradually add
milk and cream; cook, stirring con-
stantly, until sauce bolls 1 minute. Re-
movs from heat. Add remaining season-
ings and 3 cups of the cheese. Stir until
cheese melts; gradually add wine. Com-
bine macaroni and sauce; turn into 3-
quart baking dish, Sprinkle remaining
cheese on top. Bake uncovered in 375°
(moderate) oven 15 to 20 minutes, until
bubbling.

Spaghettl With Eggplant Sauce

2 pounds fully ripe tomatoes,
peeled and diced
2 cloves garlic, minced
4 tablespoons ollve or salad oil
1 can (6 ounce) tomato paste
V5 cup water
1 small onlon, chopped
2 teaspoons salt
1 large eggplant, peeled and cubed
Y4 cup chopped parsley
14 tablespoons salt
4 to 6 quarts boillng water
12 ounces spaghetti
Freshly grated Parmesan cheese
V4 teaspoon eachs crushed red pepper,
basil leaves, oregano leaves,

In dutch oven or large saucepan,
saute tomatoes and garlic in 1 table-
spoon of the oll 2 minutes, Stir in to-
mato paste, water, onion, 2 teaspoons
salt, the pepper and herbs., Cover and
simmer 2 hours, stirring occaslonally,

Saute eggplant in remaining oil until
lightly brown and soft, stirring fre-

quently. Add tomato sauce along with -

parsley. Cook over low heat 45 minutes.
Meanwhile, add 1% tablespoons salt

to rapidly boiling water, Gradually add
spaghettl so that water continues to
boil. Cook uncovered, stirring occa-
sionally, until tender. Drain in colander.
Serve with eggplant sauce and parme-
san cheese,

Main Dish Noodle Pudding

1% tablespoons salt
4 to § quarts boiling water
12 ounces fine egg noodles
(about 6 cups)
2 tablespoons salad oll
1V cups chopped onion
Y4 cup chopped parsley
1%4 teaspoons salt
Va4 teaspoon freshly ground black
pepper
¥ teaspoon ground nutmeg
can (12 ounces luncheon meat,
finely diced
4 eggs
2 cups reliquified nonfat dry milk
% cup grated Parmesan cheese

Add 1% tablespoons salt to rapidly
bolling water. Gradually add noodles
s0 that water continues to boil. Cook
uncovered, stirring occaslonally, until
barely tender. Drain in colandar,

Heat oll in large skillet over medium
heat; add onlon and saute until golden.
Stir In parsley and cook just until
wilted. Remove skillet from heat; stir
in 1% teaspoons salt, the pepper, nut-
meg and meat. In buttered 2%-quart
casserole, alternate 3 layers of noodles
with 3 of meat mixture (beginning with
noodles and ending with meat mixture),

Beat eggs, milk and cheese together
in bowl; pour over mixture in casserole,
Bake covered in 350°* oven 35 minutes;
uncover and bake 20 minutes more, or
until pudding tests done in center.

-

Are Food Prices Too High?
The Associated Press recently quoted
AFL-CIO President George Meany as
calling for controls on food prices, even
at the risk of shortages and ratloning.
Meany according to the A.P., sald
wages . .re being “eflectively con-
trolled" while prices were being al-
lowed to “go through the roof.”

The January, 1872, revision of the
U.S, Department of Agriculture's 180-
page publication, “Farm-Retail Spreads
for Food Products," sheds Interesting
light on America's food dollar, The
study Involves farm-to-retail price
spreads for farm-originated foods sold
in retall foodstores,

Many Factors
Many fators enter Into the food
priges pald by consumers, including the
share pald to farmers. Intermediate
costs such as taxes, fransportation, con-
tainur and packaging prices, interest
chai ges, property insurance, new plants

and equipment, fuel, power—and labo :
all have had a role in the upward mao: »
of food prices,

Labor Costs

An examination of data for the yen s
launching the decade of the '60s and t} »
'70s suggests that Inflation of labor cos: s
has had a major effect on farm-retu:l
price spreads, For many food-marketing
firms, about half of their total costs—
excluding raw materials—are for labor,

During the decade from 1960 to 1070,
the U.S.D.A. noted that labor's fringe
benefits had increased even faster than
hourly wages, And hourly wages In this
period increased 49% for manufactur-
ing employees of the food industry . , .
63% for wholesaling employees . . , and
60% for retailing employees: an average
of nearly 55% increase in labor cosls
from 1960 to 1070, Meantime a com-
parison of total labor cost and volume
of farm products marketed shows a
“unit cost" increase of 40%, despite
technological improvements.

Farmer's SBhare Holds

In 1960—according to the U.S.D.A.
study—the farmer's share of the con-
sumer dollar was 30¢. It was still 30¢
in 1870,

Mr. Meany's reporied anguish over
food costs is not supported by that seg-
ment of the U.S8.D.A. study which notes
that—expressed as a percentage of dls-
posable income—Americans are paying
steadily less for food.

The consumer with disposable in-
come of $1,037 in 1860 pald 20%—$381
—for “market basket" food at retail, In
1870—with Income up over 73% 1.
$3,358—this "average” consvmer spen’
$557 for food . . . or 16.86% of his di:
posable income.

Rise Bince 1847

Q. W. Fillerup, Executive Vice Presi
dent of the Council of California Grow
ers, noted that the retall cost of th
“market basket” had risen In mos
years since 1847, with 1870 topping th
1847-1049 level by 36%. He sald that
on the other hand, returns to farmer
had actually decreased In many of thos:
venrs and, In 1970, were only 6% highe
than in 1047-1048,

“Perhaps Mr, Meany should look t
sharply rising labor costs, withou
equivalent !ncrease In productivity, a:
9 major contributor to the rising levels
of prices for food,”" Fillerup sald,

. ]

Plentiful Foods

Summer .vegetahles, fluld milk,
broller-frye¥s ‘areX'being promoted by
U.S.D.A. os plentiful foods.

Wheat . products, including macaroni,
spaghetti and egg noodlss are In plentl-
ful supply and go well with other foods.

Tue MACARONI JOURNAL

Now we ask you to try it. You'll like it!
Call {701) 772-4841 for fast action on
your order.

Try itl The world’s finest durum wheat

is milled with the nation’s most modern
milling equipment. Superior laboratory

and testing facilities assure you of

quality control, The North Dakota Mill
produces Durakota No, 1 Semolina, I">rfecto
Durum Granular, and Excello Fancy Durum
Patent Flour. When you start with the

best durum wheat, and mill it with the
newest and finest milling equipn:#nt, you're
assured of » high quality produci.

the durum people
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Macoroni with
Mon-Meai Proteins

There is growing evidence from re-
searchers and nutrivionists in this coun-
try that many Americans suffer from an
over abundance of mea! and dairy prod-
ucts in their diets. A 1ecent study has
shown that in the Amenican diet, 17 per-
cent of the calories come just from satu-
rated animal fats as compared with only
3 percent In the Japanase diet, The
emphasis on meats in the American diet
is a traditional one—the whoele meal re-
volves around what meat s being
served. We are learning that not only is
this fixation on meat not always healthy
because of cholesterol, but that it is ex-
pensive, too,

There are many sources of protein
that can replace some—not all but
some—of the meat In your famlly's
dlet, Fish is one and another is vege-
table protein. Wheat and beans are a
particularly good combination of vege-
table proteins when eaten together at
one meal, With this In mind, the Na-
tlonal Macaronl Institute has developed
some reclpes combining pasta products
—which are made from durum wheat—
with beans and other non-meat pro-
teins.

This Macaron] Bean Salad will be a
popular selection for summer meals.
The kidney beans, which can be cooked
dried beans or the carned varlety, plus
elbow macaronl both . 1.c'y vegetable
protein. Elbow macaroni ls 12 to 125
percent proteln by dry weight.

Seeds and nuts are another good
source of vegetable proteln and are de-
lightful when comblned with spaghetti
and noodles. Try Sesame Spaghetti or
Noodles with Wheat 'n Seeds, You'll
find these dishes hearly and economical
as well as nutritious,

Macaroni and Bean Balad
(Makes six servings)
Vi cup cider vinegar
3 tablespoons saled oll
Salt and pepper
V4 cup honey
1 clove garlic, crushed
1 cup chopped sweet onion
3 cans (15% ounces each) red kidney
beans, rinsed and drained®
1 tablespoon salt
3 quarts boiling water
2 cups elbow macaroni (8 ounces)
1 cup dairy sour cream
1 tablespoon lemon julce
3 tahlespoons picpared mustard,
preferably Dijor.-style
Water
V4 cup chopped parsley
* Or, cook ¥ pound dried kidney beans
according to package directions. Cool,
then drain well before combining with
other ingredlents. You should have
about 6 cups cooked beans.

10

Day Before

Prepare bean salad the day before
you plan to serve It. Blend vinegar, oil,
1 teaspoon salt, ¥ teaspoon pepper,
honey and garlic together in large bowl;
add onfon and all the beans, Toss lightly
until combined. Cover and chill over-
night.

The day before or the next day, pre-
pare macaroni salad. Add 1 tablespoon
salt to rapidly boiling water. Gradually
add macaroni so that water continues to
boll.. Cook uncovered,  stirring occa-
slonally, until tender, Drain in colander,
Rinse with cold water; draln again. In
large bow), stir together sour cream,
lemon julce, mustard, ¥5 cup water, 1%
teaspoons salt and V4 teaspoon pepper.
Add macaronl and 2 tablespoons of the
parsley and toss until combined. Cover
and chill several hours or overnight.

At Barving Time

At serving time, toss macaroni salad .

again; If necessary, add some milk or

water to molsten. Spoon macaron| salad-

in a ring around edge of large serving

platter; sprinkle with remaining pars-
ley. Drain bean salad and heap inside
macaronl ring.

Sessme Spaghetii
(Makes eight servings)
1% cups (about 74 ounces)
sesame seeds
15 cup salad oil
13 teaspoons salt
Vi teaspoon pepper
Dash ground cumin
2 tablespoons lemon julce
1% cups warm water
2 tablespoons salt
4 to 6 quarts bolling water
1 pound spaghettl
¥4 cup chopped parsley
V4 cup chopped toasted cashew nuts

Spread sesame seeds In shallow pan
and toast in 350* oven 16 minutes or
until lightly browned; stir occasionally.
Place seeds in electric” blender; cover
and blend at high speed until powdery.
Stop blender occasionally and redletri-

Tun Mcasons Joumsat
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but. -eeds with spatula. Add oil grad-
vall while running blender at low
spe +; then blend until smooth. Add 1%
les ;oons salt, pepper, cumin, lemon
jui: - nnd 1 cup water; blend until falrly
sn.weth, Set mixture aside.

Add 2 tablespoons salt to rapidly
boiling water. Gradually add spaghettl
so that water continues to boll, Cook
uncovered, stirring occasionally, until
tender. Drain in colander.

Pour sesame seed mixture and about
0 tablespoons of the parsley over spa-
greiti; toss until comblned. Turn into
serving dish; sprinkle with remaining
parsley and the cashew nuts.

Noodles with Wheat 'n Beeds
(Makes six servings)
1% tablespoons salt
4 to 5 quarts bolling water
12 ounces medium egg noodles
(about 6 cups)
3 cup butter or margarine

¥ teaspoon salt
V4 teaspoon pepper
1 cup sunflower seed kernels
¥ cup sesame seeds
(about 244 ounces)
1 cup wheat germ
chopped parsley

Add 1% tablespoons salt to rapidly
boiling water, Gradually add noodles
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender, Draln in colander.

Melt butter in large skillet; add %
leaspoon salt, pepper, sunflower seeds
and sesame seeds. Saute until seeds are
light brown, about 4 minutes. Stir in
wheat germ. Toss mixture with hot

| ~oodles, Turn into serving dish and

rrinkle with chopped parsley.
International Multifoods will be send-

"g out wheat germ recipes during the
ummer,

lomemakers’ Preferences
Data for U.S.D.A. Marketing Re-
arch Report No, 839 was gathered In
J68 but not published until October

971, In the preface the statement s

. made: “At the time the survey was con-

Y

ducted, there was a significant trend
s oward use of convenlence foods, These
‘oods Include partlally prepared and
completely ' prepared ~ potatoes; pre-
cocked and prepared rice; and wheat
items prepared from & mix or purchased
completely prepared. This trend has
continued and Is even more significant
today. in the marketing of these prod-
ucts,”
Belecied Characteristics

Homemakers rated macaronl prod-
ucls on selected characteristics, using a
leven.pulnt" scale, Although almost

'1_91:2{ T d

seven in ten thought these products
were fattening, rating them 6 or 7 on
the scale, about six in ten thought they
were inexpensive per serving, rating
them 1 or 2. More than half the home-

makers considered all macaroni prod-
ucts to be about the same in color, and
about three in ten felt they were high
in food value, an exciting food, or a
necessary food.

1 On Scale 7 On Scale Average
Not fattening Fattening 5.8
Macaroni products vary =~ Macaroni products are

greatly in color about the same color 6.3
Low in food value High In food value 438
Dull food Exciting food 4.5
Unnecessary food Necessary food 42
Inexpensive per serving Expensive per serving 24

Berving Patterns for Macaroni
About four in ten homemakers said
they had served spaghetti (43%) and
macaroni (38%) within the seven days
preceding the interview; fewer home-
makers (24%) sald egg noodles. About
four in ten additional homemakers had
served each of these products within
the preceding year: macaroni 43%, spa-
ghetti 42%, and egg noodles 37%.
Among homemakers who had used
any of these products in the week be-
fore the interview, about six in ten
sald they used the particular pruduct
once a week, on the average: macaroni
62%, spaghetti 61%, and egg noodles
58%.

Egg
Scrved aes; Spagheitl Macaroni Noodles
Maln Dish  88% 50% 54%
Side Dish 13% 390% H“H%
Both 1% 2% 2%

Rice Usage
Most Liumemakers (87%) reported serv-
ing rice in some form In the year pre-
ceding the interview.

Servings per
Usage Level Month P g
Heavy 8 or more 20
Medium 3-5 24
Light 2 or less 42
No use 13
No answer 1
Types Served
Past Past
Year Month
Served rice in some form B87% 1%
Regular, uncooked rice 61 48
Precooked rice 45 30
Instant 36 22
Pat Joiled or converted 16 10
Prepared rice 14 8
Spanish 11 4
Fried 4 2

Frozen Dinners For Children

Two new dinners are joining the orig-
inal Libbyland line of three dinners
that were created specifically for chil-
dren in the 3 to 11 year age group. The
original 3 dinners have successfully
moved from test and regional markets
to national distribution. Dinners being
added to the line, as do the original din-
ners, contaln two main entrees. One
item, “Gold Strike Supper,” contains
turkey as one entree and spaghetti with
meatballs as the second entree, The
other dinner, “Sea Diver's Dinner,"” con-
{ains fish sticks and macaronl with ham.

Extensive Testing

The original dinners and their pack-
ages were developed following exten-
sive testing with over 1100 children and
800 mothers, Test resuits showed that
children lost Interest in meals lacking
varlety. Children preferred smaller por-
tions of two mcat entrees to a larger
portion of a single entree. Every item
in the dinners was preferred in taste
tests by the children when compared
with other items,

Packages, slmilar in concept to the
original dinners, are designed to func-
tion as pop-up serving trays, with color-
ful puzzles to helghten children's meal-
time interest. To further hold the inter-

est of the child, the aluminum trays
have animals and other Interesting
characters imprinted in the bottom of
each section.

In addition to the two entrees, one of
the new dinners contains buttered corn,
french fries, and chocolate pudding. The
other dinner contains buttered corn,
peaches, and a brownie. Both dinners
contain a packet of “Milk Magic" choco-
late flavoring for milk. Because of its
overwhelming preference by children,
buttered corn is featured in all five din-
ners,

The new line extenders are currently
being introduced by Libby,McNeill &
Libby to grocers across the nation.

Demographics
Progressive Grocer studied seven
ALP stores in Detroit for this composite
on dry macaronl sales, Feb.-April, 1970:
Weekly % to

Macaron! Products $ Bales Total

Composite Store 105.28 61
High Income 130.87 .30
Apartment Dweller 134.62 40
Negro 160.19 .52
Blue Collar 183.65 .53
Small Town 24038 55
Young Familly 270.08 .85
Discount Store 307.83 .06
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What Do You Know
About Eggs?

What do you know about eggs? Be-
sides the fact that they are good for
you, and you need them in most baked
goods, and they are usually eaten at
breakfast, and that they are USDA
graded, But did you know that the U.S.
Department of Agriculture reports
plentiful supplies of eggs this month—
for your eating and cooking needs!

Interesting Facts

Here are some more interesting facts
about eggs. As the newly laid egg cools,
the contents contract, forming an air
cell, usually at the large end of the egg.
When you break open a high-quality
egg, it covers a small area and has a
round, upstanding, well-centered yolk.
The yolk is surrounded by a large
amount of thick white standing firmly
around it. Choose high quality eggs for
table use—cooked in the shell, poached
or fried.

The shell of the egg has minute pores
or openings which allow air to pass
through. When eggs have been kept for
some tlme, some of the water in the
egg evaporates, causing the air cell to
grow larger. This is one indicatior: of
lower quality. Such eggs will cover a
wider space when you crack them open.
Usuelly the yol4 Is very flatlened and
is easily broken. The amount of thick
white decreases, leaving only thin
white. If these eggs are hard-cooked,
the yolk will not be well-centered and
will be flat on one side.

Use these lower quality eggs for cook-
ing and baking. You may not enjoy
them fried, poached or cooked in the
shell.

The white strands that cling to the
yolk are called the chalasae. They are
the cords or anchors that help to hold
the yolk in a central position. The cha-
lazae are edible, You do not need to
remove them.

Color of Yolk

The color of the yolk is determine-.
by heredity and some feeds consuraed
by the hen, Flavor and nutritive value
are not affected by the color of the
yolk.

Occaslonally you will find small blood
clots in eggs. These eggs are all right
to eat, If you wish, you can easily re-
move these spots before cooking.

The shell color of eggs ranges from
chalk white to cream to dark brown.
Sometimes brown-shelled eggs and
white-shelled eggs sell at different
prices, but studies show that shell color
is a characteristic of the brood, and does
not affect the flavor, keeping quality,
color of yolk, or nutritive value of the
eggd.
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Size of Egg

The size of the egg tells you how
much egg you are getting for your
money because the "size" of eggs is
based on their welght, Large eggs may
weigh from 24 to 27 ounces per dozen,
medlum eggs—21 to 24 ounces per doz-
en and small cggs—18 to 21 ounces per
dozen. The following chart shows the
difference in amounts of whole egg,
egg white, and egg yolk for three sizes:

To Fill a Standard One Cup Measure
Large Medium Small

Whole Eggs 4 ] (]

Egg Whites 7 B 9

Egg Yolks 14 17 19
Keep Cool

Eggs that are clean, cold and cov-
ered will keep their original quality for
the longest time, New-laid eggs have a
protective film, called the *bloom,”
that surrounds the shell. The bloom
helps keep out bacteria and molds, and
therefore eggs should not be washed,

Like milk, eggs are perishable, es-
peclally at room temperature, Eggs kept
In a warm kitchen or store can lose as
much quality in three days as eggs kept
for two weeks in the refrigerator in a
covered container, Always buy eggs
that have been refrigerated in the groc-
ery siore. Because eggshells are porous,
eggs should be stored in covered con-
tainers—like the carton they come in—
to avoid loss of moisture,

Take advantage of egg bargains now,
while they are plentiful.

Processed Eggs

A tolal of 46,838,000 dozen shell eggs
were broken in the United States dur-
ing the period March B-April 1, 1972
under the Egg Products Inspection Act
carried on by the United States Depart-
ment of Agriculture. The number of
eggs broken was down 3 percent from
the previous 4-week period. Decreases
by reglons from the previous period
were; North Central, 1 percent; South
Central, 2 percent; South Atlantic, 12
percent; and North Atlantic, 20 per-
cent. The Western region was up 18 per-
cent from the previous 4-week period.
Edible liquid from the shell eggs broken
totnled 58,050,000 pounds and consisted
of 27,344,000 pounds of whole eggs,
17,702,000 pounds of white, and 13,004,-
v00 pounds of yolk.

For Processing

Liquid egg used in processing during
the 4-week period consisted of 32,166,-
000 pounds of whole egg, 23,737,000
pounds of white, and 15,236,000 pounds
of yolk. Ingredients added in processing
{otaled 2,312,000 pounds,

Total liquid egg products (including
ingredients added) produced during the

period for immediate consumption anil
processing amounted - to 22,248,001
pounds, and consisted of 7,540,00;
pounds whole plain egg; 2,516,000
pounds whole blends; 9,033,000 pound;
white; 2,408,000 pounds yolk plain; an!
751,000 pounds yolk blends. Frozen eg.:
products totaled 27,138,000 pounds, con-
sisting of 11,003,000 whole plain egg;
3,415,000 pounds whole blends; 3,836,
000 pounds white; 1,650,000 pounds yolk
plain; and 6,244,000 pounds yolk blends.
Dried egg production totaled 6,058,000
pounds and included 884,000 pounds
whole plain egg; 1,859,000 pounds whole
blends; 1,428,000 pounds white; 987,000
pounds yolk plain; and 880,000 pounds
yolk blends.

Poultry and Egg /Marketing
Services Committee

The appointment of a Marketing
Services Committee was announced this
week by Hugh Purnell, board chairman,
and Harold M. Willlams, president, of
the Poultry and Egg Institute of Amer-
ica,

Dr. Hugh Moore, director of business
planning, Armour Foods Company, will
be chairman of the committee.

“Qur industry is marked nol by a
scarcity of products, but by a scarcity
of markets," Purnell sald.

“Our objective must be to satisly
consumers, not just to produce an end-
less quantity of commodities, This com-
mittee will help focus the industry's
attention on the market, where it be-
longs.”

On the committee are experts in
various activitles encompassed in mar-
keling, such ns marketing managers
market researchers, advertising man
agers, public relations directors, and
sales managers,

Production ond

Marketing Conference

Has been  announced by th
Poultry and Egg Institute of Amerlct

The conference will be held at th
Hotel Muehlebach in Kansas City, Mo
Aug. 22-25. The Production Conferenc
is scheduled for the first two days an
the Marketing Conferenze for the lasi
two days.

Egg Mix Purchaset

Purchases of 1,980,000 1bx of egg mix
at a cost of $1,551,000 was made re-
cently by the Department of Agricul-
ture. From the start of the current buy-
ing program on April 10, the Depari-
ment bought 4,068,000 1bs of the product
at a cumulative cost of $3,210,000. Ag:
gregate buying involves 207,000 cases
of shell eggs. 5
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Durum Wheat Institute Report

by E. E. Powers, Chairman
Peavey Company Flour Mills

HE 1071-72 year proved perhaps one

of the most eventful in the quarter
century since the founding of the Du-
rum Wheat Institute by those millers
producing semolina, granulars and du-
rum flour for the macaronl trade.

Phony-ronl Issue

High point on the Institute calendar
was the application hy the Food and
Drug Administration for a standard of
Identity for so-called “Enriched Maca-
ronl Products with Improved Proteln
Quality,” made primarily from corn
meal, soy and wheat, published in the
Federal TMegister March 3, 1971, FDA
had twice before granted speclal per-
mits for the manufacture of the prod-
uct.

The Durum Wheat Institute objected
to the proposed new standards for a
corn-soy-wheat macaronl. On April 13,
DWI Chairman E. E. Powers wrote the
Hearing Clerk, Department of Health,
Education and Welfare, on behalf of the
Institute. The points made in the letter
became the framework for all subse-
quent arguments against the FDA pro-
posal,

From the beginning, no objection was
made to the concept of “engineered” or
nutritionally improved foods, but only
to the use of the name, “macaroni,” and
its shapes. Meanwhile, work has pro-
ceeded within the laboratories of the
macaronl and associeted Industry to
develop durum-based products which
meet or exceed the nutritional values
of the corn-soy-wheat pretenders. Du-
rum pastas would meet the objections
to the proposed new foods which maca-
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ronl manufacturers belleve would ruin
their hard-won market.

In summary, the letter stated that
products which would be produced un-
der the proposed standard, and those
which had been produced under special
permit, were In no sense macaronl foods
because wheat and only wheat served
as the sine qua non ingredient of maca-
roni foods. The nutritional advantages
of the corn-soy-wheat product could be
achieved under present standards for
enriched macaroni foods. To describe
the product proposed under the new
standards as macaronl would damage
the thus far growing market for true
macaroni foods and work great injury
to those long devoted to their improve-
ment in wheat culture, growth, harvest,
milling, manufacture and marketing.
Finally applying the name, “macaroni,”
to, or using any of the many macaroni
shapes for the new product would serve
only to decelve and mislead consumers.
All these Impairments would be in-
flicted on the many to the benefit of
only a few. Such a step, it was sald,
would ultimately destroy the totel fab-
ric of the standards of identity, which
were designed to protect consumers
from those who would adulterate foods
and try to sell imitations as the real
thing.

The DWI objection triggered scores
of similar letters along the same line,
as well as a few In support of the pro-
posal. The period diring which such
comment could be filed was extended.
Macaronl manufacturers’ and wheat
growers enlisted the support of their
representatives in the House and Sen-
ate. Although another temporary per-
mit was granted for the manufacture
of the corn-soy-wheat product, the core
Issue itself went unresolved.

Change In Pollcy

Meanwhile, while one branch of Fed-
eral Government appeared to be pro-
moting an Imitation macaroni product,
another sought agreement on quality
characteristics for milled durum prod-
ucts that could be used as government
specifications for school lunch, donation
programs and commodity distribution.
This step marked an abrupt change in
the policy of the Commodity Distribu-
tion Divislon of the U.8. Department of
Agriculture, which for years had pur-
chased milled wheat and flour on lowest
bid for manufacture under contract into
spaghettl, macaronl and noodles. The
result was a poor grade of milled prod-
uct which fabricated Into an even
poorer grade of pasta. Berved in the

school lunch system, such products 1 -
came part of dishes that obviously n
no way enhanced a chlld's taste {r
pasta. A valuable opportunity to ¢
velop and build the market was thus
lost, until the Commodity Distributiin
Divislon revised itself,

Under the new rule, the USDA sought
commercial grade semolina or durum
flour which could be shipped to a maca-
roni manufacturer and used inter-
changeably with his own stock, After
asking both macaronl manufacturers
and millers for their idea of specifica-
tions, spokesmen for the Commodity
Distribution Division requested the
Durum Wheat Institute to poll its mem-
bers privately and develop specifica-
tions satlsfactory to all. This step was
taken, and the following points were
submitted to the USDA. They have sub-
sequently been incorporated in the
specifications for government purchases.

1. Specifications should call for a
100 percent durum product—semo-
lina or flour.

2, Molsture should not exceed 15 per-
cent.

3. tipecifications should call for .90
ash on a 14 percent moisture basis.

4. Specifications should call for 1.05
ash on a molsture-free basis.

5. Proteln sould be 11 percent on a
14 percent molsture basis,

6. Protein should be 12,60 on a mol«-
ture-free basis.

7. All the pasta products should !@
enriched to standards,

The only question raised in the spe: -
fications was a request that the USD\
annually consider the protein levels
each current crop of durum. After t!2
1871 bumper crop reflecled the genero' 3
moisture of that growing season, 1!:
12.80 protein was revised downward 1 /
the Grain Division of the Agricultur |
Stabllization and Conservation Servl @
to reflect the new harvest at 12.00—a
proteln standard within which the in-
dusiry could continue supplying sem -
lina and durum flour,

Truth in Adverilsing

The concern for the content of durui1
wheat in macaronl products expresscd
in the protest against the proposed new
standards for a corn-soy-wheat food,
together with the ASCS-USDA develop-
ment of specifications for milled du-
rums, introduced a new question during
the year, While everyone—growers,
millers and macaronl ‘manufacturers—
agreed that durum was indeed a “stand-
ard of quality” for the best of prita
products, it was realized by severa) y&o-

m MaAcARoNI erlu‘r

[

that such a yardstick was to some
\ ‘tent subjective. The "Truth in Adver-
.ing Act" required the Federal Trade
:ommission to enforce the law against
making false claims in advertising. Yet
when an advertiser of macaroni prod-
ucts offered his as "“100 percent durum"
with the Implication that they were
thereby of higher quality, it appeared
that the contention would be difficult
to demonstrate objectively. There was
Iittle scientific data to support such an
assertlon, There was scanty objective or
clinical evidence that “durum is better."
Yet all authorities and the literature,
some of it dating back hundreds of
yeurs, appeared to support the claim,

The question was left to some extent
unresolved, At the same time it posed
formidable array of problems—in defi-
nitlons, in the standardization of tests
for product color and Integrity during
the cooking process, and in the evalua-
tlon of test results by consumer panels
of sufficient size as to be considered
“objective,” How could conclusions in
which all knowledgeable persons agree
—be proved or demonstrated by obser-
vation, tests and scientific findings?

Request for Market Research

In addition to its on-going program
of recipe development, food phatog-
raphy, the writing and production of
educational periodicals and publica-
tions, the Durum Wheat Institute
reached for research and information on
still another level during the year In an
application for a grant from the Na-
tlonal Wheat Institute. The funds, pro-
viding they were forthcoming from the
$2,200,000 pool belonging to wheat
growers, would be used for market
study to determine new or improved
methods for the advertising, merchan-
dising and promotion of durum-based
products.

Application ' for the grant from
NWI was based on a verbatim trans-
cript of a similar application made by
wheat growers, millers and the maca-
ronl industry to Congress in 1063. At
that time, the request resulted in a
$100,000 appropriation for the work,
but concurrently Congress falled to pro-
vide a like amount for the housekeep-
ing funds needed by the particular
bureau which would conduct the study.
No report of the study was ever made
by the USDA.

In reviving the project for NWI, the
carry-over benefits to the marketing of
other types of wheat were stressed, At
the end of the year, no response had
been recelved from the Natlonal Wheat
Institute.

A number of other activities express-
ing the repular program of the Durum
Wheat Institute are Incorporated in the
year-end record of the Education-Pro-
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motion Committee, or in the special re-
port of the Durum Macaronl Hotel-
Restaurant-Institutional Program,
which follows.

Durum HRI Program

A separale program to promote the
use and appreciation of durum-based
spaghetti, macaroni and noodles in the
hotel, restaurant and institutional field
has for the past several years been co-
operatively financed by one-third con-
tributions from the Durum Wheat Insti-
fute, National Macaroni Institute and
North Dakota State Wheat Commission.
The program and its funds are adminis-
trated by the Federation staff,

Since the effort began in 1065, the
HRI Program has produced a movie,
“Macaroni Menu Magic"; and a film-
strip on the same subject for tralning
restaurant personnel, “"How to Cook
Macaroni Foods"; a set of 32 full-color
recipe cards in large quantity illustrat-
ing the foods featured in the movie and
filmstrip; a “fact sheet" explaining the
advantage of using durum-based prod-
ucts for restaurant dishes; a “National
Pasta Recipe Contest” for the owners or
employees of restaurant and Institu-
tional establishments; recipe cards fea-
turing the prize-winning dishes; and a
concerted publicity effort in behall of
durum-based products In the restau-
rant, Institutional and school lunch
press,

An ltem of increasing cost In the HRI
budget has been the charge for distribu-
tlon of the training film throughout the
United States. In 1071, $7,830 was ex
pended to reach an audience of 142,203
professionals or students in the HRI
fleld at an average cost-per-person of
five and a half cents. An index to the
success of the ilm and its accompanying
filmstrip may be found in the apparent
trend among restauranteurs to increase
their service of pasta products, cooked
“a]l dente,” and merchandised as some-
thing “extra special” rather than just
another menu item.

The recipe cards have been distrib-
uted at no charge through coupon in-
quiries in the trade press, and restau-
rant trade shows manned by Plentiful
Foods personnel of the U.S, Department
of Agriculture. USDA “Smart Shopper”
bulletins, reproduced across the country
by the millions as a guide to the use of
low cost or government donated foods,
have also featured macaronl products
(along with bread, flour and self-rising
flour).

The question st ycar's end was
whether the Pasta Recipe Contest
should be repeated blennially. Financ-
ing of the competition required a doub-
ling of the $5,000 onnunl payment by
each of the three cooperators In the
HRI fund. The North Dakota Wheat

Commission and the members of the
Durum Wheat Institute had both ap-
proved the larger assessmeni. But Di-
rectors of th2 National Macaroni Insti-
tute deferred decision until their meet-
Ing in early summer, 1972, Opinion
among the macaroni manufacturers ap-
peared divided on the value of the con-
test and on tho cstimate of cosls for o
European trip offered as a grand prize.

Durum, Stondard of Quality

“Durum, Standard of Qualily” has
been in circulation for over ten years
but is still drawing rave notices. The
film created by Bill Snyder of North
Dakota is distributed by Modern Talk-
ing Picture S-rvize to s-hools. service
clubs, public szrvize television. The dis-
tribution Is sponsored by the National
Macaroni Institute, Durum Wheal Insti-
tute and North Dakota Wheat Com-
mission.

Typical of audience reaction are com-
ments like these:

“A Freshman class in Agriculture
found the filmstrip interesting and edu-
catlonal.”

"Home Economics 1I—Grades 9 and
10—It was a good flm and well ac-
cepted.”

“Eighth Grade cooking class—The
part on how the different shapes of
pasta were made Intrigued the stu-
dents.’

“Freshmen to Senlor Vocatlonal Agri-
cultural Students—This is one of your
better fillms.”

The fllm recelved beiter than 500
bookings during the first four months
of 1972 with 1,770 showings.

Daily Food Guide

The Food & Nutrition Service gives
the following information to recipients
of U.S. Dept. of Agriculture food cou-
pons:

“Eat foods from the Basic Four Food
Groups daily:

Milk Group

2 or more servings

Milk (fresh, dried or evaporated),
Cheese, Cottage Cheese, Ice Cream
Vegetable-Frult Group

4 or more servings

Carrots, Cabbage, Kale, Spinach, To-
matocs, Citrus Fruits, Juices.

Meat Group

2 or more servings

Beef, Veal, Pork, Lamb, Fish, Poultry,
Peanut Butter, Eggs, Dried Beans, Peas.
Bread-Cereal Group

4 or more servings

Enriched Breads, Cereals, Crackers,
Mucaron], Noodles, Rice, Corn meal,
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~ End ol theline.

It's ‘one thing to have the best pasta-producing

machinery. And another to be able to package it

quickly. Properly. And uniformly. In bags or boxes.

‘No matter what kind of pasta you're making —

) "+ long goods, short goods, swallow nests or whatever
"= one of our Zamboni: packaging machines is

designed ‘to. meet your in-plant requirements.

" Quickly: Properly. And uniformly. In bags or boxes.
That's the long and short of it.

/70 Packing Machine
e

RVS Packing Machine

s TR N R R Write for complete details.

raibanli

INGG. M., G. BRAIBANTI & C.S. p. A.
122 Milano- Largo Toscanini 1

£ 3200 FRUIT RIDGE AVENUE, N.W, 2
. GRAND RAPIDS, MICHIGAN 49504

B { PHONE: (816} 453-5451
WERNER/LEHARA  TELEX: 22:6428 CABLE: WERNERMACH
rid-wide sales agents for the Zambonl Works, Casalecchio
(Bologna) Italy.

CA/70 Packing Machine

ELR Packing ! achin
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Macaroni Around the World

P.r\h"l'.-\ IS ON THE RISE! From
Italy, the birthplace of spaghetti, to
Jupan, the latest hotbed of consumer
acceptance, macarond, spaghetti and egg
noodles are goining in populanty. They
are truly o universal food

While the responses to a world-wide
survey by the Macareni Journal dis-
closed that many problems are held in
common by macaroni manufacturers, it
still is clearly evident that “all business
is local”

In Italy

In Naly macaroni sales and consump-
tion have leveled olf and are steady
after rising following World War 11 as
consumers gained aflluence and then
declining alter that affluence was trans-
ferred to meal.

The Ttalian consumers' eating habits
have changed just as they have in many

ALY »

Conveyed finished goods to outomated
storage system.

uther countries and today there is more
mcat i the diet. Also consumers who
have always been particular about their
pasta tend to demand better and better
quality In keeping with this the gov-
ernment has issued packoaging regula-
tions that now require the food to be
sold in packages packed ot the factory
rauthzr than in bulk which was common
yvears ago. Packoge sizes range from 100
1o 25J 1o 5)0 or 1,000 or multiples of
LO00 grams. There must be printed on
the package the name of the manufae-
turing firm, the head oflice, the location
of the plant, the kind of pusta, und the
net weight.

Hard wheat pasta, packed in cello-
phane, accounts for 05% of the market
with boxes 30% ond paper 5% . Egg
pasta, the top quality product, must
have 4 whole eggs of chicken per kilo-
gram of hard wheat flour. Half of this
product is sold in cellophune with the
othzr half in boxes and it sells for just
about twice the value of the product
without eggs, 240 to 340 lira per kilo-
gram,

There were approximately 800 maca-
roni manufucturing plants in Italy in
1958. There were 550 in 1068. There has
been o luss of another hundred since
that date. Despite the increasing mor-
tality of manufucturing units competi-
tion remains very keen. It is estimated
that only 65 factories huve higher pro-
duction thun 30 tons daily.

Spain

Our correspondent  in Barcelona,
Spain reports that there wre 152 plants
in that country, with an estimated pro-
daction of 120,000 tons. Mocaroni and
vermicelli are the most popular prod-
ucts and sell in cellophune bags from
22 1o 26 pesetas per kilogram. The am-

ber semolina from which they are ma
cost batween § and 10 pesetas per kil
gram.

Price competition is keen in Spa
with much low quality pasta on 1t
market. The consumer does not ke
how to prepare many different recip
of pasta and there s o consumer ed
cational job to be done. However,
macaroni business has been steady an
it appears that it will be better this yeo
than last.

Poriugal

For the last two years in Portugs
there has been o decline in mucaron
consumption because of an appuarent v
cat old fashioned food. But the fiftee
manufucturers of the country are upt:
mistic that the trend will be short-lived
They produce about 50,000 tons an
nually, mostly nests and spaghetti.

LT
A new noodle novelty: hoy ond strow beim:
dried by Braibonti of Parma.

Straw and Hay are noodles: half yellow (egg products),

halt green (spinach).
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Switzerland

Out friiend, Do Lows Capol ot th
Swiss Macaront Manufacturers Assoctis
von teports dechinimg <ales i 171 with
tature prospects rather dull. There e
HSwiss manufacturers who are caugh?
noeruel competition with o sules prob-
complicated by the dumping ot
Itdiun products mto the marketplace
Su production is estimated at 5
metnie pounds and finds noudles most
popular followed by spaghetti and ol-
tow macuroni. Fimshed goods are pack-
wed mostly i cellophane bags ol 5o
centigrams and the price range s be-
tween 16 and 925 Swiss cents per kilo
Ltam

Belgium

Hoet-Coppens Mills §° A in Belgian
port that the 3 plants i that country
toduer 15 million Kilograms  with

stont the most pupular cut tullowea

spughettt and  vermicells made ot
dam wheat semoling: Sales have been
Sady and future prospects look good

England

Macaroni sales in England have been
i+ with the future prospect continuois
“ady growth. There are 4 plants n
covountry producing an estinted
L0000 tuns. One of the most suceesstul
the 4 s Pasta Fouds Ludo in St
Albins, Herts, The managing directon i
F Freddie Fox with other directons, m-
Chidimg G J MeGregor, V. PPrace, B C
Head, and D W, Sutherland
They are building o new pasta toc-
tory thit will e opened on June 27 and
ve arranged  for special trins 1o
"tansport visitors from London to Great
Yarmouth, American colleagues are -
ted with the mvitation that the fae-
Yoy s ammediately adjacent to Verali
Gull Course
Germany
Diei Glocken in West Germany 1e-
burts sales steady but the future looks
dulticult with substitute products. There
are 10 plants in Western  Germany
With an estimated annual  production
ul 200,009 tons Competition is keen and
there s difficulty in getting adequine
teturn for good quality products. Egpg
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In Semolina and Durum flour, quality has a
color. Pure, flawless gold. The color of King
Midas Semolina and Durum flour.

It's the color we get in Semolina and Durum
flour because we begin with the North Coun-
try's finest Durum wheat, and mill it in facilities
designed specifically for the production of
Semolina and Durum flour.

It's the coloryou get in pasta when you begin
with King Midas Semolina or Durum flour, and
it'syour assurance thatyou've gottherightstart
toward pasta with fine eating characteristics.

And from the time our golden King Midas
Semolina and Durum flour start on their way
to becoming your golden pasta, Peavey is fol-
lowing through with the fastest, most reliable
service possible. And we're working to be
better. Qur new King Midas Semolina and
Durum flour mill at Hastings, Minnesota, rounds
out a distribution network second to none.

It still comes down to this. We want you to
keep pulting Peavey in your pasta...right
along with your pride.

King Midas Semolina and Durum Flour from Peavey, for Pasta with

At the new Peavey mill in Hast-

ing and fillering processes that

"The Golden Touch." Pure Golden Color. Great Eating Characteristics.

istics, And at the Peavey mills,

ings, Minn., as in all the King
Midas Semolina and Durum flour
mills, Durum wheat receives all
the extra milling, cleaning, purify-

make Durum run on a Semolina
mill something special . . . proc-
esses that mean pure, golden
pasta with fine eating character-

aulomation of virtually all proc-
esses means that quality levels
are maintained — all the way. We
wouldn't have it any other way.

Peavey Company, Flour Mills, Minneapolis, Minn, 55415

PEAVEY COMPANY
Flour Mills




Macaroni Around the World
(Continued from Page 19)

tain because of the low protein levels
in the wheat flours that are used for
processing. However, sales are up and
prospecis are good.

Venezuela

There are 87 macaroni plants in Vene-
zuela, according to our correspondent in
Caracas, They are producing 08,000
metric tons annually and production
was up some 4% in 1971, Long goods ac-
count for 75% of the production, short
cuts 20% and twisted goods 5%. The
industry In Venezuela I8 In need of
technically trained supervisors.

New Zealand

Timaru Milling Co., of Timaru, New
Zealand Is one of the two plants in that
country making approximately 2,000
tons of macaronl products, New Zea-
land flour sells at $80 a ton with egg
32.5¢ per pound. The retail selling price
of spaghetti in 14 oz. cartons or cello-
phane bags is 25¢.

Though the trend of macaronl sales
in New Zealand has been steady some
of the major problems are educating the
public to use the dry pasta in lieu of the
canned product, Distribution costs are
heavy and there is presently insufficient
volume to warrant automatic packing.

Japan

Mr, H. Simidsu, Technical Director,
Flour Milling Industry Development
Foundation, in Tokyo, Japan writes the
following interesting report:

We wish to give you a glimpse of the
Japanese noodle Industry because
noodles are far more popular with the
Japanese than macaroni and spaghettl.

As you know, Japanese staple food is
rice, but Japan is also a blg noodle-
eating country and about 1,285,000
metric tons of flour (38% of total flour
production in Japan) was consumed for
noodle manufacture in 1870. This was
compared with about 100,000 metric
tons (3%) of semolina for macaroni and
1,160,000 metric fons of bread flour
(32%).

Traditional Noodles

Japanese traditional noodles are pre-
pared by cutting dough sheet which has
been formed by three or four palrs of
rollers and not by exirusion through
dies as macaronl processing. In contrast
to durum semolina for macaroni, Jap-
anese noodle flours are milled from a
blend of Japanese domestic soft red
winter wheat, white wheat from the
Pacific Northwest of the United States,
and another soft wheat Australian
F.A.Q. But Japanese public taste, es-
peclally of the young and growing gen-
eration, has recently changed to have a
tendency to prefer firm and slightly
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chewy noodles. Therefore, most proces-
sors blend a quantity of strong bread
flour to noodle flour, resulting in an
eating quality of noodles much more
similar to that of spaghetti.

Under these circumstances, Japanese
macaronl manufacturers are beginning
to consider the clear definition of maca-
roni and spaghettl in order to justify
their higher quality and price from an
ordinary noodle. Japanese noodles con-
tain 1% salt and no eggs. 95% of Jap-
anese noodle manufacturers are minor
form enterprises and number about
10,000, There are only 14 macaronl
manufacturers.

Chiness Noodles

Chinese type noodle consumption has
been increasing. There has been a par-
ticular rush on semi-cooked Chinese
noodle packages. These snack type
packages will fall under the category
of convenience foods and are made by
short deep frying or steaming of twisted
Chinese noodles.

These noodles are prepared from al-
kaline dough formed from semi-strong
flour (11-12% protein) by mixing with
25% of water and 4% “Kanshul.”
“Kanshul" is a concentrated alkali solu-
tlon composed of potassium and/or
sodium carbonate with or without a
small quantity of sodium phosphate,
This alkaline doughing water dissolves
a part of the protein in the flour and

Plents de Galletsra Mazicane, Obrogan,

fills the aperture between flour particles
in the dough, besides developing a
gluten strand. This phenomenon results
in its dough being more dense and stifl,
Noodles made from such dough will be
firm, tough, smooth and does not swell
or disintegrate In cooking. Thus it
favors satisfactory mastication suiting
for the younger generation's taste.

Flours for Chinese noodles are gen-
erally milled from dark hard winter
wheat and their consumption s esti-
mated at about 270,000 metric fons an-
nually,

Macaronl consumption has steadily
climbed in Japan and by 1975 will hit
140,000 metric tons, There is concern
that this climb cannot continue and that
competition will become keen with
overcapacity, There Is concern at pres-
ent because of an irregular supply of
durum wheat which is released through
the government and the fluctuations of
its quality.

Japanese Firm in Los Angele:

Nissin Food Products, Lid. (Japan
has put the first wholly owned Japanes:
firm in the U.8, at 2001 W. Rosecran
Avenue, Los Angeles. They will manu
facture and distribute “TopRamen'
noodles in soup, More than four billior
servings are produced annually in Ja
pan for world distribution.

Macaronl Manufacturing in Japan

Total Production (Kg.)

Short Cut Monthly

Macaronl Spagheiti & Stamped Total Exported Capacity

1061 748,420 9,734,330 17,200,368 27,782,118 281,273 3,005,400
1062 630,812 14,801,760 18,348,358 33,780,358 108,620 4,015,000
1063 581,810 10,044,768 21,720,280 42,246,848 220,233 4,648,000
1964 520,352 26,925,438 22425447 40,880,237 263,190 6,309,000
1065 406,025 33,265,514 25,422,940 59,004,470 206,260 7,604,000
1068 423,778 40,221,528 27,453,202 68,088,508 333,239 7,881,000
1087 362,008 44,035878 26,583,670 70,082,354 316,078 8,602,000
1968 332,123 40,732,438 26,216,524 76,281,083 418,138 9,471,000
1069 315,841 51,279,817 26,873,431 78,460,080 487,400 9,436,000
1870 310,078 61,462,710 31,204,580 92,078,268 442,667 10,385,000
1871 315,827 67,277,001 28,265517 95,859,245 385,963 11,743,000
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smonz- Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3
e e Y

ont Super High Sreed Noodle Cutter, Type NA4 working in con-
fu,n'm::rwil: the VMi ’:3 for conti:uoul léoglﬁn. per hour operations.

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL WAYS Cﬂ;rmont!

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

TAILOR-MADE FOR THE NOODLE TRADE

R s Available with or without vacuum process

Maln

¥

; Two speed motor affords flexibility for 1600 Ibs. or 1000
C'PGC"Y I'Ql'lge b lhs.ap-r hour or any two lesser outputs can be arranged.

arge screw for slow extruslon for better quality.

.hglnGQTEd for simplicity of operation.

ugged Construction to withstand heavy duty, round-the-clock usage.

controls, Automatie proportioning of water with flour, .

OtC_h|955 Temperature control for water chamber,

lece housing. Easy to remove screw, sasy to cioarn.
;'n: :;-mlun betwsen screw chamber and head.

nly
EW'Y deslgned dle gives smooth, silky-finish, uniform shest
DT Vg el B e s

S Division of Carlisle Corporation
280 Wallabout Street

Brooklyn, N.Y. 11206, US.A.
Telephone (212) 387-7540
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Quarterly Durum Report
Darum growers intend to plant 2.5
million acres to this crop in 1872, ac-
cording to the March 1 survey of ths
Crop Reporting Board. This would be
a 12 percent drop from last year but
would still be 19 percent above 1870,
North Dakota growers plan a 10 percent
reduction In acreage but growers in
other important producing States cut
plantings from 20 to 30 percent from
year ngo. Neerly 80 percent of th2
planned acreage is in North Dakota,
Topsoll molsture conditions were plenti-
ful to surplus in 74 percent of North
Dakota counties in early May and were
adequate In the remaining counties.
Subsoll molsture was rated plentiful to
surplus in 58 percent of the counties.
On May 1 field work in North Dakota
was reportcd much behind last year due
to cool wet weather. Only 1 percent of
the durum was planted in North Da-
kota by May 2 compared with 13 per-
cent last year and 22 percent for that
date’s 10-year average. :

Durum Exports

During the January-March quarter,
U.S. cxports of durum wheat totaled
11.3 million bushels. This was more
than doubl= the amount shipped during
that quarter in each of the previous
two years. Exports July 1871 through
March 1872 at 24.6 million bushels are
slightly behind the rate of a year ago
when 26.4 million bushels had been in-
speeted during those months.

Durum Stocks

On April 1, 10872, stocks in all posi-
tions tataled 96.7 million bushels, 26
percent niare than on April 1 last year,
Farm stocks were 34 percent larger than
a year ago and amounted to 72.2 million
bush~ls. Off-farm stocks were up 7 per-
cent from a year ago and totaled 23.0
million bushels. Disappearance during
the Janvary-March quarter is indicated
at 18.8 million bushels compared with
14.9 million the same quarter last year,
At the end of March, CCC owned 7.8
million bush:ls of hard amber durum,
1.5 millicn bushsls of amber durum and
833,00 bushels of ordinary durum
wh=at, The Agency had extended ware-
house loans on 220,000 bushels of du-
rum. At the end of Apri], producers had
placed 22.2 million bushels of 1871 crop
durum under loan. Loans outstanding
on that date totaled 14.2 milllon bushels.

Canadian Bituation

Canadian farmers intend to plant 5
percent more durum wheat in 1872 than
they seeded In 1971, according to plans
on March 15, If those intentlons are
carried out, Prairie farmers will plant
2,580,000 arres of durum. The visible
supply of durum wheat in Canadian
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Durum Wheat Acreage Planted (1,000 acres) Indicated Percert
1870 1971 1972 of 187!
Minnesota .3 41 28 [i]:]
North Dakota 1,812 2,464 2,218 90
South Dakota 110 143 118 81
Montana 120 168 114 68
California 10 10 8 60
United States 2,001 2,826 2,482 87.8

positions April 12, 1872 amounted 1o
43.3 million bushels compared with 30.6
million a year earller, Commercial dis-
appearance of Canadian durum August
1, 1871 through April 12, 1872, domestic

and export, total 34.7 milllon bushels
against 27.6 million . bushels the year
before, Disappearance in both catz-
gories was above year-ago rate, Exports
were up about 6 million bushels and
domestic disappearance was about 1
million bushels ahead of the rate last
year,

Planting Progress

After a cold wet spring, really no
spring at all, but a transition from snow
one week to 80 and §0 degree tempera-
tures the next—planting of small
gralns began in earnest in mid-May in
the upper midwest. In North Dakota
on May B only 8% of the durum acre-
age had been seeded. A week laler the
percentage jumped to 20%. By May 24
it was 83% In.

Moisture conditions were adequate in
36% of North Dakota countles, and
plentiful to surplus in 62%. Wild oats
were such a problem in many flelds that
spraying was common and some farm-
ers were holding up seeding operations
to get a good kill,

Wheat Foundation

After ten years of discussions the
wheat industry succeeded in marshall-
ing united forces to testify before th:
subcommittees of the House and Senate
May 4 in behalf of legislation called that
Wheat and Wheat Foods Research, Edu-
cation and Promotion Act.

Stalements were made by representa-
tives of national, and state farmer
groups, flour milling, baking and other
end product manufacturers, and
unions. Walter F, Villaume  appeared
for the National Macaroni Manufac-
turers Association. The action was en-
dorsed by the U.B, Department of Agri-
culture.

‘While the future progress of any, bill
through Congress is difficult to predict,
the unreserved backing for this bill
Increases the odds In favor of enact-
ment this session,

Multifoods lssues
Annual Report

International Multifoods announced
that it plans to build a $2 million Kau-
kauna Dairy Co, plant in Little Chute,
Wis., and that it is “actively searching”
for an entry into the European con-
sumer products market.

The announcemenis, made in con-
junction with the lssuance of the com-
pany’s 1872 annual report, sald that th:
specialty cheese products plant in Wis-
consin would be operational by Septem-
her 1972,

The Minneapolis-based diversified
food processing company also an-
nounced that the 13-floor Invesios
Building, which it has occupled in
downtown Minneapolis since 1056, will
be renamed the Multifoods Building
later this year.

Multifoods' . President Willlam G.
Phillips also said that the turnaround of
the company's Mister Donut operatlons
is witnessed by the fact that 43 shops
have been opened or entered the de-
velopment stage slnce March 1,

Less Milling

Once the largest flour miller in Nori
America and econd largest in tl:
United States, Multifoods has fallen 1
fifth place In this country since tt
completion of thu sale of its Clevelar .
mill earlier this month, Phillips salc.
and will fall to sixth place later th:
year when its Detroit mill will be tor
down to make way for a riverfront
newal project.

A product line break down showe
that sales of consumer products in th
United States rose from six to nine pe!
cent of total company sales, and earn
ings rose from four {o eleven percen!

The company last year reported sale:
of $457 million’ and consolidated ne!
earnings of $8.6 million, both up from
year Bgo, -

The report, based upon the results of
a recently published study of the news
of the small investor, follows a news
magazine format ' complete with the
company's advertisements, cartoons, 2
shareholder quiz, guest columns, letters
from customers and an’ecology orlented
coupon offer. ' e, W
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by some of the largest pasta producers.

or triple production W Lower capital Investmen
shutting down the line W Are you ready for it?

Microwave drying, the first really new development in a long time, has been quielly proven

B It dries ten times faster M It uses 1/5 the space @ It reduces dryer malntenance fo
about one hour a week (all stainless steel) @ It Improves product quality ® It can double
t B It generally can be Installed without

i e AL LAY ¢
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MICRODRY CORPORATION

3111 Fostoria Way, San Ramon, c':.|1 94583
415/837-98108
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Society Building Dedicated

Guests attending the formal dedica-
tion of the new international head-
quarters of the American Association of
Cereal Chemists (AACC) and the
American Phytopathologica! Society
(APS) on May 11 witnessed a unique
twist to the traditional “ribbon cutting"”
ceremony.

Barring the main entrance of the St.
Paul suburban (3340 Pilot Knob Rd.)
three-level building were several pols
of growing wheat, a commodity sym-
bolic 1o both organizations, which were
"harvested” by the presidents of the
two societles using golden sickles. Doing
the cutting were Dr. Kenneth A. Gilles,
AACC president and Vice President for
Agriculture, North Dakota State Unl-
versity at Fargo; and APS president Dr.
Joseph P. Fulton, Professor, Depart-
ment of Plant Pathology, University of
Arkansas, Fayetteville,

In attendance were approximately
100 representatives from both the
AACC and the APS in addition to
guesis from local government and in-
dustry, who heard short speeches from
Gilles and Fulton. Presiding over the
program was Daniel G, McPherson,
Vice Presideni and Director of Quality
Control fur General Mills and chairman
of the joint AACC/APS committee
which was responsible for the design
and construction of the building.

Tour Facilities

Following the half-hour dedication
ceremony, everyone was given an es-
corted tour of the 12,000 square foot fa-
cility, with the staff explaining the
operations of the various depariments
and pointing out the expansion areas
designed to accommodate the future
needs of the socleties and possibly a
third organization with related activi-
ties,

The building, constructed at a cost of
$335,000, is divided into three wings to
meet the requirements of three basie
functions; the editorial wing, the execu-
tive wing and the rental space to be
used for the office expansion.

AACC

The AACC, leading soclety in its fleld,
Is composed of chemists, biologists and
some englneers engaged in the overall
process of converting cereal grains
{wheat, rice, corn, etc.) into edible and
non-edible products, The group was
founded in the spring of 1015 in Kansas
City, Missouri by a group of milling
chemists whose goal was to standardize
methods then being used in the milling
and baoking industries. From the orig-
inal 11 charter members, the organiza-
tion has grown to some 2,000 members
in 34 couniries, Its two professional
publications are read by more than
4,000 sclentists in over 60 countries,

‘).J.
Dr. Gilles and Dr,

APS
The APS, alsn the leader in its sphere
of activity, was founded in late 1908 and
is dedlcated to the elucidation and con-
trol of plant diseases. In the ensuing 64
years, the Soclety has grown to almost
2,800 members In 67 foreign countries
and all fifty states. It's major publica-
tlon, Phytopathology, is read by
more than 3,000 sclentlsts in some 84

countries of the world,

Wheat Institute Hires Batelle

The National Wheat Institute, funded
by the slightly more than $2,000,000 re-
maining in the wheat export certificate
pool, awarded a contract to Battelle-
Columbus Laboratories to conduct a
survey of existing research and promo-
tion on wheat and to identlfy promising
areas for further sclentific activity. In-
formation developed as a result of the
Battelle study will be used as the basis
for future projects to be financed by the
N.W.I and will also be made avallable
to others in wheat research and promo-
tion.

ConAgra Up

Net income of ConAgra, Inc. for the
third quarter of the 1972 fiscal year in-
creased 53% over the same 1871 period,
according to a quarterly report issued
recently,

Net sales of ConAgra for the 40 weeks
ended April 12, 1872, aggregated $227,-
€66,217, compared with $207,099,307 in
the previous year, an Increase of 10%.
Net income In the 40 wecks of the cur-
rent fiscal year was {2,008,068, equal to
05¢ a share on the common stock, com-
pared with $2,626,272, or B5¢ a share, in
the previous year, Income before tax
provisions in the 1072 fiscal year was

'liﬂl'h'.“lm- -
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$1,057,168, against $3,130,972 in the
previous year, while an Income tax cre-
dit of $51,800 was reported this year,
agalnst a tax provision of $604,700 in the
40 weeks of 1971,

ADM Dividends in 40th Year

Archer Danlels Midland Co, declared
a dividend of 25¢ a share on the com-
mon slock, payable June 1 to stock-
holders of record May 22, This will be
the 183rd cash dividend and 163rd con-
secutive quarterly payment, a record of
more than 40 years, Total of 3,432,'3
shares of ADM common shares is o:t-
standing.

Freexe Dried Noodles

Free flowing, freeze dried, inst: 1l
noodle can be handled on sensit ‘¢
equipment in blending and filling ope 1-
tions of dry mixes. Product requi s
only the addition of hot water to be . 1-
stantly rehydrated. Usage applicatic is
would be in Instant dry soup mixes a d
other pre-prepared lustant, pasta pre |-
ucts. Product eliminates the 10 to 0
minute cooking time which otherwie
would be required.

Additional information Is avallat e
from Right-Away Foods Corp., P.).
Box 184, Edinburg, Texas 78539,

Eighth IPACK-IMA
IPACK-IMA (International Exhibi-
tlon: packing and packaging, mechani-
cal  handling, - food-processing  equip-
ment including macaroni machinery)
will be held on the Milan %'rade Fair
grounds October 8-14, 1973, j
The Secrelary General may be con-
;:dcf.ed at Via C, Ravizza, .62, Milan,
ly ?

Dinial
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oy and-cleaning s mide easy s R
e e T by use; of Walkways and ‘slairways:’
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FOR AUTOMATING YOUR PLANT CONTACT ASEECO~the Engineering
anc Manufacluring tirm with 25 years o! Macaronl Plant experience. s

One source responsibliity from Concept fo Operalion fo “Afler Sale Servive"
; 1830 W, OLYMPIC BOULEVARD, LOS ANGELES, CALIF, BO00G + (213) 38B-8081 :
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F THE Statue of Liberty is symbolic

of America as th: “melling pot" of
the world, the United Nations is surely
i its chef. In both homes and restaurants,
menus have taken on a distinct foreign
accent,

Due in large measure 1o a wide range
of exotlc frozen foods now available,
the Great American Appetite of the
best-fed people on earth is rapidly
achieving global sophistication, a recent
survey disclosed.

Nationality and ethnic specialtles ac-

counted for miore than a $150 million
share of the booming frozen food mar-
ket last year, according to Allan N,
Cooper, executive of the Anaconda
Aluminum Company, one of the na-
tion's largest suppllers to the frozen
food industry. And this is only the be-
ginning for international epicures.
i Because of the enthusiastic accept-
| ance of these comparatively “unusual”
dishes, he predicts that the sales vol-
ume of frozen foreign foods will be
| more than doubled in the next 10 years
| —poassibly tripled.

Creativity

“Creatlvity is the keynote,” Cooper
‘ sald, “Today’s menu planners want con-
‘ venlence plus originality, They find
‘ this in frozen nationality specialties.
{ | “But only the surface of the market
| has been skimmed. Tremendous de-
velopments are coming along through
new food processing techniques, new
packaging concepts and more imagina-
tive merchandising."

As recently as two decades ago, na-
tlonality foods for the general public
were limited to quaint Italian and pre-
tentious French cafes, and family-
owned Chinese restaurants and other
such atmospheric eating places. In
homes, ethnic meals flourished only in
the “old world” environment of recipes
handed down through the family,

Today, however, if the average
American menu were a passport, it
would be stamped with visas from at
least half a dozen foreign lands.

Pizza has become a standby item,
tacos and tamales vie with egg rolls
and chow mein, blintzes and bagels are
becoming as common as Polynesian
skewered ka-bobs or sauerbraten with
spaizle, It's not unusual to find Mom's
apple ple replaced by a multi-layered
Dobish torte,

As thls new cosmopolitan type of
culsine widens the horizon of American
diners, it has had an increasing impact
on the food industry, particularly the
l frozen food segment.
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Food With a Foreign Accent

Since many of the exotic dishes com-
ing into favor require an array of in-
gredients not commonly found in the
average kitchen or—more important—
an unfamiliar expertise in their prep-
aration, easy-to-fix frozen dinners, en-
trees, hors d'oeuvres and desserts claim
a steadlly growing share of the market.

Itallan No. 1

The most recent statistics avallable in
the Anaconda survey show that Itallan
foods lead the popularity parade of
frozen nationallty speclaltles with an
estimated $80-million volume of sales.
Second place is claimed by Chinese and
other Oriental foods at $30-million,
Termed by some market experts as the
fastest growing entry in the fleld, Mexi-
can food now produces $25-million
from the frozen food lockers.

A slgnificant $5-million inroad has
been gained by Kosher frozen foods.
Gaining a place at the table, but not
yet pushing the leaders are Hungarian,
French, German, Armenian, Polish,
Swedish, Spanish and “all others” from
various ports of call, the study revealed.

1t is interesting to note that sales of
these specialtles do not follow tradl-
tional ethnic patterns.

In New York, for Instance, it is con-
ceded that the Irish Catholics and other
ethnic groups buy more Kosher prod-
ucts than Jewish' people do. Minnea-
polis with its strong Swedish heritage
is one of the beiter markets for Mexi-
can foods since hot tamales and enchi-
ladas left the old neighborhood in the
Southwest,

International Flavor

The foods themselves cross ethnic
and natlonality lines, Now on the mar-
ket is Kosher Chines=-style turkey
roast and Irish plzza (with a thin crust
and thick sauce—developed by an
American soldier on duty In East Afri-
ca). Many Jewish dishes, of course,
come from other lands such as Poland,
Czechoslovakia, Hungary or the
Netherlands, contributing to “Continen-
tal” specialties,

The international note is carried even
a step further to the producer and the
product In at least one outstanding ex-
ample—Jeno Paulucel, son of Italian
immigrants in Minnesola, started the
Chun King Corporation in 1046 and
bullt it Into the world's leading pro-
ducer of canned and frozen American-
Orlental foods.

Chun King's remarkable success
story also illusirates a general Ameri-
can business trend that is currently re-
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flected within the frozen food industry:
mergers and acquisitions,

In November, 1966, R. J. Reynolds
Tobacco Company pald Paulucel $63- |
million for his company. They not anly
purchased the company, but the mar-
keting and purchasing savvy of Pau.
lucel, who they named board chairman
of R. J. Reynolds Foods, Inc,

New Corporate Homes ! N D Cabl i)
Other ethnic foods have found similar | Bhiacecon P a0 4
new corporate homes, For example,
Roman Products Corporation, with Jo-
seph and Cyrus Settinerl founded on
ravioli in a small garage in South
Hackensack, New Jersey, then buill
into an enormously successful business,
was acquired by H. P. Hood & Sons, a
leading packer of frozen citrus fruit
and concentrates,
Beatrice Foods, once an all-dairy
company, now owns Temple Frosted
Foods (Chinese-style products), LaChoy

The Defense of
otz 8| the Standards Continues

Lambrecht Foods. . b 1
business provided him with the war-
Pet Mllk Corporatlon,

Hy Epstein began making and selling
frozen blintzes in the Bronx during
World War II because his wholesule PI

1
scarce ingredients. Consumer demand ); us '
led to expansion under the Milady ‘ '
A b
brand, which was finally acquired by ‘. w..klv Newsletter.

Other well established food com-
panies such as Campbell's, Swanson,
Sara Lee and Banquet noted the popu-
larity of natlonality foods and devcl-
oped their own product versions 1o add
to already diversified lines,

This exceptional demand for ethr c
foods is therefore opening up inviti: g
prospects for even the small busine: - f
man who is armed with an unusu.l i
recipe, Ingenuity and great energy. ]

Packaging Concern i

Packaging is a primary concern in
marketing these frozen specialtics,
Cooper pointed out, because it mu.t
function In a number of importait
areas—product protection, consum r ]
convenlence, minimum cost and max:-

mum_attentlon—getting. Y our Membership SUPPO"S

The survey showed that aluminum
THE NATIONAL MACARONI MANUFACTURERS ASSN.

foil contalners, ploneer of the early
P.O. Box 336, Palatine, Illinocis 60067

Periodic Surveys.

Technological information.
Research and relations in the durum area.
Meetings and Conventions; exchange ideas with colleagues.

Up-to-the minute facts and information for your key personnel.

video-dinner days, is still favored—but
often in new shapes, sizes, colors.

“For the retall market, tray sections
are sometimes tallored to fit the shape
of the food,” said Cooper, who Is Ana-
conda's marketing manager for con-
tainers and packaged foil. “Colored and
patterned foll, too, add eye appeal with
glamour to exotic foods.

(Continued on page 30)
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Food with Foreign Accent
(Continued from page 28)

“The top companies in nationality
specialties recognize the importance of
merchandising the package, as well as
the food, so interesting new designs
and concepts are constantly under de-
velopment.”

Since frozen foods must be stocked
in freezer cases, limiting display effec-
tiveness, the appearance of the indi-
vidual package fighting for attention is
an important point of sale factor,

At the some time, the comprehensive
study noted, the customer likes a multi-
purpose contalner that serves as a
storage-preparation-szrvice utensil
Rigld foil containers coated with a spe-
cial plastic compound to make them re-
semble table china add an extra luxury
touch, particularly desirable in mass-
feeding operations such as airline
meals.

Another Innovation galning wide ac-
coptance is the smooth-walled alumi-
num foil container with a peel-off cover,
used for speclalties llke Macadamia
nuts or sauces to accompany a gourmet
dish.

Large Packs

The greatest change from the famil-
lar compartmented aluminum foil din-
ner tray, however, is a swilch to large
slze entree packs—iwo- to four-pound
capacity containers for generous fam-
ily-size servings or institutional use.
Spaghetti, Continental casseroles, chow
mein, stuffed Iasagna or Mexican main
dishes are best sellers in these quanti-
tles.

Many housewives prefer the large
packs, Anaconda's study discovered, so
they can exercise their own creative
flair with original touches and the addi-
tion of family-favorite side dishes.
Working wives and busy homemakers
also admit that adding their own “in-
spiration” keeps them from feeling
they've ‘cheated” their families by
simply taking dinner out of the freezer.

Large packs for prepared frozen foods
were originated to serve volume feed-
ers such as restaurants and institutions.
This market has become an unexpect-
edly large and profitable customer for
nationality speclalties. People who dine
out are especlally partial to foreign
foods, and a number of restaurants such
as Fred Harvey's feature nationality
menus one day a week.

Schools and colleges also find the
natlonality menu an interesting and ac-
ceptable variation.

Mass-feeding operations are ham-
pered today by a severe shortage of
skilled labor in the kitchen, So they are
making Increased use of frozen pre-
pared foods to keep high costs in line,
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according to the Natlonal Assoclation
of Frozen Food Packers.

Great Potentisl

The greatest potential for interna-
tional menus, however, still remains in
the home kitchens where frozen foods
act as travel agents to transport adven-
turous Americans anywhere around the
globe in the length of time it takes to
“heat and serve.”

But wanderlust alone does not ac-
count for the growth of the new cosmo-
politan appetite. An important factor
noted by John Helgeson, foods market-
ing manager for Better Homes & Gar-
dens, is that we are now in the midst of
a “Flavor Era." This means that as a
rule fewer dishes are served but each
one |s expected to be a “flavor experi-
ence."

Good Business Magazine describes it
as a combination of taste and eye ap-
peal: “The new view is to regard food
as an art and pleasure, something that
while it has roots in hard necessity
nonetheless gives forth delightful blos-
soms to please the senses.”

This is the traditlonal view held in
Europe and the Orient, but the modern
American translation calls for the ef-
fect without the effort. This leads al-
most Inevitably to the freezer where
interesting foreign foods that are stored,
ready for Instant preparation.

Widespread affluence also contributes
to modern gourmet tastes. The Ana-
conda study indicates that in the case
of nationality foods, this extends down-
ward {o the upper portion of the lower
income groups, possibly reflecting total
acceptance of our mixed national ori-
gins as well as upgraded eating habits,

“Education and travel is also broad-
ening the ethnic base at a rapld rate,”
Helgeson comments. “Half our popula-
tion is under 25 years of age and the
young marrieds, a high percentage well
educated, are cooking differently than
their parents. Stroganoff, coq au vin
and beef Burgundy are part of their
regular meal planning, as well as Ori-
ental, Polynesian and Mexican dishes
that break away from traditional fare.”

Many acqulre tastes for forelgn foods
by traveling abroad, he pointed out,
and are then able to gratify these tastes
at home by shopping In the frozen food
section of the supermarket,

A chenge in entertainment patterns,
with emphasis on snacks and buffet
suppers, reinforces the popularity of
international speclalty items as “some-
thing different” and yet easy to fix.

Convenience, 'the Anaconda study
clearly showed, is a primary reason for
the growing reliance on frozen foods—
and if the food has that certain sophisti-
cated foreign flailr, so much the better.

“Golden Elbow" Gets Extensic |

An extension of a year, to April :
1973, was granted by Food and Dr
Administration to General Foods Cor .
to conduct marketing tests of “an ¢ -
riched macaroni product that devial: s
from the standards of identity for mac: -
roni and noodle products. This Is t}..
product marketed under the nam:
“Golden Elbow" that has stlrred so
much opposition from macaronl manu-
facturers, durum millers and durum
growers because the princlpal Ingre-
dient is not durum semolina or wheat
flour. The product is labelled “enriched,
yellow comn-soy-wheat macaroni.”

The first marketing permit for the
product was issued June 20, 1969, and
the original specifications provided for
yellow corn flour not less than 50%, soy
flour not less than 27% and hard wheat
flour not less than 10% by weight of
the farinaceous Ingredients.

Corn-Boy-Wheat

The permit was modified Sept. 9,
1871 to provide for 38% yellow corn
flour, 30% soy flour and 30% hard
wheat flour.,

In its request for an extenslon, Gen-
eral Foods Corp. stated that, In its
judgment, it would generate additional
information to continue the acceptabil-
ity studles related to the product, The
company stated that a number of school
systems are experimenting with the
product and plan to include it In some
of their menus in the coming years, The
permit extension, published in the May
5 Federal Register, provides for exten-
sion to April 28, 1073, “or until the pro-
pon~1 standard of Identity for enriched
macaroni with improved protein quality
becomes effective, whichever occurs
first,”

A Slice of Pizxza

Pizza, Official publication of the
North American Pizza Asrsociation, car-
ries a lead article in the March-April
issue with the heading, “Pasta, Your
Way to Increased Profits.”

Martha Moser advises plzzerias to
turn to pasta, plzza's distinguished an-
cestor, to add variety and customer ap-
peal to the plzzeria bill affair at very
little cost.

The publicntion goes to over 26,000
plzza men. The Pizza Association claims
the industry has grown 1,500% since
1850 and still shows amazing growth—
pizza Is the number cne fast food cholce
among young adults, Young adults are
the people who eat out most ofien, The
public spent approximately $3 billlon
on fresh plzza last year, *
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We buy the best durum wheat

COME Take
| a Photo Tour..

...and see why you
§ always get Top Quality, Unifo!'m
Color, Quick Service, Safe Ship-
| ment and Outstanding Product
§ Performance when
you buy Venezia
' No. 1 Semolina, Im-

peria Durum Granu-
' lar, or Crestal Fancy

Durum Patent flour.

Call (612)
646-9433

Clean, wash, temper
and grind.
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Hamburger Helper Scores

From Triangle Packaging In Action

When you run three shifts seven days
u week and still can't meel the demand
for a new product, you've got a winner.

But when that product is selling in
the competitive convenience food mar-
kel, you've got o super success.

That's the brief, surging history of
General Mills' Humburger Helper,
which, in a little more than seven
months since its nationwide introduc-
tion has become n run-away best seller.

Hamburger Helper is one of the
growing number of semi-prepared con-
venience foods that still require a de-
gree of culinary involvement.

It elevates common hamburger, or its
more elite cousins such as ground beef,
to the rank of a specially raain course,
To the palate, it's light ycars away from
the ubiquilous patiy—on or off the bun.
Five main courses are marketed under
the brund name: Potato Stroganofl;
Rice Oriental; Beef Noodle: Hash: and
Chili Tomalo.

Two Pouches in Carton

Humburger Helper's ingredients come
in two pouches to the carton: a small
one for the seasoning and another for
the main component—potatoes, noodles,
ete. Prepuration calls for browning the
hamburger, draining off the fat, adding
the ingredients and water, stirring and
simmering.

The product is now packaged on one
line utilizing o Triangle form-All-seal
bag machine equipped with Flexitron
scales, ot General Mills' plant in West
Chicago, Illinois. Two more Triangle
units are scheduled for installation in

the West Chicugo operation and at Lodi,
California.

The Triangle equipment has the ca-
pacity to run at 90 to 100 bags per
minute. They operate as fast as the
cartoners they feed to can accommodate
them.

Compatibility

Robert Doig, General Mills produc-
tion engineer, and Donald Sherman, the
Packaging Department superintendent,
surveyed a variety of bag machines
synchronized with cartoners before
recommending the Triangle form-fill-
seal units.

One key reason for the company’s
choice was the machines' compatibility
with a variety of cartoners. In fact, the
second unit soon to go on the line re-
quired only one minor modification to
team with a new Jones cartoner.

While visiting various plants using
Triangle gear, Messrs. Doig und Sher-
man were impressed with customer
feedback on both performunce and re-
liability of the equipment.

“With the demand running as high as
it is for Hamburger Helper, there just
isn't any room for marginal machine
performance,” says Bob Doig.

“So far the Triongle machines have
given us above average efliciency,” he
ndds. *We operate them round the clock
as fust us the cartoning equipment cun
handle their output.”

Convenience Bonanza
Ever since the early '50s when air-
lines first began serving prepared in-
flight dinners and cake pre-mixes came

; ~Br q° A
Robert Doig, production engineer.

on the market, convenience foods huvi
charted phenominal growth.

On the home [ront there are plenty
reasons for the bonanza in easy-to-pre-
pare foods. To name a few: working
wives; a desire lo economize, save lime
and simplify food preparation; and, the
fact that tlet’s fuce i) every gal cont
cook like mom.

On the manufacturers side, highly
skilled home economists and food tedch-
nologists have striven 1o produce .
range of prepared packaged food that
are as nutritionally  well-balanced .-
they are delicious,

From the packaging industry cun
new films that provide virtually to!
product protection, and the form-fil -
seal machines with their ability to v
nomically produce packages at hy,
speeds,

Pouches Popular
Pouches continue to gain in popul
ity. One reason packaogers ure preft
ring them is that once the package h
been opened the customer usually us
(Continued on page 34)
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.There is no substitute for the engineering expertise
that comes with experience. Buhler has it. Over one-
hundred years experience in the design and ope:ution
of hundreds of modern, efficient macaroni plants and
machines in practically every country of the world

N Ry

T,

.
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where macaroni is made.

Single screw presses {rom 600-4000 Ibs./hr.
Double screw presses from 1200-8000 Ibs./hr.
Four screw presses up 1o 16,000 Ibs./hr.
Shaking pre-dryers for shorl goods

Short goods belt dryers from 600-16,000 |bs./hr.
Two-slick spreaders and four-stick spreaders
Long goods dryers from 6(-4000 Ibs./hr.

Long goods accumulators for one shift per day discharge
Long goods cutlers

Raw material handling systems

Complete production lines

U.S.-made motors

U.S.-made electrical controls

U.S.-made climale controls

Engineering services including design, planning and installa-
tion of complete macaroni processing plants

If it's anything to do with macaroni plants or equip-
ment, talk to the experts at Buhler Corporation, 8925
Wayzata Blvd., Minneapolis, MN 55426, 612-545-1401 /

Skilled, experienced BUHLER Engineers develop the

optimal processing system alter making a careful
analysis of tho customer's particular plant layoul,
operation and specilic requirements.

Every lacol of machine operation undergoos scrupu-
lous examination by Buhlor Design Engincars, Ex-
trusion of short goods will be viewod in extreme
slow-motion from high-speed, 500-Irames-per-
second movie camera used above.

L st et

Eastern Sales office: 580 Sylvan Ave., Englewood
Cliffs, New Jersey 07632, 201-871-0010 / Buhler Broth-
ers (Canada) Ltd., Don Mills, Ontario, 416-445-6910.

PR U Ty A e LSRRt
e e

Buhler designs, fabricates and installs all types of
macaroni equipmenlt for any size operation. Above,
warld's largost shorl goods press (4-screw, 16,000
|bs./hr. capacily) dwarls 100 Ib./hr. laboratory
model shown in insol.

®
Complete
I Macaroni
l Wcighl;, on Flexitron scales, Through the cartoner, ' Plants by \
| 2
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Hamburger Helper
(Continued from page 32)

all the ingredients. Thus, the packager
has quality control right to the table.
Pouches have also enabled packagers to
put several different ingtedienis in the
same carton.

Thus modern packaging, imaginative
food technology, and innovative mar-
keting teams put delicious, economical
and easy-to-prepare dishes like Ham-
burger Helper on America's dinner
table,

Ad Campaign

General Mills is stepping up its In-
troductory campaign for new Ham-
burger Helper Dinners with an ex-
panded print campalgn in Family Cir-
cle and other major women's maga-
zines,

Four-color, full-page ads in June and
July issues will carry pop-up coupons
to more than 20 million households,
and print support will continue
throughout the remainder of the year.

Televislon advertising on top-rated
network primetime shows, daytime
network TV and spot TV will run con-
currenily with print in what amounts
to one of the most extensive sustaining
advertlsing campalgns in the com-
pany's history.

Hunt-Waesson Skillet Dinners
Ii N an advertisement in the May issue
i of Progressive Grocer Hunt-Wesson
takes twelve pages to tell retailers
about package dinners, the most suc-
cessful new item In 1971, There are
Illustrations in full color on each page,
Copy says in part: “In a recent Progres-
slve Grocer survey, ‘You-add-the-meat’
packaged dinners were named by sixty
percent of retallers as the most success-
ful new item they had handled in 1971
—and they were named more than
twice as many times as any other prod-
uct.”

“In two years, between 1869 and 1871,
dry packaged dinner volume grew 52%
from $98,677,000 to $148.2 million. This
dramatlc increase was largely due to
the added customer appeal and varlety
that have resulled from the introduc-
tlon of successful new lines like Hunt-
Wesson's Skillet Dinners,”

8ix Reasons

Six points are given as to why “you-
add-the-meat" packaged dinners go big
with consumers and grocers.

(1) Consumers demand quality and
menu variety on a par with convenl-
ence. The new wave of consumerism
has placed added emphasis on the im-
portance of both economic and nutri-
tional value In foods. As a result, the

housewife is no longer content just to
‘hrow together a simple meal—she
‘wants to maintaln the high level of
‘meals she normally serves her family
und she wants to do so within a reason-
uble grocery budget. By using only the
highest quality ingredients, the new
packaged dinners offer the modern on-
the-go shopper all the convenlence she
needs without any sacrifice in menu
variety or good nutritlon,

(2) Consumers want to maintain their
involvement in meal preparation. Re-
gardless of their desire for convenlence
products, modern homemakers are not
all ready to let go the basic responsi-
bility for putting a tasty, wholesome
meal on the family dinner table. Be it
tradition or otherwise, women are more
inclined to buy a packaged dinner that
offers some convenience but still allows
them to select the meat and combine the
separate ingredlents in a way that it
will give the meal their personal touch.

(3) “You-add-the-meat" packaged
dinners are the fastest growing profit
makers in the packaged dinners cate-
gory. In the year preceeding the intro-
duction of these products, dollar sales
of packaged dinners category were
worth over $08 million. In 1970, the
year these new items were added to the
category, dollar sales rose 9.3% fol-
lowed by a 40.8% increase in 1871.

(4) These dinners offer high margin
and fast turnover. The Progressive
Grocer shows that the average margin
on “you-add-the-meat” packaged din-
ners exceeds 21%, well above the aver-
age for both the entlre packaged din-
ners category and the total store, In
addition, 88% of the survey respond-
ents view these new packaged dinners
as equal to or above the average weekly
turnover in the grocery department.

(5) These products mean new dollar
sales, not dollar trading. Because there
Is no other item In the store like “you-
add-the meat" packaged dinners, custo-
mers won't be substituting their pur-
chases for other products when they
buy.

Even more Important, these new
packaged dinners offer food retailers
an opportunity to reclaim a large share
of the estimated $6 billion In sales that
have been wooed away by the booming
fast focd outlet Industry,

(6) These products can mean exira
sales in the meat department. The shop-
per must buy fresh meat to prepare
these new packaged dinners. This
means a growth in meat department
sales from 5 to 10%. They have related
item potential in the produce depart-
ment, with soft drinks, or paper prod-
ucts with a “quick meal-easy cleanup”
display possibility.
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The Products

Among the Hunt products are Ski; o
Lasagna, Skillet Stroganoff, Ski) a
Mexicana, Skillet Hawallan, Bki! at
Oriental, Skillet Barbeque, and Skil at
Plzzerla.

The latest entree are Hunt's Skill -
brand Baked Chicken Dinners. Bakcd
Chicken and Dressing calls for 23
pounds of chicken to which is added a
pack of seasoning mix, a package of
dressing, a can of sauce and another
can of fruit topping. For the same quan-
tity of chicken in Baked Chicken Wesl-
ern there is a can of sauce, a packet of
mashed polatoes, and a can of beans
and mexicorn for serving. For Baked
Chicken Italiano there is a can of sauce,
a package of rotinni, a packet of season-
ing mix and a packet of cheese topplng.
With chicken consumption growing at
twice the rate of beef, Hunt's looks for
good repeat business,

Lawry’s Foods Report

Richard N, Frank, President, Lawry's
Foods, reporis consolidated net sales in
1971 at $32,552,838 were 10% greater
than in 1870. Although the increase was
smaller in sales growth than the aver-
age for recent years, management was
satisfled because few new products have
been introduced and the bulk of the
growth came from existing lines. Furth-
er, the unfavorable economlc climate in
California resulted in generally flat
restaurant sales.

Emphasis on TV

Television became the principle me.-
ium for company advertising with tt:
development of several thirty secon!
spot commercials. The apparent succe: :
of advertising and promotion program
seems justified and leads to the plan t
shirt a larger part of promotional spenc
ing toward consumer oriented prc

~ grams.

Efforts are being intensified in th
growing “away from home" segmen
of the food industry, and the food serv
ice division introduced a new line v
sauce and gravy mixes for sale to res-
taurants, schools, hospitals and similo:
mass feeding institutions, Lawry's ha:
recently developed a unique line o
products based on soy-protein tech-
nology which facilitates the seasoning
and reduces the cost of several popular
dishes requiring the use of ground meat.

California Center

In 19871 they completed the first stage
of a long range plan for the enlarge-
ment of their corporate headquarters.
The improvements to buildings and
grounds have greatly increased their
ability to expose visitors to Lawry's

(Continued on page 38)
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A & P Turns to Discount

With a flurry of promotion, A&P
stores are being converted to some-
thing called “Where Economy Origi-
nates” or WEOs for short—sort of super-
duper discount stores.

By mid-May more than 2,600 stores
had made the switch and by next Feb-
ruary all of A&P's 4,200 stores scattered
over 35 states, the District of Columbia
and Canada will be operating under
the distinctive green WEO signboards.

Price Wans?

“Supermarketers who have to com-
pete are reeling from the effects,”
claims Supermarketing Magazine, “Th>
stage may be set,” adds Supermarket
News, “for a serles of price wars."

WEOs are A&P's answer to some
serjous and disturbing problems plague-
ing the company: the steady erosion of
ALP's image as a price leader, ever
flercer competition within the $94.5 bil-
lion retall food business, and A&P's
own leveling sales and shrinking profits.
In Its fiscal year ending Fedruary 26,
A&P suffered third quarter and fourth
quarter losses totaling $2.7 million.
Profits dropped to £8¢ a share, com-
pared with $2.02 a year earlier. That
made fiscal 1871 A&P's worst year since
the company went public in 1858,

Tonnage Recovery Program

A&P's Chairman and Chief Execu-
tive, William J. Keen, who took over
after Melvin W. Alldredge, retired last
year, speaks of WEOs almost as though
they were some high-powered break-
fast cereal that will do wonders for an
undernourished corporate body. “We
have o start the growth factor in this
company right now," Keen says. “This
is a business based strictly on volume,
and sales measured In tonnage." Refer-
ring to the WEO itself, Keen says that
“this Is a tonnage recovery program'—
meaning that the retaller who moves
the most goods is the one that will come
out on top.

Mr. Keen might get an argument
from other high-profit, lower volume
chains such as Safeway, Wyan-Dixie,
Jewel Food and Lucky Stores, but none
of them could argue with Keen's basic
food merchandising philosophy: “I want
to get us back to good, sound, basic
fundamentals. This company was built
on quality foods sold at low prices.”

Bruno Buitoni Dead

Bruno Buitoni, president of the Bui-
toni-Perugina food industries, with
operations in Italy, France and U.S.,
died in Perugia May 17 of a heart ail-
ment., He was 73.

Loopholes and Ratholes

Once again, politicians are mak g
noises about closing so-called looph: es
in the tax laws,

The object is to get more money f1 m
middle income taxpayers—and fi m
business, of course,

The drive is prompted by ever rising
government spending,

Maybe instead of looking at “lonp-
holes,” they should look at the ratholes
through which so much of our taxes
disappear,

— Nation's Business

A. Goodman & Sons, Inc.

New officers have been elected at A,
Goodman & Sons, Inc., Long Island
City, New York. They are! Robert I.
Cowen, Sr., president; Melvin Golbert,
vice president and secretary; and Ro-
bert 1. Cowen, Jr., vice president and
treasurer.

Personnel Changes

John P, Roberts, recently sales mar-
keting manager for Bultoni, has been
appointed national sales manager for
Roman Products.

The costliest item in the average
American consumer's budget is govern-
ment: federal, state and local,

WANTED:

Informed
Sales
Representatives

Have them read

JACOBS-WINSTON
LABORATORIES, Inc.
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4—Micro-analysis for extransous matter,

Consulting and Analytical Chemists, specializing in

all matters involving the examination, production

and labeling of Macaroni, Noodle and Egg Products.

1—Vitamins end Minerals Enrichment Assays.

1_&' Solids end Color Score in Eggs and
oodles.

3—Semolina and Flour Anelysis.

S5—Sanitery Plant Surveys.
6—Pesticides Analysis,

Name 7—DBacteriological Tests for Salmonalle, etc.
Firm }
Address James J, Winston, Director
CIW and State 7'!‘ ]56 Chﬂl’l"Ibers Street
Renewal New Subscription—___ New York, N.Y. 10007
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We respectfully this
five-point program for reducing
that waste line.

The cost of government Is literally eating the country out
of house and home. In 1970, Americans spent $14 billion
more for gavernment than for food, shelter, clothing and
new cars combined.

Isn't It scary that the cost of government increased by,
67% from 1958 to 1971? That's almost twice as much as
the cost of consumer items. Uncontrolled Federal
spending looms as a continuing threat to the economy.
The Inevitable results are government deficits, inflation,
Increased taxes,

What to do? We suggest to the President and Congress
—put government on a strict diet. Set up strict spending
guldelines. Exercise strict controls on the Federal
budget. As a start, we recommend five reforms:

1. Project all major spending over a five-year perlod.
Show total costs as well as detailed spending. Such

prr:,edlons should list separately both actual spending

and spending that has been authorized but not yet spent.

Then Congress and the taxpayers, will have a yardstick

for measuring new and continuing programs. The costs

of new programs Initiated In the 1960's increased 300%

during the first five years, If the taxpaye: knows the

future costs, he will think twice about the true worth

of the program.

2. Evaluate all spending programs at least once every
three years. 4 »

ine their need and effectiveness and see wha
cois)testg;wbe eliminated. This is zero-based budgeting,
which means that an appropriation for a program must
be Justified from scratch. If needed It should be
re-enacted. If not, eliminated. As It stands now, almost
$175 billion of the proposed $247 billion budget for
Fiscal 1973 would be spent automatically—about
$2,650 per family.

3, Pilot test every proposed maju. ~‘zde.i ‘rogram.

See if it will work before full-scale operations are
funded. If it works, then and only then should Congress
put it into nationwide operation. This procedure will
avold many expensive projects that look good on paper
but don't solve the problem. As Senator Abraham
Ribicoff said in urging that the rc:_fosed Family
Assistance Plan be pllot-tested: "Right now we have 168
programs at a cost of $31 billion to alleviate poverty, and
we've got more poverty in this country than we had
last year.'

4, Designate aJoint Congressional Committee to
evaluate the Federal budget in terms of priorities.

Today no committee Is responsible for the total budget
picture. The Federal budget Is a thing of bits and pleces—
a scrambled multibillion dollar jigsaw puzzle, Each
committee has a favorite piece and tries to squeeze it
in somehow. No committee evaluates the budget in
terms of balancing tax receipts and expenditures. Excess
costs are simply added to the national debt. A total
review by one committee, to be made public, could help
balance the budget.

5, Subject speclal Federal programs, such as Soclal
Semd’leyftmpededkam and Highways, (o the disuplliie of
controlied spending Just as other tax-supported
programs are.

There are over 800 trust funds, which do not come
under the annual appropriations review. An annual look
might change priorities substantially as times change.

These five points can bring the budgetary process
under control. Until the American public Insists on steps
[ike these, election results will be meaningless, What's
needed is millions of Americans talking to their friends,
nelghbors, colleagues and pt:bllc officials about ways to
bring spending under control. :

Fgr fﬂel;lher Eack round write to; The Chamber of

Commerceof the United States, Washington, D.C. 20006.

,D.C. 20006

Chamber of Commerce of the United States
Washington

A federation of

chambers of commerce, trade and
Individuals dedicated to strengthening the competitive ent

associations, business firms and
erprise system—for the greater good of all.
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Minimum $3.00
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FOR SALE—SBlec-tripak 2 scale nendle
waighar with sutometic indening comvayor.
Includas stoker ond closted conveyer
Model No. A2C, Serial 6303, $2000.
Rloc-tri-pak 2 scele short cut weigher
;::D lopper end closted conveyer feed,
2 .'lmu callo beg sealers, sach $3500.
Simplex calle maker machine—Mod-
ol 1, Seriel 1094, $500,
1 ln; Box 136, Maceroni Journel, Pala-
i tine, IN. 60047,

: FOR SALE—2; ; o book on Mscerenl,
Noodles, Paste Products by James J. Win.
ston, $5.00 postpald If chack Is sent with

| order, PO, Box 336, Paleting, lil. 60067,

I Complete Line of

GIACOMO TORESANI
MACHINES
Tortellini, Capelletti
end Gaocchl

Continwous Kneeder Shasters
(roliad upen dowels)
te 200 Ibs. per hour production

Noedle Cutting Equipment
“We Invite Your Inquiries”

| SoBROOK Mackine

Div. of Velpi & Sou, Corp.
544 3rd Ave,
BROOKLYN, N.Y. 11215
Phese: (212) HY 95922

Hetsl Del Coronade in

Food Trade

Convention Calendar

July 18-20: National Macaroni Mfrs. As-
soclation, Del Coronado, Coronado,
Cal.

Aug, 22:25: Poultry & Egg Institute of
America Productlon & Marketing
Conference, Muelebach Hotel, Kan-
sas City, Mo,

Oct, 22-25:1 Nat'l, Assn. of Food Chains,
Miami, Florida,

Oct, 30-Nov, 21 PMMI Packaging/Con-
verting Machinery Show, McCormick
Place, Chlcago.

Nov, 11-15: Nat'l, Frozen Foods Con-
vention, San Francisco, Cal,

Dec, 2-81 Nat'l. Food Brokers Associa-
tion, New York, N.Y.

Jan, 24-28: Natlonal Macaronl Mfrs. As-
soclation, Doral Country Club, Mi-
ami, Fla,

Lawry’s Report
(Continued from page 34)

many attributes. At the newly named
Lawry's California Center in Los
Angeles the beautiful “mission” style
gardens, the interesting gift, wine and
gardzn shops, as well as an unusual
self-service restaurant, La Coclna, have
been added to the tour and group lunch-
eon programs successfully offered for
the past 10 years.

Post-Convention Tour

Friday, July 21
Julius Goldman's Egg City; Lawry's
California Center,

the round, site of the 68th I
mm,ummohu:mhhmumh?“

Laid e} 2 bl

Demaco Lasagna
Stripper Patented

De Francisci Machlne Corporation of
Brooklyn, New York has been granted
U.8. Patent Number 3656603 for their
lasagna stripper, The stripper, which
operates either independently or as part
of a Demaco long goods line, has a
unique method of handling dried la-
sagna. With special soft clamps, ‘he
machine grasps the dried lasagna hy
the heads and removes the lasagna fr m
the stick In a horizontal direction. T. us
separated from the stick, the lasagn: is
released on a moving table. This ta le
then moves down to a conveyor, 7 e
lasagna is then conveyed through a
multiple saw which removes the h d
and cuts the lasagna Into requh d
lengths.

Handling Minimized

The principal advantage of this me! -
od of operction is that the handling !
the lasagna Is mlidmized and, therefo: ¢,
the amount of wasle or breakage Is al 0
minimized,

Machines using this patented methcd
of operation are currently in service at
Viviano Macaroni, Carnegie, Pa,; Gioiu
Macaroni, Buffalo, N.Y.; Delmonico
Foods, Loulsville, Ky.; Ideal Macaroni,
Bedford Heights, Ohlo; American Beau-
ty Macaronl, Denver, Colo.; The Great
A & P Tea Company, Horseheads, N.Y.;
and Procino-Rossi, Auburn, N.Y.
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' Sal Maritato did.

less chance of contamination, and less time

Sonowwhenyou huy Multifoods' and mess,
new noodle mix called "Duregg” ® Duregg eliminates the need to re-freeze
—all you add s water. unused egg.

We've gone ahead and addedthe  ® Duregg assures a consistent blend.

egg solids to Multifoods' top-  w Duregg eliminates the necessity to inventory

. : quality durum flour. two Ingredients. Storage and record keeping
A number of our customers have already ordered is reduced.

“Duregg"” in hefty lots. 2D implifi .
Here are a few reasons why you should: S:J::?_ LT&IOO:; delivary. Now. il's one
® Duregg eliminates time-consuming, in-plant ;
blending of flour and egg solids with ex- u Duregg lowers your manpower requirements.
pensive machinery, Enoughsald. OrderyourDureggwith a phone call,
@ Duregg s ready when you need it. No thawing,  The number is 612/339-8444,

I INTERNATio-NALI F ;
DURUM PRODUCTS DIVISION
GENERAL OFFICES, MINNEAPOLIS, MINN. 55402 2
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