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Vincent DeDomenico, newly elected
president of the National Macaroni
Manufacturers Association, has a fav-
orite hobby—traveling.

In 1860, he and his wife Mildred and
brother Paskey were with the macaroni
delegation that traveled from the Milan
Fair in Italy to the Hanover Fair In
Germany. Last year Vincent & Mildred
had their plant engineer and his wife
with them as they attended the Maca-
roni School In Switzerland and toured
macaronl plants in northern Italy, This
year, the entire DeDomenico family:
father and mother and their five chil-
dren—Steven, Michael, Vicki, Marla
and Vincent, Jr—came directly to the
macaronl convention from a trip to
Greece, Jugoslavia and Bulgaria. They
have been all over the world. And after
a trip to Russla, Vincent sald: “The best
way to make them capitalists.”

Active In Assoclation

In the Association, Mr, DeDomenlco
has been a board member for some
years and has served on the convention
sites and arrangements committee, the
durum relations commitiee, and the
Natlonal Macaroni Institute committee.

In his company, Gold:n Grain Maca-
roni Co. (producers of Eice-A-Ronl), he
is secretary-treasurer and general man-
ager of natlonal corporate activities, He
is & membzr of the board for Golden
Grain, Ghiradelll Chocolate Co., Man-
teca Bean Co., Oregon Macaroni Co,
and the Buffalo Breeding Assoclation,

Gourmei

He i3 a member of the World Trade
Club, Commonwealth Club, Grocery
Manufacturers of America, and Is Bailli
of Hillsborough Chapter of La Chalne
des Rollsseurs, He is a good scout, too—
working with the Boy Scouts of Amer-
ica in the interest of his boys.
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Cover Photo

Petite pasta personalities, wives of
macaronl manufacturers attending the
Del Coronado convention, surround the
photo of Sophla Loren. Miss [.oren was
named “Macaroni Woman of the Year”

at the convention. Her picture will be
sent to the Museo Storico degll Spa-
ghettl in Pontedassio, Italy. Left to right
are Mildred DeDomenico, Paulette Vi-
viano and Beity Horrigan.
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President Vincent DeDomenico

HE 68TH Annual Meeting, of the
National .dacaroni Manufacturers
Assoclation at Hotel Del Coronado in
the Ban Dlego area was blessed with
good weather, a good turn-out, and the
accomplishment of important business.

\’INCEN’I‘ F. LaROSA gave an ac-
counting of his administration
pointing to increased activitier such as
the Washington meetings, Food Editors
Conference, Restaurant Recipe Contest,
Mauaroni School in Europe and the De-
fenue of the Standards, Referring to the
work of the National Macaroni Institute
he sald the membership is happy with it
but never completely satisfied—always
wanting more.

He noted that the constitutional
changes to be acted upon would make
for a more efficient working organiza-
tion by reducing the number of directors
and the quorum requirement for thelr
operation.

The directors elected under the new
set-up Include the following:

Eastern Btates
Willoughby 8. Dade
Edward A. Horrigan
Emanuele Ronzoni, Jr.
Nicholas A. Rossi

H. Edward Toner

Paul Vermylen

Central Biates

Albert Ruvarino
Ralph Sarli

Lloyd E. Skinner
Walter Villaume
Lawrence D. Willlams

Western Biates
Vincent DeDomenico
Angelo Guido
Ernest Scarpelll

Conada
John F. Ronald

At Large
L. M. “Andy" Anderson
Alvin M, Karlin

Immediate Past President
Vincent F. LaRosa

Director of Research

Director of Research, James Winston,
reported that there are new challenges
from consumerism and Increased law
enforcement activities by governmental
agencles, He noted that imports are be-
ing more closely scrutinized, including
lubeling of Japanese noodles.

Product Promotion

Ted 8ills and Elinor Ehrman gave a
report on the activities of the National
Macaronl Institute which include a se-
ries of slides showing color placements
in consumer magazines, Sunday supple-
ments, cookbooks and columns empha-
sizing that macaroni is a fun food, low
cost 1neal item, and a nutritious natural
food. Helper recipes will be the theme
for the 23rd annual National Macaroni
Week October 5-14. Sophia Loren was
named “Macaroni Woman of the Year"
and this recognition hit newspapers
arcund the couniry.

Howard Lampman of the Durum
Wheat Institute said the market po-
tential of hotels, restaurants and insti-
futions is more than 150 million meals a
day. An increasing percentuge of the
population eats meals away from hume
and the trend continues upward. Restau-
rants are a sampling ground and the de-
velopment of recipes for this area will
be supported by another HRI Recipe
Jontest. The movie, “Macaroni Menu
Magic," trains restaurant personnel how
to cook, serve and merchondise pasta
products, It continues to have heavy de-
mand,

Food Editor & Grocers

Jean Voltz admonished food manu-
facturers to tell the truth. Housewives
are not dumb so it is best to level with
them. She observed that legislation is
more often a handicap than a help so
your candid approach will be appreci-
ated,

Joe Goldberg of King Cole Markets in
Whittler declared that grocers' responsi-
billties to consumers is to accommodate
thair desires. If they want code dating,
nutritional lebeling, truthful advertls-
ing, etc. then it is the retailers’ job to
glve it to them, Nobody likes interfer-
ence in thelr business but unless Ameri-
can manufacturers and retallers give
the cuctomers what they want they will

Past President Vincent F, La Kose

get this interference.

Ed Evans, president of Pantry Food
Markets, emphasized that the sales-
profit ratio is an all important criteria.
It will take Increasing efficiency to im-
prove profits, Food Is a bargain in the
United States compared to other coun-
tries but it takes a constant selling joh
to convince the public of this.

Harold “Bud" Ward, Food Consullant,
observed that you must keep up with
change in order to survive, He found it
impossible to get information on the re-
turn on investment, tonnage compari-
son3 and financial ratios of the muca-
roni indusiry, but he did note th:t a
half a dozen retall grocery outlet in
California did more business than the
entire natlonal macaroni industry. He
shook the group by observing that H .m-
burger Helpers and Japanese : yle
noodles would have better come { om
within the industry than from the ut-
side. Inasmuch as they did not, they ire
the enemy niming at the same spo: on
the dinner plate and pald from the s me
pocket that you are shooting for.

Advertising

Charles Foll, President of Continental
Advertising and Marketing, declured
that consumerlsm is advertiser's clial-
lenge of the 70's. Today's advertiser
must use comnion sense and “keep his
cool.” He sald: “Apparently we must
suffer attack on all advertising becuuse
hostile groups have found an occasions!
misuse by the view, But let us remem-
ber that the intelligence of the con-
sumer is your salvation and mine"

Economic Outlook

Julian H. Taylor, Economist from the
Bank of America, predicted that wage
and price controls would be with us for
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the foreseeable future. “Full employ-
ment” which had been defined at 4%
unemployment is now moving up to
5% % and much of the nation's plant
capacily is obsolete so we will have a
nervous Administration, whoever it is,
Discussing International currency prob-
lems he observed there are new types of
problems but he Is optimistic for the
long pull.

Harold Halfpenny, NMMA counselor,
recommended that one person in each
company be assigned to be familiar with
the areas of public problems and regula-
tions and inspections pertaining thereto.
He advised businessmen to be politically
aclive and to support people who sup-
port the business point of view, He also
advised to get your blory to your own
people.

Management Matters

A panel of macaronl manufacturers
had these observations on management:

Larry Willlams of the Creamette
Company sald, “Let's get organized! Job
definition and job responsibility must
extend from top management through
middle management to the botlom rung
of the ladder with a commitment up
and down the line."

Lloyd Skinner of Skinner Macaroni
Company described thelr planning for
profit with a strategic business plan.

John Ronald, president of Catelll,
Ltd., declared the busiaess of business is
to increase revenue while reducing costs,
This means increasing sales volume,
sales area, and share of market while
watching operating costs at all levels.
He observed that the macaronl indus-
try's pride In low prices is a dubious
virtue,

Anthony Vagnino of American Beauty
Macaroni Co. stressed the Importance of
people and motivating them to effec-
tively utilize plant and equipment.

Edward A. Horrigan, vice-president
of the Continental Division, Thomas J.
Lipton, Inc, stated that public stock
companies must grow or dle, Profils
give them the base for improvement and
growth,

H. Edward Toner, chairman of the
C. F. Mueller Co.,, summed up by em-
phasizing the importance of integrity in
all aspects ot dning business. He ob-
served that you get nowhere with illegal
deals and neither your company nor the
Industry derlves any good from them in
the long run, He declared, "We will
never pay under the table for anything
at the Mueller Co.”

Bocials

On the social side, o Sunday trip to
Tijuana for dinner and jal alai and a
Tuesday trip to the famous San Diego
Zoo were approved as fun outings.

The Italian Dinner Party was a smash
success. The food prepared under the
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supervision of Peler F. Vagnino, Jr. and
Chef Sal Guardino was outstanding.
The music of the Mario Singers, brought
through the courlesy of Rossolti Sales-
Rexham Corporation, was warmly ac-
claimed.

At the Banquet, the music of Paul
Ravino's orchestra pleased the dancers.
Vincent F. LaRosa was presented with o
plaque for his services and leadership
and bhound volumes of the Macaroni
Journal as a record of his administra-
tion. He turned the gavel over to in-
coming president Vincent DeDomenico
who pledged a redoubling of effort to
keep macaroni pressing forward,

Officers Introduced

Other officers elected were H. Edward
Toner, first vice-president; Nicholas A,
Rossi, second vice-president; Lawrence
D. Williams, third vice-president; Rob-
ert M. Green, Secretary-Treasurer; and
James J. Winston, Director of Research.
They were introduced along with their
ladies.

Supplier Hoats

One of the fine features of macaroni
conventions is the Supplier's Soclals.
This hour reception preceeds each eve-
ning's function, The hosts included the
following companies:

A D M Milling Company
Amber Milling Div.,, G.T.A.
Braibanti/Werner Lehara
The Buhler Corporation
Clermont Machine Company
De Francisel Machine Corp.
Faust Packaging Corp.
General Mills, Ine,
International Multifoods

D. Maldari & Sons, Inc.
Microdry Corporation

North Dakota Mill & Elevator
Wm. H. Oldach, Inc,

Peavey Company Flour Mills
Ridgway Lithograph Co.
Rossotti Sales-Rexham Corp.
Milton G. Waldbaum Co.

Sophia Loren Honored

A famous Italian actress was named
at the del Coronado convention as
“Macaroni Woman of the Year." She is
Sophia Loren.

Robert M. Green, executive Secre-
tory of NMMA, said thut it was about
time that Sophia was recognized for the
statement which endeared her to pasta-
packers the world over, "I owe every-
thing I have o spaghetti."

Besides, Sophia Is a dazzling repre-
sentative of the grace and beauty which
characlerizes many of the women of
Italy, the birthplace of macaroni, Green
said.

“What better example could be offer
than Sophiu that macaroni products are
not necessarily loaded with calories as
some belleve," Green said. The gradual
breaking down of the old belief that
macaroni products are fattening has
been cited as one of the reasons for the
growing consumption of macaroni in the
United States, Green added,

It Is a very difficult misconception to
overcome and we have experienced
some success by illustrating that maca-
roni dishes can be low in calories, The
macaronl industry has developed a se-
ries of low calorie meals with spa-
ghettl, elbow macaronl or egg noodles
that total less than 600 calories per
meal, yet are delicious and nutritionally
sound,

In addition to a year's supply of maca-
roni for Sophia, the NMMA as a part of
the award Is sending a gilant photo of
Sophia eating spaghetti to the Museo
Storico degll Spaghettl, the historie mu-
seum of spaghetti located in Ponte-
dassio, Italy. While the photo certainly
does not qualify as an antique, it will be
one someday and until then its sheer
beauty qualifies it as fitting to hang in
the museum, Green reported.

Noodle Priest
Attends Convention

Monsignor John Romaniello, the Hong
Kong noodle priest, was in attendance
at the NMMA convention. He briefly
told the delegates of how the Catholic
Rellef Services are working to aid
4,000,000 hungry children around thn
world, The father works for the agency
in New York City. He gained popularity
in feeding surplus U.S. flour and milk
solids to Chinese refugees in Hong Kong
in the palatable form of noodles,
“Noodles provide the proteins necessary
to make a person productive,” says
Monsignor Romaniello.
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CONSTITUTION AND BYLAWS

National Macaroni Manufacturers Association
as omended in convention, July 17, 1972

Article I—Name—The name of the or-

ganization shall be: National Maca-
roni Manufacturers Association.

Article 11—Objects—The purpose of the
nssoclation shall be:

(n) to promote and safeguard the wel-
fare of the macaroni and noodle
manufacturing industry, and

(b) 1o elevate macaroni products and
noodle manufacture to the highest
plane of efficlency, effectiveness
and publie service,

Article III—Membership
Section 1—Eligibility—The member-
ship of the Association shall consist of
individuals, parinerships, corpora-
tions, associations or other entitles en-
gaged In the manufacture of maca-
roni and/or noodle products and of
allled or supplying industries con-
nected therewith. Such membership
shall be divided into three classes,
namely:

(a) Active Members—Limited to those
actually engaged in the manufac-
ture of macaroni products and/or
egg noodles;

(b) Associate Members—Limited to
those actually engaged in pack-
aging or marketing macaroni
and/or egg noodles but not manu-
facturing the same.

(c) Allied Members—Limited to those
actually engaged in lines or ser-
vices connected with the maca-
roni and/or egg noodle products
industry.

Section 2—Application and Election

(a) Active and Associnte Membership
—Shall be conferred on applicants
who are sponsored by at least one
Active Member in good standing
and upon receipt of a mejority
vote of the Board of Directors;

(b) Honorary Membership—Shall be
conferred only upon recommenda-
tion of the Board of Directors ap-
proved by a three-fourths vote of
the Active Members present at a
regular meeting,

Section 3—S8uspensions and Reinstate-

menis

(o) Resignations — Resignations of
Members in good standing shall be
submitted In writing to the proper
official after payment of dues to
date;

(b) Expulsions—Members may be ex-
pelled for cause by a three-fourths
vote of the Board of Directors, or
of the Association;

(c) Buspensions—Members in arrears
for dues for a period of six months
become automatically suspended;

(d) Reinstatenents—Reinstatement of
Members can be made only on full
payment of any former indebted-
ness to the Association, application
having first been duly approved
by a mujority vote of the Assocla-
tion or itz Roard of Directors.

Article IV—Piivileges of Members

Section 1—Active Members in good

standing shall have full membership

rights. Only such members shall have
the right to vote; sit in executlve ses-
sions and fo hold office.

(a) Each member shall be entitled to
one vote only. If membership is in
the name of a firm, corporation or
other legal entity, it shall be en-
titled to one vote only, irrespective
of nurnber of branches, plants, sub-
sidiarics it may have.

Article V—Eoard of Directors

Section 1--Governing Body—The As-

soclation shall be governed by a
Board of Directors. It shall be
compased of the following:

(a) Active Members In the number
indlcated whose principal office Is
located in the regions described.

No, of

Region Directors
1. Atlantic Coastal States,

Including all of New

England, New York,

Peansylvania ......... @6
2. Central States from the

eastern boundaries of

Ohlo through the west-

crn boundaries of Ne-

braska ......... SA TRy 5
3. Mountain States and

Pucific Coast from Colo-

rado west, Alaska and

Hawall /58 e mik e s
4,.Canada ...,...... A |

(b) Pust president shall automatically
be it member of the Board.

(c) There shall also be elected to the
Beard of Directors two Directors-
at-Large,

(d) Membership of the Board of Di-
rectors shall be limited to ons
Board Member for any one maca-
roni company. For purposes of this
scctlon, one macaronl company
means one corporate entity or one
Individually owned company.

Sectlon 2—Election—The Directors
shall be elected at the annual meeling
of the Association by a majority of
the votes of Active Members present
and voting. The term of office of each
direclor shall be for one year, Any

vacancies occurring In the interval
between annual meetings shall he
filled by the Board.
Sectlon 3—Quorum

(a) Board Quorum—At any meeting
of the Board of Directors a ma.
jority of the Board shall be neces-
sary to constitute a quorum for Lhe
transaction of business,

(b) Assoclation Quorum—At Annual
or Special meetings of the Associa-
tion, 20% of the members In good
standing shall constitute a quo-
rum for the transaction of busi-
ness,

Section 4—Dutles and Powers

(a) The Board of Directors shall have
the control, management and di-
rection of the affairs of the Asso-
ciation and all the powers thus
implied. They shall in all cases acl
as & Board regularly convened and
in the transuction of business, the
act of a majoity of a quorum pres-
ent at a meeling duly assembled
shull be the act of the Board.

(1) Any Director may resign his of-
fice at any time, such resigna-
tion to be made In writing and
to take effect immediately with-
out acceptance,

(b) The Board of Directors may ap-
point an Executive Commitiec of
five Directors of whom the Piusl-
dent shall be one, to which he
Board of Directors may deles ite
any of its powers, Three mem! 13
shall constitute a guorum of he
Executive Committec.

Article VI—Officers

Section 1—O#ficers—The Officer: of
the Assoclation shall be a Presid 2l
First Vice President; Second 1 ce
President; Third Vice President; & :c-
retary and Treasurer,

Section 2—Elecilon

(a) The officers of the Assoriation
shall be elected by the Board of
Directors Immediately following
the annual meeting of the Associa-
tion, The election shall be by bal-
lot by a plurality of votes of the
Directors present.

(b) The Directors shall elect the offi-
cers from their own number only,
except that the office of Secretary-
Treasurer may be held by one per-
son who need not be a director or
member of the Assoclation.

(c) Officers shall hold office for a pe-
riod of one year or until successors
are elected,
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(d) Any vacancy occurring in the in-
terval between meetings shall be
filled by the Board.

Section 3—Duties—Each officer shall

perform the duties customary to his

office, unless the Board of Directors
otherwise determines.

Section 4—S8pecial Activities—The

Board of Directors in furtherance of

the purposes and objects of the As-

sociation may,

(a) Form, create, organize and estab-
lish special departments, commit-
tees, subsidiaries and other legal
entities outside or within the As-
sociation and to appoint, elect or
designate officers therefor,

(b) Contract with, employ or engage
persons, corporations, assoclations
or others to perform special func-
tions and activities.

(c) May establish, among others, the
following special agencies or of-
fices:

1, Director of Public Relations
2. Director of Research
3.Editor of Association's Official

Organ.

(a) The dutles of such special
agencies and offices; the com-
pensation therefor; and the
duration of office shall be in
the discretion of the Board.

(b) Any two or more such spe-
cial activitles or offices may
be reposed in one person if
the Board so determines.

Il ArticleVII—Revenue

Scction 1—Fiscal Year—The fiscal
vear of this Assoclation shall begin
January 1st,
Scclion 2—Dues of Members—All
‘lues are payable in advance on Janu-
1y lst each year, Firms choosing to
‘s so may pay quarterly or semi-
‘nually in advance. (The dues of
W Members shall be prorated for
« balance of the flscal year.)
Active Members shall pay annual
dues at the rate of ninety cents
(90¢) per hundredwelght on com-
pany's and subsidiaries average
daily production based on each
preceding year with a minimum
of 375 a year and a maximum of
$1,000 a year, Said average daily
production figures shall be certi-
fled to the Secretary-Treasurer at
the beginning of each year by the
ﬁhlet Executive of the Member
rm

(b) Assoclate Members shall pay dues
of $200 a year,

(c) Allisd Members shall pay dues of
$150 a year,
Article Vlﬂ—lluﬂngl
Section 1—The annual meeling of the
Association shall be held at such time
and place as the Board of Directors
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shall designate. Written notice of such

meeting shall be given Active Mem-

bers at least 30 days in advance
thereof.

Section 2—The President shall call a

specinl meeting of the Association

upon the request of the Board of Di-

rectors or upon the writlen request of

at least 20% of the Active Members

In good standing.

Section 3—The Board of Directors

shall meet for organization each ycar

immediately after election at annual
meetings of the Assoclation,

(n) The Board of Directors shall meet
upon the call of the President or
five Directors,

Section 4—Regional meetings may be

called by any Vi.e President or Direc-

tor for the purpose of exploration and
recommendation to the Board,
Article IX—Committees—The following

Assoclation Committees shall be ap-

pointed by the President with the ap-

proval of the Board of Directors:

(a) Convention Commitiees—To be
named on or before the opening
day of the Annual Meeting and to
serve during the convention period
unless otherwise authorized:

1. Auditing ........... 3 Members
2. Nomination ........ 7 Members
3. Resolution ......... 3 Members

(b) Standing Committees—With a Di-
rector as Chairman of each to be
named by the President immedi-
ately after the Annual Meeting to
serve for his term:

1. Membership

2, Finance

3. Standards and Research

4, Durum Relations

5. Convention Sites

6. Nationnl Macaronl Institute

Article X—Corporate Seal—The corpo-

rate seal of this Association shall have
engraved thercon “National Macaroni
Manufacturers Association” and in
the center, the word, “Seal.” It shall
be kept by the Secretary-Treasurer
and affixed to all papers and docu-
ments required to be executed under
the corporate seal of the Association.

Article XI—Amendments—This Consti-

tution and Bylaws may be amended
at any regular or special meeting of
the Association by two-thirds vote of
the Members present and voting, or
by mail by a two-thirds vote of the
Members voting.

CONSTITUTION
National Macaroni Institute, Incorporated
as amended in convention, July 17, 1972

Article I—Name, The name of this or-
gonlzatlon shall be: National Maca-
roni Institute, Incorporated.

Article II—Objects. Its objects are to
advance the general interests of the
macaroni-noodle industry and to
popularize macaroni-noedle products
through research and publicity,

Article III—Place of Business, 1i Is in-
corporated under the laws of the State
of Illinols as a “Not-For-Profit” or-
ganization with its principal place of
business in Palatine, 1llinois.

Article IV—Membership, The member-
ship is composed of macaroni-noodle
manufacturers and allieds, willing to
collaborate in improving the quality
of macaroni-noodle products through
study and research, In creating wider
consumer acceptance and in popu-
larizing macaroni-noodle products to
Increase thelr per capita consumption,

Article V—Governing Body, The organi-
zation shall be governed by the Na-
tional Macaroni Institute Committee
composed of the Executive Commitiee
of the National Macaronl Manufac-
turer, Assoclation plus three dele-
gates at large, who need not be di-
rer.ors, appointed by the President.

Arlicle VI—Meetings.

1. The annual meeting of the organi-
zation shall be held concurrently
with the annual meeting of the Na-
tional Macaronl Manufacturers As-
sociation,

2. Specinl meetings may be called by
the Chalrman of the National Maca-
roni Institute Committee, or the
Presldent of the National Maca-
roni Manufacturers Association,

Article VII—Funds, Funds for the op-

eration of the Corporation shall be de-
rived from monthly contributions by
members on o basis to be determined
by the Board of Directors of the Na-
tional Macaroni Manufacturers Asso-
ciation, or by the sale of promotional
mulerials developed and produced by
the Corporation. All funds shall be
deposited as a separate and distinct
account in a depository designated by
the Institute Executive Board and ex-
penditures therefrom are to be made
by checks only for the specific pur-
poses for which the Corporation is
established.

Article VIII—Quorum .,

1. At any meeting of the Corporation,
regular or special, twenty (20)
members In good standing shall
constitute a quorum.

2. At any meeting of the National
Macaroni Institute Committee three
(3) members shall constitute a
quorum,

Article IX—Amendments. This Consti-

tution may be amended at any regular
or special meeting of the orgunization
by two-thirds of the members present
and voting.
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Report of the Director of Research

James J, Winsten

THE FOOD INDUSTRY s confronted
with new challenges daily, The fol-
lowing Is presented to you for your
study and evaluation.

Law Enforcement Activity

Recently, macaroni manufacturers re-

celved a sample and bulletin from a
Brooklyn firm recommending a dough
mix fo prevent dough from cracking,
to permit better molsture retention, to
permit better dough handling, and pro-
duce a finer texture. It was not men-
tioned that this product had artificial
color added, some fifty percent of caro-
tene derived from corn oil when ana-
lyzed. I called this to the attention of
the firm who naively claimed they did
not know this but agreed to stop so-
liciting the trade. If they do not, we
will have to repori it to the Food &
Drug Administration.
» Another firm Is marketing a product
called “Wheat and Soya Noodie Prou-
uci,” made from unbleached hrnrd spring
wheat and soya flour, labeled: “no color-
Ing—no eggs—no Preservaiives-—no salt
added.” I have written them sta ting that
this product is illegal and in violation of
the Federal Standards since any product
that advertises the word “noodle” must
comply with the 55% egg solids re-
quirement. 1f they persist we will re-
port them.

Food & Drug Administration has
made a number of seizures of imports
from Italy that did not comply with
packaging regulations. Also, a number
of seizures and rejections have been
products contaminated with insects and
rodent filth.

You are all aware of the noodle prod-
ucts imported from Japan. In my
opinjon, most of these products are of

Lo

o

an fllegal nature and violate the sland-
ards of identity. We recently analyzed
products distributed by Oriental Trad-
ing Co. of South San Francisco which
are labeled: “Product of Japan. They
include: “Sapporo Ichiban Japanese
Style Noodles with Soup Base"; “Souper
Noodles—Shrimp Flavored Noodles";
another “Souper Noodles — Oriental
Noodle Soup Mix." Analysis of the
noodle constituent shows that there is
no evidence of any egg solids, and there-
fore is in violation of the Standards of
Identity. :
Banitation

Recently the U. 8. Comptroller Gen-
eral's office issued a report pertaining to
sanltation in the food industry. It se-
lected a group of 97 plants that had been
surveyed by the Food & Drug Adminis-
tration. The report sald: “A serious
problem of unsanitary conditions exists
in the food manufacturing industry.” In
this review reference was made to a
macaronl operation that had been sur-
veyed four times in eight years. Each
time Insect fragments had been found
in critical areas. However, analysis of
the products in interstate commerce
showed they were clean and free from
extraneous Insect matter so there had
been no prosecutions. This attitude of
the Food & Drug Administration came
under severe criticism by the General
Accounting Office.

The 97 plants surveyed included
baked goods, candy, fish, flour, earbon-
ated drinks, cheese, ice cream, fruits,
vegetables, popcorn, chips, sugar, jams
and jellies, macaronl, pizzas and spices,
In total these plants had sales of about
$443,000,000. According to the Comp-
troller General's Office some 40% were
operating under unsanitary conditions.
Of these, 24% were operating under
serious unsanitary conditions whereby
produsts were found to be contaminated.

Recommendations fo Congress

The following recommendations were

made to Congress:

(1) A sampling of food plants should be
inspected by FDA periodically and
the results assessed by Congress,

(2) Food factory inventories should (s
evaluated 'y FDA periodically,

(3) Criteria for Good Manufacturing
Practice regulations should be set by
FDA for the guidance of local FDA
inspectors, .

(4) A strong enforcement posture and
attitude should be taken with re-
spect to factories that show flagrant
disregard of FDA Inspectors,

There seems to be a new FDA attl-
tude regarding insepection surveys. Re-
cently, several manufacturers surveyed

P o B AN A L W B bt b o e
S..’An_m:p‘f;f.‘lh:ﬁ s A LS

were found to have insect matte in
drying rooms. In at least two Insta ces
embargoes were placed on the 1ier-
thandise within 48 hours of the inspec.
tion. One manufacturer in a showing of
good faith voluntarily destroyed some
25,000 cases of product. In the other
case some $10,000 worth of products was
voluntarily destroyed.

Precautions

Again, 1 would urge you to regard
sanitation in the same manner as you
would consider advertising and pub-
licity, for the negative type of pub-
licity can put you out of business, In
order to insure maximum compliance
with regulations, the following essen-
tlals should be emphasized:

(1) The rejection of any car of semolina
or flour or any raw material showing
evidence of infestation,

(2) Micro-analysis of raw material and
finished product to insure a good
sanitation index. Generally speaking,
the findings In the finished producl
should parallel those in the raw ma-
terial.

(3)And this is very important—a
trained sanitation crew under the
supervision of a sanitarian or an
executive trained In sanitation prin-
ciples and practices. This is a must.

Analyses

As a result of the Comptroller Gen-
eral's Office, FDA has disclosed plans
for large scale retail sampling of frods.
Analyses will cover the following:

(1) Bacteriological examinations to de-
termine whether there is any on-
tamination,

(2) The determination of pesticides uch
as Lindane, Chlordane, DDT, D azl-
non and any of these chlorinatec hy-
drocarbons or organic phosphe ous
compounds.

(3) Mycotoxins which pertain to : old
and mold toxins such as Afflat. in.

(£} Declared food additives,

1!1 Color additives.

(6) Quality which pertains to nutriti nal
components.

(7) Decomposition and foreign objec!s.

(8) Labeling.

(8) Packaging requirements.

To emphasize then: there should he a
strong determination on your part to
shut down and clean any plece of equip-
ment which warrants such action with-
out delay, This is imperative.

Fortified Proteln-Enriched
Macaronl Products

At the end of May, the Food and Nu-
tritlon Service of the USDA came oul
with their first 1ict of manufacturers

(Continued on page 10)
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Director of Research
(Continued from page 8)

who are in a position to conform with
the FNS 218 regulations and produce a
macaroni product that is considered
protein-enriched fortified pasta to serve
s a replacement for either meat, cheese,
fish or poultry in the school program,
They apparently want more analyses of
the 88% Durum and 32% Soya to verify
the necessary protein efficiency ratio, 1
will be in a better position to respond
after this meeting.

Nutritional Labeling

On March 29 the Food & Drug Ad-
ministration proposed a voluntary sys-
tem of nutritional labeling of food prod-
ucts using the percentages of recom-
mended dietary allowances in iIncre-
ments of 5 or 10%. The aim is to elimi-
nate to minimum daily requirements
which has characterized labeling for
many years. In my Bulletin 416 I made
a comparison between the old minimum
dally requirements and the recom-
mended dietary allowances. You will
note that the recommended dietary al-
lowance is higher in most of the nutri-
ents which are declared. Our Standards
& Nutrition Committee met to consider
our response to the Hearing Clerk and
here are the periinent points we made:

Average Berving

Macaronl is the generic name of more
than 140 variety products of different
shapes and sizes manufactured from the
same raw material. Some of these prod-
ucts are as follows: macaroni, spaghettl,
vermicelll, capellini, mezzani, bucatini,
elbows, lasagne, pastina, orzo, rigatoni,
egg noodles—fine, medium, wide types;
bow ties, to name a few of the variety
products. Some of the macaron! prod-
ucts are tube shaped; others are cord
shaped. Many of these products have
different coefficients of water absorp-
tion during the cooking process, result-
Ing in different quantities of cooked
welght and volume. A review of maca-
ronl recipes on packaged cartons and
bage shows that corking instructions are
given in terms of weight or ounces of
product. It is therefore our considered
opinion tuat in this voluntary nutri-
tional labeling program, the nutritlve
information of our products should be
stated In terms of dry welght of maca-
ronl-noodle products, Our studles indl-
cate thot an average serving is twn
ouncer of dry pasta per person. There-
fore, the nutrition information should
be predicated on this weight, namely
two ounces, which would provide the
protein, fat, carbohydrates for the av-
erage serving. Realistically, one cannot
picture a cooked serving of either spa-
ghetti, macaronl, vermicelli or lasagne
in a cup.
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Nutrient Declaration

In regard to declaring the percentage
of Recommended Dietary Allowances
contributed by an average portion, we
note the reference to nutrients which
are not inherent in a wheat product,
such as Vitamin A, Vitamin C, and
Calclum. The American public has al-
ways been encouraged to partake of a
varied diet to obtaln the necessary
nutrients for optimum health. Macaroni-
noodle products are usually consumed
as a component of a recipe utilizing
cheese, meat or meat sauce. The nutri-
tive values derived per portion of the
usual type of recipes are significant. Our
enriched products which make a sig-
nificant contribution to protein, iron,
thiamine, riboflavin, niacin should not,
in our opinlon, be subjected to declaring
nutrients which are not indigenous to
wheat.

Studies indicate that early fortifica-
tlon of cereal products stressed the ne-
cessity of restoring nutrients which
might have been lost during the milling
process. We are therefore convinced
that the manufacturers of macaroni-
noodle products should not be expected
to make reference to Vitamin A, Vita-
min C and Calclum on this voluntary
nutritional labeling program.

Enrichment Legend

The enrichment legend which appears
on all enriched mpcaroni-egg noodle
products would therefore appear to be
unnecessary and inconsistent and pos-
sibly In conflict with the suggested nu-
trition information panel. We therefore
request that the enrichment legend,
which might be confusing to consumers,
be deleted.

Label Information

While we favor placing of “Nutrition
Information” on the packages, it must
be recognized that placing such Infor-
matlon on the right of the principal dis-
play panel poses difficulties due to lack
of space on certain types of packages.
Any voluntary labeling program should,
In our opinlon, be so construed as to be
compatible with the Interests of the con-
sumer, e.g. informatlon on a side panel
should be helpful. It should be noted
that a substantial percentage of maca-
roni and noodle products are packed in
cellophane and polyethylene and it
would seem that it would be more real-
istlc and practical to Imprint the infor-
mation on the side or back,

Re-Blse of Type

The proposed specification in paia-
graph 1.8d (d) states: "but in no case
may the letters be less than 1/16" in
helght. The requirement for conspicu-
ousness and legibility shall include the
specifications of paragraph 1.8b (h) (1)
and (2).” We understand that the pro-

posed changes are for the benefit of
consumer. It is our view that the in -
ests of the consumer would be |
served if we are permitted to contir o
1o use the same size of type consist. i
with present type of printing on ma
roni, spaghetti and egg noodle packa; s
Respectfully submiti .
James J. Winston
Director of Research

Letter from the White Housc
Dear Mr, Winston:

You were most kind to send Mrs,
Nixon a copy of your interesting und
informative book about macaroni prod-
ucts, She asked that I convey her up-
preciation for your thoughtfulness.

Lucy Winchester
Soclal Secretary

Enrichment Required
In New York

New York Stale now has a law re-
quiring enrichment of certain foods, in-
cluding macaroni and noodle products.
The law, No. 11882, was brought to As-
sembly on April 4, 1872 and becomes
effective immediately.

lron, A Key Nutrient

The U.8. Depariment of Agriculture
says that iron is a key nutrient. Iron
combines with prolein to make hemo-
globin, the red substance of blood which
carries oxygen from the lungs to mus-
cles, brain, and other parts of the body.
Iron helps cells use oxygen.

Frequent use of foods providing im-
portant amountis of iron Is particul:-ly
encouraged for young children, ;¢
teen and teen-age girls, and for wor n
of childbearing age. Research sh' vs
these are the groups whose dlets re
most likely to be short in iron,

Food sources for iron include w! le
grain and enriched bread and cert 5
variely meats and oysters; dried 1 it
and dried beans; egg yolks; molas s
dark green leafy vegetables.

Project FIND Seeks Elderly

Project FIND is under way—an !
tempt to locate elderly persons Vv 10
need food help Through coopera! -
efforts of the White House Office of
Aging, Social Security Administration,
American Natlonal Red Cross, Office of
Economle Opportunity, and the US.
Department of Agriculture a messaie
on food assistance programs was cn-
closed with 28 milllon Boclal Security
checks mailed in August. Those Inter-
ested and eligible were invited to visit
their local welfare office or to mail
back a response card.

[

THE MACARONL | JOURNAL

VA T
- ¥4 e AR v tven e ndl LGSR

et Yot A b2

|
|

SEPTEMBER,

1972

)

Milling
Co.

P e B el Pk G 7 =300 W

\

i
ii
i
'




The Durum Macaroni Hotel-Restaurant

Institutional Program

by H. H. Lampman, Executive Directer, Durum Wheat Institute

HEN BOB GREEN asked me to

bring you up-to-date on your
Hotel-Restaurant-Institutional Program,
he also suggested you might be inter-
ested in the latest report on the “Wheat
and Wheat Foods Research, Education
and Promotion Act." It sounds a little
like an apples-oranges-bananas assign-
ment. Yet in a way, the two subjects are
not unrelated ., . , because promotion in
the HRI fleld requires money and the
“Whrat and Wheat Foods Research,
Education and Promotlon Act” would
provide it.

How much money? Estimating that
your industry uses 12 million hundred-
welghts of milled durum products an-
nually, the “Act"” would provide $120,000
at a minimum of one cent per cwt.; a
maximum of $300,000 a year. And you
would be sure of that revenue, because
Section 17 of the “Act” says quite spe-
cifically that “Funds collected to finance
sald plans or projects (like your own
research, education and promotion pro-
grams) shall be expended on behalf of,
and in proportion to, the assessment on
the end-products represented by such
assessment.” In your case, end-products
means macaronl.

The legislation has been introduced in
both the House and Senate. It will be
considered by the House Committee on
Agriculture Thursday, July 20. Action
in the Senale awaits a determination of
what happene in the House.

On Thursday, it s hoped that the
members of the House Committee on
Agriculture restore the “Act" to its
original form—without a ecrippling
amendment which would require a
referendum of wheat producers, proces-
sors and end-product manufacturers.
The amendment makes the measure so
cumbersome and expensive that even
the sponsors of the “Act” would reject
it. A referendum would cost more than
the total amount of money generated by
the legislation.

So the fate of the "Act” will be de-
cided to some extent on Thursday. The
prospecis appear bright that the meas-
ure will be reported out of committee
without the amendment . . . and with a
little bit of luck It may pass both
Houses of Congress in this session. The
scarcity of time, with another recess
for the Republican convention and the
elections, can work either for or against
us,

How important is the “Act” to you?
Here Is the way your representative,
Walter Villaume, testified in the hear-
ings on the measure:
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“While macaroni foods are perhaps
the only wheat product that has shown
a steady rise in per capita consumption
over the years, macaronl manufacturers
are nevertheless keenly aware of the
consiunt need for research, education
and promotion. The macaroni industry
has no national brands sold coast-to-
coast, border-to-border , , , there are
no corporale glants . . . with funds equal
to the task of research, education and
promotion. Accordingly we pool our re-
sources and conduct an assoclation pro-
gram for the benefit of all. Except we
do have, because we operate on a volun-
tary contribution basis, the problem of
“free riders.” Our National Macaroni
Institute promotes the product; we pro-
mote our own brands. But there's al-
ways the guy who cashes in on the
product promotion without paying his
fair share,

Thus, when the Wheat and Wheat
Foods Foundation came along, it ap-
peared o be a long needed, necessary
solutlon to our problems. .. "

So much for the status of that effort
at the moment. The legislation would
ralse $2,300,000 at a minimum per year;
$5,750,000 at the maximum. And it
should be pointed out that while your
share seems small, the macaroni indus-
try would gain a disproportionately
larger benefit from the nutrition re-
search planned by the Foundation. You
can't undertake a comprehensive pro-
gram of nutrition research relating to
wheat and exclude durum or macaroni
foods.

HRI Potential

Now, what about the HRI program?
First, let's review the potential of the
market,

Is it impressive to say that the HRI
market serves more than 150 million
meals every day, that cost about 41.4
billlon dollars a year? Is the fact that
20 percent of all food in the United
States reaches consumers in hotels,
restaurants and institutions important?
The U.8, Department of Agriculture's
survey of food consumption showed that
66 percent of the population eats away-
from-home at least one time each day;
23 percent, twice a day; eight percent,
three times a day and four percent of
the population eats four or more meals
or snacks each day. In some cities, every
third meal is eaten out. That is your
potential—a larger share of the HRI
market,

You might ask how much of that po-
tential has been realized. Last year, the

Economic Research Service released
figures based on a 1869 study. It showed
that the HRI market used almost 2§
million pounds of macaronl; more than
52 mlilion pounds of spaghetti; and 19.5
million pounds of noodles, In 1969,

If these figures are correct—and they
are the unly estimales available—you
sold 6.9 percent of your total output in
the HRI field in 1969, Strangely enough,
macaroni products represent about 6.8
percen’ of all wheut-based foods con-
sumed la the Urited States.

Ore nmight suggest that the HRI fleld
is more Impourtsut to you, as pasta
manufacturers, than to perhaps any
other regment of the fuod industry.
After ull, in large part Ame.ican ron-
sumers were first introduced to pavias
in a restaurant. They liked it; they tried
the same thing at home. Restauranls
were, are, and probably always will be,
your best sampling ground, And samp-
ling remairs one of the best methods of
promoting any product,

School Lunch

And speaking of sampling, consiler
the school lunch market where child:en
learn to like, or to dislike, so m:ny
different kinds of foods. Last y: i,
school children consumed more thar 25
million lunches each school day in e
nine month period, or three mil' n
more than in 1870. The increase cam is
a direct result of the pressures gei -
ated by the White House Conferencc n
Food, Nutrition and Health,

But you find a strange, contradict y
situation in the national school lu. h
program. One section of the USDA s
set up specifications for a 100 perc !
durum product made from materlai f
commercial grade. But another bra: h
of the USDA Is actively promot. g
“phony-roni” In the school lunch pro-
gram, instltutions and other commercial
eating places, This branch also louks
forward to the day when a wheat-coin-
soy macaroni product will be mude
available to all consumers,

Miss Mary Ann Moss, a Foods and
Nutrition Specialist with the USDA in
Washington, reports that 16 or 17 com-
panies are currently producing the new
Imitation macaroni for school lunch use.
Because each company's product varies
slightly, the USDA has encountered
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difficulty in supplying standardized re-
cipes, But, Miss Moss says, that prob-
lom is almost solved.

A similar fortifled product, with less
-otein, is now being distributed to
.cedy families, four million pounds last

vear, produced to USDA order on a
lowest bidder basis.

Miss Moss believes durum millers and
macaroni manufacturers can make a
great contribution by offering the forti-
fied product to consumers, particularly
with the cost of meat proteln climbing.
She reports that at fist the Industry
was upset, but It has now calmed down
because manufacturers see a bigger
market, more profits on the larger vol-
ume, and the self-satisfaction of filling
a consumer need. She adds that no one
to whom she has talked is unwilling to
cooperate,

Back in Chicago

Contrast what Miss Moss describes
with the situation in the Chicago school
lunch program, where buyers increased
their purchases In the past 18 months,
using 12 tons of macaroni products In
that period, New regulations now per-
mit the substitution of the wheat-corn-
soy imitation product. But the Chicago
school dietitlans are encountering dif-
culty.

Nutritionist Loretta Canan reports
trouble in adapling traditional recipes
to the new product, Cooks need to be
trained all over again, she says. While
the cocked product has unpleasant col-
or, the wheat-corn-soy macaronl can be
masked with sauce, and she says it does
make good macaronl and cheese. But it
scems to absorb more sauce on the
siram table and tends to dry out
i1ickly, Miss Canan believes the imita-
* 2 macaroni is so different that there

4 question whether the children will

“ept it. Is that your problem—aor ours?

And finally, in Miss Canan's own
nion, when one eats the wheat-corn-
+ produet, it leaves you with a “too
1" feeling too long. Or, in other
ords, it spoils the appetite for the next
cal—without fulfilling the nutritional
quirements of the consumer when the
'me for that next meal comes around.

Need for Ressarch

It ever there was greater need for re-
search, education and promotion in the
HRI fleld—it would appear that you
could not find a better demonstration
than in the attitudes expressed In
Washington by Miss Moss and in Chi-
c2go by Miss Canan. You can readily
see that whatever we have been able
to accomplish in your HRI program
may go down the draln when “they”
Pour the water off “phony-roni” in the
school lunch cafeteria,
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Training Film

Since the Durum Macaroni Fund
started in 1985, it has collected $129,746;
expended $121,810. The biggest single
expense has been the movie designed to
traln HRI personnel on how to cook,
serve and merchandise macaronl dishes.
The film and accompanying materials
cost $17,774. But distributing the film
cost almost $35,000—the single largest
item of expense. In fact, the movle s In
heavy demand, and the distributor
urges the purchase of new, addltional
prints, It has been shown almost 20,877
times since it was first released, and has
reached a total audlence of 577,000 peo-
ple, at a per capita cost of about six
cents a person.

Thus the film represents a bargain—
such a bargain that it threatens to eat
up all the capital in the HRI program,
leaving little or nothing for such pro-
Jects as the “Pasta Recipe Contest” . ..
or anything else.

Recipe Contest

There appears to be some difference
of opinion concerning the value of an-
other recipe contest. The North Dakota
Wheat Commission and the members of
the Durum Wheat Institute have both
pald an extra $5,000 assessment to help
finance another contest. The board of
the National Macaroni Institute de-
ferred action pending consideration of
cost versus value received.

The first “Pasta Recipe Contest" cost
almost $15,000, and we belleve a second
competition could be staged for about
that same amount. You ask, “Was It
worth it?"

My own feeling Is definitely—"Yes!"
A contest offers the opportunity to
dramatize the advantages of durum
quality, economy, nutritional value and
good taste—at a time when those attri-
butes cry out for proclamation in the
restaurant-school lunch area. It delivers
new recipe and new ideas for pasta use,
It serves to convince HRI operators of
the virtue of durum-based pastas . . .
and how they stimulate repeat business.
The three most Influential HRT publica-
tions featured the Contest and its prize-
winning recipes in text, black and white
ond full color. As a baby, it made quite
a splash,

We had no way of telling the con-
sumer impact because that side of the
story was told through the National
Macaronl Institute program. But we do
know that a similar contest on behalf of
sandwliches really delivers, and there's
no reason to belleve the “Pasta Reclpe
Contest"” would accomplish less. For ex-
ample, in 1871, the SBandwich Contest
reached over 85 million newspaper
readers with 1,155,260 lines of copy

worth on estimated $260,000. News-
paper advertisers with B0 million read-
ers ran 2,761 ads—almost a million lines
worth more than $213,000. Magazine
food editors with 176 million readers
devoted space worth almost a half mil-
lion dollars to the cause. And magazine
advertisers appealed to 620 milllon
readers with sandwich and sandwich in-
gredient ads worth $777,843.

Bread s the companion to &!riost
every other food in sandwiches- -the
most popular item in America, where
we eat 300 million sandwiches every
day, But pasta products have almost
exactly the same kind of “go-together”
appeal to make them attractive to food
editors and advertisers . . ., and to the
public,

Slightly Different Approach

We would propose a slightly different
approach to the “Pasta Recipe Contest”
if you decide it should be continued.
Last time we used the Chain Store Age
list of HRI establishments and distri-
buted 100,000 Entry Blanks through
state and local restaurant associations
as well,

In the new format, we would use the
published “Directory of Hotel, Restau-
rant, Institutional Schools" at the sec-
ondary, post-secondary, community col-
lege and unlversity levels. There are
literally hundreds of such training insti-
tutions enrolling thousands of students
—the men and women who will decide
tomorrow, next weeck, next month or
next year, just what kind of pasta to
cook and serve. Through them you can
ultimately reach every person in the
natlon—with a good dish, appetizing
and well-cooked . . . or, if neglected,
with a poor dish that will ruin the
growing public taste for macaroni foods.

According to Mrs. Betty Ann Howard,
an Instructor in the Gary, Inalana
Technical Vocational Center, HRI stu-
dents are {remendously enthusiastic
about competition like the “Pasta Re-
cipe Contest.” Only about three Contest
opporiunities are provided such stu-
dents each year, so the market is far
from glutted.

We could make the Contest doubly
attractive by offering duplicate prizes
to instructors, You would encourage
young people who will make a career in
the HRI field, and teach their teachers
as well, And the results would show in
helter restaurant pasta and an expand-
ing market—with a million dollar rub-
off on your consumer business—all for
the investment of what might be called
“chicken feed" money.

That's the story. I hope I didn't mix
up the apples, oranges and bananas too
much, It makes a compote. Thank you.
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Challenggl EMACO with
youriproduction problem.

LASAGNA?

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

For additional information, specifications and quotations, contact
YOU GET
E FRANCISCI MACHINE CORPORATION
SO VIUCH D
MOHE WITH 7R 465 Metopolitan Ave., Brooklyn, N.Y. 11237, US.A. * Phone: 212-386-9880, 386-1799

Western Rep.: HOSKINS CO., 509 East Park Ave., Libertyville, lllinois 60048 ® Phone: 312-362-1031
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Italian Statistics

Lloyd Shearer, free-lance writer,
touched a sensitive nerve when he
wrote in Parade (Sunday supplement)
“Special Intelligence Report” that spa-
ghettl, once Italy's staple, was on a de-
cline in popularity in that country
simply because Itallan women are no
longer content to grow fat. He declared:
“If Italians aren't eating spaghetti, what
are they eating? Meat—proteln is in,
Starch Is out.”

Background from Braibanti

Bralbanti and Company of Milan
have provided us with some statistical
background.

They state that there are no official
statistics with regard to spaghetti con-
sumption in Italy but generally it is
estimated that Itallans eat 30 kilos per
person, about 60 pounds.

There are apperent differences be-
tween varlous Italian regions, For in-
stance, in 1863 consumption in Lom-
bardy was about 28 kilos per person,
while In Abruzzo e Molise it reached
up to 63 kilos. It is certainly a fact
that the quantity of macaroni products
consumed In Italy could hardly be
higher than they are.

‘It is true,” concedes Braibanti, “that
with the general improvement in living
standards there is an increase in the us:
of various other foods such as meat and
the consumption of macaroni goods
may have decreased by about 2% since
1865, But flgures reported by many
publications are not reliable.

While the consumption of 100%
hard wheat semolina products has
slightly lowered, there has been a con-
stant rise in the consumption and use
of egg noodles, specialty products like
ravioli, tortellini, etc.

“In recent years the number of tour-
ists have been estimated at 220 to 230
million presence-days and this number
undoubtedly Increases consumption of
pasta products. But on the opposite side

an Increasing number of Italians travel
abroad either on vacation or on sea-
sonal jobs that somewhat offset this
estimate.”

“National production of pasta prod-
ucts in Italy has never been uscertained
in an absolute way, but it is estimated
at around 14.5 to 15 million quintals
annually. The number of macaroni
plants by regions s listed below,

Just as in every country the number
of manufacturing units decreases as vol-
ume Increases,

Eat Less Meat Urged

After being put on the pan for rising
food costs, Clarence Adamy, president,
National Assoclation of Food Chaine,
said the industry would like to get be-
hind a program calling for a slight,
voluntary, decrease in beef consump-
tion—but added that the impetus for
such a program, for it to be taken
seriously, would have to come from
the White House, “We see little or no
hope for any change in the meat supply
between now (late July) and the fall, so
we must stabllize demand.”

Meanwhile, the Amaleamated Meat
Cutters Unlon was endorsing George
McGovern for president.

The Shape Tomatoes Are In

A square peg for a round hole?

Robert Holt, Manager of the quarter-
century old Callfornia Tomato Growers
Assoclation, says the tomato's famillar
spherical shape may soon give way to
cubical varieties.

“The cost squeeze has, and is con-
tinuing to change agriculture in basic
ways, including the end product,” Holt
told the Council of Californla Growers.
He noted that round tomatoes create
problems for canners.

“The round tomato has a small
welght-bearing surface, It rolls easily
++.and is as casily dropped.”

Area 1980 162 1984 1988 1088 1m
Slcilla 128 218 180 166 141 125
Campania 80 78 n 72 4 58
Lombardia 78 (i 50 52 48 a8
Toscana 72 52 64 64 39 3
Emilla 55 48 K11 38 36 25
Venezle 44 64 38 28 35 28
Puglie 46 48 41 33 34 27
Lazio 44 41 36 a2z 28 20
Abruzzo 40 50 38 41 36 32
Marche 40 38 a8 a7 28 18
Plemonte 30 28 28 22 19 14
Sardegna 23 18 14 10 10 7
Liguria 21 21 14 11 10 10
Calabria 12 10 10 8 5 5
Umbria 11 10 10 11 10 8
Basllicata [} 8 4 4 4 4

730 807 677 653 555 452
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Holt noted that, by law, most vari
ties of tomatoes for processing u
picked at the vine-ripened slage. “Ca:
ning cost~-and grower returns—wou'
be favorably affected by developme
of a tomato less subject to damage i
handling,” he added.

70% From California

Although the ubiquitous tomato is
grown commerclally in many states,
California’s share of the market con-
tinues to grow. "Today over 7 out of
every 10 cans of tomatoes or tomato
products processed In the U8, are
canned in Californla,” Holt said, adding
that the Industry contributes nearly
half a billion dollars to the economy of
the state,

Holt reported that per capita con-
sumption continues to climb. “It was
over 51 pounds per person in 1060 as
against 43 pounds ten years earlier,”
he sald.

The C.T.G.A. manager predicted the
current promotion of processed toma-
toes for use in fresh salads would fur-
ther increase consumption. “Most ma-
jor processors are pushing their ‘salad
tomato' lines . . . tomatoes sliced and
wedged for each, year-round salad
uses,” Holt noted,

1 Ladies Like Them

Holt ‘attributes the popularity of the
processed tomato to the product's capa-
clty for “giving the housewife what she
wants." Sald Holt: *The housewife is
looking for foods that are highe= in
energy and lower In carbohydrates and
fats ., , foods that are easier to prepare
« '+« + that blend well with other men:
items. Many are weight-conscious and
tomato julce, for example, with only '
calories per 100 grams, Is lowest of ©'!
fruit juices in calories.”

In 1971, California’s 26 processi:
plants pald growers an average $28 p:
ton for the 3,879,700 tons produce
“That figures out to less than 1%i¢ pr
pound , ., less than the cost of the co:
tainer in which they're packed,” Ho
pointed out.

Les Heringer, Clarksburg toma!
grower and President of the Council ¢’
California Growers, sald the industry
blggest problem was its “constant capn
city to overproduce."

He sald this has placed a premium
on quallty'. ; . on the search for tomato
varleties offering maximum solids, en-
hanced peelability . . . and for ones thul
won't roll off the.conveyor,

The shape of things to come suggests
that consumer advocates already have
slide rules in hand, trying to deduce
how square tomatoes will fit into round
(LR SRR

square cans? =

your fulure exiruded resulls
will improve . . . with a Maldari die

Over 65 years developing extrusion
dies for creatively designed food products.

D. MaLbarl & Sons. InC.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215
Telaphone: (212) 499-3555
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MANUFACTURERS’ RESPONSIBILITY TO THE CONSUMER i

by Jeanne Voltz, Food Editor, Los Angeles Times

OT since the early 1900's has the
food manufacturer been mis-
trusted so completely ms ioday. Do.'t
feel bad. The automobile manufacturer,
the oil producer, the farmer and ths
meat cutter are doubted just as heartily.
Today the consumer thinks he has
been had and he plans to do something
obout {t—pass a law, if necessary.

But is the consumer plcking on trivi-
alities? A young woman in our office
went into a mild collapse last week
when she heard there were Infinitesimal
quantities of lead leaking into Crest
toothpaste. A month before she lost her
cool over rat hairs and rat pellets in
flour, "It just makes you want to cook
everything from scratch,” she said. 1
asked her where she thought the rat
pellets came from—the manufacturing
plant or the wheat. This surprised her
that the organic farmer down the road
from where she lives is selling her more
truck conlaminated with rat pellets
than anything you can buy in a market,

I think food manufacturers too often
are answering the trivialities of custo-
mer complaints, When you answer the
serious problems confronting the food
Industry you hlde behind public rela-
tions jargon, the so-called “positive ap-
proach” or, even worse, the evasive (the
president of the company was not avail-
able for comment.

Make Yoursell Available

1 say make yourselves available.

I say level with the customer—as
Campbell Soups did lnst summer when
they discovered botulism contamination
in soups,

I say be positive about the assets of
your product. But be honest about the
flaws or dangers inherent in it. The
manufacturers of see-through roasting
bags could have saved themselves a
great 'deal of damaging publicity and
prejudice against their roasting bags It
they had only given full safety instruc-
tions in the original packages.

Get Logical Legislation

1 say that manufaclurers also owe
the consumer aid in getting logical
legislation passed. For example, there
is a bill in the California Legislature to
require consumer education In public
schools. Has anybody helped the small,
understaffed consumer groups to get
this bill passed? Not a single manufac-
turer to my knowledge. In my opinion,
good consumer education could do more
for the food Industry than any amount
of conventions and fancy “briefing”
seasions for the press,

The consumer wants to know the
truth, She now suspects a polson, a
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bug or an unnecessary expense in every
package she buys, Explain to her what
Iz in it, You'll win her confidence,
Don't Hide

Don't hide behind the excuses against
nutritional labeling, nutritional guide-
lines or full disclosure labeling. Don't
tell her she doesn't need to know what
the code date on a package of maca-
roni means. She serves It, doesn'l she?
Any manufacturer who ever comes up
with this excuse again ought to have
his head examined;

Any consumer buying macaroni
thinks she is the person to whom the
pull dawe is most important,

She's tived of being talked down to,
Call her little lady, pat her hand and
look at her as if she didn't have brain
one in her pretty little head. She just
might land one on your chin, or worse
yet, get her friends to come along and
picket the store for carrying your sweet
tell-nothing packages.

She Is sick and tired of the food in-
dustry keeping its mode of operatlons a
deep dark mystery.

Talk fo Her

Talk to her. Talk to her in simple,
non-obfuscating terms, I think you'll
win a frlend in the supermarket. She
will respect you for your candid ap-
proach,

There has been a phenomenon among
the food manufacturers who have added
full disclosure labeling to products for
which there Is a standard, The customer
seems to trust them more—even though
the mayonnalse or peanut butter is the
same as it was before.

If a manufacturer will tell the truth
about what s In the food, he must be
honest all the way through. That Is the
ratlonalization,

Working Wives

The explosion in numbers of working
wives hasn't changed their traditional
responsibllity for doing the family
food shopping, notes a Bureau of Ad-
vertising study of “The Working Wo-
man,” based on interviews with a na-
tional probabllity sample of 1000 wo-
men. By and large, especially in middle
and upper-income families, the work-
ing woman elther does not or cannot
delegate this job. But, the fact that a
woman evidently has profound influ-
ence on her food shopping hablts, The
working wife is more likely to shop In
only one supermarket, even though
there may be others located conveni-
ently near her home, She also is more
llkely to shop for food in late afternoon
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Jeonne Voltz

or evening, or on Saturday—probably
because she has less shopping time, and
tends to shop on her way home from
work.

In lower-income households, men are
more likely to share food shopping
chores—probably reflecting the greater
importance of food expenditures to the
economlies of these familles,

Advertisers Advised:
“Keep Your Cool”

Today's advertiser must use comm
sense and “keep his cool” in the face |
activist-inspired attacks, Charles F: !
president of Continental Advertisi
and long-time account director :
Golden Grain (Rice-A-Ronl) Co,, tol
convention of food producers.

Foll warned the National Macar .
Manufacturers Assoclation meeting
del Coronado, California, that adv. -
tisers and their agencies must not
the harshness of the attacks allen: :
them from thelr enduring relationsh
with the consumer.

“Apparently we must suffer attack
all advertising because hostile grov :
have found an occasional misuse by t
few."”

“But let us remember that the intel
gence of the consumer s your salvati
and mine," the Bay Area executive soi .

Foll saw Irony in Russia's initiath
advertisement of products to reduce r.-
tail distribution costs, while America:
industry Is having its advertising voic:
challenged. iy

“Today It Amerijcan advertising pro-
vides information, it |s said to illegally
claim uniqueness, If it doesn't provide
information, it Is alleged to have no so-

(Continued on page 31)
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Microwave drying, the first really new development In a long time, has been quielly proven
by some of the largest pasta producers.

B It dries ten times faster W It uses 1/5 the space M It reduces dryer maintenance to
about one hour a week (all stainless steel) W It improves product quality @ It ean double
or triple production W Lower capital Investment W It generally can be installed without
shutting down the line B Are you ready for i1?

CRYODRY

MICRODRY CORPORATION

3111 Fostarla Way, San Ramon, Cal, 84583
415/837-9106
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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 speciftically for the production of
Semolina and Durum flour,

It's the color you get in pasta when you begin
with King Midas Semolina or Durum flour, and
it'syourassurance that you've got the right start
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. Our new King Midas Semolina and
Durum flour mill at Hastings, Minnesota, rounds
oult a distribution network second to none.

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

King Midas Semolina and Durum Flour from Peavey, for Pasta with
“The Golden Touch." Pure Golden Color. Great Ealing Characleristics.

At the new Peavey mill in Has!-
ings, Minn., as in all the King
Midas Semolina and Durum flour
mills, Durum wheat receives all
the extra milling, cleaning, purify-

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

i ¥

istics. And at the Peavey mills,
automation ol virtually all proc-
esses means that qualily levels
are maintained — all the way, We
wouldn't have it any olher way.

Peavey Company, Flour Mills, Minneapolis, Minn, 55415

PEAVEY COMPANY
Flour Mills




RETAILER RESPONSIBILITY

by Joseph B. Goldberg, President, King Cole Markets, Whittier, California

IRST of all, I would like to thank

the National Macaroni Manufac-
turers Assoclation for inviting me to
Coronado and giving me the oppor-
tunity to speak to you. It isn't often
that the owner of a one-store chain is
invited to address a national conven-
tion. Frankly, 1 feel quite honored when
I'm Invited to a no-host cocktall party.

Pavlov Reaction

In the mid-1920's, a Russian psycholo-
gist by the name of Ivan Pavlov con-
ducted some experiments with dogs,
checking on their reflexes. Dr, Pavlov
discovered that after a period of time,
when he rang a bell every time he fed
the dog, the dog assoclated the sound
of the bell with food and subsequently
the dog would start to salivate when-
ever a bell was rung, even though no
food was served. This automatic reflex
action Instigated by an agent com-
pletely forelgn to food became known
in psychiatric vernacular as a “Pavlov
dog reactlon.”

Unfortunately, this is the reaction
that many supermarket operators have
when the word “Consumerism” is men-
tioned, And it is this reaction and the
word itself that I want to discuss here
this morning.

“Consumerlsm”

“Consumerism" is a name glven to an
assortment of desires and requests of a
large group of consumers. I believe that
every retailer has a great responsibility
to these very same consumers and to
the fulfillment of their desires,

These consumers are our customers
and as all intelligent and prudent busi-
nessmen know, it is basic to our busi-
ness that to be successful we must ac-
commodate to the needs and desires of
our customers, This Is true whether
you are a retailer or a manufacturer.

What Do They Want?

Now, let's examine some of these
things that consumer groups want and
that many businessmen are screaming
about,

They have asked for simplified code
dating—that means that they want
perishable products to have the date
that shows when the product will no
longer be fit for sale to be printed in a
legible manner on the package. This
practice has been observed nearly uni-
versally for years. But most manufac-
turers have designed such an involved
code that not only was the customer
and the retailer unable to understand it,
but half of the time the manufacturer’s
rep has trouble deciphering it himsell.
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So we ask “why?" And the answer
is beclouded by a maze of double-talk.
Surely no manufacturer wants an out-
dated package of his products to go to
the consumer, Especially after he has
spent many years, and even more
thousands of dollars, building the name
of the product and extolling Its virtue,
And yet, when consumer groups re-
quested a system of legible code dating,
cries and screams were heard through-
out the business communitly, Why?
Well, I think it was just a Pavlov's doj
reactlon on the part of the businessman
who objects every time the word "“Con-
sumerism" Is mentioned.

We businessmen seem to feel that
every time a consumer makes such a
suggestion, he is somehow interfering
with our privileges of private enter-
prise. Most vehemently, do 1 disagree
with this type of businessman’s opinion.
I feel that we should have code dating
that Is easily read and understood so
that our customers and yours shall have
products only in the condition in which
they were Intended.

About Packaging

Another big complaint from consum-
ers Is In the field of packaging. Every
one of us has been fooled by packaging
at some time in his life. Usually it starts
when we are very young. A child buys
what he thought was a large bag of
candy, but It turns out to be mostly
a large bag of air with very little candy
—and he feels gyped, and for good rea-
son, because he has been gyped.

Unfortunately, there are today large
national companies still doing that very
thing, but in a far more sophisticated
manner than the carnival gyp artists we
may have known as children.

I heard a market operator once say,
“¥You can fool all the people some of the
time, and that's usually enough to make
decent gross profit.” Well, that makes
a good story, but it's not really true, As
long as we retallers knowingly sell
packages of products which we know
are packaged deceitfully we are falling
in our responsibility to our customers,

It is true that In most cases the re-
taller is not the manufacturer of the
product, but had we complained to the
manufacturer, the manufacturer would
very likely have heeded the request of
the retaller long ago.

There is no excuse for us to have al-
lowed this deceit to have been con-
tinued for as long as it has, In this area,
I feel we retallers should hang our
heads In shame. )

Jossph B, Goldberg

Another subject which the consumer
groups are now bringing to the fore, Is
the proper labeling of food producis
They are demanding a full list of the
ingredients to be printed on the label.
Is this bad? I don't think it is.

1t is certalnly a must for those people
who are allergic or are unable 1o eal
certain foods because of their particular
medical problems.

As for the rest of us, I think this type
of labeling might make us into better
and healthier food buyers for our fam-
ily. It would be nice to know the amount
of cereal in the hot dog that we are
purchasing thinking that we were buy-
ing proteln for our family, We would
then know exactly how much protcin
we were really getting, and the resull
could only be a better and healthier
America.

To know what percent of water Is in
a given can of food is not sinful—sd
it might even help to know how moy
apricots are in a large 2% can.

Certain manufacturers would have to
change their modus operandi or lise
their market. But those who are leg: |-
mate in their operation need have 10
fear,

1t's a funny thing about businessm«n.
We scream about government interfcr-
ence, but in many cases if we only pil
our own houses In order, ethically, there
would be far less cause for restrictive
legislation and certainly far less con-
sumer complaints. Do I think the 1e-
taller has a responsibility to the con-
sumer in this area? You bet I do.

Advertising

Another thorn In the side of many
consumers is advertising. I am refer-
ring to retaller advertising, not the na-
tional advertising which will be covered
later this moming by Mr, Foll,

(Continued on page 24)
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builds machines that produce-

RAVIOLI IN ALL SIZES & SHAPES
UP TO 20,000 PER HOUR

Clermont's Ravioli Machine is the only one of its kind
constructed to accommodate varying sized

moulds which can be interchanged within minutes
(one machine makes all sizes) . . . holds up to

40 Ibs. of filling and all parts are easily removable
for cleaning.
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‘THOROUGHLY. KNEADED DOUGH
FOR YOUR RAVIOLI OPERATION
Clermont's Double Arm Kneader-Mixer has 200 |bs.
"+ capacity, stainless steel construction and

. double arm agitator for complete kneading. . .
other. models available with 4p to 500 Ibs, capacity,
~ - with single arm agitators If desired.
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MANICOTTI-BLINTZ

OR EGG ROLL SKINS

FOR A PENNY A SKIN

Clermont's Dough Skin Processor produces up
to 600 per hour , . . makes round skins up

to 6" In dia., also square or other shapes by
simply changing the dough discs . . . operates

automatically, requires only one operator
with no speclal skills,

REQUEST SPECIFICATIONS

e MACHINE CO., INC.
.|| 280 WALLABOUT ST., BROOKLYN 6, N.Y. « EVergreen 7-7540
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Retailer Responsibility
(Continued from page 22)

Retailer advertising has been, and
still is, being used by many retailers to
mislead the consumer, This again, 1 be-
lieve 1o be contrary to good market op-
erations. The promiscuous use of adjec-
tives such as “strictly fresh,” “extra
fancy," “large," “tender,” “lean,” have
become as deceptive and meaningless as
the padded bra, and have brought the
wrath of the consumer groups onto the
food industry. I believe their complaint
is often justified.

1t is the responsibility of the individ-
ual retailer to see that his ads really
speak the truth. I do not buy the concept
that advertising has to lie or cheat to be
effective. The most effective ads, in my
opinion, are those which Inspire confi-
derce. The most successful retailers 1
have known are those who have de-
servedly won the confidence of their
customers,

Another consumer complaint about
retail ads is that retailers often adver-
tise products without a suffzient in-
ventory of advertised itzms i the store.
Some operators are guilty <f this.

There are two reasons for this prob-
lem. First of all, the problem of main-
taining an adequate inventory of perish-
able commodities in a market where the
sales can vary as much as one hundred
per cent in any given period creales
quite a problem In logistics.

The second reason is because the re-
tail food industry is, to my knowledge,
the only major industry in the United
States which consistently sells some
products below cost on their weekly ads.
As a result, the market operator Is quite
nathrally reluctant to over-stock on
those itemas which are going out of his
store at below dollar cost, This is still no
excuie for being out of product and I
feel that the problem could be easily
eolved by applying a little time and ef-
fort and seeing that the consumer Is
properly taken care of, I feel that it is
the retailer's responsibility to be abso-
lutely straightforward in his advertising
1o his customers,

Quality

Quality of product is another sensi-
tive subject, Most retallers will not
knowingly sell a bad product, Most of
us have installed intricate systems to sce
that the products we carry are peri-
odically checked for quality, size, color,
ete.

But most of us, especially the one-
store chains, don't really have the fa-
cilities to do an A-1 testing job. Many of
the larger companies have their own
quality control laboratories and do a
masterful job in protecting the con-
sumer. But I am talking about the good
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guys in the food industry who are
shouldering their responsibilities to
their consumers.

Unfortunately, every one of us know
both manufacturers and retallers who
do not observe the quality control prac-
tices which I just mentioned. In fact,
most of their business operatlon is pro-
Jected from just the opposite point of
view, and they are the ones who are
gullty of bringing on the wrath of gov-
ernment agencies and the righteous in-
dignation from consumer groups,

There is & chain of stores in Los An-
geles that is infamous for buying any-
thing as long as the price is cheap and
the product isn't crawling. I have no
answer as to how our industry can cure
this evil. I can only say, “Godspeed” to
those governmental agencies who pur-
sue and, whenever possible, prosecute
these violations of good business ethics,

Again, there is no questlon in my
mind that every retailer has a moral re-
sponsibility not to sell his customers a
product which he knows to be bad.

1 think that the responsibilities of the
reteller to the consumer are nearly end-
less. Surely we market operators owe it
{0 our customers to provide safety when
we Invite them into our store. This
means adequate lighting even in the
parking lot so that she won't get
mugged while parking her car.

Bafety

Safety means clean floors, so that the
chance of slips and falls are decreased.
Safety means covering all electrical out-
lets that children might get into. It
means seeing that sharp edges and corn-
ers are reduced to a minimum, Safety
means remembering that markets are,
what is known in legal parlance, as an
attractive nuisance and that children
are going to touch, smell and fool
around with everything they can pos-
slbly reach. And we must plan our in-
store displays accordingly,

No End

As you have noticed by now, It is
my position that the responsibilities of
the retailer to his customer are prac-
tically without end. The Consumerism
Movement just brought it Into focus
more sharply, And it is my judgment
that the movement will Intensify rather
than diminish.

Howard C, Harder, Chairman of the
Board of Corn Products Corporation,
has referred to the Consumerism Move-
ment “as a reflection of the rising soclal
and economic expectation of people
everywhere,” and I would agree with
that definition.

You may have noticed that I have
been uslrig the terms ‘“consumer” and
“customer” synonomously. 1 am not
unaware of this fact. I happen to be-

lieve that is what It is all abcut, Eve
customer is a consumer and is part
the Consumerism Movemeni—if . |
not an actual card-carrying member,

is certainly a fellow traveler, My poi |
is that if the retailer observes his r. .
sponsibility to the consumer, he L1 real v
bullding his business more solidlr th:
he could in any other manner.

Every one of us is a consumer. A1 d n
our personal lives we patronize 1}.osp
merchants or companies that best (.
serve their retailer responsibility, Noi.e
of us likes interference in our busines
—we don't like it from the government
—we don't like it from labor—and we
don't even like it from our wives. But 1
contend that If businessmen assume
their proper responsibility, then inter-
ference from all sources would most
assuredly lessen, and very likely disap-
pear,

I read just last week that two of the
top advertised cold remedies, Contac
and Corlecidin, were declared to be prac-
tically useless for curing colds. Person-
ally, I am from the old school that found
out long ago that all of the remedies
won't cure a cold—whiskey is by far the
most desirable, But had these companies
observed more of thelr consumer re-
sponsibility, they would not be subject
to an attack by the Food & Drug Ad-
ministration todny.

Goodness

Dr. Tory Harris, In his current best
seller “I'm Okay; You're Okay,” noted
that all philosophies embrace a concept
of goodness. Moses saw goodness su-
premely as Justice; Plato saw it as Wis-
dom; and Jesus saw it primarily as
Love, Whatever philosophy one ¢m-
braces, there Is no question in my mi d,
that goodness which I equate with -
sponsibllity to our consumers, pays d |-
dends.

In closing, 1 should like to be a it
nostalgic about we poor harassed re il
market operators and I would like 0
remind you that this same retail mar =t
operator must never forget their resp -
slbility—because though the craci
barrel may be gone, along with 1 e
cookle tins, our stores remain the ci 1-
tral gatherin‘ *9int as was the gene 1l
store of yesteryear. For the supermarl :t
is still the great equalizer, where mu -
kind comes to grips with life, like Dru:.0
and tollet tissue. And preslding over 111
ritual of necessity, this manifestation of
modern clvilization, are we, the retuil
grocers.

ettt LGl L

Grocery Btore Sales reach
$84.470,000,000—Up 6.8% over 1970

Chain stores show gain of 7.8%; Inde:
pendent sales rise 6.0%. Convenlence
stores. maintain strong growth pattern
with 19.2% sales gain,
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Retailer Responsibility to Manufacturers

A. Edward Evans, President and Director, The Pontry Food Markets,

Good Morning!

America's number one problem today
is the problem which Bernard Baruch,
that pre-eminent financial advisor to
American Presidents of both political
parties, called “the most important eco-
nomic fact of our time and the greatest
peril to our economic health," He said,
“This problem is the primary cause of
our mountainous natlonal debt, It is the
reason for our high tax rates and record
expenditures. It is the force which has
put our price structure on stilts and
eroded the purchasing power of the dol-
lar.” He was talking about inflation!

Interesting comments when you also
consider, though they could have come
out of yesterdays newspaper, they were
made during a time of peace perhaps 20
years ago!

In the subject assigned me, “The Re-
tailers’ Responsibilities to the Manu-
facturer,” we are so indelibly entwined
that it is dificult to really know where
one begins and the other ends, This is
especially true when we remember that
in a few weeks we will celebrate—and
that may not be exactly the right word
~—the beginning of price and wage con-
trols, established we are told, to hold
down inflation. Things haven't really
changed much, have they?

Parinership for Profits

What you and I have going today
might be called a “Partnership for
Profit.”” Our operating costs are abso-
Iutely skyrocketing. Sure, we have wage
controls, but not so you would notice!
There was supposed to be something
about a 5.6% guideline but, at Ieast in
the segment of the food business in
which I am vitally interested, I can tell
you our dlrect wages are up 7.7% and
fringe costs have exploded with in-
creases of up to 104%, all since the start
of Phase 2 last November 14! It is quite
likely that you have experlenced similar
adjustments and the governmental ex-
pectation is that we both can absorb all
but the raw product cost increases,
passed through all levels, beginning
right after the almighty farmer—he who
answers to no onel

I sald we have a partnership for profit
and that profit can now only come
through increased efficlency. Together,
if we are to survive, we must work to
develop, manufacture nnd market that
better mousetrap, We as retallers and
you as manufacturers and distributors
must be more cognizant than ever be-
fore of the need for innovation and im-
provement In every facet of our daily
routine,
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Age of Computer

The age of computerization Is upon
us and with it has come some of the
most valuable tools we have ever de-
veloped, product turnover and sales-
profit ratios. Some products, including
some varieties of pasta, I might add, s2ll
much less rapidly than other categories
of mercliandise, Consequently, the capi-
tal invested and the space in the
store used s Increased many times.
Therefore the interest and space occu-
paney costs are many times higher for
slower moving items.

You could have the finest product in
the world, but unless it does a better job
in the sales-profit ratio column than
your competitor, you run the risk of
belng computerized right off the shelf!
It reminds me a little of a championship
game between two teams in a small
town on a hot summer day:

The preacher of the community had
been approved by both teams for the
position of umpire for this important
contest because, as the home team
pointed out, the parson couldn't do
wrong. Now picture this: The visiting
team’s clean up man stood in the bat-
ter’s box, the bases were loaded. “Ball
one, high!” the voice of authority
boomed, “Ball two, luw!" Ball three, in-
side.”” Ball four, low, wide and you're
out!” “What do you mean, out?”
screamed the batter, “I get a base for
that!" The ump's answer was one some-
one has probably said to you; “Son,
you're right, but the bases are loaded
and I just haven't got any place to put
you—so you're out!”

It Pays o Advertise

Another story concerns a new adver-
tising salesman for the local paper, It
might have been in that same small
town. He called on the old, grey haired
proprietor of the village grocery store
and was surprised when he was told,
“Nothing doing, Been established for
elghty years and never advertised!"” The
salesman said, “Excuse me sir, but what
is that building up on the hill?" “The
village church" said the grocer. “Been
there long?" asked the salesman. “About
three hundred years" "Well,” was the
reply, “they still ring the belll"

We cannot, under present regulations,
raise margins and it doesn't look like we
are going to be able to stem the tide of
cost Increases, but we jolly well better
find some way to ring that bell! And for
the salvation of all of us, it had better
sound like a cash register!

A, Edwerd Evems

Food is a Bargain

I am sure that all of us are aware of
the latest economic figures which show
that only 15.6¢ of each disposable dollar
Is needed today for the purchase of food
in these United States, How good a job
have we done to tell the consumer that
this is the lowest cost anywhere in 2
world that ranges all the way up to
more than three times that amount?
When we are confronted with claims of
high food prices, the American shopper
is obviously not aware that in England
food represents 26% of disposable in-
come, in West Germany it Is 28%. in
France, 31%, while Ilaly is at 3%,
Japan is 40% and in Russia, it iz an
unbelievable 50%! I might also sk,
have we made her aware of the effic :n-
cles of time which you have prov: ied
through the packaging revolution wi ich
has come about during the last co. ile
of generations? One which has seen he
work of preparing three meals for he
famlly dimlnish from about five ar. | 2
half hours every day to approximo ‘ly
ninety minutes?

To put it another way, the food p: p-
aration which used to require al ut
2,000 a year can now be done in al wt
550 hours, a net savings of 1,450 hou! i—
or about two months!

Are we, as retailers and manu!ac-
turers, going to work together to red¢di-
cate our efforts to the success and pros-
perity that is born of a free economic
system, or are we to say to each other,
and to the communitles which we serve,
what another businessman said to his
son recently: “My boy, there are iwo
things that are vitally necessary if you
are to succeed in business” “What are
they, Dad” asked the son. “Honesty and
Sagacity” was the reply, “What is hon-
esty?" to which the father answered,
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‘ways, no matter what happens, no

ter how adversly it may affect you,

ays keep your word once you have

on it “And Sagacity?” asked the
“Never give your word!"

Productive Eystem

ve In the food business presently

ve the best, the most productive eco-
+ »mie system In history. Its benefits are
more widely distributed among more
people than any other industry I know
of. We each concentrate on our own jobs
1o produce, to sell, to serve and to make
profits. All are desirable, but unless we
convince the people we serve that our
system Is best, that we truly are honest
and men of our word, thry may well be
overwhelmed by those less knowledg-
able intricacles of this great industry.

1don't profess to Le able to stand here
and tell you how fo go out tomorrow
mr -ning and lower a price, or get an ad,
or get your brand In, or get your com-
petitors brand outl We are each indl-
viduals with different ideas and prefer-
ences, different motivations and desires,
Speaking personally, however, 1 believe
I'have some true friends among you this
morning because we respect each other,
In the years I have dealt with a number
of you, both as a buyer and merchan-
diser of private label and as a retailer of
your adveriised brands, I have held to a
personal philosophy of honesty and in-
tegrity. The philosophy s basically
found In the books of Matthew and
Luke where it Is essentially written;
“Do unto others as ye would have them
du unto you."

1 don’t know how good a job our
pastor did on the kids during one of his
recent childrens sermons, but 1 was Im-
rrossed with the make belleve mirrors
I had them swallow, What he sald was
'*11t_mirrors are great for checking up

our outward appearance. Ecch of us
' morning reviewed the disaster that
:ted us In the glass and set about to
ir the damage & nights sleep, or
'be the lack of it, had done. We
ved or combed or brushed or pow-

“od and before we set out we checked

' once more, to be sure everything

ked just right, But how about the

1de? That's where the pastor had the
is swallowing all those Imaginary

-tors because, while we are so busy

king sure the outslde is presentable,

¢ inside could often use a bit of
-i'rucing up tool

n c!uubt there is even one of us who
lusn't watched a group of kids at the
Leach. Some run out, splashing into the
Water and having a great tlme while
another kid stops short, sticks a toe in
ind finds out what he knew already,
that the water is cold. There he stands,
sbiolutely ‘miserable. He's afraid to
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jump in with the others and splash
around to get warm but he doesn't want
to go back and lie on the sand alone.

It is said that “no man is an island
unto himself." Each of us have responsi-
bilities to each other If we are to sur-
vive, much less succeed! If you want the
greatest results, you gotta' pay the price.
This, then Is the decision and the one
single and greatl objective which faces
all of us.

Prochnow Paraphrase

Let me conclude then with a para-
phrase of the challenge given by Her-
bert Prochnow, president of the First
National Bank of Chicago, to a recent
University of Wisconsin graduating
class: “Take whatever occupation or
profession one may be In; macaroni
manufacturer, grocer, business man,
doctor, farmer, dentist, banker, attorney,
schoal teacher, housewife—and live life
greatly, nobly—live for those ideals that
wlll outlive your own life.

As a good citizen trying to live a good
life, we have certaln responsibilities if
we are to live our best. For example, If
we demand wise and honest govern-
ment in our clty, our state and our coun-
try, we must recognize that wise and
honest government is the product of
wise and honest citizens, and nothing
else.

If we demand that crime be punished,
we must support honest law enforce-
ment In our community without any
personal privileges or exceptions for
ourselves.

11 we demand unfair advantages, gov-
ernment bonuses and special privileges
for our business, ourselves, our city ot
our state, remember that the price o!
such selfishness is the destruction of
natlon’s character.

If we demand balanced budgets of
our government, we must not advocate
expenditures which, when demanded by
all citizens, bring unbalanced budgets.
Every dollar which a government
spends comes from the toil and sweat of
its citizens.

It we demand freedom of worship for
ourselves, we must respect the rights of
other creeds. If we demand {ree speech,
we must not suppress it in others, or use
it to destroy the govenment from which
that privilege flows. If we demand that
the government glves us complete eco-
nomic security, we must not forget that
a natlons strength comes from each per-
son standing on his own feet.

1If we would like to live in a com-
munity In which we can have pride,
then we must dedicate ourselves in a
spirit of humility to our own responsi-
bllitles in that community.”

You may remember the play, “Green
Pastures.” In that play Noah said to the
Lord, “I ain't very much, but I'm all 1

gov."” Well, you're all you've got, and
I'm all I got, but working together, we
are the richest people on the face of the
earth!

Horold G. Ward

A Consuliant Comments

Harold G. Ward is the President of
Title Assets Management, Inc.,, a busi-
ness management firm dealing in corpo-
rate development. His cllents are pri-
marily in the food industry.

In the mid-30's, Mr. Ward moved
from selling newspapers In front of an
all-night open air supermarket to a
job Inside the store, thus beginning his
experience in marketing. He has per-
formed every conceivable job in the
business, from cutting meat to trim-
ming produce.

His expei’2nce of over 30 years as o
retailer runs all the woay from being an
owner-operator of two of h's own stores
to being the chiel operating officer of
two publicly held corporations, one of
which was listed on the New York
Stock Exchange.

Most recently he was the President
of Purity Stores, Inc., a northern Call-
fornia chaln of over 100 stores. Prior to
that he was an Executive Vice Presi-
dent of Food Giant, Inc, which at that
time operated the largest volume per
store supermarket in the country. In
addition, they ran such diverse busi-
nesses as a discount house chain, do-it-
yourself hardware store chains, a chain
of liquor stores, franchised fast food
operations, manufacturing, wholesaling
and many other things.

He spent many years as the manager
of sales and merchandising for Von's
Grocery Company in Southern Cali-
fornia. His industry activities had in-
cluded, Director, Californla Grocers
Association; Director, Weslern Associa-
tion of Food Chains; and, various com-
mittee chairmanships for the Super-
market Institute. Mr. Ward observed

(Continued on page 30)
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efficient, then it must be Braibanti. ST N . m' n '

Braibanti, a name known everywhere in the food o DOTT. INGG. M., G. BRAIBANTI & C.S. p. A,
industry because of the high technical levelof : 20122 Milano- Largo Toscaninl 1 .
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A Consultant Comments
(Continued from page 27)

that publicly held companies demand
growth and profitability. He warned
that you must keep up with change In
order to survive.

Few Figures on Macaroni

He found it impossible to get infor-
mation on the return on investment,
tonnage comparisons, and financial ra-
tios In the macaroni industry, but he
did note that a half dozen retaill grocery
outlets in California did more business
than the entire national macaroni in-
dustry.

Supermarkets are a big business, Mr,
Ward declared. The profit level has
shrunk from 1% % a year ago to 0.86%
presently, Return on common equity
(the name of the game) has now fallen
to 9%. But he cautioned to beware of
averages—some firms are doing well,
others are not.

You may not really know your cus-
tomers, Mr, Ward declared. 20% of the
supermarkets do 80% of the business,
And they run the gamut from discount-
ing, to rock-'em sock-'em merchandis-
ing with weekend specials, full depart-
ment stores, and convenie ice businesses
with high prices,

Taking business away from your com-
petitor is a merchandising problem, not
o marketing problem. He asked if food
processors really knew where price and
advertising decislons are made? He ob-
served that the mom and pop store had
p~rished and the discounters were golng
under. He warned that you must learn
merchandising, which is translated into
“how do I get them to buy my plan?"

Again he emphasized the importance
of knowing who your customer really is
and also knowing who jour competitor
is.

Dinners Are Corapetition

He noted that prepared dinners were
competition to dry macaroni products
and there Is nothing new about pre-
pared dinners, He declared Hamburger
Helper isn't a customer—it's the enemy!
He noted that tomato sauce people were
buying macaroni to develop comblna-
tions but not vice versa,

Another observation was that spice
mixes are now a separate department
while the health food business is taking
30-foot gondolas.

1le was of the opinion that increases
in macaroni sales will take place in the
form of new products, but he noted, the
disaster rate on new products is 40%
annually.

Commenting on the introduction of
Japanese topramen he declared that
it was originally a wholesale produce
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man who saw opportunity of selling
Japanese style noodles to the large
Orienta! population in California. Now
it is big business with a plant operating
in Los Angeles, What can the macaroni
industry do about tiiis? (1) Ignore him,
(2) villify him, (3) sue him, (4) watch
him like a hawk. Mr. Ward said he
didn't know what the nutritional val-
ues of the product were but it was sell-
ing and it was profitable.

“You may have nutrition and econ-
omy in your product but who knows
it?" he asked the group.

Improve, Improve

He observed that the University of
California in Los Angeles continued to
put out the number one football team
year after year, Coach Banders was
asked how he did it. The coach replied,
“We hold an improvement meeting
every Monday, Win or lose we must
improve."

Julien H. T.'Iu

Economist Optimistic
On Outlook

Julian H. Taylor, Economist for the
Bank of America in San Francisco,
described the economic scene in terms
that a layman could understand.

He sald that the Administration had
put wage and price controls into effect
a year ago in order to stem inflation and
curb unemployment. He defined infla-
tion as a condlition that exists when
spending is created faster than the pro-
duction of goods plus a too rapld ex-
pansion of the credit tool.

There were credit crunches in 10967
and again in 1060 but growth eased the
situation of a 6% annual rate of infla-

tion.
Fiscal Policy
In the area of fiscal policy the govern-
ment hes been plling deficit upon deficit
for several years. Hente controls are a
patchwork device. They do not address

the real problem of more demand t in
supply or the creation of additic a)
money and controls destroy the w: -
ings of the free market system. ir.
Taylor predicted that the rate of ir a.
tion would continue at about 4% n.
nually and businessmen could coun' on
wage and price controls In some { rm
for a long time to come,

Full Employment

He then addressed himself to consid-
eration of “full employment." This has
been defined, he sald, as unemployment
at a 4% level, but now it has moved up
to 5%4% and seems to be acceptable, He
observed that there Is less mobility in
our soclety today and that while there
are jobs to be filled the unemployed are
not moving in to fill them, He noted that
much of the nation's plant capacity is
obsolete even though we are using 80%
of that capacity. It was his prediction
that the unemployment question would
make for a very nervous Adminisira-
tlon, whoever It might be.

International Bcene

Looking at the Internation=! scene,
Mr. Taylor stated that du-ng World
War II prices were fixed Le wr :n cur-
rencies and the dollar was the base
What had been primary assets in World
War II became liabllities in the middle
1960's. The dollar just could not under-
write Increasing world trade forever
and hence there were dislocations and
credit crunches, Every major western
country will have elections during the
coming year so not much is likely to
happen in the area of international cur-
rencies. After the elections are over
there w.ay be holding progress fi:r &
generntion but this will only le: | to
more controls. There are new typ s of
problems, but Mr, Taylor was optir istic
that we could cope with them.

New Jersey Bill Would
Link Open Dating Weigh' :

A bill which encompasses *“ orl
weights" and open dating in pack: ting
has been passed by the New Jersey ien
ate. It would require the food man. {ac-
turer to be responsible for short w: igh!
packages until the “pull date"—the late
the product should be withdrawn :rom
the retall shelf.

After that time, the retaller would
be held responslble for any wuight
shortage.

The bill—now before the New Jersey
house—also would hold the manufac
turer responsible for short weights if
he does not use the open date, the pull
date, on his package.

Weight deviation of 1% from stated
net weight on the package label B
allowed by the blil
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New Jersey has been particularly

silant in short package weight cases.

me two years ago the state brought a
; »1 manufacturer to court over alleged

<k-fill and short weights on pretzel
1 ckages. It was seltled out of court.

Truth in Food Labeling Act

Senators Vance Hartke and Frank E.
Moss have introduced a bill, 5.3083, that
would put into legislation almost all of
the consumer suggestions for food
labeling. Two exceptions are unit pric-
ing and percentage of ingredient label-
ing. The bill would require listing of
all ingredients, in the order of thelr pre-
dominance, on the labels of all foods
whether or not they are covered by
standards.

Grade Labeling

The bill would also call for grade
labeling of foods by a uniform grading
sys*em, would provide for nutritional
con‘ent expressed in relation to the
recommended dally requirement for
cach nutrient, require the label to in-
clude the name and address of the
manu/acturer and the distributor, and
on perishable and semi-perishable foods
would require “pull dates.” The “pull
dates” would be labeled by the manu-

ot ;tﬂq{u_.g-’y_.’,?.—'f"~‘".,'-.s:.'.:;.'.':‘.-::-:‘:. T

facturer and would include day, month,
and year, with a statement of optimum
storage conditions, and would prohibit
retail sale of any food after the “pull
date,” unless the food is fit for human
consumption and is identified as a food
whose “pull date” has expired.

The uniform system of grade nomen-
clature would have grade A as the top
grade for nearly all foods. Five more
categories down through grade E and
“ungraded” would be involved. Meat,
the exception would retain its grading
categories of “prime,” “choice,” etc.

The Secretary of Health, Education,
and Welfare would be required to es-
tablish regulations for the grade label-
ing, listing of ingredients, nutrient
labeling, open “pull dates” and infor-
mation on optimum storage conditions.

Egg Mix Purchase

Purchases of 2,268,000 1bs. of egg mix
at a cost of $1,673,000 were made in
June by the Department of Agriculture
for direct food assistance programs,
Cumulative buying from mid-April
reached 8,280,000 Ibs. at a cost of $6,357,-
000. About 422,000 cuses of shell eggs
will be required to produce this quality
of product, Egg mix Is a dried food con-
sisting of 51% whole egg, 30% nonfat

milk solids, 15% wvegetable oil and 1%
salt.

Keep Your Cool
(Continued from page 18)

cial value, If it is done by firms which
have a substantial share of the market,
it Is considered to be a means of mo-
nopolizing.”

Foll advised advertisers to recognize
the dangers inherent in this situation,
but not become its victims by “emo-
tioral reaction.”

Pointing out that consumerism is as
old as advertising itself, he prophesied
that the present challenge from “con-
sumerism groups,”" social movements
and politicians “will burn itself out as
it becomes evident that more harm than
good Is resulting from wunfounded
charges.”

“The consumer has and always will
be the advertiser's first consideration,”
Foll stated.

“In return the consumer votes for our
products and our message at the check
out stand.”

Discounting and controls are major
factors in holding “Food at home"
prices to a 2.4% increase,
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Needed Rains Came

Crop news improved at the end of
July with needed rains. The Peavey
Crop Letter said: "Crop conditions are
quite variable over the entire territory.
In Western Montana, yields are ex-
pected to be below average—they im-
prove as you move East, where they are
expected to range from good to excel-
lent.”

North Dakota Crop Report stated that
at July's end 4% was turning ripe, 47%
in milk dough stage and 38% headed to
flowering. It was several days behind
normal development at that time,

The Burlington Northern Crop Report
for July 21 stated that temperatures
were normal to below for the past two
weeks. Night-time temperatures were
especially cool and record lows were
recorded in most states. The absence of
extreme heat was beneficial in eastern
North Dakota and central Montana in
helping to minimize the damage caused
by the shortage of moisture,

Durum Prospects

The 1072 spring and durum wheat
crops are about two weeks later than
normal and in urgent need of moisture,
according to an analysis issued July 18
by Vance V. Goodfellow, executive
vice-president of Crop Quality Council,
Mr, Goodlellow's evaluation followed
a 4,000-mlle tour of North Dakota,
South Dakota, Minnesota and eastern
Montana by Council staff members.

Mr. Goodfellow's report indicates that
“avernge to slightly above average
spring grain ylelds are in prospect, al-
though moisture shortages, some criti-
cal, have developed in many sections of
eastern North Dakota, northern South
Dakota and the Red River Valley, and
threaten to reduce present potential.”

Mr. Goodfellow stressed the vulner-
ability of the spring and durum wheat
crops to dry weather and heat.

The Crop Quality Council makes the
following comments about durum:

“The durum wheat crop in the heavy
producing triangle area from Lakota,
Devi!'s Lake and Leeds north to Cando,
Starkweather and Langdon is suffering
from lack of molsture. Topsoil in this
area Is critically dry and plants are
drawing heavily on subsoil reserves. Al-
though considerable thinning of stands
has occurred in many flelds and deter-
joration ls continuing, near average
yields of 25 to 28 bus are still possible
If good rains are received soon, Mois-
ture conditions are better west of Leeds
and Cando, where durum yleld pros-
pects improved. About half of the du-
rum is now headed.”

Durum Show: Oct. 16-17
32

Wheat Products—
Plentiful Foods

The U.S. Department of Agriculture
featured wheat foods at the top of the
list of plentiful foods in August with
releases to press, radio and television.

They said this about pasta: *Maca-
roni, noodles and spaghetti play impor-
tant roles in appetizers, soups, main
dishes, side dishes, and salads. Their
wheaty taste satlsfles appetiles of all
ages with its ability to team tastefully
with other foods and seasonings: Spa-
ghettl tetrazzini, macaronl and cheese,
buttered noodles, veal lasagna, spa-
ghetti supreme with mushroom sauce,
casserole of ham, macaronl and broc-
coli, fried noodle baskets, spaghetti with
clam sauce, macaroni tomato & egg
salad, casserole of chicken, mushrooms
and noodles.

Other plentifuls recelving promotion:
turkey, broller-fryers, eggs, fresh vege-
tables and nectarines. August was sand-
wich month so breads and baked goods
were also promoted,

Russians to Buy Grain

President Nixon on Saturday after-
noon, July 8, announced at the San Cle-
mente White House “the successful ne-
gotiation of a three-year grain agree-
ment between the United States and the
Soviet Unlon" for the purchase of at
least $750,000,000 worth of U.S. grown
grain for the period from Aug. 1, 1072,
through July 31, 1875, The Soviet Unlon
also has pledged as part of the agree-
ment to purchase at least $200,000,000
worth of U.S. gralns for delivery during
the first year of the agreement or prior
{o the end of July, 1973,

Gralns covered by the agreement are
wheat, corn, barley, grain sorghum, rye
and oats, with the exact make-up of the
Soviet purchases to be determined in
negotiations between that country's
buyers and U.S. exporters.

Current indications are that the pur-
chases for the current year will include
a sizable amount of wheat, although the
Soviet Lnion's long-term graln require-
ments are mostly in the feed grain cate-
Bgory.

To facilitate the trade, the United
States has agreed to make available
credit through the Commodity Credit
Corp. for repayment In three years from
the dates of deliveries, “with the total
amount of the outstanding credit not to
exceed $500,000,000."

Durum in Cancdo

Preliminary estimates Issued by ta-
tistics Canada point to a 10% increasc
in wheat seeding in the prairie prov-
inces for the 1872 crop,

PROGRESS REPOR

r. David E. Walsh

Introduction

HE National Macaronl Manu ac-

turers Assoclation sponsors a jor-
tion of the research at North Dukota
State University through a grant which
is used for tuition, stipends, and mate.
rials for a graduate studet ‘the stu-
dent who is supported by the grant
selects a sultable research topic in the
area of durum wheat or macaroni re-
search as his M.S, or Ph.D. thesis pro-
ject. At the completion of his degree
work, the student presents a thesis
which contains a detalled account of the
research results. Results are published
in a suitable scientific journal. Also, a
summary of the findings Is usually pub-
lished in the Macaroni Journal,

In the period covered by this report,
a research project to develop an objec-
tive method for measuring the firmness
of cooked spaghettli was completed and
a new project to study the mlcrobiology
of pasta processing was initlated.

Work In Progress
Measuring Bpaghetti Flrmness

The quality of spaghetti usually is de-
scribed In terms of the appcarance of
the product before cooking and the
texture and taste of the cooked producl.
There is general agreement that good
quality spaghettl should be bright yel-
low, smooth and free of specks and
cracks. However, when an attempt Is
made to describe the quality of conked
spaghetti, there is little agreement as
to what constitutes quality, Most « ften,
cooking quality of pasta producs Is
described in terms of several par: met-
ers—how the product holds up t the
prolonged cooking, the amour of
swelling, loss of solids to the cc king
water, and most important, the fin aess
or “bite.”

In the present project, a methoc we
developed to measure the flrmne s of
cooked spaghettl. To measure firr 1ess,
an Instron Universal Tester was
equipped with a recorder and an nte
grator, model G-90-21 (Figure 1). The
crosshead of the Instron was fitted with
a plexiglass tooth so that the ooth
could be lowered to shear a singl”
strand of cooked spaghett! (Figurc 2\
The work (g cm.) required o sheal
the strand was recorded by the Instru-
ment and used as a measure of cooked
spaghettl firmness, Taste panel lests
agreed with the Instron determinution
of spaghett! firmness. Additional work
indicated that the technique worked
well with a number of different pasis
products. For each product, howeven
it was necessary to develop a separale
standard curve which showed the rel#-
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Figure 1: Technician Myron

E

Boeder is shown mel;surlng -!He firm-nesg of cooked spaghetti

on a speciolly equipped Instron Test Instrument. From left to right are the integrotor,

recorder, and cross head mechanism,

tion of the Instron data to a tasle panel.
A complete description of the method
will be submitted for publication in
Macareni Journal in the near fulure.
Microblology of Pasta Processing
Research on microblological aspects
of pasta processing recently was started
at our laboratory. The initlal step in the
research was to investigate the survival
of Salmonella bacteria under spaghetti
extruding, drying and storage condi-
tions. Salmonella of known type were
added al a rate of 13 million bacteria
per gram of ingredients (semolina and
Iry egg solids, 85% and 5%, respec-
‘ively). The ingredients were mixed
vith water to obtain a 30.5% moisture

1 0

dough and extruded on a semi-com-
mercial scale DaMaco laboratory press,
at varying extrusion rates, vacuums,
and temperatures, Samples of dough
before and after extrusion as well as
the dried products were assayed for
Salmonella survival.

Figure 3 shows typical survival rates
of Salmonella at the various stages of
processing. Interestingly enough, the
greatest die-off of Salmonella occurs in
the extrusion step. In addition, further
destruction of Salmonella was observed
during drying and storage of spaghetti
samples.

The resulls appear very encouraging
and may yield informalicn necessary

Leaving Leaving  Leaving After 30 Days
Mixer Extruder Drysr

Figure 3: Bar graph showing the effect of spaghetti processing on

Salmonsila survival,
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Storage 3

artment of Cereal Chemistry

Figure 2: Plexigloss tooth shown in the
process of shearing o strand of cooked
spaghetti,
for development of an extrusion meth-
od which minimizes the possibility of
Salmonella survival during pasta proc-
essing.
Future Work

Additlonal research on the micro-
biology of poslta processing will be
conducted. A new project to study the
influence of durum wheat conditioning
and milling techniques on spaghetti
quality will be initinted this summer.
For the project, pure durum wheat
varieties will be grown, conditioned,
and milled to produce a range of spa-
ghetti quality. The influence of particle
size, starch damage, milling techniques
and wheat composilion on spaghetti
quality will be studied.

Figure 4: Student Kcnm.-lh Groalum is shown inoc

media used in investigatioin of Salmonella,
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COUPLE of dozen macaroni con-

vention delegates took a post-con-
vention tour of Julius Goldman's Egg
City in Moorpark, California following
the del Coronado meeting.

The trip was organized by Bill and
Hugh Oldach of Flourtown, Pennsyl-
vania, distributors of Julius Goldman's
egg products, as well as the staff of Egg
City.

Egg City is located some sixty miles
northwest of Los Angeles, occupying
some 205 acres in a completely inte-
grated egg operation.

The site was picked to be away from
people and people problems at an alti-
tude of some 2,500 feet in the foothills
of a Pacific Coast mountain range. The
area produces choice lemons, navel
oranges, grapefruit and avocados, and a
sod ranch is close by, producing Wind-
sor grass, The clippings from this estah-
lishment make extra good feed supple-
ments for the pampered hens of Egg
City,

Sex Btory

The ranch manager, Matt Lonsdale,
told us that hen production is pretty
much a sex story. As baby chicks are
received from hatcheries they are im-
mediately sexed, which means they are

. classified as either male or female. Na-
ture produces about 50% of each, but of
course the hens are what egg producers

want for their production machines.
Roosters have value only as meat pro-
ducers and to service about a dozen to
fifteen hens when fertilized eggs are
desired for hatching.

There are two ways of determining
the sex of a chick. First, a team of
Japanese experts come in and check the
sex organ of the newly born chick,
placing the females on one side and the
males on another. For some reason or
other, this art has never been acquired
by Westerners,

However, the Westerners in Des
Moines, Iowa developed a technique of
examining pin-feathers on the wing to
determine sex, This is a fool-proof
method but must be employed at a very
early stage In the chick's development.

Isolation & Vaccination

Once the tiny female baby chicks
have been designated as potential hens
they are sent to a brooder ranch some
150 miles away in Sonta Maria so they
will be isolated for better growing.

Birds and poultry are subject to a
variety of diseases, hence it is vital that
they be vaccinated as chicks and care-
fully cultivated until they are ready to
produce at the end of some fourteen to
twenty weeks.

Julius Goldman's Egg City has a staff
of bacteriologists and a full time veter-
inarian, in whose department vaccines
are developed and utilized on the spot.
This Is important because in transport-
ing vaccines around the country the
effectiveness of the fresh vaccine is di-
minished.

3,000,000 Birds

Some three million birds are housed
In coops that are sectionalized to ac-
commodate about six birds. These six
birds quickly establish a pecking order,
They get their feed in a trough along
side the cages, which are filled twice
daily by @ man who works constantly
circulating among the bird houses.

Water flows throughout the facility
with cups for the birds to drink from.
Manure falls through the wire cages cn
fo the floor where it is removed dally

EGG CITY - U.S. A,

and sold to the agricultural grower: in

the area as fertilizer.
Fead Mill & Processing Plants

One of the main facilities is a feed
mill that produces 350 tons of product
daily, Corn Is the basic ingredient, but
other supplements are added. In the
case of dark yolks for the noodle trade,
alfalfa is & supplement. Some 800,000

birds are on dark feed.

Eggs are gsthered daily, packaged
and cartoned for the grocery trade and
processed into diled and frozen prod-
ucts for industrial ucers, Egg processing

takes some 2,000 cases » day, with five

Head Rogers driers, produzine some

5,000 pounds of product per hour.

The productive life of a bird is about
two years, and when they are culled
they usually wind up in the chicken pot
of soup makers.

Effective Team

It takes an effective and efficlent team
to keep three million hens happy. In
addition to the team of Mr. and Mrs.
Julius Goldman, the ranch manager,
Matt Lonsdale, processing manager
Bernie Cutler, and food technician Bob
Eggelston keep things moving properly.
Julius Goldman is a modern Horatio
Alger success story. A refugee from
East Germany in 1851 he came to Call-
fornia as a metallurgist but went into
chicken raising on a small scale starl-
ing with some 3,000 birds. Today his is
the largest single integrated egg opira-
tion In the world, and visitors from all
over the world come to see this mar el

Relph Freak and the staff ot Lowry's Cali-
fornia Center in Los Angeles entertaired 1he
touring delegates ot luncheon In their open
air patio ond gardens ot corporate head-
quarters ond plant producing the fomous
Lawry line.

THE MACARONI JOURNAL

Eg. Production Cut Urged

2 commendation that egg producers
sho. | reduce their output by 2% in the
first «x months of 1873 is made by the

4 Dep.riment of Agriculture in a market-

b ing «uide issued for the first half of the
kY new year. The recommendation Is de-
K sigucd “to avold the price problems that
f} prevailed this year."”

Agricultural Marketing Service fur-

i ther recommends a 2% cul In the lay-

ing flock, assuming a rate of lay com-
parable to this year, Should gains in
the rate of lay occur, through use of
Marek's vacelne or through improve-
ments In genetics, nutrilion or man-
agement, then further decreases in flock
size would be needed to hold produc-

i 1lon to the desired levels.

The guide recommends that the num-

il ber of pullet chick replacements started
#| in January-June be adjusted to hold
| the NMock size to 1% below the 1872
k levels when the chicks are added to the
| laying flock.

The full “Egg Marketing Guide for

B January-June, 1973, PMG-<8, may be
| obtained from Information Division,

Agricultural Marketing Service, U.S.
Department of Agri-ulture, Washing-

| ton, D.C. 20250.

Marketing Ssrvices
Committee

The new Marketing Services Com-
millee of the Poultry and Egg Institute
of America, meeting recently In Chi-
cago, reviewed current marketing prob-

¢ lems in the poultry and egg industry.

Three sub-committees were appointed
1o consider In detail three areas of mar-
biting which commiitee members
«.reed were of prime importance now:
Vorkeling Statistics, Meeting Con-

:nt;ﬂsm, and Increasing Market De-
©oand.

Dr. Hugh Moore, director of business

anning, Armour Food Co., Phoenix,

riz, is chairman of the Marketing
rvices Commiltee and also of the

‘hcommittee on Marketing Statistics.
“ither members of the subcommittee
e Ray Garrett, Norbest Turkey
lirowers Assoclation, Salt Lake City;
and Robert D, Scherer, Landmark Inc.,
Columbus, Ohio,

This subcommittee plans to study
markeling statislics presently available,
how they are used, and what cther in-
formation may be needed. It was sug-
gested that they consider whether
members of the Industry might report
cerfain figures to an independent
agency.

This subcommittee will also work on
the problems presented by price con-
trols in laison with proper government
agencles to assure fair and reasonable

treatment for the poultry and egg in-
dustry. It will also develop ways to set
up a watchdog system to check market
reporting by either government or pri-
vate sources.

Consumerism

Chairman of the subcommiltee on
meeting consumerism is John Berry,
Babcock Poultry Farm, Inc. Other mem-
bers are Joe James, Kentucky Fried
Chicken Corp., Louisville, Ky.; Sam
Gibbons, ConAgra, Decatur, Ala.; Har-
lin Elseth, Land O' Lakes, New Rich-
land, Minn.; and Edward Marksheid,
D. B. Brown, Inc.—Starr Poultry Co,
Elizabeth, N.J.

This subcommitiee will be responsi-
ble for finding out what consumers need
and want. It may Initiate investigations
of labeling and packaging, and quality
control, It may recommend that the
Institute sponsor research on consumer
attitudes.

The full committee discussed the need
to work with federal agencies to help
protect consumers and, at the same
time, help the industry answer unsub-
stantiated charges. They agreed that in-
dustry Is listening better and, as it does,
there is less opportunity or reason for
the government to step in.

Institute staff members called the
committee's attention to the efforts that
have been under way for some time to
contact “thought leaders,” Including
leading food editors.

Market Demand

Chairman of the subcommittee on in-
creasing market demand is Tom Hegan,
Swift Dairy and Poultry Co., Chicago.
Other members are Don Koppenhofer,
International Multifoods, Inc., Deshler,
Ohio; Edward W. Garey, C & D Duck
Company, Franksville, Wis; Joseph
Woglom, Tyson Foods, Inc., Springdale,
Ark.; Lonnle Pllgrim, Pilgrim Foods,
Pittsburg, Texas; and Charles Ferrara,
Shenandoah Valley Poultry Co., Greal
Neck, N.Y.

This subcommittee will focus on the
future—what the market will look like
and what the industry should be pro-
ducing five years from now.

It will investigate the market re-
search being done now by the land
grant colleges, and in conjunction with
the Institute Research Council recom-
mend to these colleges research that
will be helpful to the industry,

It plans to assemble a bibliography of
market research that has been done.

1t also wants to bring in to its meet-
ings chaln and institutional buyers to
see how the industry can work with
these people.

Institute President Harold M. Wil-
liams and Bruce H. Dutton, programs
director, met with the committee,

Faster Salmonella
Screening Technique

An improved immunofluorescent
screening kit ollows laboratory tech-
nicians to complete 200-300 determina-
tions—an greatl savings in labor from the
20 to 30 determinations possible with
present screening techniques. The im-
proved technique further allows an ac-
curate reading in 24 to 48 hr, opposed
4 to 5 days required by culturing meth-
ods.

The technique uses a redesigned slide,
au specinl reagent, and patented dispens-
ing cartridge. The slide uses 10 areas
instead of the old two-specimen slide—
greatly increasing scanning efficiency.
The reagent is offered In freeze-dried
form, and has virtually unlimited shell
life. When reconstituted, the reagent
has a three-month shelf life.

Information describing the CSI
Fluore Kit for Salmonella Screening is
available from Scientific Specialists,
Ltd., 425 Oak St., Garden City, N.Y.
11530.

The Egg Market

Henningsen Fooris, Inc. state that
“most people fee! that the large sur-
pluses of shell eggs are about at an
end and that prices will recover rapidly
during tke fall and winter months."

Dr. J. H. Melson Named

Dr. John H. Nelson, vice-president
and director of research and develop-
ment, Peavey Company, at Chaska,
Minn., has been chosen as president-
elect of the American Assoclation of
Careal Chemists.

Dr. Nelson's eleclion was announced
after mail balloting among A.A.C.C.'s
2,000 members. He will be installed as
president-elect, along with other new
AACC, officers, at the 57th annual
meeting of the group, in Miami Beach
Oct. 20-Nov. 2 this year. In succession,
he would serve as A.A.C.C. president in
1873-74.

Dr. Nelson, the new president-elect,
has been deeply involved in A.A.C.C.
work since jolning the association in
1055, Currently he is serving v two-year
term on the board of directors.

He also has been chalrman, vice-
chalrman and treasurer of the North-
west Sectlon of A.A.C.C, and chairman
of the Long Range Planning Committee
(1960-70).

He joined Peavey in 1968. He had
been with General Mills, Inc., since
1060, when he earned his Ph.D. degree
from the University of Minnesota. He
received his B.S. and M.S. degrees from
Purdue University.
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Durum Grind Up

Production of straight semolina and
durum flour in May increased 22% over
the corresponding month of 1971, ac-
cording to the Bureau of the Census.
Semolina and durum flour output in the
month totaled 1,272,000 cwts, against
1,041,000 in May, 1071, an increase of
231,000, It also was up 128,000 cwis, or
1%, from 1,144,000 produced in April,

The Bureau of the Census issues no
statistics on output of blended s2molina
flour to avold disclosure of data for indi-
vidual companles.

Durum grind in May totaled 2,810,000
bus, against 2,237,000 in the same month
of last year, for a gain of 573,000, or
26%. It was up 283,000 bus, or 11%,
from 2,527,000 ground in April.

8% in 11 Months

Production of straight samolina and
durum flour in the first 11 months of
the 1871-72 crop year, July-May, totaled
14,416,000 cwts, compared with 13,647,-
000 in the same 11 months of the pre-
ceding year, an increase of 769,000, or
6%, Durum grind in the first 11 months
of the crop year totaled 30,717,000 bus,
against 20,646,000 In July-May of 1870-
71, a gain of 1,160,000,

In January-May, output of straight
semolina and durum flour totaled 6,612,-
000 cwis, against 6,335,000 in same five
months of the previous year, a gain of
177,000, or 3%, Durum grind in the first
flva months of 1872 calendar year
amounted to 14,302,000 bus, against 13,
672,000 a year earller, an increase of
630,000, or 5%.

Production of durum wheat products
and grind follows for a serles of months:

1972 1971

Straight Durum Straight Durum

semol. grind semol. grind

(1,000 (1,000 (1,000 (1,000
cwis) bus) cwis) bus)

January 1,316 2011 1,387 3,038
February 1,415 3,051 1354 2915
March ..1,368 3,003 1420 3,076
April ...1,044 2527 1,114 2406
May ....1,212 2,810 1,041 2237

June ,...— —— 1012 2148
July ,...— —— 1,060 2311
August ,, — —— 1,347 2,809
Sept. ..., — —— 1,367 2,820
October , — — 1363 2,008
November — —— 1374 2,162
December — —— 1,403 2,725

Durum in U.S.

Crop prospects July 1 for durum in
the United States was set at 77,301,000
bushels compared to 87,820,000 for last
year, 50,522,000 in 1870 and 106,087,000
in 1069,

Estimated yleld per acre in North
Dakota is 32 bushels; 37 bushels in
South Dakota; 27 bushels in Montana,

36

Durum in Canada

Prospective wheat acreage for durum
is 3,160,000 acres, up 39% from 2,272,000
seeded for 1071 and compared with
3,065,000 in 1970. The 1968 durum acre-
age was 3,154,000,

U.S. Durum Stocks, July 1:

On Farms 60,047 36,883 48,479
Commodity

Credit

Corporation 161 558 504
Mills

Elevators &

Warehouses 17,423 16,254 20,164

Total 77,631 53,700 69,237

IM Sales Up

Net sales and net earnings of Inter-
natlonal Multifoods Corp. in the first
quarier of Its current fiscal year in-
creased over a year earlier, but earnings
per share of common stock declined.

Net sales for the three months ended
May 31, 1972, amounted to $116,935,000,
against $106,520,000 in the same period
of last year. Net earnings totaled
$1,387,000, equal to 38¢ a share on 3,368,-
000 average number of shares outstand-
ing. In the same 1971 quarter, net in-
come was $1,275,000, equal to 39¢ a
share on 3,040,000 shares.

Willlam G. Phillips, president, said
the decline in per share income re-
flected the dilution caused by an 11%
increase In the average number of
shares outstanding due principally to
a public offering In July, 1871,

Mr. Phillips said the figures for the
first quarier reflected gains in the in-
ternational and consumer products di-
vislons plus continued improvement in
Mr. Donut and Sveden House restau-
rant operations. He said the company's
portion-controlled meat business was
adversely affected by high raw meat
costs not offset by price increases due
to Phase Two restrictions.

To Make Acquisition in Spain

International Multifoods Corp. identi-
fied Spain as the planned site of tha
company's entry into the European con-
sumer products area,

Addressing shareholders at the Multi-
foods annual meeting, Willilam G, Phil-
lips, president, said the company plans
to acquire a consumer products com-
pany in Spain by the end of th2 fiscal
year on Feb. 28, 1973,

Mr. Phillips, who did not disclose the
name of the planned acquisition, cited
rapldly growing per capita income and
gross national product, as well as his
company's success in Latin America, as
reasons for the selection of Spain,

—

New Wheat Germ Plant

International Multifoods Corp. an-
nounced today ‘hat It will bui | a
Kretschmer wheat germ plant in ' an.
hattan, Kas. The plant will be a ro-
duction facility for both wheat ,orm
and Sun Country granola, the laticr a
new Multifoods product.

The Manhattan plant will have 3,000
square feet of space. It is expected to
be operaticy-, by Jan, 1, 1873, according
to Grant Wood, Kretschmer product
manager, Kretschmer wheat germ is
currently produced at Carrollton, Mich,
and Sun Country granola at New Hope,
Minn. The Carrollton plant will not be
affected by the new Manhattan facility,
but the entire granola production will
be transferred to the new facility,

Mr. Wood said the plant will employ
30 to 5. It will be located in the Man.
hatian Industrial Park.

Kretschmer is the leading national
wheat germ brand.

ADM Earnings

Preliminary unaudited figures for the
year ended June 30, 1872, placed net
earnings of Archer Danlels Midland Co.
at $11,310,307, rompared with $12,158.-
119 in the previous year.

Based on an average of 3,324,801
shares of ADM common stock outstand-
ing in 1971-72, the year's net was equal
to $3.40 per share, compared with $183
in the preceding year, based on 3,170,
292 shares outstanding.

Glen A. Weir in ASCS

Glenn A. Weir will be named asso-
clate administrator of the Agricutural
Stabilization and Conservation S vice,
it was learned by Senator Rober: Dole
of Kansas, who made the announc: ment
in Washingion. The senator re: aled
that an official release would be rih
coming soon. Mr. Weir will s ceed
Carroll G. Brunthaver in the po: Mr
Brunthaver was recently named sist-
ant secretary of agriculture for nter
national affairs and commodity pro
grams,

Named to succeed Mr, Welr as lirec:
tor of the Grain Division was Kuineth
T, Benjamin, Mr, Benjamin was ‘orm-
erly chalrman of the Illinols ASC.
committee. The position of director 0
the Graln division had been vacan!
since Mr, Weir became acting commod-
ity vperations deputy administrator on
the death of Carl C, Farrington.

Mr, Weir joined U.S.D.A. as directof
of the Grain Division In 1960, Senator
Dole, in his brief statement,
“Glenn Weir has demonstrated
knowledge of farmers' needs.”
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Weekly Newsletter.

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.
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FOR SALE—One Hoskins bulk flour hand-
ling system (bullt 1966). One Ambrette
combination press (1,000 Ib./hour) with

end spreader and en d re
bullt cylinder, One Demaco long goods pre-
dryer; One Demaco short cut press and
sheat former; Clarmont noodle cutter. Tun
long goods and 18 short cut dies. One
macaronl sew, Write Box 336, Macaroni
Journel, Paletine, 1Il. 600647,

FOR SALE—AIl rebuilt. One DF Short-Cut
Press; One DF Long Goods Press; One Clar-
mont Speghetti Stripper; Two Short-Cut Dry.
lon.l‘ Is.l’nn. Write P.O, Box 917, Lowell, Mass,

National Macaroni Week
Oct. 5-14

Complete Line of
GIACOMO TORESANI
MACHINES

Tortellini, Capelletti
and Gnocchi

Contivvous Kneeder Shesters
(rolled upon dowels)
to 200 Ibs. per hour production

Noodls Cutting Equipment

"We Invite Your Inquiries"

SoBROOK Machine

Div, of Voipi & Sea, Corp.
544 3rd Ave,
BROOKLYN, N.Y, 11215
Phone: (212) HY 9.3922

B iRty

Food Trade

Convention Calendar
Sept. 121 NMMA Washington Meeting,
Hotel Washington, Washington, D.C.

Oct, 1-5t Food & Dairy Expo '72, Atlan-
tic City Convention Hall.

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

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

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

Dac. 2-8: Nat'l. Food Brokers Assocla-
tion, New York, N.Y.

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

Apr, 8:121 Millers' National Federation,
Hotel Mayflower, Washington, D.C.
Apr, 29-May 21 Plant Operations Semi-

nar, NMLM.A,, Hilton Hotel, Omaha.

Clifford G. Pulvermacher

After 31 years of service with the U.S.
Department of Agiiculture, Clifford G.
Pulvermacher retired at the end of
July.

Clift Pulvermacher was a good friend
of the durum industry and macaroni
manufacturers. He gave us sage counsel
during the rust years and following. He
was helpful in our deliberations in the
industry advisory committee and has
particlpated in macaroni conventions,
Washington meetings, and the Durum
Show.

The Southwestern Miller gave him
this tribute in the following editorial:
“Among his very real distinctions is
that Mr. Pulvermacher’s career at the
Department is marked by an impressive
list of achievements that were largely
of his doing, backed up always by high-
ly competent staff, Without any claim at
all for completeness, the list of his cred-
its would have to include: Recognition
within the Depariment that wheat is
not wheat, that each class has its own
supply and demand characteristics; re-
markable smoothness in the transition
of the wheat economy and the milling
and baking industries to the technical
workings of the complex certificate pro-
gram in a set of rules and regulations
that are a model of government and in-
dustry cooperation; and appreciation
that government can and should play
an Important role in the cultivation of
export markets. The latter began with
his important initiatives In the original
U.S. Wheat sale to the Soviet Unlon in
1963, extended through the develop-
ment of Japan to leadership as a market
for wheat and other agricultural com-
modities, continued into bid subsidy,
credit and barter programs, and ends
with his initial direction of Export Mar-
keting Service,"

OBITUARIES

Paul Abrahamson
Paul E. R. Abrahamson, Admi:sira.
tor of the North Dakota State \Wheat
Commission, died suddenly at the home
of a sister in California on Friday, July
21, He was returning from a macaronl
convention at del Coronado,

He and his wife, Jeannelle, were
regular attendants at macaroni meel.
ings, and his interest In durum and
macaroni products extended over a pe-
riod of many years.

Mr. Abrahamson was born and raised
on a family farm at Leal, Barnes
County, North Dakota. He taught Vo.
cational Agriculture and Sclence al
Rolla, He served in Cavaller County as
County Agent from 1037 to 1941 and In
Ramsey County in 1041 to 1846, While
in Cavaller County, he was Instru
mental in establishing the Durum Show,
and was known as the father of the
show.

He was agriculturalist for two Min-
neapolis grain firms, McCabe and
Peavey Company, from 1846 to 1050,
when he became administrator of the
newly created North Dakola Stale
Wheat Commission.

Besides his wife, survivors are a son,
Dr. Paul Abrahamson of Bismarck, iwo
grandchildren, a brother and two sisters.

He will be missed by the macaroni in-
dustry.

Angelo Ronzoni

Angelo Ronzoni, 71, vice-president of
the Ronzoni Macaronl Co., Long Island
City, N.Y.,, a major macaroni manu-
facturer, died July 13 at Moun: Sinal
hospital In New York after a long il
ness.

He was a son of the late En wnuele
Ronzonl, Sr., who founded the ¢« npany
in 1918 as a small family busine .

Angelo Ronzonl is credited v th de
signing and patenting much f the
manufacturing and packaging =quip
ment used by the company to 1 -oduce
an extensive line of pasta and : uces

Surviving are two sons, Fred C. and
Emanual J. Ronzoni; a daughtes, Mrs
Theresa Petta; his brother, Emanuele J
Ronzonl, Jr., president of the compans:
two sisters, Mrs, Catherine Biggio ®
Mus. Marle Casareto, and seven grand
children,

Sold at Auction

Six Per Corporation, 6321 N.W. ”u:
Avenue, Miaml, Florida was sold &
auction in a foreclosure sale by ib¢
Small Business Administration on AV
gust B,
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Okay.

Who put egg in the noodles?

Sal Maritato did.

So nowwhen you buy Multifoods'

new noodle mix called 'Duregg"

—all you add is water,

We've gone ahead and added the

egg solids to Multifoods' top-

quality durum flour.

A number of our customers have already ordered

“Duregg" in hefty lots.

Here are a few reasons why you should:

® Duregg eliminates time-consuming, in-plant
blending of flour and egg solids with ex-
pensive machinery.

= Duregg is ready when you need it. No thawing,

less chance of contamination, and less lime
and mess.

® Duregg eliminates the need to re-freeze
unused egg.

» Duregg assures a consistent blend.

= Duregg eliminates the necessity to inventory
two Ingredients. Storage and record keeping
is reduced.

= Duregg simplifies delivery. Now it's one
source — Multifoods.

# Duregg lowers your manpower requirements.

Enoughsald,Orderyour Dureggwith aphonecall.
The number is 612/339-8444,

INTERNATIONAL

@MULTIFOODS

DURUM PRODUCTS DIVISION
GENERAL OFFICES, MINNEAPOLIS, MINN. 55402
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