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A Rossotti Special.
Fihrehoard
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Fibreboard, now with paperboard
packaging plants on both east and west

Rossotti.

and machinery systems from Fibreboard along wi 1 §

Rossotti program's long established expertise in th3
pasta field. ’\1

Fibreboard and Rossotti. And now ";
with the profit squeeze we're all facing, m] [I
it's a new packaging idea that'll really I‘ﬂ “ﬂ .
pay off. For you. Packapieg idezs tal pay of.

Fibreboald Corporation, 560 Sylvan Avenue, Englewood Clilfs, N.J.07632. 201/568-7600
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Editor's Notebook:

The problems of the past year clearly
indicate that any organization who has
been doing business at the same stand
for filty-five years has a bit of stamina.

The National Macaroni Manufactur-
ers Assoclation Is holding its 70th An-
nual Meeting this June 20-July 3, at
the Brondmoor in Colorado Springs. Its
objective Is to promote and safeguard
the industry and elevate macaronl man-
ufacture to the highest plane of efilcl-
ency, effectiveness and public service,
The Macaroni Journal is an officlal
publication of the Assoclation. It was
established in 1910 to provide the in-

dustry with a trade magazine and to
help defray the overhead of a puld
executive of the Association,

Through the years the supplliers of
the industry have contributed to the
organization and its progress by main-
taining memberships in the Assoclu-
tion, attending and participating in the
meetings, advertising in the magazine
and contributing articles as they have
done In this issue.

We are grateful to this loyal group
listed on the pages 34, 35 and 36. We
pledge continued service to them and
1o you, our loyal readers.

The Editor
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Convention Comment

Thank you letters have been received
from the winners of the pasta recipe
contest.

Sam and Betty Billuni have become
celebritics in San Diego where Chef
Simone "Saum” Billuni holds forth
10 Downing Restaurant. His “Moussaka
Romano” lasagne combination won him
top honors and was carried in the San
Diego Union by Opal Crandall and in
the Evening Tribune by Kay Jarvis.

The Billunis are cagerly looking for-
ward 1o their epicurean tour of Italy
in July.

Sister Anna Marie Hajar of St1. Co-
letta School in Jefferson, Wisconsin
wis most profuse in her gratitude and
thanked the convention delegates for
being so friendly to her. She is serving
her “Chicken Mandarin Salad” each
week at the school as a taste pleasing
budget helping item.

Chef Louis J. Caruso, Instructor in
the Manpower Development and Train-
ing Program for Adult Education in the
Columbus, Ohio Public Schools, wrote
that the pasta recipe contest had a
terrific impact on the culinary school
in Columbus and the students have
asked that their thanks be sent as well
us those of the student winner, James
W. Young.

Grocer's Panel

The Grocer's Panel covered a wide
area of subjeets. The opening remarks
of Murk Singer, President of the Na-

tional Food Brokers Association, and
other speakers comments from trans-
cribed tapes will be carried in next
month's issue.

Speaking of tapes, apropos of Water-
gate, the Durum Discussions were either
not reenrded or obliterated by the time
we got them, so we are dependent on
notes and later reports for the coverage
that appears in this issue on the Durum
Situation.

Tennis Coming Up

Gulf is still the game that attracts
the greatest participation at macaroni
meetings but tennis is coming up fast.
Mrs. L. D. Fran Williams displays good
form as she hits a hard fore-hand drive.

Pasta Industry Increases
Volume Onc-Third in
Five Years

Preliminary Census Data from the
U.S. Department of Commerce shows
pasta production posting a 30% increase
in poundage hetween 1967 and 1972

191 Plants

Contraction in number of plants con-
tinues. The total number of plants for
1072 was 1901, down 14 from the 1967
count, while the number of plants with
twenty employees or more dropped to
62, contrasted with 75 in 1067

A similur decrease was noted in num-
ber of employees: 7.300 in 1072 com-

1
Canned Products Excluded Mill Lbs.
Mucaroni  Products 1,230.2
Noodle Products 277.1
1,516.3

Semolina & Durum Flour

Paste Recipe Contest Winners: Companion Sister Ernesto, Sister Anna Moarie and Grard |
Prize Winner Sam Bullini and his wife Betty. f

11,118,200 cwis.
Farina 583,700 cwls.

i

Student Winner James W. Yo s.

pared with 7.500 in 1967. Total yroll
rose to $50,400,000 in 1072 fror 843+
200,000 in 1967. The number of | i
tion workers was down to 500
5400 and the number of ma
worked was 10,700,000 down 1o
11,000,000, Payrull of production Tk
ers went up to $33,800,000 fror S2a-
400,000,

Value of Shipmenis

Value of shipments by m. ¢
establishments in 1072 amoun ! 10}
$340,300,000, up 31 from the 19 ot
of $266,000,000, Of the 1072 ghip vnts
value added by manufucture
counted for $156,300,000 and ¢« ! of
materials, fucls, ete. $194,900,000 07

72 1987
Value Mill Lbs. value
$357.3 96,7 - 183
187.7 164.7 i
$545.0 1,161.4 52021
Liald e

0,009,500 cw'g
822,000 ewt®

Tir MacAROND JOURSY

ar d with STIBTO0000 snd SHHGOD.000
res cthively in 1967

( opita] expenditures by the industry
wa Up 1o ST000000 in 1972 compared
1 3,200,000 in 16T

Ar:a‘t Ethnic Products

Just Plain American?

Food retailers, noting the across-thes
noe b apneal of nationality  products,
e hoginning to ask: “What Kind ol
coont should there be on ethme or
aternational produet merchandising?™
Chain Store Aae magazne o xomined
e subjeet in February, Highlichts:
On the retail side, most supermarket
perators act on the premise that the
seent should be subtle, responding to
astomer needs without over-merchan-
ising. "Give them what they want
vithout hitting  them over the head
sith their own background,” is the
jominant retailer view

On the supplier side. communica-
don of ethnic or nationality favor can
de fairly strong. with many  recent
woduct  entries  showing  up  with
wthentic Italian, Chinese or Mexican
wceents. More can be expected in 1074,
wsuming supply and price of basic
ngredients such as cheese and packag-
ng materials return to anywhere near
teir normal pre-1973 patteins
In the food arca, suceessful leaps
e the nationality kettle have been
made by established frozen supplicrs
meh ns Stouffer  which  entered @
asana item, and  more  recently,
Kit hens of Sara Lee, which came up
1t both frozen lasagna and ravioli
al: ses.

Premium-Priced Pizza

Aother notable trend in Halian
uet (still the biggest ethnic or na-
dity  segment, with total  super-
stet volume estimated at well over
million per year) is the advent of
+ aremium-price frozen pizza which
‘a5 suceessfully broken the $2 retail
i cer. It is growine at a good rate
“atwe markets and at an astonishing
0500 rate in markets where it has
s+ reerntly been introduced. Frozen
w2z and pizza mixes aecounted for an
“toated  §200 million volume  lust
ta

R ason? Shoppers apparently  shun-
e osome of the  hot-price piazas,
sl for quality and showed o will-
2 ess o pay Tor it too.

Adde from the pizza sepment, the
"1 of the S$B00-million plus Ialiun
Sarket breaks out this way: dry p 5
spaghetti, macaroni, noodles) account
“ir $320 million in sales: canned items
paghetti and meatballs, macaroni in
“eal spuce end others) $150 million:

\erir, 1974

Ve

Grocers' Pancl around the table, left to right: Charlic and Jan Barton, Mark A Singer

Fran and Bob Green, Karen Bartak Ed and Dons Krenck, Paul Batak

frozen dinners and entrees, $60 million:
and prepared sauces in jars and cans,
S90 million

More Figures

In the same tssue af Chatn Store Age
Libby's carrns a supplement on the
Cunned Meat category. They set canned
meats and specialtics at $773.2 million,
wunting for U2 per cent of total store
gross profit. They put dry pasta sales at
§6226 million, accounting for 64 per
cent of total store gross profit

Supermarketing  Magazine  put the
value of total domestie consumption of
pusta products at $326.5 million in 1972
and there were sharp price advances
m 1973

But pasta has been so much assini-
luted into the American culture, that
it is and it 1sn't o natwnality-oriented
product today In fact, many manufaic-
turers are directing Halian-style prod-
ucts to the average :\I!ll'l'l( N consumer,
with the children’s market bemng a ma-
jor target. Indeed. the bulk of the can-
ned pasta busingss is done by American
Home Produets (Chef-Boy-Ar-Deed and
Campbell Soun (Franco-American)

Other Ethnics

The swond leading volume nation-
ality segment - Chinese products—alsu
continted 1o show business growth and
new  product  expansiveness. Amung
notithle recent line extensions was o
Lu Choy skillet dinner. (La Choy con-
tinues Noo 1 oamong canned  Chinese
brands followed by Chun King, with
the positions reversed in the frozen de-
partment.)

One of the hottest new ethnie seg:
ments is Mexican, which one supplier
suys is now at the pest-tukeofl point al
which halian produet stood just after
World War 1L

Nationality  produet s antegrated
with other fouds, in most supers, but
some give it separate seetion or aisle
treatment.

Grand Union Co. is using an inter-
national aisle in new stores that fea-
tures  one  section after  another  of
various  nationality  foods,  including
Spanish, Oriental. Italian, Mexican and
Kosher. In this configuration, all pasta
products are in the same section, but
these are by no means all Nalian-style
twith brand names like Goodman and
Mueller's showing up here as well).

The aisle 15 set up just aboul the
sime way in each store, except that in
neighborhoods where there is unusually
heovy demand tor o particular nation-
ality produet, inereased space alloca-
tion 15 provided for it

There are few who could better stress
this point than Jim Fischetti, manager
of o Foodtown Supermarket in Eliza-
heth, N.J. Mr, Fischetti notes thit his
trading arca includes shoppers of ethnic
or nitionality backgrounds  including
Spanish, Portuguese, Cuban, Colom-
bian, Argentinian, Puerto Rican, Jew-
ish. Ttalian, Polish and blacks.

It anvone wourld have cause W be
doing  heavy  special - merchudising
tilored o his shopper mix, it is ke
But the pont is that he is not. Admit-
tedly, the job would be complicated by
the diversity of his clientele’s back-
grounds and hy the fact that their mo-
bility continually varies the extent of
demand for particular specialties.

“However, we simply found that the
best way to serve ethnie food demands
15 the way we do for any other item:
Stock it on request, and then wateh its
movement 1o determine whether to re-
order,” he says. His department man-
igers tike pains Lo assare proper hand-
ling of requests in their specitic arcas
but otherwise not much is done.

“Most of our nationality foods ace
integrated  with  other  seetions,” Mr.
Fischetti says, “and except for certain
holidays we do little in-store promo-
tion of these specialty items, and rarely
include any in our ads.”
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Get the full story now. Contact
DE FRANCISCI MACHINE CORPORATION
46-45 Metropolitan Ave., Brooklyn, N.Y. 11237 US.A. @ Phone: 212-386-9880, 386-1799

‘Western Rep.: Hoskins Co., Box F, Libertyville, lllinois 60048 ® Phone: 312-362-1031
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The Drying Method of the Future

HE first major change in pasta dry-
ing in decades has been pioneered
by Microdry Corporation of San Ra-
mon, Californin. Enormous savings in
energy, time and space have resulted.
Their techniques and equipment
combine microwave with conventional
drying, and have been proven for as
long as four years in major plants in
this country and in Canada Techniques
have developed for all types of short
pasla.

The word has gotten around. In a
survey of the 130 major pasta producers
in North America, 80% of those who
answered said they believed that “a
combination of microwave and stand-
ard drying is the method of the future.”

Production quality is reported to be
equal or belter than with older meth-
ods, and there is no product cifTerence
noticeable to the consumer.

When the complete three-stage pro-
duction equipment is used, reductions
of space and time requirements up to
90% are reported by major firms. Ener-
gy savings of at least three to one also
are reported.

Two Alternatives

Both two-stage and three-stage tech-
niques are available. The two-sloge
technique follows the vse of conven-
tional large preliminary dryers. A quick
pass then is made through the 8 x 23
foot microwave dryer, followed by
fuirly fast controlled cooling in the
same small structure, underneath the
microwave section. This controlled re-
lease of deep heat from the processed
products also is said to boost micro-
wave heating efficiency itself by 15%
to 20% with no increase in equipment
size.

The two-stage technique and equip-
ment was developed by Mi:rodry be-

o then e e L Ll i e

Three-stage microwave/conventional dryer, Preliminary stoge at top, microwave secticn
In center, controlled cooling in bottam. B x 23 feet of floor space, plus overhangng

catwolk.

cause microwave-generated heat, when
not properly dissipated, may damage
some types of products. Not only are
temperatures achieved more rapidly
than in conventional heating, butl prod-
ucts retain heat longer. This is due to
the fact that heat is generated through-
out the products wherever there is
molsture, whereas conventional heating
usually is cooler in the centers. In
other words, while conventional heat-
ing Is from the outside in, microwave
heating Is from the inside out so there
is more heat to release ufler processing.

Conirolled Heat Release

Without controlled release of this
heat it is difficult to control the end
molsture content because the product
loses moisture as it loses heat. If the
processor wants to retain a moisture
content of, say, 12% but instead a0
drops to 10% then there is a serious

‘s wo-3,0g¢ microwave/conventional drylng unit; microwave section at top, controlled ccel-

ing in bottom. B x 23 feet.

8

loss of 25 of plant production with no
drop in costs. Furthermore, delicate
products such as macaroni can develop
surface checking as moisture migrates
to the surface from deep inside and
then dries too quickly.

Three Stage Equipment

athan AABINKT T e P e

In addition to the above, the com-
plete three-stage equipment olso elimi-
nales the need for the huge, bulky
dryers now used for preliminary hcit-
ing. And it eliminates the need 'or
equilibration or “sweat back" peri Is
and is said to reduce time and sp ¢
requirements of preliminary heat &8
as much as 60%.

The preliminary heating equipm o
is built above the microwave stage 1

8’ x 2%
U.8. Patenis Pending

the same unit so that only about 8 3
feet of floor space is used for the mu -
stage heating process. Producion r:
are from 1000 to 4000 pounds per h

First stage henting of materials »
moisture contents of 30% to 18%
done best by conventional means rat
than by microwaves. But after
moisture content Is brought below 1
by conventional heating then mic
wave heating quickly pushes out !
remaining moisture with internal ste:
pressure, and heoats s desired. The:
fore no equilibration Is needed for mo
ture to work its way out. And becau
this 1s not surface hcating, there
little danger of too fast surface dryit
with resultant damage.

e AN L & T e < 0 UL,

with lower operating costs ...

Mcrowave dryIng and controlled cooling, with or without preliminary drying

in the same unit, can do this for you:

¥ dries ten times faster m takes one-fiith to one-tenth the space ® improves

product quality ® reduces dryer maintenance to as little as one hour per

weak B [owers caplial Investmant ® lowers power costs In most areas

In some types of processing the tin: ¥ generally can be Installed without shutting down the lines

required for preliminary heating is re When standard preliminary drylng Immediately precsl'es microwave

duced from ten hours to one hour and drying (as In complete unit shown above) it eliminates in« noed for equilibra-
5 lion perlods and reduces time and space needs of preliminary drying as

space needs are lowered corresponding- mucﬁ as 60%.

ly, states Microdry. Controlled cooling (third staye) determines product moisture content

ind appearance.

Proven in leading pasta plants. Call or write tooay.

Tie MACARONI JOURNAL
ArriL, 1974
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MICROWAVE /1000-4000:

MICRCDRY

MICRODRY CORPORATION

3111 Foslorla Way, San Ramon, CA 84583
415/837-9106

S L SAARS
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AS companions to its new line of
Pasta Extrusion Presses (see The
Macaroni Journal, May, 1873 issue),
Bralbanti & C. Milano, Italy, an-
nounces its new line of Type ATR High
Temperature Dryers.

While Bralbanti Dryers have already
set the standards for the industry in
ruggedness of construction, dependabil-
ity, automatlon, and consistent and un-
surpassed product quality, improvement
and innovation are also factors which
have made it possible for this company
to manufacture and install 1,000 pasta
production lines in the last ten years,
with these lines then producing more
than 65,000,000,000 pounds of superior
pasta products.

Many Innovations

Type ATR High Temperature Dryers
contain many innovations. However,
these innovations have not been made
simply for the sake of difference. In-
stead, they have been added to Improve
an a'ready superior machine. In addi-
tion, following their long established
rule of field testing their new machines
under rigld production applications be-
fore Introducing them to the industry,
the prototype of the Type AT High
Temperature Dryer has now completed
its in-operation testing in Italy.

Visually, the new Type ATR High
Temperature Dryers are different from
thelr predecessors. Removable, indl-
vidual panels now form their walls and
each of these panels is a completely
sealed, fibre-glass relnforced moulded
plastic unit that contains its own bullt-
in Insulating materlal. These panels
have been deslgned to operate at much
higher temperatures, and to facilitate
easy cleaning of the interlor of the
dryer they can be swung away from
the supporting frame or easily detached
and moved away. This provides com-
plete access to the interior of the unit,
but to insure that the entire dryer en-
closure is perfectly sealed for energy
saving operation and product quality,
speclally designed pressure wedge
strips, acting in conjunction with high
temperature gasketing materinl lock
the panels firmly to the frame.

Higher Degrees of Heat

To achleve the higher degree of heat
required, the heating system of the
Type ATR High Temperature Dryer
has been redesigned and makes use of
speclally fabricated piping. Hot water,
well above bolling point, is used as the
heat source, and by using the hotter
drylng alr which can thus be generated,

10
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standard types of Long Goods can be
dried in from 11 to 13 hours.

The problem of condensation is elimi-
nated by means of speclal heating tubes
which are located within the dryer’s
metal frame.

While the standard line of Braibanti
Dryers have operated automatically for
many years, some manual starting and
stopping of the fans was required at
the start and end of a run. To eliminate
this area of possible human error, the
so-called C.A.E. Electronic Control was
developed and was offered as an op-
tional accessory on the standard dryers.
In operation, the C.A.E. Electronic Con-
trol sequentially starts the fans as the
product reaches certaln designated
points within the line when the line is
started. It also sequentlally stops these
same fans when the product passes cer-
taln points in the line when the run
ends. Because of the tremendous de-
crease in the drying time, and the high-
er drying temperatures belng used, the
possibility of human error is substan-
tially increased. Accordingly, the C.AE.
Electronic Control is a standard com-
ponent of these new dryers.

Cooling Area

Since the product is brought to ex-
tremely high temperatures during the
drying process, and since this excessive
heat would be undesirable in the stored
or packed product, the final section of
the dryer is inclusive of a special power
driven cooling area which properly
cools the product before it is trans-
ferred to the storage unit.

The Type ATR Dryers are inclusive
of a propedy sized stick return snd
accumulator, so that it s never neces-
sary to remove excess sticks from the
line, store them and then manually feed
them back when the line Is in normal
operation. In addltion, the sticks them-
selves have been designed for use in
this high temperature process, and to
meet this requirement they are sup-
plied with A special food grade plastic
coating.

Plate Counts

Plate counts, which are of ever in-
creasing importance to the pasta pro-
ducer, were already well below the
Industry norm in those operations
where standard Bralbanti extrusion
presses and dryers were belng used.
With the introduction of the new ex-
trusion presses, these already low
counts went even lower. Now, with the
Type ATR High Temperature Dryers
jolning the new presses, plate counts
are lowered cven further.

i Vet il B sl s bttt

Braibanti Presents the Type ATR High Temperature Long Goods Dryer

Product Quality

Product quality, the most importi t
factor in judging the excellence of 4
pasta production line, has always beon
the primary feature of a Braibantl lire,
Now, with the Type ATR High Tem-
perature Dryer, and as based on both
cooking and organoleptic tests, the
baslc characteristics of the raw mate-
rials used are even further enhanced,
resulting in product that sets new und
higher standards for excellence and
quality.

As with all Braibanti Long Gouwds
Lines, the new Type ATR High Tem-
perature Long Goods Dryer Is offered
in several different variations, depend-
ent on the operating program of the
factory in which the line is to be in-
stalled. In those plants where sufficient
space is available, the dryer can be
supplled with a storage silo so that
production can be on a 24 hour per day
basis, while packing can be completed
in a single 8 hour shift. In those fac-
torler where some space is available,
but where thls space is limited, the
line can be set up for 24 hours of pro-
duction and 16 hours of packing.
Naturally, these lines are offered in a
wide range of produrtion capabllilies
and are tallored to meet the needs of
all producers, from the smallest to the
largest.

Golden Grain
Macaroni & Cheddar

A full-color ad in February Far ily
Circle and Woman's Day is the curt: in-
raiser in the Introduction of Go!'en
Grain's Macaron! and Cheddar to 1a-
tlonal markets.

Long o popular favorite in the W st
where It has shown steady gro: h,
this creamler macaroni and chec ar
dinner will now take center stag. 'n
an all-out sales and advertising . »
gram across the country.

Appetite Appeal

Introductory ads emphasize the pr -
uct’s appelite appeal and feature n
easy recipe for a Mac 'N Cheddar B
ger. National network television in
carry the Macaronl and Cheddar story
each weekday on popular game shows
like Let's Make a Deal, The Price Is
Right, Baffle, Hollywood Squares, and
other NBC, CBS and ABC programs.

Spot TV commercials and large-space
newspaper ads are also scheduled in
selected markets. Newsnaper ads fea-
ture a mail-in coupon offering two fre¢
packages of the product.

THE MAZARONI JOURNAL
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When you need pasta flour—you need it clean, clear golden
and often in a hurry, And you need It convenlent to unload. This
is why ADM has an avallable supply of alr-slide cars ready to
rush to you when you need them.

Clean, pasta-perfect Durum Flour and Semolina; when und
where you want it! That's ADM's 24-carat geld rush service.

ADM MILLING ©(0k

4550 West 109th Street, Shawnee Mission, Kansas 86211
Phone (813) 381-7400

o




The Year of Pasta

by Elinor Ehrman and John Bohan, Theodore R. Sills, Inc.

OOD MORNING! You have just

seen a 10-minute telecast of the
CBS Network show, Captain Kangeroo,
which ran on Wednesday morning, Jan-
uary 16 between 8 and 9 a.m. over 200
stations natlonwide, Producers estimate
that one-half to one-third of the audi-
ence is composed of mothers. A one-
minute commercial on that show costs
$1,500.

More For Your Money

This Iz indeed the Year of Pastal
What with the fuel problems of the
energy crisls and the nation on the
verge of recession, it's the value the
consumer gets for her dollar that
counts. She Is looking for more for her
money In every area; more nutrition for
her money, more convenlence for her
money, more menu varlety for her
money. Macaroni provides the “more”
and s0 we recommend as our theme for
1874: “More For Your Money With
Macaronl.”

We have started off this calendar
year with more promotional possibill-
ties than we have ever had In our
years of working with macaronl
products. In the past 8 months we have
had 8 major features on pasta in con-
sumer magazines, 5 of them cover
stories. And definitely scheduled in up-
coming magazines are outstanding fea-
tures in the March Issues of American
Glrl and True Btory, and the May issue
of Redbook. As yet unscheduled is a
feature story authored by Jack Denton
Scott entitled “The Great Amerlcan
Pasta Time" tallored specifically to the
editorlal requirements of Readers' DI-
gest.

Major Magasines

Following are the major magazine
features which have run since we last
met in Hot Springs, Virginla.
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The cover story in American Home,
September issue, circulation 3,650,000.
The three-page story with six recipes
was highlighted with the cover photo-
graph and a reference caption to the
story entitled "Low Cost Pasta, Easy
Convenlence Cooking.”

Born in the summer of 1973, Home-
life is distributed essentially in super-
markets as a local competition for TV
Guide, Circulation is presently 1,000,-
000, The September 30 issue carried a
cover photo followed by six full color
pages carrying nine recipes. At that
time coverage was confined to metro-
politan New York, New Jersey and
Connecticut and was sold for 5¢. The
cover and Inside story costs of ad:
$15,000, Inflation has since taken over
and the price of each issue went up to
10¢ effective January 13. The maga-
zine Is also now avallable in Boston,
Providence and Springfleld. In March,
the Los Angeles, San Francisco and
Oakland markets will have the maga-
zlne,

Lady's Circle Magazine, a women's
interest publication, publishes four
cookbooks per year geared to Natural
Foods. In the Fall Issue our Sprout
Noodle Salad photo was on the cover
and another of our photos, Macaronl
Bean Salad Platter, on a full inside
page. The story ran eight pages and
included six recipes, Circulation: 700,-
000.
Another specialty publication, Budget
Recipes, is published quarterly and dis-
tributed natlonally via newsstands.
Circulation: 400,000. In thelr summer
issue they showed a cover reference to
“Double Your Dollars With Pasta”
The story ran five pages and included
five recipes.

Welght Control

In the October issue of Welght Con-
trol, another speclalty publication sold
on newsstands with a guaranteed circu-
lation of 250,000, their cover reference
of "Hearty, Low Calorle Macaroni
Menus" conslsted of 8 pages titled
‘Dieter's Macaron! Menus,” 12 In all,
and each menu totaling 600 calorles to
fit into a 1200 calorie per day dlet.

Workbasket is basically a handcraft
magazine and is distributed nationally
to a circulation of 1,900,000 subscribers.
Their October lssue ran a five-page
story entitled “Macaroni” incorporat-
ing 10 recipes.

Southern Living Is designed specific-
ally for urban and suburban residents
of the South Atlantle, East South Cen-
tral and West South Central states, and

has a circulation of 1,000,000, Their J n.
uary, 1874 Issue has an three-page fca-
ture entitled “Caplure the Italian Spirit
with Pasta” including 8 recipes.

In the February, 1974 Issue of Lady's
Circle there Is a flve-page and nine-
recipe story entitled “Low Cost Pasta
Dishes.”

Color Photo Features

Here is a quick review of our year's
@ color photograph-features which ran
in major newspaper features the past
six months.
Dallas News, August 12, One-Pot Maca-
roni Vegetable Salad. Headline: “Re-
freshing Summer Salad, Easy On The
Budget, Too."”
Phoenix Arizona Republic, September
12, One-Pot Tuna and Noodles. Also
appeared In Los Angeles, Oklahoma
City, Dallas, Toledo.
Ft. Worth Star Telegram, Seplember
13, One-Pot Spaghett! and Corned Beel.
Headline: “Perfect Combination, Con-
venience, Economy.”
Atlanta Journal-Constitutlon, Septem-
ber 23, One-Pot Noodle and Frank-
furter Skillet. Headline: “Pasta is Ver-
satlle,”
Long Beach Independent, September
23, One-Pot Noodle Vegetable Souvp.
Headline; “Souper Bowl."
Seatile Times, September 2, Onc Pol
Macaronl and Cheese, Headline: “I'asy
Cooking Great Eating” Feature lso
ran in Philadelphla News; Colunious,
Georgia Ledger Enquirer; San I ego
Unlon; Nashville Tennessean; Ft. W rth
Star-Telegram.
Philadelphia Inquirer, One-Pot Cu: ied
Spaghettl, ran July 25,
Memphls Commerclal Appeal, Sep m-
ber 2. Headline: “One-Pot Pastas ! 1m
the Freezer" Also ran in Colum us
Georgla Ledger-Enquirer; Chicago © n-
Times; Charlotte Observer; Oklah na
Orbit; Houston Chronicle; and Gr .
Detroit News, Sweet and Sour Noc :les

with Tuna, ran August 8, Headlini "5 §

O'clock Rush.”

Chicago Sun-Times, a two-pholo !2a-
ture which ran in July 20th's issue v ith
the headline of "One-Pot Pastas uré
Fast, Cheap and Great” And we had
another nice break in the January 2-}111
issue of the Chicago Dally News wht.r.h
quotes Bob Green on the supply-price
picture of macaroni products In 2
round-up story on “Food Outlook fof
1974

And finally, three uses in Grit, with 2
milllon circulation each: One-Pot Maca:
roni and Cheese; One-Pot Spaghet!i

(Continued on page 16)
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IF YOU'RE A WEST COAST MACARONI MANUFACTURER . .

It makes sense to buy Durum that's grown in
the West und milled in the West — and to
buy it from people with experience in the
Western mcrket. We make the same premium
quality Durum products you've demanded for
years, and we're as close as your phone.
Northern California and Pacific Northwest.
Call the Region Manager:
Jean Hassell (415) 327-0730

Southern California call:

Don Anderson (213) 583-4335

General Mills, Inc.

Sperry Division

P.O. Box 10-730

Palo Alto, California 94303

MORE FOR YOUR MONEY

Invest 1%4¢ per cwt. monthly in pasta product promotion,
consumer education, and trade advertising to keep sales up.

NATIONAL MACARONI INSTITUTE

P. 0. Box 336, Palatine, lllincis 60067
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The Year of Pasta
(Continued from page 12)

and Corned Beef; One-Pot Noodles and
Frankfurters.

Sunday Bupplements

In the calegory of Sunday Supple-
ments, we started off 1974 with a three-
page feature in the New York Sunday
News on January 13 entitled “Pasta
Primer,” This supplement boasts the
largest household penetration in the
New York metropolitan area with a
3,000,000 circulation.

The syndicated Sunday supplement,
Parade, now runs in 105 papers with
18,000,000 circulation. The food page of
their September 23rd edition ran with
the headline; “Hearty Italian Dish.”
Copy reads; “when good nutrition and
low prices are equally important to the
shopper, lasagne might be a good dish
to serve on a regular schedule. Our ver-
sion is rich in protein, low In cost and
high in flavor.”

Syndicates

Outstanding in newspaper syndicate
usage this past six month period were
the three releases by NEA; including
two ona-pot recipes geared to camping
menus. Each to a clrculation of 25
million,

Five storles were released in this
period by syndicated King Features,
each to a circulation of 8 million. Head-
lines: "“Holiday Hospitality Needn't
Break the Budget"; “Dishes on the
Double"; “Serve One, Freeze One";
“Casserole Cookery—Budgetwise Reci-
pes"; “Early Auturan Entrees Could Be
Economical”; “Using the Noodles for
Stretch and Save Meals,"”

Other one-pot headlines appeared in
major market stories, including Miaml
News, Minneapolis Star, Fresno Bee,
Augusta Chronicle, Fort Woyne News
Sentinel. Macaroni Week headlines ran
In Bakersfleld, Albany, Syracuse, In
suburban and community papers as
well as ethnic and labor press.

Trade Press

Trade press stories have gone out this
past six-month period geared to Na-
tional Macaroni Week and other promo-
tions.

In the January, 1074 lssue of Progres-
sive Grocer the newest pasta ad Is run-
ning to keerp the trade aware of maca-
ronl products as profitable related items
salesmen.

Beginning with the release emanat-
ing from the Summer Meeting at Hot
Springs, macaroni prices and durum
wheat scarcities made headlines
throughout the past six months.
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Press Party

Once again in mid-September we
celebrated our Seventh Annual Maca-
ronl Family Reunion at Tiro a Segno,
where we had an open forum report on
industry news. The wheat shortage and
high price threats were having their
impact, and editors were eager for the
latest developments,

In the electronic area, two television
kits went out as requested by TV show
personalities in all parts of the country,
Our Summer TV Kit was geared to
“Salads In a Pol" and weat out to 100
TV demonstrators complete with salad
bowl, serving dish and individual serv-
ers, along with four slides and recipe
leaflets. The recipes featured were:
“Noodle Garden Salad"; “One-Pot
Macaroni-Tuna Salad”; *“Macaroni-
Curried Egg Salad”; and “Macaroni
Picnle Salad.”

In time for Macaroni Week, the third
television kit was offered to TV show
folks, and garnered 123 requests. This
time we offered the decorative storage
contalners, with cork tops, slides and
recipe sheets. TV viewers saw the fol-
lowing food suggestions: “One-Pot
Macaroni and Tuna"; “One-Pot Noodle
Vegetable Soup”; “One-Pot Spaghetti
and Cheese”; and "“One-Pot Noodles
and Frankfurters.”

Joint Promotion

As many of you know, we have been
working very closely with the Best
Foods Division of CPC International,
Inc. for the past several months, in
helping them develop a major promeo-
tion combining Hellmann's Mayonnaise
with pasta products. Bob Green had
invited Product Manager Bob Dixon
to be at the Winter Meeting to give a
presentation, but at the last minute
he was unable to do so. He had already
prepared his speech, a.ad the following
is Bob Dixon's presentation in an ab-
breviated verslon, given by John Bohan.

Hellmann's Mayonnalse

Hellmann's Mayonnaise is featurin
pasta recipes this spring as part of thel
national adverilsing campaign. Hell
mann's Mayonnaise is called Best Food
Mayonnalse west of the Rockles. It’
the same fine product regardless «
name, This real mayonnaise is Ame:-
ica's largest selling brand and accounts
for over 40% of all mayonnalse sold in
America.

Here are three key reasons why Best
Foods decided to feature pasta as on
advertised food subject:

e Pasta is an economlcal source of
protein.

e Americans eat at least one form of
pasta an average of one time per week.

o Real Mayonnaise provides a deli-
clous base for tasty sauces and fillings
for many Italian and other pasta dishes.

In preparing the full color two-puge
advertisement, the Best Foods {est
kitchens developed many new reclpes
which included pasta and mayonnalse.
Note the headline: “To dress up pasta
deliciously, start fresh with real mayon-
nalse.,”

Hellmann's and Best Foods provided
the base for delicious shrimp tetrazzini,
macaroni and franks dinner and stuffed
shells.

Traditional manicottl Is made easy
thanks to Hellmann's and an old favo-
rite lasagne is given a tasty twist in a
lucious Lasagna Florentine,

The ad containing all the photos and
recipes will be featured during March
and April In major women's service
books, namely, Good Housekeepin:.
Family Circle, Better Homes and Ga'-
dens and Sunset. Over 20 million circ: -
lation will support this ad.

A second prong to the promotion w |
be 500,000 bottle neckers. These a @
designed to disseminate more recip ¢
at the point of purchase, Although v *

(Continued on page 20)

National Macaroni Institute — Box Score, 1973

Medium
Consumer magazines—

Placoments Clrculatior

Women'’s, Youth, Romance, Shelter, Farm,

Negro, Spanish, Speclal Interest 129 416,805,201
Newspaper Syndicate and Wire Service Placements 133 1,100,930,67 1
Daily and Weekly Newspaper releases 25 629,000,001
Sunday Supplements 11 124,278,80"
Color pages 111 30,816,845
Negro press releases ] 821,224

Seven radio and televislon releases
went to 3,686 stations,

Forty-four companies and organiza-
tions gave 77 uses of cooperative pub-
liclty and advertlsing.

Three trade releases went to 423 pul.
lications.

Four televislon program kits garn-
ered 513 showings.

Three releases and a press kit werc
prepared for the New York Press
luncheon.

Two mailings of nutritional releases
and recipes went to supermarket con-
sumer specialists of fifty chains.

A maillng went to 1,450 Extension
Home Economists.
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JACOBS-WINSTON
LABORATORIES, INC.

156 Chambers Strcet
New York, N.Y. 10007
Phone: 212-962-6536

It is with pride that we call your attention
to the fact that our organization established
in 1920, has throughout its 54 years in op-
eration concerned itself primarily with maca-

roni and noodle products,

The objective of our organization, has
been to render better service to our clients
by specializing in all matters involving the
examination, production, labeling of maca-
roni, noodle and egg products, and the
farinaceous ingredients that enter into their
manufacture. As specialists in this field,
solutions are more readily available to the

many problems affecting our clients.

We are happy to say that, after 54 years
of serving this industry, we shall continue
to explore ways and means of improving our
types of activities to meet your requirements,

and help you progress with your business.

Jamed J Wndlon




CA/70 Packing Machine

ELR Packing 39

End of the line.

It's one thing to have the best pasta-producing
machinery. And another to be able to package it
quickly. Properly. And uniformly. In bags or boxes.

No matter what kind of pasta you're making —
long goods, short goods, swallow nests or whatever
— one of our Zamboni packaging machines is
designed to meet your in-plant requirements.
Quickly. Properly. And uniformly. In bags or boxes.
That's the long and short of it.
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ELO/70 Packing Machine )
T T/
(“j j Mg ;

Write for complete details. RVS Packing Machine

raibanli

DOTT. INGG. M., G. BRAIBANTI & C. S. p. A.
20122 Milano- Largo Toscanini 1

3200 FRUIT RIDGE AVENUE, N.W.
I GRAND RAPIDS, MICHIGAN 49504
PHONE: (616) 453-5451

WERNER/LEHARA TELEX: 22-6428 CABLE: WERNERMACH

World-wide sales agents for the Zamboni Works, Casalecchio
di Reno (Bologna) Italy,




i
|
|
i

R ———R e

pisala it el

Hellmann’s Mayonnaise
(Continued from page 16)

do not have the final design available,
one s currently being prepared.

A third prong to the campalgn will
be publicity support which will include
a full color photo and many pasta reci-
pes in a full-page editorial feature pre-
pared for food sections of major market
newspapers throughout the Spring
months.

And the final piece of advertising is
what is sometimes referred to by Best
Foods as their silent salesman, All of
you have seen the recipes on the back
of the quart and 48-ounce size jars.
During March and April of 1874 the
Noodles and Prosciutto reclpe will be
featured on over 3% million jars.

And to hold it all together is the
500-man Best Food sales force who will
be fulfilling their commitment to five
promotion strategles:

e 1, Features and Displays In the

stores,

o 2. Consumer Promotlons.

® 3. Increase Distribution and Fac-

ings,

® 4, Assuring the neckers will be

placed on the jars at polnt of
sale.

« 5, Promoting sound trade relations

with retailers.

The Best Foods promotion therefore
offers the macaronl industry a valuable
equation: Advertising -+ Promotion
(neckers) + Publicity 4 Sales Force
labels = increased sales for both pasta
and mayonnalse.

We belleve this promotion will be
successful. If so, Best Foods will again
feature pasta during 1875, and will look
for support of the National Macaroni
Institute at that time.

San Giorgio Macaroni
Introduces Frozen Line

San Glurgio Macaroni, Inc., enjoying
a secure footing on the American groe-
er's dry macaroni shelf, now advances
confidently into his freezer case with
five new and authentically Italian Fro-
zen Dishes. Long reputed for its un-
usually wide variety of premium qual-
ity dry pasta, San Glorglo anticlpates
favorable consumer response to the
brand extension. “We believe," says
Jerome Guerrisl, San Giorglo's Direclor
of Sales & Marketing, “the housewife
who buys our product does so because
her family enjoys a good product which
we make in the best quality tradition.
Our frozen food line will be produced
and marketed as an exteasion of our
image for making a quality pasta prod-
uct-"
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Initial Introduction

The five Frozen Dishes, inltially
being Introduced in the Delaware Val-
ley, Cenfral Pennsylvania and the
Scranton/Wilkes Barre areas, are
Fettucinl Alfredo, Lasagne with Meat
Sauce, Linguine in Clam Sauce, Stuffed
Jumbo Shells with Sauce, and Shells in
Meat Sauce. San Glorgio pasta, natural-
ly, is a featured ingredient of each,
along with the finest of cheeses, meats,
seafood, eggs, tomatoes, herbs, and
spices.

Coordinated Campalgn

San Glorgio's marketing program for
its frozen products includes a carefully
coordinated campaign of multl-media
advertlsing and promotion. Heading up
the consumer-directed push is a TV
commerclal "Arst"—a chefl spokesman
for the Dishes who delivers his mono-
logue in Itallan, with English sub-
titles translating his instructions and
praises, Adequate prime-time is re-
served for the spots, assured to reach
92% of all TV Kouseholds 10% times
over an B8-week period. Additionally,
full-color ROP newspaper ads, full-
color, full-page Sunday Roto section
ads, and digest size ads in Ladies’ Home
Journal, Redbook, Family Circle, and
Woman’s Day will complement the
broadcast schedule. Over 1.2 million
packages of San Glorgio Dry Macaroni
products will be put in distribution con-
taining 25¢ store-redeemed coupons to
cross-sell the Frozen Dishes. Retallers
arc being supnlied with specially
crealed point-of-sale materials, Dislies
made with San Glorglo Dry Macaroni
products have long been billed as, *“Ths
Itallan Way To A Man's Heart,” and
the company views its new Frozen
Dishes as a new way to the hearts of
consumers as well as retallers, espe-
clally in view of the excellent retall
potential of such frozen products.

San Glorglo Macaroni, Inc, is a sub-
sldlary of Hershey Foods.

Dr. Ogden C. Johnson, director of the
Office of Nutrition and Consumer
Studies, Bureau of Foods, Food and
Drug Administration (HEW), has ac-
cepted a position with Hershey Foods
Corporation as Corporate Vice Presi-
dent of Scientific Affalrs, effective
March 1, Hershey Foods President
Harold 8. Mohler announced.

At Hershey, Dr, Johnson will direct
research, quality assurance and labora-
tory activities for the Chocolate & Con-
fectionery Division, in addition to co-
ordinating simllar functions for the
corporation’s subsidiaries,

‘With the food Industry demanding
greater sclentific capability, it is im-
perative that a person of Dr. Johnson's
callber and experience lead the way
for Hershey," Mr. Mohler stated.

A native of Rockford, Ill, Dr. Jrin-
son holds a Ph.D. in Food Techno' gy
in addition to bachelor's and mas 's
degrees from the University of 1lli: .is.
Following employment by the A S
Staley Company, he served as Assot e
Director, Council on Foods and Ni ii-
tion, of the American Medical Assc -
tion.

Dr. Johnson was then with them -
tion program of the Health Service: '
the Department of Health, Educa o
and Welfare until 1870, when he s
named to his present position.

He is mairied to the former Lut
Bruner, and they have four childre:

Macaroni Tips

e Cheese sauces for pasta take on a
new twist made with half Cheddar vid
half Swiss cheeses—add some Tabas.0
or Worcestershire,

e Macaroni salads are fine fare with
a dressing of half mayonnaise and hull
sour cream. (When preparing macaron,
cook some extra, Rinse and refrigernte
—fine to have on hand for another meal
with some leftover mieat or poullry
plus some vegetables and seasonings).
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1200k in One Pot

'TTAKE four items from the pantry

shelf—a package of egg noodles,
tana, chicken broth and pineapple
thunks. Add some onion, garlic and
ireen pepper strips as seasonings,
Lverything cooks in one pot. What
could be more appropriate in the cur-
tent age of convenlence cooking? And
what's more, you serve a dish as ap-
pealing 1o the eye as It Is to the palute,

Another recipe which meets the same
qualificatlons is a tasty combination of
elbow macaroni, frankfurters and
cheese, Chopped dill pickle and onlon
ere flavor accents,

Economical macaroni products (which
include spaghetti and egg noodles) are
a great help to homemakers planning
budget meals, They are a nutritlous
food, too, Approximately 80% of all
macaroni products are enriched—an
excellent source of protein when
teamed with other protein foods—
meat, fish, poultry, cheese and eggs.
They contain the B vitamins—niacin,
Ilhiamlne and riboflavin in addition to
ron.

Bweet and Sour Noodles With Tuna
(Makes 6 servings)
3 small onions, sliced
1 clove garlic, minced
2 lablespoons butter or margarine
1 can (20 ounces) pineapple chunks,
in unsweetened julce
2 cans (13% ounces each) chicken
broth, undiluted .
2 teaspoons lemon julce
11 teaspoon pepper
3 ounces uncooked medium egg
noodles (about 4 cups)
2 medium green peppers, cut in strips
2 cans (7 ounces each) tuna, well
drained
11 cup cold water
1 teaspoons cornstarch
Maraschino cherries
V/atercress cprigs

In large 4-quart pot, saute onions and
garlic in butter until golden brown.
4dd pineapple julce (dralned from
pineapple), chicken broth, lemon juice
and pepper; bring to a boll. Gradually
2id uncooked noodles so that liquid
continues to boll. Reduce heal, cover
and simmer for 6 minutes. Add pine-
ipple and green pepper. Cover and
timmer 6 minutes more,

Break tuna into chunks. Blend water
ind cornstarch, Stir tuna and corn-
March mixture Into pot. Stir constantly
ind gently for about 2 minutes or until
mixture Is thickened. Garnish with
maraschino cherries and walercress
tprigs. Serve immediately,
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Frankfurters and Macaroni
With Cheese

(Makes 4 to § servings)

25 cup chopped onion
2 tablespoons butter or margarine
3% cups waler
4 teaspoon salt
4 teaspoon pepper
14 teaspoon dry mustard
2 cups uncooked elbow macaroni
(8 ounces)

¥h cup chopped dill pickle

1 jar (8 ounces) pasteurized process
cheese spread

8 frankfurters, cut into 2-inch pieces

In large pot, saute onion In butter
until golden. Add water, salt and sea-
sonings; bring to a boil. Add uncooked
macaronl so that water continues to
boil. Cover and simmer 15 minutes, or
until macaroni is tender, stirring occa-
sionally.

Add pickle and cheese sprend; stir
constantly sver low heat until cheese
is melted. Add frankfurters and cook
about 4 minutes longer, until franks are
heated through; stir frequently. Serve
immediately.

Pot-A-Stew

Western Globe Products, Los Ange-
les, has brought back a 14¢-n-plate beef
stew—but the “beef" is soybeans.

Bob William, President of the firm,
claims this product is the world's best
buy: one box, with almost all the
necessary ingredients, will cost 69¢ and
serve five people.

The dinner mix consists of macaroni,
spices and dried nuggets of unflavored
soy. The chunks of textured soy expand
two to three times their original size
and take on something akin to the
taste and texture of beef with the
help of the spice mix, water and a
couple of tablespoons of oil,

Chemist Comments

Compeany chemist, Theodore P. Stav-
ropoulos says, “There is an advantage
in using soy with pasta." He explains:
“Soy acts as a catalyst for the protein
in the pasta to be used more efficlently
by the body." But, he admits, that even
though soy may be cheaper and more
nutritious, the new product's fortunes
must hinge on how it tastes. Until re-
cently, soy has not been appetizing by
itsel? and also the process required to
give the protein a meatlike texture was
costly, Now processors have developed
cheaper methods to achieve the meat
texture, and some have added beef,
bacon and poultry flavorings.

Stavropoulos says the natural flavor
of soy Is neutral—“almost nutlike," He

T T T

prefers to add his own flavorings be-
cause those added by soy manufac-
turers are often too weak and subse-
quently overpowered by the spices he
uses.

“But we urge the housewife to be
creative—to be the queen of the dinner
table, says President Bob William.
“We say, get In there and enhance it
if you wish—but you do not have to."

The Mature Working Woman

The Depariment of Labor repurts
that the return of the mature woman
to the labor force has been a vital fac-
tor in the tremendous increase in the
number of women workers in recent
years, In the {wo decades afier 1947,
the number of women in the civilian
labor force incremsed by 75%, while
the number of men rose only 168%.

Implications

Consider the implications of these ad-
ditional statistics:

e The latest national census showed
that 40 out of every 100 wives were In
the labor force, compared with 25 out
of 100 in 1050,

e Among women with preschool chil-
dren, 30 out of every 100 are working
today, compared with only 12 in 1850.
e Fifty-three per cent of all working
mothers have school-age children ¢ to
17.

e By 1068, women age 25 to 44 com-
prised 38% of all women workers, and
women 45 and over comprised 39%.
Clearly, the widely held image of the
working woman as a young single girl
Is without foundation.

Economic Survival

Perhaps the most significant statistic
of all Is that 56% of all married women
work—25% of them have to for eco-
nomic survival because their husbands
earn less than $7,000 a year. But what
about the other 31%7 Obviously, they
have greater latitude, and so they enter
the labor force for a variety of reasons,
Wives who work increase their family's
income. Double salary checks help pay
for the children's higher education or
purchase some of the other nicetles of
life.

Six out of ten women say they would
go on working even if they received
Just as much money without working,
Work glves them varlety, independence
and a chance to fulfill themselves, Evi-
dently, the truly normal and good
mental health conclusion is: both a
woman's as well as a man’s place is in
the home only from time to time.

N.M.M.A. Packaging Seminar
April 22-23, 1974
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Aseeco Corporation Keeps Pace With Industry Requirements

by Peter V. Kenford, General Sales Manager, Aseeco Corporation

WENTY-FIVE years ago the totally

automated plant, from raw male-
rials infeed to packaged product out-
put was a dream, a nebulous piece of
klue sky.

A

Want a better product and
better production results?

LA

Today the cra of the completely auto-
mated plant is here; not approaching
realization, but here.

We at Asceco believe that we have
contributed in part to bring this reali-
zation aboul. Aseeco's specinlized ex-
perience in automated bulk materials
handling has resulted in many innova-
tive firsts which have received con-
siderable acclaim over the years,

Our association with the macaroni
Industry goes back to the era of the in-
troduction of the continuous press and
continuous dryer which made obsoles-
cent hydraulic presses and the drying
rooms. P'rocessing could now produce
veritable mountains of product in short
order; immense quantities of product
which had to be handled efficiently at
low cosl without degradation and in a
sanitary manner.

Send us your food extrusion die for

RECONDITIONING

oy Y
¥

Aseeco’s new Corporate Headguorters located ot 8857 West Olympic Boulevord in Beverly
Hills, Colifornia. This one location houses the Executive ond Sales Offices plus o greatly
exponded central engineering group.

REPAIR

—The development of the Asceco
Modular Distribution Systems both
Vibratory and Belt Types for the
automatic distribution of noodles
or cut goods to multiple packaging
machines on demand, from one in-
feed stream without the require-
ment of recirculation or the possi-
bility of packaging machine starva-
tion.

This creative innovation over the
years has made Aseeco a prime supplicr
of equipment and engineered bulk food
handling systems first to the macarni
industry and then to all facets of t'n
food industry on un international sc.

Asceco engineers realized this need
and put their innovative talents to work
on the development of bulk materials
handling machinery specifically de-
signed for cut gnods and noodles for
the prime purpose of automating maca-
roni plants.

e
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Aseeco equipment and enginee
syslems are now being maonufactu
under license in four different part- !
the world, England, Japan, Austt . @
and TIran.

MODIFYING

e

Over the years Aseeco developed and
pioneered many frsts:

These proprietary innovations together

—The Stor-A-Veyor and its subse-
quent current version, the Accuma-
veyor for the bulk storage of noo-
dles and fragile specialty cut goods.

with Aseeco overlapping bucket lifts,
belt conveyors, vibratory conveyors ana
scalping screens have contributed to
the automation of the macaroni indus-

An international sales and app
tion engineering organization
evolved which serves the food indu
not only in the United States but we

try to the degree where the modern
macaroni production facility of today is
currently one of the most advanced in
automation of any food industry.

REBUILDING

—The introduction of the Aseeco
Selecto-Matic cul goods bin storage
system which made the use of tote
bins obsolescent.

wide through offices located in
United Kingdom, Canada, France, |
Sweden, Australia, New Zealand, Ju
and Switzerland.

E il e e e S S S0

In Seplember of 1973, Aseeco ©

| J pied their new headquarters locale 2 *
4 8857 West Olympic Boulevard in |
g erly Hills, California. This moc - ' REDESIGNING
bl building integrates at one location & | |
1 corporate headquarters of the Ast % L
’ Corporation and its subsidiary org ./ [

zalions, Asceco International, and
Tis! Division (International Contro
together with a greatly expanded
cility for our central engineering
partment. This new facility offers *
industry, Asceco's specialized exoerti-v
which embodies the science, engineet-
ing and experience acquired over miny
years of designing, manufacturing and
installing automated equipment.

D.MaLpar! & Sons, Inc.

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

T

. . ‘ '.’, bfhi‘..__ l

Aseeco participation in Industrial Seminars ond Trade Shows,

(Continued on page 28)
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Peavey doesn’t
quit working until
dinner is served.

It takes more than
wheat to make King Midas
Semolina and Durum flour,

It takes art and science.
That's why our Technical Center
uses the newest laboratory equipment to
analyze every crop of durum wheat.

But our field representatives rely on a well-trained eye
and a pocket knife, Peavey's newest durum mill,

in Hastings, has automated virtually every

milling process to maintain quality and uniformity.

But our miniature macaroni press still needs

the knowing hand of a pasta maker.

We can precisely graph the color,
nutritional content, even

shape retention in finished pasta.
But bite and flavor are

personal evaluations again.
We're proud of our ability to mix
complex systems, human judgment,
and the finest wheat into

King Midas Semolina /e[S

and Durum flour. And we're never more

proud than when dinner is served.

Peavey Semolina an:d Durum flour.
Sales Officest
Minnea?olls.Mlnnmu (612) 370-7840;

White Plains, New York (914) 694-8773;
Chicago, Illinols (312) 631-2700

4 24") PEAVEY COMPANY
Flour Wil
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Aseeco Keeps Pace
(Continued from page 24)

Aseeco’s creed for over twenty-five
years has been the belief that a produet,
no matter how well and economically
made today, can be made belter and
more economically through automation.

As the macaroni production con-
sumption per capita has grown, so has
Aseeco, sharing with the macaronl in-
dustry through involvement and co-
operation the production of a better
product at a lesser cost.

Peavey Gains

Peavey Company has reportied in-
creases In both sales and earnings for
the second quarter and the six months
ended January 31,

For the second quarter, the Minnea-
polis-based diversified food and agri-
business firm earned $4,701,666 or $1.24
per share as compared with $2,472,661,
or 67 cents per share, for the compar-
able period the previous year., Sales
totaled $133,120,230, compared with
$02,347,122 in the corresponding quarier
a year ago.

Net earnings for the six months were
$8,825,045, or $2.33 per share compared
with $4,770,546, or $1.30 per share, in
the corresponding period a year earlier.
Sales for the six months were $257,-
772,247, compared with $173,769,460 for
\he similar period a year ago.

There was an average of 3,745,002
shares of common stock outstanding
during the quarter, contrasted to 3,601,-
215 a year ago and 3,740,211 shares for
the six months period compared with
3,576,314 shares for the corresponding
time a year ago.

President Fritz Corrigan said, “The
six months operating statement is in-
deed gratifylng because all segments
of the company, except Consumer Food
Products, have contributed to the earn-
ings improvement. Consumer Food
Products, the smallest segment from
total sales standpoint, is still under
pressure of inflated ingredient costs and
accelerated start-up expenses of open-
ing the new bakery and establishing
new marketing territories in the Ohio
area. Progress ls being made on this
front.”

Mueller Adds Linguine

C. F, Mueller Co., Jersey City, is add-
Ing linguine to its line of pastas. The
macaroni comes in a 1-lb, while box
with red and blue letters, as on all
Mueller products. The word “Linguine”
is printed in deep green. Introductory
support includes the company's over-
all brand advertising and a program
geared to food editors.
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All Wheat Is Not the Same

by Mark W. K. Heffelfinger, Peavey Co. Flour Mills,
at the Crop Quality Council Conference

cannot recall anytime In the last

25 years when there has been such a
clamor in the marketplace, in govern-
ment, by producers, millers, end prod-
uct manufacturers, and even specula-
tors, that “wheat is wheat,” and seem-
ingly, no one wants to be confused by
minor detalls of difference in varie-
ties. In fact, when reading or discuss-
ing the broader subject of world food
and feed grain supplies, one is hard
pressed to determine just how much
interchangeability there is between the
various grains.

But on the subject that “wheat is
wheat," there would seem to be some
feeling by the federal government—
by virtue of the suspension of import
quotas in January by Presidential
proclamation in response to a Tariff
Commission recommendation — that
Canadian, Mexican, European or
wheats from other countries will solve
any and all supply problems if they
arise. This premise, of course, does not
take into consideration the need for
specific quality characteristics of indi-
vidual varieties—a factor on which we
have all worked long and hard.

Cites Indusiry Quality Concerns

Ever since early last summer, numer-
ous Industry contingents have been de-
scending on Washington requesting,
urging, demanding and threatening to
cause some type of management con-
trols over our domestic wheat supplies
in order to assure avalilablility until new
crop of each of the varlous classes of
wheat, The threat of $1 bread to the
consumer was and is still being used.
We have questioned why Italians were
required to produce 100% durum maca-
ronl products, while American con-
sumers might have to be satlsfled with
pasta made from hard wheat or blended
products.

The attitudes expressed from Wash-
ington have been singularly towards
free markets and world trade. These
policies have certainly proven benefi-
clal to U.S. balance of payments and
the health of the U.8S. agricultural econ-
omy.

Stymied By Economic Controls

On the other hand, the domestic
miller, processor and consumer may
not have fared as well. We have been
told by Washinglon to get into the
market and compete with forelgn buy-

Mark Heffelfinger

ers at a time when the U.S. dollar was
devalued with respect to other curren-
cles. In mid-June, we—millers, bakers,
macaroni manufaclurers—were frozen
by Phase 1II; in mid-August, some re-
lief came via Phase IV, Stage A; and
finally, in mid-September, Stage B. As
individual companies it becomes very
difficult to compele with forelgn gov-
ernments under these condltions; and,
furthermore, the flnancial impact of
procuring a year's supply of whest
made it impossible.

Durum financing at $360 million

Let's take just one extreme examp's
in the case of durum. With the milli
industry grind in the neighborhood
40 million bus annually, and at !
height of the concern over availabil
of supplies, durum was selling at
a bu, the industry would have had
commit and/or acquire some $360 n
lion of durum In a short period of tin
Bank credit lines of the durum mill:
industry could not have accommn!
dated this demand. Bankers would ¢
tainly have frowned on such large v
hedged speculative risks, and the
would be no government underwrili
of losses.

This brief background of past even:.
is presented only in the hope that .-
serves to point out that the domesti
processors and end product manufac-
turers faced an Insolvable dilemma in
procuring adequate supplies to assure
availobility to the public. There
seemed to be no logical, practical or
economically feaslble way to meel
their primary objective—serving the
Amerlcan consumer,

(Continued on page 30)
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Here is the
semolina
you've wanted
from AMBER

Yes, the finest of the big
durum crop is delivered to
our affiliated elevators.

And only the finest durum
goes into Amber Venezia No.
1 Semolina and Imperia Du-
rum Granular.

We make Amber for dis-
criminating macaroni manu-
facturers who put “quality”
first” and who are being re-
warded with a larger and
larger share of market.

by Gene Kuhn

Manager:
AMBER MILLING DIVISION

These macaroni manufac-
turers tell us the consistent
Amber color, uniform qual-
ity and granulation improve
quality and cut production
costs at the same time. Am-
ber's “on time” delivery of
every order helps too!

A phone call today will in-
sure the delivery you want
for Amber Venezia No. 1 and
Imperia Durum Granular.

Be sure . . . specify Amber!

T AMBER MILLING DIVISION

- ApRIL, 1974

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn.—General Offices: St. Paul, Minn, 55165

TELEPHONE: (612) 646-9433
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All Wheat Is Not the Same
(Continued on page 38)

Burvive, but ‘bloody and scarred’

But, generally, we have all sur-
vived up to now—a little bloody and
scarred, perhaps—but ready to return
fo a new set of challenges while still
trying to resolve the adequacy of sup-
plies until new crop wheatls are
available,

Favorable for domestic consumption

Much has been sald, written and
debated regarding the wheat shortage.
I certainly do not intend to support
or challenge any of the more recently
published supply projections. Since
disappearance of old and avallability
of new wheats do not occur at a pre-
clse moment of time—l.e, 11:50 p.m.
of June 30—even the figures used for
starters of carry out and carry in are
subject to debate. At least they should
be consistent, based on historical ata-
tistics. Domestic consumption as a
figure in the calculations s also sub-
Ject to wvacillation. Favorable condi-
tions have certainly existed in the past
12 months for increased consumption
of wheat products. Potatoes, meat,
rice—all are high priced. Wheat foods
have not suffered by cost comparison
to other foods, especially when nutri-
tional contribution is considered.

Points fo substitution by class

Projections of historical consumption
filgures may be inadequate to meet ac-
tual needs for the balance of this crop
year. Some substitution of wheat classes
has occurred—specifically where hard
wheats have replaced soft wheat and
durum to some unknown proportions—
and substantial quantities of spring
have been used in producing traditional
hard winter wheat flour. We definitely
expect to see lemporary shortages of
some types of wheats in certaln geo-
graphical areas before new crop wheat
is on the market. No one can predict
today, with any degree of assurance or
reliabllity, what the cumulative and net
effects of all of our shortages will be on
short term and long term availabilities.

I would expect that on June 30th
of this year, there will be somewhere
in the U.S, 100 to 200 million bushels

(Continued on page 38)

Amber Mill
Tells Durum Story
Amber Mill of Rush City, Minn, is
bridging a “communications gap.”
Usling slides, Amber is showing farm-
ers who grow durum wheat what hap-
pens to thelr grain in the milling and
manufacturing processes.

30

Diers, right, as assistant superintendent,

¥ e
Lieyd Walk, left, is superintendent of Amber Mill

and Mike

Indirectly, Amber Mill is owned by
these farmers. It is a division of the
Grain Terminal Association of St. Paul,
a regional graln marketing and process-
ing cooperative.

“GTA,” as It is known in the trade
and by farmers, markets more durum
wheat than any other graln firm.

The durum wheat Is grown In suit-
able areas of North Dakota, South
Dakota, Montana and Minnesota. Most
of it is marketed by the farmers at their
local cooperative elevators,

But few of the farmers have seen
what happens to their durum wheat as
it continues on to final markets through
GTA and Amber Mill

This is where Amber's new 14-minute
slide shcw comes in. Prepared by the
GTA public relations department, it
helps to bridge a “communications gap"
between the farmer and one of his co-
operative businesses—Amber Mill,

Amber processes durum wheat Into
semolina and durum flours, which it
sells nationwide to manufacturers of
macaronl, spaghetti and noodles,

Colored slides show durum wheat ar-
riving at Amber in boxcars and hop-
pers, and being unloaded In the com-
pletely enclosed and paved area de-
signed for protection of both incoming
grain and outgoing durum products.

The camera then follows the grain as
It 1s cleaned, stored and prepared for
milling.

At the same time a volce recording
explains each step, its purpose and its
contribution to a better final product.

Again the camera follows the grain as
it goes through the six-break series of

T T Ry D s

rollers, and the purifying machines that
separate and classify the milled kernels
into final products.

In the Amber Mill laboratory, the
constant check kept on quality is shown
pictorially and explained by volce.

Then the camera shows how semolina
and durum flours are loaded into special
airslide hopper cars under sealed and
protected conditions.

To show farm audlences how the
final products are used, the GTA\
camera visits a plant manufacturin:
spaghettl and macaroni.

During 1974, the Amber Mill sli-
presentation will be shown at hundre
of local cooperative elevator and far
meetings throughout the two Dakot: .
Montana and Minnesota,

Requests for showings are expect:
from schools, civic clubs, Vo-ag class
and other groups with farm and ag:
business interests,

GTA field personnel in the four stat
carry with them a slide projector,
screen, an auxillary speaker and
cassette tape player.

This equipment can be set up in
few minutes and the Amber Mill slid
show put on the screen. The cassetl
carrying the voice automatically ad
vances the slides.

Many thousands of farmers who grov
specialized durum wheat will see, for
the first time, their grain processed intv
semolina and flours at their Amber Mill.

They also will see, in this slide show.
how the modern plants that buy from
Amber Mill manufacture macaroni and
spaghettl for final consumers.
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Fifty-five years of doing business at the same old stand.
The changes have been many, and the progress great.

The Macaroni Journal is the only publication for this specialized
field printed in the English language.

It is one of the few publications strictly concerned with the manu-
facture and distribution of pasta products, Most other publica-
tions that deal with macaroni, regardless of what language they
are printed in, are primarily interested in cereal, wheat, or milling
and related products. The Macaroni Journal aims at the specific
target of the making and selling of macaroni products.

Consider a subscription for your valued customer, colleague or
employee. It's a bargain at $8 for twelve monthly issues; add
$2 for foreign postage.

Fill out the order form below and mail it in tcday.

APRIL, 1974

The MACARONI JOURNAL
P.O. BOX 336
PALATINE, ILLINOIS 60067, U.5.A,

Please enter one year subscription: [] $8.00 Domestic (7] $10.00

Name T,
Firm S
Address e
City and State - Zip_ o
Renewal New Subscription_____
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The Cloudsley Company:
Innovation Equals Success

HE Cloudsley Company is a Cin-

cinnati-based film converter enter-
ing Its 27th year of business, serving
the packaging needs of hundreds of
companles.

The firm's history is one of repeated
innovations — breakthroughs such as
face and reverse printing, which set it
aside as a leader in the 1850's and 60's.

Since then, Cloudsley has continued
to provide leadership in the industry,
not only In terms of keeping a fully
staffed research and development fa-
clility, but also in reaffirming its com-
mitment to the field with repeated and
substantial capital investments.

Cloudsley currently has a 73,000 foot
plant which employs more than 150
people on a three-shift basis.

In addition to serving the macaroni
industry, Cloudsley lists most of the
leading companlies in the snack, cookie
and cheese industry among its clients.

Innovator From Inception

Cloudsley's reputation as an innova-
{or actually started with the company
. . . which is a main reason for its
growth rate of 18 per cent per year
since 1047,

In the 50's, face and reverse printing,
as mentloned, started a trend that is
standard practice today. (It was highly
successful for tray overwraps, espe-
clally since it provided an answer to
FDA regulations concerning inks and
foods.)

In 1962, Cloudsley ploneered thermal
lamination, which changed the entire
flexible packaging market by provid-
ing better graphics and eye appeal, as
well as longer shelf life.

The middle 1860’s also saw Cloudsley
lead the ‘polypropylene revolution” by
immediately starting program of
laminating a machinable combination
of cellophane and poly. The firm aban-
doned the “French” or “Fin" seal ap-
plication and introduced strip-coating
on the back seam—and once again had
the distinction of another first.

Innovation is not, however, a form of
luck for the firm. It Is policy, according
to president Martin Bennetl,

These developments gave the firm the
kind of reputation which made expan-
slon a necessity.

Cloudsley expanded its base from
Cincinnatl into the east and south, and
promptly doubled its sales, The firm
today has offices in Baltimore (serving
the macaroni industry), Chlcago, Dallas
and Malvern, Pennsylvania,

R

In 1973, sales were In excess of
$10,000,000. With virtually new presses
and an expandable plant, the firm is
well prepared for the growth sure to
come,

Customer-Oriented

Cloudsley's growth has also been the
result of a decidedly “customer-orient-
ed" attitude. Salesmen, of course, call
on their clients on a routine hasis, cer-
tifying that everything is in order, and
that the customer is happy.

But Cloudsley also offers a unique
second sales staff, to assist customers
when the regular salesman is not avail-
able. Called the “Inside Sales Stafl,” it
is an entire department, maintained to
“place, trace or erase” a sale or specific
order.

The firm also offers its R&D facilities
to customers, as well as a Technical
Service Department. If a client has a
problem n his own plant, a Cloudsley
technical representative will be dis-
patched with dispatch to help clear up
the trouble.

The Commercial Art Depariment
glves Cloudsley cuslomers ever more
flexibility, offering packaging design
and finished art for packaging.

The Product: Second To None

The most Important thing Cloudsley
offers, however, is its product. Second
to none in the market, Cloudsley prod-
ucts have been so highly accepted, and
the percentage of success so great, that
the firm has a record of customer lon-
gevity that surely must be the envy of
the industry. And at a competitive
price.

The reason for this product excel-
lence, outside of the finest equipment
and most highly skilled work force in
the industry, boils down to the attitude
of Cloudsley management: “The con-
tinuing goal of the company is lo pro-
gress, to modernize, to innovate, and
give our customers the best quality and
the best service, at the most competive
price,”” according to Howard Maue,
executive vice president.

With this attitude, it's a pretty good
bet that the Cloudsley Company will
be around to serve the macaroni Indus-
try for many years to come.

Packaging Seminar

The National Macaronl Manufactur-
ers Assoclation is holding a Packaging
Seminar at the St. Moritz Hotel, 60
Central Park South, New York City,

$i, Maorits Hotel, New York City

on April 22-23, in conjunction with the
Packaging Show. The hotel is only o
short distance from the Coliseum.

The 43rd National Packaging Expz-
sition sponsored by the American Man-
agement Association and the Soclety of
Packaging and Handling Engineers will
have thetheme “Packaging in 2 Short-
age Crisls.”

This year's Exposition is called the
uAnswer Show," reflecting its empha-
sis on providing new approaches to
packaging In o shortage crisis. Exhibi-
tors are belng mobilized to act as An-
swer Men on questions of dealing with
shortages of their products and serv
fces.

NMMA Sessions

Monday's session begins with an up
date on Universal Product Code b
Col. Leo 1. Belnhorn, Distributio
Codes, Inc, Washington, D.C.

Dr. Virgil 0. Wodika, Director, Bu
reau of Foods, FDA, will comment ol
nutritional labeling.

Walter H. Dolbler, Jr,, of the Pack
aging Institute, U.S.A. will dlscus
packaging materials: shortages and al
ternatives.

A panel of suppliers to the macaron
industry will handle questions and con
duct discussions in areas of specla
Interest.

On Tuesday, presentations will b
given by representatives of packaging
equipment on methods and machines
Discussions, questions and answers wil!
be the format.

On Tuesday evening, April 23, n din-
ner party is being planned at the Rifle
Club to honor Charles C. Rossottl, dean
of macaroni puckaging suppliers,
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MORE OF EVERYTHING FROM
CLOUDSLEY COMPANY!

CLOUDSLEY CO.

FLEXIBLE PACKAGING CONVERTERS
470 W. NORTHLAND ROAD+CINCINNATI, OHIO 45240
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The following firms support the industry’s trade association as associate members and/or a:
advertisers in the Macaroni Journal:

DURUM PRODUCTS

A DM MILLING CO., Box 7007, Shaw-
nee Mission, Kansas 66207, Manu-
facturers of Comet No. 1 Semolina,
Romagna Durum Granular, Golden-
glo Fancy Durum Patent Flour, Pa-
lermo Durum Patent Flour. See ad
page 11.

AMBER MILLING DIVISION, Farmers
Union Grain Terminal Assoclation,
St, Paul, Minnesota 55165, Telephone:
Aren Code 612, 646-0433. Manufactur-
ers of Venezia No. 1 Semolina, Im-
peria Durum Granular, Crestal Dur-
um Fancy Patent Flour, and Kubanka
Durum Flour, See ad page 29,

CONAGRA, Kiewit Plaza, Omaha, Neb,
68131, ConAgra, one of the country's
largest basic food processors, is now
milling durum graular and durum
flours. For information for your maz-
aroni, spaghett! and noodle flour in-
gredient needs, contact Don Gilbert,
Sales Manager, ConAgra Durum
Products, 402-346-8004.

GENERAL FOODS, Igleheart Mill
Operation. P.O. Box 1128, Pendleton,
Ore. 87801, Milled products. Mr. Dan
H. Breland.

GENERAL MILLS, INC., Sperry Divi-
slon, Bakery Flour Sales, Western
Region, P.O. Box 10-730. Palo Alto,
Californla 84303, Manufacturers and
distributors of Royal and Golden
Durum Granulars; Sperry Macaroni
Flour; Durella Semolina No, 1; Exal-
to and Santa Durum Clears,

INTERNATIONAL MULTIFOODS
CORP.,, Durum Product Division,
1200 Investors Building, Minneapolis,
Minnesota 55402, Manufaclurers of
Duregg Egg Noodle Mix, Como No. 1
Semolina, Capital Durum Granular,
Capital Fancy Durum Patent, Ravena
Durum Patent, Bemo Durum First
Clear and Naples Durum Second
Clear. Duregg (TM). General offices
In Minneapolis; sales offices in New
York and Chicago. Principal durum
mills in Baldwinsville, New York,
and St. Paul, Minnesota, See ad on
Back Cover.
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NORTH DAKOTA MILL AND ELE-
VATOR, Grand Forks, North Dakota
§8201. Manufacturers of Durakota
No. 1 Semolina, Perfectoc Durum
Granular, Excello Fancy Durum
Patent Flour, Nodak Durum Patent
Flour, Red River Durum Flour, and
Tomahawk Durum Flour. General
Sales Office: Grand Forks (701) 772-
4841; District Office In Stillwater,
Minnesota: Ray Wentzal (612) 430-
5662; in Haworth, New Jersey: John
Tobla (201) 384-3862; In Louisville,

Kenty! “owis Jones (502) 634-
4213; ' ~-v° Gables, Florida: Harry
Bailey . -° 446-7910. See page 39.

PEAVEY COMPANY FLOUR MILLS,
Peavey Building, 730 - 2nd Avenue
South, Minneapolls, Minnesota 55402,
Manufacturers of King Midas No, 1
Semolina, King Midas Durum Gran-
ular, King Midas Durum Fancy Pat-
ent Flour, Kubo Durum Fancy Patent
Flour, Uny, Durum Patent Flour,
Durambo urum Flour, Durum-Soya
Blend Ziour. General Sales Office:
Minveapolis, Robert H. Cromwell,
Vice President, Durum Sales (612)
370-7840, District office in New York:
Gerald P. Marron (914) 604-8773, Dis-
trict office in Chicago: Willum H.
Grady (312) 631-2700. See page 26-27.

SEABOARD ALLIED MILLING
CORP,, P.O. Box 10148, Kansas City,
Mo. 84141, Milled products. Mr. R. G.
Myers.

EGGS

BALLAS EGG PRODUCTS CORPO-
RATION, 40 North Second Street,
Zanesville, Ohlo 43701, Sales office in
New York City. Packers of pasteu-
rized frozen and spray dried high
color yolks for the noodle trade,

V. JAS. BENINCASA COMPANY, 7
Main Btreet, P.O, Box 270, Zanes-
ville, Ohio 43701. Packers of fresh,
frozen and dried egg products. High
color yolks avallable, Plants in Bar-
tow, Florida; and Farina, Illinois,

CUTLER EGG PRODUCTS, INC. 612
30 Sedgley Avenue, Philadelphia, Po.
19140. Phone 215-229-5400. Packers
and distributors of frozen eggs and
egg solids. Processing plant: Indus-
trial Park Road, Abbeville, Ala,
36310,

HENNINGSEN FOODS, INC, 2 Cor-
porate Park Drive, White Plains, New
York 10604. (814) 694-1000, Manufac-
turers of Free Flowing Egg Yolk
Solids, Free Flowing Whole Egg Sol-
ids, Dehydrated Chicken, Beef, Ham
and Turkey products. Sales offices in
each of the major cities in the United
States, Western Europe, Japan, MexI-
co and South America. Technical as-
sistance available. Samples sent on
request. For Informatlon, contact:
John T. Hennlngsen, Roy N, Nevans,
Vito J. D'Agostino, See ad on page 47.

JULIUS GOLDMAN'S EGG CITY,.
8643 Shekell Road, Moorpark, Cali-
fornia 93021. See ad on page 43.

MONARK EGG CORPORATION, 60!
East Third Street, Kansas City, Mi:
souri 64108, (816) 412-1870. A Divisio
of Stratford of Texas, Housto:
Manufacturers of all Dried and Fr(
zen Egg Products, including Who!
Egg Solids, Egg Yolk Solids, and Eg
White Solids. Dark color availabl
Main office in Kansas City. Facllith
located in Missouri, Kansas an
Texas,

NATIONAL EGG PRODUCTS COF
PORATION, P.O. Box 338, Socl
Circle, Georgla 30270. Phone; (404
4064-3345,

WILLIAM H. OLDACH, INC, P.O, Bo:
337, Flourtown, Pennsylvania 18031
Packers and distributors of frozen
and dried egg products.

MILTON G. WALDBAUM COMPANY,
Wakefield, Nebraska 68784. Phone:
402-278-2211, Dried whole eggs. Dried
yolks (color specified); frozen whole
eggs (color specified); frozen yolks
(color specified).
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MANUFACTURING
EQUIPMENT

ASEECO CORPORATION, 8857 West
Olympic Boulevard, Beverly Hills,
California 90211, Engineers and man-
ufacturers of complete storage sys-
tems for noodles, cul goods and spe-
cialty items. Product Lines: Aseeco
overlapping bucket lifts (elevators),
belt conveyors-sanitary, accumavey-
ors, vibratory conveyors and scalp-
ing screens, modular distribution sys-
tems—vibratory and belt, selecto-
matic bin storage systems, automatic
contlnuous blending systems. Serv-
ices: Engineering and plant layout for
complele macaroni plants from stor-
age to warehouse. Supervision and
installation of all equipment. See ad
pages 22-23.

DOTT. INGG. M., G. BRAIBANTI &
COMPANY, Largo Toscanini 1, Mi-
lan, Italy, US.A. and Canada repre-
sentative: Werner/Lehara, Inc, 60
East 42nd Street, New York, N.Y.
10017, and 3200 Fruit Ridge Avenue,
Grand Rapids, Michigan 40504, Man-
ufacturers of completely automatic
lines for producing long, twisted and
short goods. Production lines from
5,000 to more than 200,000 pounds of
finlshed product per day. Pneumatic
flour handling systems. All types of
specialty machines, including ravioli
and tortellini. Free consulting serv-
ice for factory layouts and englneer-
Ing. See ad pages 18-10,

ZAMBONI, Via Isonzo Casalecchio,

Bologna, Italy. U.S.A. and Canadian
representative, Werner Lehara, Inc.,
60 Eart 42nd Street, New York, New
York 10017, and 3200 Fruit Ridge
Avenue, Grand Rapids, Michigan
40504, Manufacturers of coiling ma-
chines, ravioll machines, nesting ma-
chines. Carioning, weighing and bag
packing machines.

BUHLER-MIAG, INC. 8025 Wayzala
Boulevard, Minneapolis, Minnesota
55428, Planning and engineering of
complete macaroni factories. consult-
ing service. Manufacturers of maca-
roni presses, spreaders, continuous
dryers for short goods, noodles, long
goods and twisted goods, automatic
accumulators for short, Gig goods
and noodles, die cleanery, laboratory
equipment, Complete fluur and s2mo-
lina bulk handling systems. Sales
offices at 580 Sylvan Avenue, Engle-
wood Cliffs, New Jersey 07632; phone
(201) 871-0010, and Buhler-Miag Can-
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ada Lid, 1926 Leslie Street, Donn
Mills, Ontario, Cunada. Phone (416)
445-6910, See ads pages 11-12.

DEFRANCISCI MACHINE CORPORA-
TION, 46-45 Metropolitan Avenue,
Brooklyn, N.Y. 11237, Full range of
automatic lines of machinery for both
short cuts and long goods including
lasagna, from 500 1o 5,000 lbs. Auto-
matic long goods cutters, automatic
sheet formers and noodle cutters.
Drying rooms. Dle washers, dry egg
feeders, hydraulic tube cleaners, and
conveyors, Direct canning spreaders
for filling spaghetti at a pre-deter-
mined quantity directly into cans.
Sanitary, hose down, presses. Concen-
tric extrusion dies. Twenty-five
pounds per hour Laboratory Ex-
truders. Pilot and production ex-
truders for snack foods and cereals.
See ad pages 6-7.

HOSKINS COMPANY, P.O.
Box F, Libertyville, [llinois 60048.
Sales representatives for: DeFrancisci
Machinery Corp., manufacturers of
macaroni machines; Semco, manu-
facturers of bulk flour handling sys-
tems; Aseeco, manufacturers of food
conveying and storage equipment.
American Sanitation Institute, a di-
vision of the Huge' Co., sanitation
consultants,

MICRODRY CORP,, 3111 Fostoria Way,
San Ramon, California 94583, Multi-
stage  drying-pasteurizing using
microwave techniques now proven
with nearly all types of pasta. Enor-
mous savings In energy, space and
time. See ad on page 9.

DIES

D. MALDARI & SONS, INC., 557 Third
Avenue, Brooklyn, N.Y, 11215. Phone:
212-400-3555. Manufacturer of Ex‘ru-
sion Dies only. See ad page 25.

GUIDO TANZI, INC,, 0917 Milwaukee
Avenue, Niles, Illinols 60648, Phone:
(312) 647-8630. Manufacturers of all
types of dies. Specialists in teflon
dies. See ad page 37.

PACKAGING
EQUIPMENT

AMACO, INC., 2001 West Peterson
Avenue, Chicago, Illinois 60645, De-
signers and distributors of all types of
welghing, bag-making, filling and
cartoning equipment for all branches
of the mocaronl trade.

CLYBOURN MACHINE DIVISION,
Cherry-Burrell Corp. 7515 North
Linder Avenue, Skokie, Il 60076.
Phone (312) 677-7800. Vertical carton-
ing equipment with wvolumetric or
net weight flling. Horizontal car-
toners for long macaroni products.
See od page 41,

TRIANGLE PACKAGE MACHINERY
CO., 6655 W. Diversey Avenue, Chi-
cago, Illinois 60835, Vertical Form,
Fill, Seal Bag Machines with Auger
Fillers for s=nsoning or sauce mixes.
Vertical Form, Fill, Seal Bag Ma-
chines with Volumetric Fillers for
Short Cuts. Vertical Form, Fill, Seal
Bag Machines with Flexitron Net
Weighers for Shorl Cuts and Noodles.
Gaubert Welghers and Wrappers for
Long Cuts, Sales Offices: 361 Franklin
Avenue, Nutley, New Jersey (201)
661-0829, 4500 Campus Drive, New-
port Beach, Californin (714) 546-0705.
202 Calcita Drive, Santa Cruz, Cali-
fornia (408) 426-51a1. 6915 Atwill
Street, Houston, Texas (713) 665-8138.
6655 West Diversey Avenue, Chicago,
Illinois (312) 889-0200. See ad page
45,

PACKAGING
SUPPLIES

CLOUDSLEY COMPANY, 470 W.
Northland Road, Cincinnati, Obhlo
45240, Flexible packaging converters,
Call 825-4800, Area 513. Mr. Howard
J. Maue,

DIAMOND PACKAGING PRODUCTS
DIVISION, Diamond International
Corporation, 733 Third Avenue, New
York, N. Y. 10017. Creators and pro-
ducers of multi-color labels, folding
cartons and other packaging materi-
als: point-of-purchase displays, out-
door posters, booklets, folders, ban-
ners and other advertising materials.
Sales offices in 28 principal cities offer
nationwide package design service
and marketing consultation. Nine
manufacturing plants are strategical-
ly located coast to coast. See ad In-
side Back Cover.

FAUST PACKAGING CORPORA-
TION, 145 Oval Drive, Central Islip,
N.Y. 11722, Creators and manufac-
turers of multi-color cartons and pro-
motional material for macaroni-noo-
dle products and frozen foods. Re-
cently moved from Brooklyn . , .
now located in a new, modern one-
story building, centrally located in
Suffolk County, Long Island, off exit
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57 of the Long Island Expressway,
and ten minutes away from Mec-
Arthur Airport. All those coming to
New York are cordially invited to
visit us.

FIBREBOARD CORPORATION, 3§55
1 Francisco Street, San Francisco, Cali-
| fornla 94133. Eastern Sales Office:
560 Sylvan Avenue, Englewood Cliffs,
1 New Jersey 07632, Rossotili Sales
| group of Fioreboard Corporation spe-
clalizes in the manufacture of folding
cartons for the macaronl and frozen
food industry, Manufacturing Capa-
bilities: Large, modern plants located
on both Enst and West Coasts. They
offer extensive lithographic capabili-
ties including combinatlon form runs,
Die-cutting, windowing machines and
special finishes back up major print-
ing equipment. Fibreboard's position
as largest west coast paperboard pro-
ducer assures adequate supply of
board to all plants. Special Finishes:
Gloss coating, waxlng, embossing,
metallic leaf stamping, pre-applied
adhesives. Mechanical Packaging
Systems: In-depth engineering analy-
| sis to help assure you of the most
efficient packaging system in your
plant, This is followed up by con-
tinuing service by our engineers,
| Packaging Design: Professional de-
E signers experienced in the pasta and
| related Industries are avallable for
| your packaging needs.

PARAMOUNT PACKAGING CORP,,
Oak Avenue, Chalfont, Pa., 18814
(215) 822-2611, Converters of flexible
packaging.

PACIFIC INLAND CONTAINER
CORP,, P.O. Box 565, Newark, Cali-
fornla 84560. Corrugated contalners,
Mr. Emest Guptill,

SERVICES

BROWN PHARMACEUTICAL CO,,
INC., 2500 West Sixth Street, Los
Angeles, Calif. 0057, manufacturers
of Heliogen Di-atomic Iodine Stabi-
lizer. See ad page 49.

JACOBS-WINSTON LABORATORIZS,
INC, 166 Chambers Street, New
York, N.Y. 10017. Consulting and an-
alytical chemists; sanitation consul-
tants; new product development;
labeling and packaging advisors; pes-
ticlde, bacteriological and nutritional
analysis, See ad page 17.
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ACCOMPANIMENTS

LAWRY'S FOODS, INC,, §68 San Fer-
nando Road, Los Angeles, California
80065 and 1838 Wolf Road, Des
Plaines, Illinols 60018, Manufacturers
of Lawry's Spaghettl Sauce Mix,

Goulash Seasoning Mix, Chili Mix,
Beef Stew Mix, Tartar Sauce Mix,

Seafood Cocktall Sauce Mix, Taco
Scasoning Mix, Enchilada Sauce
Mix, Seasoned Salt, Seasoned Pepper,
Garlic Spread, Spanish Rice Season-
ing Mix, liquid dressings, dry salad
dressing mixes, gravy-sauce mixes,
and dip mixes.

FORTIFICATION

MERCK & COMFPANY, INC, Merck
Chemical Divislon, Rahway, New
Jersey 07065, Suppliers of regular and
custom vitamin mixtures to millers
for inclusion in semolina and flour
mixes. Sales ORices: Teterboro, New
Jersey; Chicago, Illinois; Los Angeles,
Californla.

VITAMINS, INC,, 401 North Michigan
Avenue, Chicago, Illinols 60611,
Phene:  312-527-9400, Manufacturers
of cnrichment ingredients used by
macaroni manufacturers and flour
millers, Also manufacturers of pro-
tein supplements including defatted
wheuat germ and milk proteins of
high biological value, Sales represen-
tatives: East, Louis A. Viviano, Jr,
P.O. Box 374, Plainfield, N.J. 070861,
(201)754-9031; Midwest, Jack W,
Rogers, Chicago, Illinois 60811 (312)
§27-8400; West, Faia Sales Company,
Inc,, P,O. Box 7332, Long Beach, Cali-
fornia 00807, (213) 839-3500; and Fala
Sales Company, Inc., North, 850 Tas-
man Drilve, #554, Sunnyvale, Cali-
fornia 94086, (408) 734-2422.

(Continued from page 30)

of wheat, not including new crop har-
vest in the Southwest, I suspect it
may be closer to the former figure,
but much depends on availabllity of
transportation—rate of exporis—energy
crisis—deferments of existing export
commitments—and all of the other fac-
tors being touted, including weather.

Inverse in futures poses challenge

Total new crop wheat estimates seem
to be in the 2-2.1 billion bushel range.
This is encouraging to the supply prob-
lem, and is reflected by Inverse carry
fo new crop wheat futures of 40-70
cents currently, and in the case of

durum closer to $2. How old and nev
crop values come {ogether presents
real challenge to those who are e
pected to carry inventories to assure a
adequate supply of wheat products fo
the consumer in our competitive mai
keting system,

Acreage intentions coulc! change

As we look at new crop spring wheut
and durum prospects, a number of
interesting factors can affect current
planting intentions significantly:

® Availability of fertilizer is sup-
posedly down over 40%. Will the pro-
ducer use what he has on less acres to
be seeded to maximize yields and re-
duce harvesting costs and fuel con-
sumption?

® Will price relationships at plant-
ing time be more favorable for mali-
ing barley, sugar beets, potatoes, sun-
flowers, and feed grains, and reduce
some of the intended diversion to in-
creased wheat acreage?

® How will moisture and weather
conditions influence the farmer when
the time for decision comes, and what
about the avallability and cost of seed?

® What will the world picture be for
wheat and pricing policles of other
countries—particularly  Canada—and
will the present suspension of import
quotas be extended beyond June 30th?

Must separate whimsy from fact

Well, we all have many imponder-
ables to consider. We mustn't mak:
major commitments on whimsic
rumors or reports, yet we must rea
positively and quickly to importa
information from reliable sources, T
do this we must formulate plans wit
“best alternatives" if adverse info
mation develops. Managing any acti*
ity In the agri-business will requl
courage, conviction, flexibility an
faith in the months to come, We wi
continue to live with volatile marke!
see our plans confounded by shor
ages, boycotts, stirikes, floods, poc’
service, long delays in procuring equij
ment and supplies, government control..
rationing of some sorts, and our ow:
frustrations.

Have we, as Americans, becomv
spoiled by our high standard of living
and taken for granted that all of the
colnveniences and comforts could con-
tinue forever? Perhaps we have, and
we may never agaln see things return

to the way they were. Perhaps we will,

be more grateful for a little less for
ourselves and work harder to provide
a little more for others,
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Centennial Celebration

The home of the most modern durum
mill in the nation, North Dakota Mill,
is located in Grand Forks, North Da-
kota, This year Grand Forks is having
their Centennial Celebration, with
Centennial Week from June 23 to June
20, The theme of the Centennial is
“They Came To Stay.” It is particu-
larly applicable to the North Dakota
Mill, as the Mill had an important im-
pact on the economy of the area during
the past century.

The history of the North Dakota Mill
is interwoven with the history of Grand
Forks, Grand Forks is located at the
“forks" of the Red Lake River and the
Red River of the north. It's just ninety
miles south of Canada on fertile rolling
plains,

In July of 1071 a raging fire destroyed
a large portion of the North Dakota
Mill, with damage in the millions of
dollars. It took eighteen months to re-
bulld the Mill, with January 31, 1872
becoming a significant milestone in Mill
history as it reopened as one of the
most modern grain processing facilities
in the natlon.

Actually Two Mills

A multi-faceted operation, the North
Dakota Mill Is actually two mills, oper-
ating simultaneously side by side, One
is for the milling of hard spring wheat
for baking flour or for the milling of
durum flour; the other grinds durum
wheat into semolina, which is used for
the making of macaroni products,

North Dakota produces about 85% of
the durum wheat used in the macaronl
and noodle industry, and has extensive
acreage devoted to other small grain
crops, sugar beets, potatoes, sunflowers
and other crops, It's a land of sunshine,
with warm summer days and cool, com-
fortable nights.

North Dakotans have a heritage of
hard work, honesty and friendliness.
You'll enjoy a visit to North Dakota
this summer, where people live close
to the sky. The sunrises and sunsets
are spectacular, The air Is clean ana
fresh, pollution free. You'll enjoy see-
ing the vast acreages devoted to grain,
the wide open spaces, and meeting the
friendly people,

Your visit to North Dakota will not
be complete without a tour of the
North Dakota Mill at Grand Forks,
We can show you the processing of the
finest semolina, durum flour and bak-
ing flour in our modernized mill. Visit
the “birthplace"” of great macaroni,
noodle and bakery products. Vit
North Dakota this year!

K}

Laft te right: Walls, Kighmy, Wendt, Zumwak, Welker, Hale, Babue,

Gooch Opens Quolity
Control Lab

A new quality control laboratory for
the Gooch subsidiaries of Archer
Danlels Midland Co.,, Decatur, Ill., is
now in full operation at Lincoln, it was
announced by officers of the companies,

The new laboratory facilities adju-
cent to the Goocl: plants in Lincoln will
serve Gooch Milling & Elevator Co.,
Gooch Feed Mill Corp, and Gooch
Foods, Inc

The laboratory nearly triples space
avallable for analysis of incoming raw
materials and verifying quality and
performance of finished products.

ADM-Gooch officlals at the opening
ceremonies were Donald B. Walker,
president of ADM; H. D. (Joe) Hale,
president of ADM Milling Co.; Paul
Babue, manager, Gooch Milling; Har-
old Wendt, president, Gooch Foods,
Inc.; M. R, Eighmy and Ross Zumwalt,
Gooch Feed Mill Corp.. and Jerry Walls,
director of quality conirol for the new
laboratory.

“A complete rang. ol tests is belng
conducted to assure purity and quality
of food and feed products processed
through the several Gooch plants,” Mr,
Hale said, in noting that the facility s
capable of serving the broad needs of
the entire Gooch processing complex,
“We now have complete modern facili-
tles and highly trained personnel to
control and develop our many products
ranging from flour, mixes, corn prod-
ucts and pasta to convenience foods.”

Consultant

Charles C. Rossottl, President, Ros-
sottl Consullants Associates, Inc, and
successors to Rossottl Lithograph Cor-
poration, has announced the opening
of his new offices. The new location is
2083 Center Avenue, Fort Lee, New
Jersey 07024, Telephones: (201) D44-
7972 & 3.

Charles C. Rossoiti is operating a
consulting business, speclalizing in mar-
keting, sales promotion, packaging,

merchandising, new product develop.
ment and in buying and selling com-
panies allied to the macaroni industry.

Con Agra Bounces Back

ConAgra, Inc. is poised to “bounce
back” after sustaining a net loss of
$4,233,126 for the first half of the 1974
fiscal year, J. Allan Mactier, president,
sald in mid-February.

He sald the company would show a
profit for the second half and has the
potential for $9 million in earnings In
fiscal 1975, compared with $8.1 million
in 1973, Mr. Mactier explalned thot
ConAgra was caught with high-priced
feed Ingredients in the wildly swing-
Ing grain market and it turned out that
the ingredient costs could not be re-
covered in selling prices of finished
products,

Mr, Mactier made reference to Con-
Agra's abllity to “bounce back. in
1887, he pointed out, the company hi |
a lean year, earning only $530,000, Ti.»
following year, on sales of $159 millio ,
ConAgra earned better than $4 millic .
Currently, the company’s sales are
the $600-million bracket.

Milling Operations

Referring to flour mllling operatior .
Mr. Mactier pointed out that the cor
pany made long range wheat commi
ments, “We were fully covered ai
carefully hedged, and our flour busine
was very profitable,” he said, “Ti:
trouble was feed ingredients.”

Mr. Mactier also pointed out thit
ConAgra is In a better earnings pos
tion than in the past few years bt
cause an extensive program that in-
cluded plant construction and aecquisi-
tions has been completed, “We won't
have major plant start-up costs to con-
tend with any more,” he sald. Mr. Mac-
tier pointed out that in the past seven
years, ConAgra established 12 of its 21
graln milling plants, 22 of its 32 feed
manufacturing units, four of its seven
boller complexes and nine of its 13
grocery products facilities.
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The recipe
hunter.

This Is a specles of housewlife who likes
to stretch her budget. With today's high
meat prices, she is using more and more
macaronl, noodles and spaghetti. ..
and she looks for quality in these prod-
ucts. You'll find her reaching for your
products if you start with durum from
the North Dakota Mill. Ask for Durakota
No. 1 Semolina, Perfecto Durum Granu-
lar or Excello Fancy Durum Patent
Flour. And if you're a reclpe hunter,
here’s one for you:

APRIL, 1974

SPAGHETTI PIE

6 ounces spaghetti

2 tbsp. butter or margarine

3 cup grated parmesan cheese

2 well-beaten eggs

1 pound ground beef or bulk
pork sausage

Y2 cup chopped onion

Y cup chopped green pepper

1 8-ounce can (1 cup) tomatoes,
cutup

1 6-ounce can lomato paste

1 teaspoon sugar

1 tsp. dried oregano, crushed

2 tsp. garlic salt

1 cup (8 ounces) cottagecheese

V2 cup (2 ounces) shredded
mozzarella cheese

Cook the spaghettl according
to package directions; drain
(should have about 3% cups
spaghettl). Stir butter or
margarine into hot spaghetti.
Stir in parmesan cheese and
eggs. Form spaghettl mixture
Into a “crust” In a buttered 10-
inch pie plate.

In skillet, cook ground beef
or pork sausage, onion, and
green pepper till vegetables are
tender and meat is browned.
Drain off excess fat. Stir in
undrained tomatoes, tomato
paste, sugar, oregano, and
garlic salt. Heat through.

Spread coltage cheese over
bottom of spaghetti “crust.”
Fill “pie™ with tomato mixture.
Bake, uncovered, in 350 oven
for 20 minutes. Sprinkle the
mozzarella cheese atop. Bake 5
minutes longer or till cheese
melts, Makes 6 servings.

the durum peopie

NORTH DAKOTA MILL
Grand Forky, North Dakota 58201
Phone (701) 772-4841
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Maritato on Macaroni

HEN Gerald Maritato was grow-
ing up he ate pasta as if it were
candy.

“There were days when he ate maca-
ronl for breakfast,” recalled Sal Mari-
tato, vice president for durum products
for International Multifoods and Ger-
old's father.

Now Gerald is 10 years old and a
freshman in college. But what does he
ask for when he comes home from cul-
lege? "“You guessed it," the elder Mari-
tato said knowingly. “Macaroni.”

Young Maritato isn't the only one
asking for pasia products these days.
American consumption of macaronl
products approached two billion pounds
last year—which makes annual per
caplta consumption of 8 pounds no
longer a dream mark. With many
Americans using macaroni products as
flavorful budget-stretchers, consump-
tion of such products last year was
about 14 per cent above the previous
year.

A recent survey by Home Testing
Institute, a leading consumer research
organization, showed that U.S. fami-
lies are buying considerably less fresh
meat and poultry than they did last
summer, and instead are serving more
salods, cereals and pasta dishes.

Food of the Future

Maritato says he believes that pasia
products may very well develop into
the food of the future.

“We've seen the last of low-cost flour
and cereal products,” he sald, noting
that even traditionally low-cost semo-
lina has tripled in price in the last seven
years. “But when you compare it with
other foods, you will be hard-pressed
o come up with anything as good tast-
ing and as nourishing at a comparable
cost,” he added.

He also pointed out that although
Americans spend under 20 per cent of
their disposable income on food, citl-
zens of other developed countries must
spend between 80 and 40 per cent.

The demand for pasta products has
pushed many mills to their production
limits. (Maritato said that Multifoods'
three durum mllls have been produc-
ing at capacily for some time.)

To assure high quality products, the
company also has been replacing some
of its older milling equipment, he said.
“We definitely rfeel the pasta Industry
is on the rise, and we are committed to
meeting the needs of our customers,”
he sald.

One area in which Multlfoods looks
for strong growth is in its Duregg
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noodle mix. Duregg Is a blend of top
quality durum flour and egg solids. The
manufacturer just adds water to Duregg
and blends to make noodle mix. Be-
sides Improving efficlency, Duregg
eliminates sanitation problems and me-
chanical difficulties in mixing flour and
egg sollds.

“Industry acceptance has been very
good,” Maritato said, “and we look for
increased demand for the product as
schools and other institutions move
more toward these nourishing blends.”

World Market

With the opening of new markets in
such places as Red China and Russia,
the demand for durum has accelerated
beyond expectations, “We are discover-
ing that when it comes to durum we
now are competing with the world,”
Maritato sald.

Despite the concern over the avail-
ability of wheat, Maritato sald he be-
lieves that “if you'll pay for it, you'll
get it.” With the price of most goods
hovering around record levels, people
are going {o buy those products that
offer them the most for the money, he
sald, “And we firmly believe that pasta
is the product people are golng to look
toward.

Multifoods Grows

Multifoods' commitment to growth
in the pasta area has been matched by
decisions to grow ia several areas as
well.

Within the last year, for example,
the company entered into a joint ven-
ture with Hickory Farms of Ohio to
operate a chain of franchised Hickory
Farms specially cheese stores in Min-
nesota, North Dakota, South Dakota,
Towa, Nebraska and Oklahoma.

Multifoods owns 80 per cent of the
joint venture company, known as Food
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Enterprises, Inc, and Hickory Farms
owns the remaining 20 per cent.

The company's bakery mix business
in Canada expanded during the year
with the acquisition by Robin Hood
Multifoods of the Joe Lowe Co. of
Toronto, a bakery mix and equipment
business, and McKenzie-Stephenson
Ltd., a baking Ingredients and supplies
distribution system.

Last September Multifoods entered
the steak and seafood restaurant busi-
ness witih the opening of T. Butcher-
block, a prototype restaurant located in
the Minneapolis suburb of Burnsville.
The restaurant operates as part of the
company's fast food and restaurant di-
vision, which also operates 38 Sveden
House smorgasbord restaurants and
more than 400 Mister Donut shops in
the United States, Canada, Japan and
Mexico.

The company’s newest division, dec-
oratlve accessories, has also been ex-
panding. Early this year Multifoods ac-
quired Nadler Lighting Corp., Wil-
loughby, Ohlo, and Borghese art ac-
cessories, Gaithersburg, Md.

William G, Phillips, Multifoods’ board
chairman, has stated that the company
expects sales of over $725 million for
the fiscal year which ended Feb, 28.
Sales last year totaled $528 million.

The Wheat Situation

Published by
Economic Research Service
U.S. Department of Agriculture,
February, 1974

A record pace of exports and pros-
pects of extremely small wheat stock:
this spring have pushed wheat price
at the farm to record levels.

Mid-month farm prices averaget
$2.47 in July, the peak of harvest, the
advanced sharply to $4.62 in Septem
ber. They eased somewhat during th:
fall, but moved up again in Decembe:
and early January, topping $5. For tht
season, fann prices are likely to aver-
age around $3.00 per bushel, up from
$1.76 in 187273,

Exporis during July-December tol-
aled a record 737,000,000 bushels, 47%
above a year earller, reflecting heavy
early-season buylng. ™ ~ pace has
eased in recent weeks v.. . Is expected
to remain moderate for the rest of the
season, Fuel shortages pose a threat
to manidme trade. But if shipments
continue to move near the average of
recent weeks, the 1,200,000,000 bushel
total outgo estimated for 1973-74 will
still be fulfilled.

(Continued on page 42)
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Clybourn ups efficiency
of packaging macaroni
with sauce-mix pouch.

Pouch leed Is positive. A
paddle wheel Inlake dellvers
pouchas to tilt-iray convaeyor
which loads drop spouls,
Pouches in drop spoul transfer
conveyor lravel In line and in
time with cartons for smooth,
sure pouch Inserilon. The
enlire cartoning process Is
synchronized with your pouch
form-{lll-seal machines.

Clybourn tackled the project from an
ovarview of the enlire packaging
line. Operating efficiency could be
optimized by synchronizing the
volumetric filler, cartoner, pouch
feeder, and the pouch form-fill-seal
machines into one continuous,
harmonlous system.

A Clybourn Model C7 Continuous
Vertical Cartoner with Volumetric Filler
and Pouch Feed Attachment was the
answer. Veraalility was bullt-in to
handle five sizes of fills for elbow and
noodle macaroni into infestation-proof
end seal carlons,

Carton range from 2" x %" X 4Va"
uploBY” x3%" x 11%" Pouch
range to ¥4 " smaller than carion
dimenslons. Continuous operation
with positive handling provides
rellable variable speed control

up to 150 cartons per minute.

- B,

Surety s built-In with controls for
No-Pouch/Skip-Carton-and-Flll and
No-Carton/Skip-Pouch-and-Fill.

Carton discharge Is in-line. The
Clybourn C7 features include a high
speed carlon feed wilh a positive
reopener; a Nordson VIl 4-gun hot
melt system; an adjustable 7-cup
volumetric flller; and a rotary deboss
coder.

But the C7 Is only one of the many
macaroni cartoning machines in the
Clybourn line. Write for brochure
SB-CMC 1010 which describes the full
line of Clybourn ——
Vertical Cartoners.

——

CLYBOURN MACHINE DIVISION
° Chasry Burrell Corposshon
7518 N. Lindet Ave., Skokie, luno 60078
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The Wheat Situation
(Continued from page 40)

Domestic use has nol been quite as
strong as last season. The Increase in
wheat prices has far outsiripped the
price rise in feed grains, slowing down
domestic wheat feeding. However, food
usage Is expected to pick up as the
relatively high prices of other foods
appear to be halting the downtrend
in per capita consumption of wheat.

Although total use will ease during
January-June, for the season it Is ex-
pected to exceed the crop, causing old-
crop stocks to plummet next July to
178,000,000 bushels. This would be tho
second year in a row that stocks have
been cut in half. Supplies of 1974-crop
wheat harvested in June should casa
the pressures on what is shaping up as
the smallest carryover In 27 years, In
addition, some purchases of 1873-crop
wheat for export have been deferred
and quotas on U.S., imports of wheat
have been temporarily lfted.

Record Crop Predicted

For the second year in a row, U.S.
wheat growers are likely to produce a
record crop. Winter wheat producers
seeded 18% more acreage and spring
wheat growers plan to put in 20% more
for 1974, 1f the 70,000,000 planied acres
are realized and ylelat are near trend,
a record 1074 crop of 2,100,000,000
bushels could result. This would com-
pare with 1, 700,000,000 bushels last
year.

Assuming normal world crop condi-
tions in 1974, export demand could
weaken significantly in 1974.75. U.S.
exports are projected to drop to around
1,000,000,000 bushels, while domestic
use is expected to be about the same
as In 1973-74.

With demand projected to turn down-
ward and a record crop in prospect,
carryover by the summer of 1875 could
more than double, rising to around
480,000,000 bushels. Thus, prices may
weaken somewhat as the 1874-75 crop
year progresses,

Durum Situation

Demand for durum has been vigor-
ous both at home and abroad. Early
Indicators showed export sales so large
as to endanger domestic supplles. Do-
mestlc food use has strengthened, too.
Prices soared to over $8 per bushel in
August before retreating. Stocks this
summer will likely drop to around
10,000,000 bushels. Farmer Intentions in
January indlcated a 47% increase in
durum acreage for 1874

The durum Industry has been buf-
feted from several demand directions
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this year. Indications that exports could
be so large as to endanger dumestic
supplies have worried durumm processors
from the start, At the same time. do-
niestic food demand has strengthened
as consumers have substituted pasta
products for more expensive foods.

Consequently, July-December dis-
appearance was heavy, With reported
usage at around 45,000,000 bushels,
stocks were pulled down to 72,000,000
bushels by January 1. Food use was
about 12% above July-December 1972
although exporis lagged some.

Becond Half Strong

In contrast to the other four classes
of wheat, January-June will be a strong
season for durum. Substantial quanti-
ties have yet to be exported. On Janu-
ary 20 this amounted to 51,500,000
bushels; 21,800,000 to identified coun-
tries; 16,800,000 to unidentified coun-
tries.

The high level of retail meat prices
will maintain consumption of pasta
products over the next few months,
Strong durum prices and the inability
to obtain semolina have encouraged use
of farina in some lines of pasta prod-
ucts, Thus, the data on semollna pro-
duction do not fully point out the ex-
pected increase in pasta consumption.

With disappearance expected to
sharply exceed the 1073 crop, July 1
durum stocks will likely be cut to only
around a third of their 1873 level. Nor-
mally the durum harvest doesn't start
untll mid-August and wraps up in Sep-
tember. Thus, stocks on July 1 will
have to carry the durum trade until the
new crop becomes available.

Crop Quality Council Report
by Vance V. Goodfellow, President

Maintaining strong durum research
programs at North Dakota State Uni-
versity and the USDA recelves con-
tinued emphasis by the Crop Quality
Council. Research money is very tight
and a hard fight Is ahead to obtain the
necessary funds for cereal crop re-
search. This Is ironlc at a time when
maintalning crop production capabili-
tles and food supplles was never
grenter, Negotintions with federal and
state officials for research support are
almost as delicate as those involved in
obtalning a cease-fire.,

Funds Resiored

The Crop Quality Councll was suc-
cessful in helping to restore $13.5 mil-
lion of federal funds for state agricul-
tural experiment stations. Had these
budget cuts not been restored for 1874,
North Dakota State University, as an
example, would have lost about $200,000

of research funds which would hav
seriously curtailed durum and othe
small grain programs. Whether th
President's 1975 budget will be mor
generous in providing financlal suppoi
is highly speculative. It will be nece:
sary to watch closely the budget break-
down and work to oblain necessary
dollars to maintaln satisfactory research
progress.

The 1973 wheat stem rust survey hus
shown that rust resistance in commer-
clal durum varieties is highly effective.
Evaluating rust resistance is becoming
increasingly complex since more atten-
tion must be given to the genetic com-
ponents that control resistance, These
efforts are somewhat more complicated
in today's highly resistant commercial
durum varletles and experimental
breeding lines which reduces opportu-
nity for adequate comparisons.

Winter Increase Program

The Crop Quality Council sponsored
Mexican winter seed increase of durum,
spring wheat and barley breeding lines
has now come of age with the seeding
of the 21st consecutive nursery last
October. This program has been ex-
tremely effective in speeding durum re-
search, making new varletles available
sooner {o growers and the macaroni
industry, All present commerical U.S.
durums now grown, and the three new
varleties released by North Dakota in
1873, were first increased in Mexico.
The 1973-74 nursery which will be
harvested in April includes nearly 6,000
experimental durum lines,

The new durum varieties, Botno
Rugby and Crosby released in 1873
along with Ward, released in 1972, an:
Rolette, have shown yleld advantage
of 10-15% over Leeds. Such yleld in
creases will help durum compete favor
ably for acreage with high yieldin
drawf bread wheats.

Today's concern over prices and sup
plies demonstrates the continuing nee
for dependable production of durun
and other food crops now and In the
future, The NMMA's long-time suppor
of our efforts has significantly helpec
in the development of new durun
varieties with Improved quality, yleld
and resistance to rust.

Stocks of Potatoes Down

Blorage stocks of Irish potatoes for
all uses held by growers, local dealers
and processors in fall production areas
of Jan. 1 totaled 128,800,000 cwts, com-
pared with 134,320,000 a year earller, 8
reductlon of 4%, the Department of
Agriculture said. At the start of 1072,
potato stocks were 151,400,000 cwis.
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Three million pampered hens promise you
thoe most in ‘laid to order’ quality!

Egg City's California plant offers the latest in scientifiz, controlled production.

Quality conscious buyers everywhere can always count on special blends of frozen
eggs, sugared or salt yolks, and NEPA Colors to meet your specifications (including
NEPA 3 or 4).

All products are packed Salmonella-free, _
Q.M.C. approved and U.S.D.A. inspected.

And now . . . newly installed:
A MODERN EGG WHITE DRYER
to meet your requirements.

FOR INFORMATION
about year-round shipments
throughout the U.S.,

CALL or WRITE to

Nlins Cloldoan’s

WORLD FAMOUS FOR RESEARCH AND QUALITY

ULIUS GOLDMAN'S EGG CITY
| B643ISHEKELL ROAD .
: , CALIFORNIA 93021

or our representatives
Telephone: (805) 529-2331
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EXPORT

UP-DATE

by William R. Goodale, Vice. President,
Continental Grain Company, New York City

HANK YOU for inviting me to par-
ticipate in your meeting.

My assignment is to update your in-
formation on the International scene
with particular reference to exporte.

In doing so, I would like to make two
slightly opinionated generalizations on
price levels and demand levels, These
generalizations I belleve will put you in
the right frame of reference to consider
today's export market.

Weorld Price Structure

The first generalization concerns the
immediate situation. It is that the
world price structure rests on inflation
more than anything else at this polnt
in time. We do not have an oll shorlage,
a food shortage, a paper shortage, a
fertilization shortage . . . etc., nearly so
mucli as we have a shortage of fiscal
and monetary integrity around the
world. In short, our problems in the
world are more the cumulative results
of inflationary policles than the results
of any one specific crisis—including the
food crisis and the oil crisis, There Is
genuine concern abroad for the value
of money. Hence, a general flight from
paper money into things of greater in-
trinsic value. We in the United States
should not be lulled into thinking we
are exempt from this process simply
because many other countries are cur-
rently having greater difficulties than
we are. True, the dollar has regained
much of its former value relative to
other currency, but in terms of con-
sumer buying power and in terms of
any internationally recognized common
denominator of net worth, the dollar
has Indeed continued to lose ground.

Therefore, I urge you to keep in mind
throughout the discussions today that so
long as there is & lack of confidence in
the various leading governments of the
world, that there will be a speclal
value, an incremental value, to any raw
material that can be freely traded
across international boundarles.

Interim Demand

The second generalization is a point
on interim demand. It has to do with
next year or so. It is that the world
demand structure of raw materials, in-
cluding grains at present, rests upon
economic expansion; and the expecta-
tion of further expansion, of real In-
come on a family or consumer unit
basle. The point being that there is
perhaps an  frresistible temptation
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among governmenis of the world to
pursue expansionistic flscal and mone-
tary policies in the hope that this will
produce real income growth, If you, as
observers in the months ahead, per-
celve that the governments of the world
are losing their battle to sustain growth
in real Income, then you can in my
opinion correctly reason that the total,
absolute demand for grains can dra-
matically reverse its course thereafter,
Population growth not withstanding.
In other words, the process of the last
two years can reverse itself.

The Numbers Game

Now lets turn to the numbers game,
or the immediate situation in wheat.
By any man's standards, the next few
months promises uncertainty. The bal-
ance is precarious at best. Depending on
who you belleve, you can project an
absolute shortage of wheat or a carry-
over of say up to 200 million bushels.
The U.S.D.A. currently projects a
carryover of 178 million bushels, This
revision was made ufter the Janu-
ary stocks report, and shows no lack
of imagination, in that it increased
our last year's carryin in order to ac-
commodate an unexpectedly large do-
mestic disappearance this year, while
maintaining 1.2 billlon as an export
projection. Regardless of how any of
us evaluate the long list on unexecuted
sales, two things must be made clear.

1, The export community is still ex-
periencing brisk demand for U.S.
wheat in the old crop position, and
this demand shows little sign of
abatement. Small statistical balances
of wheat in other countries including
Australia, Argentina, South Africa,
Canada and France have made little
inroads upon demand for U.S, wheat.

2, The United States cannot continue
to physically ship wheat at the same
rate of last half 1973 without physi-
cally running out of wheat prior to
our next harvest.

A corollary to this second point is
that we do have the logistical capa-
bility of exporting ourselves into
domestic shortage unless of course
strikes, lockouts, government action
or, natural phenomena intervene.

It should be mentioned that there is
the hope that substantial, and it would
have to be substantial, deferrment of
st)us could be made inin new crop ship-
ping periods. Also it shhld be men-
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tioned that the President, upon the rec-
ommendations and findings of the Tariff
Commission, has suspended import
quotas for wheat and products unii
June 30th, This action has merit a: .
“fail safe" device since at a high price
plus 21¢ duty some additional wheat
could be imported from Canada. Ac a
practical matter however, the lead time
required 1o import this wheat if needed
will minimize all but its psychological
impact.

Immediate Situation

With this as background lets discuss
the immediate situation In durums in
some detall. You are all aware of the
carryin, the crop, U.S8.D.A.'s projections,
and you have no doubt made your own
projections,

To me and perhaps to you the area {
greatest concern is not the absolue
price of Durums but rather its relatio -
ship to milling wheat, I very frank y
have not been able to make a gre
deal of sense out of the unexecut d
sales reports. If I understand currect v
many of you have also had difficulty »
reconciling the large domestic diso -
pearance indicated by the January 1t
stocks report. Therefore I thought
might be amusing if not useful to use 1
slightly different approach to estima::
demand.

I have made up a number of partiall”
filled in 8/D forms for discussion. !
have left a place to fill in your domestic
dernand estimates, and have given you
my export estimales, In estimating ex-
ports 1 have Ignored completely the
unexecuted sales report and rather esti-
mated as well as I can the business
done to date and the undeferable needs
in views until September 1st (not June
30th) which is about the time that new

crop will be available. T R |A 'q‘ G »L E el

Additlonally I have assigned num- N
bers to indicate my opinion of how ‘

(Continued on page 46)
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Export Up-Date
(Continued from page 44)

price relatlonships play a role in de-
ferral and/or substitution and/or in-
cremental demand. I would like to see
you do this for the domestic demand.
Essentlally I am estimating that this
year there is a hard core of export
durum needs of 55 million bushels
which cannot be substituted or deferred
at this point, no matter the premium of
durums over milling wheat,
The balance of the estimates are as
follows:
—at maximum

1.60 bu. over milling wheat add 6 mil
1.00 bu. over milling wheat add 12 mil
.50 bu. over milling wheat add 18 mil

.25 bu. over milling whest add 24 mil

0 bu. over milling wheat add 48 mil

Bearing in mind the January first
stocks report I would like to see some
sort of consensus figures on domestic
grind, The Department of Commerce
puts the durum mill grind for the
calendar year 1973 at 37,568,000 bushels,
some 3,047,000 bushels more than in
1872,

A D M Earnings Up

Archer Danlels Midland Co. achieved
net earnings of $7,160,003, equal to 48¢
per share on common stock, in the three
months ended Dec, 31, 1073. In the sec-
ond fiscal quarter a year ago, net earn-
ings were $3,452,770, equal to 23¢ per
share,

The company sald average number
of shares outstanding in the second
quarter was 14,868,302, against 14,043,-
238, a year ago, adjusted for a two-for-
one stock split in December, 1973, and
restated for an acquisition on a pooling
of interest basis.

In the first six months of the current
fiscal year, net earnings after taxes
fotaled $12,103,034, or Bl¢ per share,
ADM sald. That Is nearly double earn-
ings of $0,486,167, or 44¢ per share, in
the first six months of the previous
year, adjusted for a two-for-one stock
split.

Provisions for federal and state In-
come taxes in the first half of the cur-
rent fiscal year were $12,668,000, agalnst
$4,600,844 in the first six months last
year.

Grocery Product Coding

Implementatlon of the Universal
Product Code is proceeding on sched-
ule and probably will eventuall affect
all grocery products. The program in-
volves the imprinting on containers of
U.P.C. symbols to be read by super-
market checkstand scanners,
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Wheat Exportable Balance by Class, as of January 11, 197

All
Wheat
406.9
738,01
50.0
1186.8
184.3
1381.1
Exportable Supply? 1210.0
Unsold Balance —-171.1
Assumed Minimum Carryover 170.0
Note: Totals may not add due 1o rounding,
! Includes 1.7 million bushels mixed.
2 Includes exports for exporter's own account, and in transit to St. Lawrence.
3 Assumes a total carryover of 100 million bushels.

Million Bushels
Identified Sales
Export Inspections
Froducts

HRW SRW HRS White Duru

2403 11 97.5 458 222

4823 202 140.1 711 243
36.0 3.0 6.0 5.0

7586 243 2436 1219 465
1325 0.0 147 9.3 27.8
891.1 243 2583 1312 744

7820 300 2220 113.0  63.0
-1081 + 67 - 363 — 182 =114
68.0 3.0 76.0 100 13.0

Sub-Total
Unidentified Sales?
Total

Wheat: Estimated Supply/Demand by Classes, U.S.—
Million Bushels

Hard Red Soft Red Hard Red
Winter Winter Spring Durum White Total
1860/70
Carryin, July 1, 1069 477 33 210 41 58 819
Production 780 104 187 108 181 1460
Imports — - 3 —_ — 3
Supply 1267 227 400 149 230 2282
Exports 338 28 89 34 119 606
Domestic Disappearance 357 176 133 35 80 701
Carryout, June 30, 1970 574 23 178 80 30 885
1870/71
Carryin, July 1, 1870 574 23 178 80 a0 885
Production 765 108 53 171 1351
Imports —_ —_ 1 —_ — 1
Supply 1329 377 133 201 2237
Exports 450 26 113 39 110 738
Domestlc Disappearance 387 118 36 71 768
Carryout, June 30, 1971 402 15 146 58 20 731
1971/72
Carryin, July 1, 1971 402 15 146 58 20 731
Production 47 366 02 1618
Imports — — 1 — — 1
Supply 1239 227 513 150 221 2350
Exports 337 43 104 44 632
Domestic Disappearance 431 134 37 87 855
Carryout, June 30, 1072 471 18 275 69 30 863
1072/73
Carryin, July 1, 1972 - 471 18 275 69 30 863
Production 164 274 73 1545
Imports —_ _ 1 —_— —_— 1
Supply 1235 550 142 237 2409
Exports 700 a8 200 a5 1184
Domestlc Disappearance 332 177 41 1) 787
Carryout, June 30, 1073 203 ] 173 36 17 438
1073/74!
Carryin, July 1, 19732 203 ] 173 36 17 438
Production 059 331 85 1711
Imports —_ —_ 1 —_ —_ 1
Supply 1162 505 121 2160
Exportable Supply 782 30 222 63 1210
Domestic Disappearance 318 203 45 73 770
Minimum ;
Carryout June 30, 1974 64 3 80 13 10 170

! Projection based on USDA 1/24/74 stocks-in-all-positions report.
2 Excludes grain in transit, the volume of which was abnormally high on July 1,
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something a hen can't do. Because

nimiim of 95% egg solidsin our,
'yolk products, they have a

v mmmwknummmodlu

over. the 5.5 per cent egg solid mini-

 mum, e;ulhnt set by Federal regulations, So you

i.don’t have to pour in a lot of extra egg for good
when you.use Henningsen egg solids.

And we pasteurize Henningsen egg solids, We
J&nllommhi that ﬂny are 100 per eent salmo-

'know everythi
. about mg:ll:a:,g
| but Henningsen,
‘the egg people,
‘can tell

nella-negative, by test. We homoge-
nize our egg solids for uniformity.
We can also tell you ways to save

*'money on the eggs you put into your egg noodles
by better methods of handling and blending and
. storing eggs in your plant. And we know all the

ways. After all, we're the egg people,
: One more thing. You get fast, on-time, depend-

3 ubla delivery of egg solids from Henningsen.

And we have local representatives all over the
country to help you out on egg problems,

‘After all this, we're afrald to suggest that you
use your noodle and buy your egg solids from
Henningsen, the egg people, But it {s a good idea.




Egg Producers Raise
Funds for Promotion

Egg producers held « “million dollar
banquet” in Atlanta in late January
with attendees shelling out $2,600 a
plate for a warchest to halt a continu-
ing decline in demand for their product
and to combat the “cholesterol scare.”

The drop in egg consumption has
reached the crisis point, producers say,
and they're hoping to raise $1 million
to be used this year to try to reverse
the slide, If this and other fund-raising
actlvities succeed, the producers say,
they will have al least $3 million to
spend this year to defend the egg.

Recent Agriculture Department sta-
tistics bear out the industry’s plight.
Last year, U.SS. egg consumption fell
to an estimated 202 a person, a drop
of 5% from 1972 and the lowest per-
capita consumption since 1836. Last
year's rate was 27% below the record
403 eggs per capita consumed in 1945,

Changing Hablts

Americans are buylng fewer eggs
partly because of changed eating habits.
They are skipping or scrimping at
breakfast, a traditionally egg-oriented
meu!, But the decline steepened in the
late 1060s us publicity linked choles-
terol, contained in eggs and other foods,
to heart disease. Last year's drop also
was due in part to cutbacks by egg
farmers whose prices were indirectly
frozen by price controls last summer.
The industry, however, regards the
“cholesterol scare" as its greatest threat.

To be sure, the industry has other
problems, one of which may soon be in
evidence again. That's the overproduc-
tlon thai invariably follows high egg
prices. Large white eggs are selling for
76 cents a dozen wholesale in New
York, up from 52 cents a year ago. De-
pending on their efficiency, producers
are making a profit of between 12 and
20 cents a dozen, Industry analysts esti-
mate. Farmers' recelpls jumped to
nearly $3 billion in 1873 from $1.8 bil-
lion In 1872,

Profits like these are encouraging egg
farmers to Increase their laying flocks.
This, along with the normal spring rise
in production, could cause prices to fall
as much as 25 cents a dozen by May,
one observer says, If that happens, the
present handsome profits will be wiped
out, and industry leaders agaln may
begin recommending stern measures,
such as mandatory flock cutting, to trim
output, Such pleas for unified action
have met with only mixed success in
the past.

The Cholesterol Issue

But nothing has unified egg producers
as the prolonged consumption slide has
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and, in particular, the cholesterol issue,
“I think they realize they're battling
for thelr economlic lives,” says one ob-
server.

The Industry will fight back with a
massive promotion campaign aimed at
polishing the egg's Image. The sales
pitch will attempt to mollify consumer
fears about cholesterol in eggs, and will
also stress the product's nutrition and
economy, says Gene C. Masters, an
official of United Egg Producers, a
big Atlanta-based cooperative, “Maybe
in the next five to 10 years we can slow
the downward trend in consumption
and possibly turn it around,” Mr, Mas-
ters says.

The publicity campaign already has
started with a series of newspaper ad-
vertisements, one of which features
“the '‘sexy’ egg,” by noting that “cho-
lesterol is the buillding block of sex
hormones.” The Indusiry also is dis-
trihuting free information booklets de-
signed, among other things, “to dis-
proe the myth that limiting egg con-
sumptlon can reduce the risk of heart
disease.”

The industry i, also active on the
political front, and is backing legisla-
tion that would allow egg producers
1o tax themselves for funds that would
be used for pron.ntion and research. A
House bill calls for a national refer-
endum among egg producers to ap-
prove a “checkoff” of as much as five
centis a case assessed against producers
with 3,000 or more layers.

Egg Beaters

Ironlcally, the sense of crisis has been
heightened in recent months by a
product that contains, of all things,
eggs. That's Flelschmann's Egg Beat-
ers, promoted vigorously by Standard
Brands, Inc. as a “cholesterol-free egg
substitute” in ads that tell an already
wary public that “nature’s eggs are the
single highest source of cholesterol in
the American diet."

“We aren't trying to put the egg pro-
ducers out of business,” says a Standard
Brands spokesman, who observes that
Egg Beaters contain the equivalent of
elght egg whites—but not the choles-
terol-containing yolks. "We're making
it possible for people to eat eggs with-
out worrying,”" he says.

This type of argument irritates egg
producers who say that a consumer who

buys a pound of Egg Beaters is buying
eight eggs where he might have bought
a dozen, or that he'll quit buying egg:
but won't buy Egg Beaters either, part-
ly because the cholesterol-free eggs cost
more. A pound of Egg Beaters sold in
Chicago recently for 80 cents; a pound
of eggs (elght) would cost about 65
cents,

But as far as the egg industry s con-
cerned, the worst thing about Egg Beat-
ers—in addition to the name, which sets
egg producers’ teeth on edge—Is the
way the product is advertised. “That
promotlon is just scaring the daylights
out of everyone,” says Leroy A. Wil-
helm, secretary of the National Com-
mission on Egg Nutritlon. “Everytime
there's stepped-up anticholesterol talk,
we lose customers. And the feeling is
we never get them back.”

Poultry & Egg Institute
Fact Finding Conference
New Orleans, April 24-26

Higher Egg Costs
Marvin R. Palnter of Ballas Egg
Products Corp., Zanesville, Ohlo, pre-
dicts higher prices for eggs. His reason-
ing: the hens have to be there. He
cites some flgures:
Laying Hens  Laying Hens
on hand 1974 on hand 1973

Jan. 1 284,067,000 307,165,000
Feb. 1 200,000,000 est, 300,845,000
Mar. 1 288,800,000 est, 209,214,000
Apr, 1 288,300,000 est. 206,486,000
May 1 280,000,000 est. 287,347,000

Slaughter Up

The 1973 hatch report was up but
more evenly distributed throughout the
year. The fowl slaughter has been high-
er and there s constant loss of old hens
from death as well as slaughter.

Inventories in 1974 represent 87% of
1873, 62% of 1072,

Inventories Down

“Inventory of dried eggs Is not avail-
able,” says Mr, Painter, “but we have
every reason to belleve it Is at a very
low point” He continues: "If yolk
buyers all come to the market at the
same time, yolks will be much higher
priced than today. Whole eggs will also
be in demand at much higher prices.
Egg whites probably will stay near
present levels, thus forcing yolks to
carry the increassd cost of shell eggs."

The Cold Btorage Report
Jan, 1
Shell Eggs—Cases

32,000

Frozen ites, Lbs. 8,776,000
Yolks . 8,284,000
Whole Eggs “ 25,018,000
Unclassified " 3,808,000
45,876,000

873 1972
41,000 60,000
10,858,000 9,625,000
14,907,000 13,307,000
38,025,000 42,718,000
4,249,000 - 3,081,000
68,139,000 73,822,000
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DIATOMIC IODINE SANITIZER

HELIOGEN

/' CONVENIENT

INDIVIDUAL PACKETS

OF MEASURED DOSES
ELIMINATE WASTE

RECOMMENDED IN
THE MACARONI INDUSTRY

EFFECTIVE — High or Low Temperalure
Soft or Hard Water

HELIOGEN Dilatomic lodine Sanitizer may be
used as a general sanitizer for the equipment
and utensils for the food industry, (hospitals,

dairy plants, food processing, restaurants).

CONVENIENT AND ECONOMICAL
Recommended solutions are completely
non-corrosive to utensils and equipment.
Crystal-clear solution leaves no odor, tasta or
film on equipment.

No measuring or mixing required.

Packels eliminate costly waste.

Individual moisture-proof packets
assure-factory freshness.

"t NO CUMBERSOME
.  BOTTLES — each tablet

@~ | dissolved in 2V gallons of
| luke warm water releases
at least 17ppm of titratable
l 4 fodine.

AVAILABLE IN BOXES OF 250 TABLETS —
4 to a case.

NO BULK — NO BREAKAGE — NO FREEZING
E.P.A. Reg. No. 116521

a1

Write for Technical Literature & Samples

@=32ID The Brown Pharmaceutical Co. Inc.

2500 West Sixth Street
Los Angeles, Callfornia 80057

Phone (213) 389-1394

APRIL, 1974
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MORE
FOR YOUR
MONEY!

Membership in the National
Macaroni Manufacturers
Association provides:

) Weekly Newsletter.
W Periodic Surveys.

. Meetings and Conventions;

"\'3 exchange ideas with

1 Research and relations
) in the durum area.
Technological information.

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

Membership doesn’t cost—
it pays!

THE NATIONAL

MACARONI
MANUFACTURERS

ASSOCIATION
P.O. Box 336,
Palatine, lllinois 60067
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CLASSIFIED

FOR SALE—Hydroulic Tote Bin Dumper,
2,500 b, cepacity. Class 2-GPG explosion
roof motor and controls. Excellent condition,
gﬂ« $1,978,

Ambrette Dough Shaet Former with teflon
slot die for 20" sheet, 1000 Ib./hr. Die-
support stend ond connecting tubes, Excel
lent_condition, Price $1,500, Call or write
A. G, DeFelice, U.S. Macaroni Co., East 601
Pacitic, Spokane, Wesh, 99202, (509) 747-

FOR SALE—2 DF S:aghatti Prosses, Pre-
liminaries and temn reom dryers with instru-
mants, Box 336, Paletine, IIl. 60067,

FOR SALE—Mixer & Kneader—good conm
dition, Box 336, Palatine, 11l, 60067,

Heliogen Diatomic

lodine Sanitizer

The Brown Pharmaceutical Company
announced that Hellogen Di-Atomic
Todine Sanitizer is now available for
use. This comes at a particularly im-
portant junction In the struggle for im-
proved sanitary conditions in the whole
food processing industry and in answer
to the public clamor against the pres-
ence of the Salmonella micro-organism.
The feeling is that Hellogen is a real
contribution in the never ending battle
for purity.

Hellogen is the result of many years
of research in the laboratory and de-
velopment in the fleld. Starting with
use in hospltals, home laundries, dai-
ries, brewerles, poultries and egg proc-
essors, prepared foods, bakeries and the
pasia industries—research is now being
extended to many new areas,

50

Worried about Food Contamination?
Ease your concern about the Salmo-
nella Pollution. Heliogen Di-Atomie
Todine Sanitizer (a powerful bacteri-
cide), is made with an accent on con-
venience, Your sanitary operatives will
use it regularly. It's so easy to use,

Hellogen supplies Di-Atomic lodine
(I3)—the most effective form of iodine
as a bactericide and kills Salmonella.

Heliogen has a built-in potency indi-
cator, The freshly made solution Is
amber in color, When the amber dis-
appears a new solution must be made.

Heliogen is convenlent and easy to
use. It comes in powdered form, packed
in foll and pre-measured, which avolds
spillage and inaccurate measurements.
It can be used in warm or cold water, in
soft or hard water up to 1000 ppm of
hardness (CaCo,). It will not rust equip-
~ent and the solution leaves no odor,
ts.'e or film on the equipment. This is
« «onvenient way to sanitize gloves,
aprons, pols, pans and equipment. One
cubic foot is all that is needed to make
a total of 6250 gallons of the finished
sanitizing solution.

Attacking Salmonella

In the food processing industry the
attack of Salmonella organism is of
particular interest. Recent tests at an
independent laboratory have shown
that Hellogen Di-Atomic Todine Sani-
tizer has a kill effectiveness in concen-
tration better than that of chlorine.

Research on how best to make Di-
Atomic Iodine in a practical form has
been going on since 1046, The first sig-
nificant breakthrough came with the
discovery that Di-Atomic Iodine is the
result of uniting In solution certain
organic compounds of chlorine and
lodines. The rational of the research
was the fact that 1, (Di-Atomic iodine)
was the most significantly effective
fodine molecule as an antibacterial
agent. The presence of jodldes seem to
lower the effectiveness of 1, Ilellogen,
however, lias only a small fraction of
lodides present in the solution.

Sollman in his “Manual of Pharma-
cology” expressed his ideas on how
lodine acts as a germicidal agent:
Todine precipitates proteins. The lodine
is partially absorbed, and partially
loosely bound and partly converted to
iodides. Since the lodine is loosely
bound It continues to penetrate so that
the action extends deeply.

The Hellogen solution is economical
to use—no waste. The Brown Pharma-
ceutical Company has been In business
for over twenty years and is located at
2500 West Sixth Street, Los Angeles,
California 90057,
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The Beautiful Brosdmeor

Site of the 70th Annual
Mllﬁll [} N'MOMIAI'
June 29-July 3, 1974

OME to the Pikes Peak Reglon of

the Colorado Rockies for the An.
nual Meeting of the National Macaroni
Manufacturers Assoclation in one of
the finest resorts the world offers. This
is the Broadmoor in Colorado Springs,
Colorado, !

Arrivals to the Summer Convention
this year will be on Saturday, June 28

The Board of Directors meet at lunch
on Sunday, There will be a general
meeting on product promotion for all
members at 2:00 p.m, Sunday afternoon
and a cook-out at Rotten Log Hollow
that evening.

Business sessions will be held Mon-
day and Tuesday mornings, with golf
and tennis tournaments held on respec-
tive days.

The banquet will be held Tuesday
evening. The Board of Directors meet
Wednesday morning In time for noon
adjournment and afternoon check-out.
Those who wish to remaln can stay for
the Fourth of July and then return
home.

Nature favors the Broadmoors set-
ting with mild season changes, each
welcomed for the outdoor treasures it
brings. Golf on the two natlonally fa-
mous Broadmoor courses is played all
months of the year; swimming Is year
around in heated mountain spring wa-
ter in two outdoor pools; indoor ice
skating, hockey games and ice shows
are performed throughout the year In
the World Arena; there s horseback
riding on scenic mountaln tralls, tenn!s,
bowling, handball, squash, skeet shoot-
ing and fishing,

Mark your calendar and make your
convention plans now. One hundred
fifly rooms have been allocated for reg-
istered N.M.M.A. convention guests;
deadline is May 31. Registration forms
are avallable through the Assoclation
office.
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LITTLE MASTERPIECES

e

Macaroni, spaghetti, vermicelli, lasagne, ziti, shells, linguine,
mafalde, tripolini, orzo—and many, many more.

They're ull pasta—they’re all different—
and they're all masterpicces made by art-
ists with a true love for and dedication
to their profession.

Diamond employs its own brand of
artistry in developing a frame for these

pasta works of art—creative folding
cartons, labels, streamers, shelf-talkers
and point-of-purchase displays.

Let us show you how your artistry can
be cnhanced by our kind of creativity.
Just call (212) 697-1700

DIAMOND INTERNATIONAL CORPORATION

PACKAGING PRODUCTS DIVISION

733 Third Avenue, New York, New York 10017
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Okay.
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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 helty lots.

Here are a few reasons why you shiould:

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

m Duregg is ready when you need it, No thawing,

less chance of contamination, and less time
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 simplities delivery. Now it's one
source — Multifoods.

® Duregg lowers your manpower requirements.

Eroughsald.Orderyour Duregg with aphonecall.

The number is 612/339-8444,

INTERNATIONAL
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Corp.
25 DURUM PRODUCTS DIVISION
GENERAL OFFICES, MINNEAPOLIS, MINN, 55402




