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900 3s./hr. of noodles,

LB JWS and SHORT CUTS with MICROWAVES

utii ! production in mid-west plant

tloway rylng and controlled cooling, with or without preliminary drying
hesan i, can do this for you:
leste  mag faster m takes one-fifth to one-tenth the space ® improves MICRODRY
WUl Q. ity m reduces dryer maintenance 1o as little as one hour per
KBy g capital investment ® lowers power cosls in most areas
Wneral: can be installed without shutting down the lines
wrten iandard preliminary drying Immediately precedes microwave

J (as complete unit shown above) it eliminates the need for equilibra-
¥ perioc and reduces time and space needs of prelim” ary drying as

o

as 6 ‘5,
Contr: 1eg cooling (third stage) determines product moisture content MIBHUDHY BUHFDHATIUN
e.

“1ppea: ang, 3111 Fosloria Way, San Ramon, CA 94583
" in lading pasta plants. Call or write today. 415/837-9106

"y, 1976 3

S = ] 7
— . | B




Macaroni Journal

January Offical publication of the National Macaroni Manufacturers Association,

1976 19 South Bothwell Street, Palatine, Iliinols. Address all correspondence
Vol. 57 regarding advertising or editorial materials to Robert M. Green, Editor,
No. 9 P.0, Box 336, Palatine, llinols 60067,

Sl e B ot b it e B L g g g it

lWﬁA TRADITI

Z

Oﬁ(."ll

President ........Nicholas A, Rossl
1st Vice Pres. .......L. D. Willlams
2nd Vice Pres, ...Paul A, Vermylen
3rd Vice Pres. .......Angelo Guido
Executive Secretary ....R. M. Green
Director of Research ..J. J. Winston

ﬁi reclors

Eastern Area

Joseph P, Viviano
Anthony H. Gloia
Emanuele Ronzoni, Jr.
Nicholas A. Rossi
Lester R, Thurston, Jr,
Paul A. Vermylen

Central Area:
Alvin M. Kardin

Western Area:

Vincent DeDomenico
Angelo Guido
R William

Canada:
John F., Ronald

At Large:
L. M. (Andy) Anderson
Albert S, Ravarino

MACARONI JOURNAL
Subscription rates

De le $10.00 per year
Foreign e $ 12,50 per year
Single Coples . ...$1.00 each
Back coples $2.00 each

The Macaroni Journal is registered with
the U.S. Patent Office.

Published monthly by the National
Macaronl Manufacturers Association
as its official publication since May, 1919,

Second-class postoge pald at leton
Wisconsin, ond Palatine, ""nul:pp :

4

.gn 3‘&'& ..946!“'4’

Pasta Winning Over Dry Packaged Items—Sauce Sales . , .

The Winter Meeting Program ...

Pasta Places in Miami—Creative Salesmanship ........ e e T s

The Story of Prince Macaroni

------

‘A Brief History of Campbell Soup Company ........... DA IR

At Mueller's—At Goodman's

------

Catelli—A Story of Growth . .......

Grocers Facing Lean Growth—How Shoppers Buy .............. ya

Food Marketing Alert—Durum Stocks Up ...,
Grain Exporters—At the Crop Production Conference

Egg Outlook

----- LR R Y

R R A

R N R

O I R R}

Noodle Doodle, the art of crealing with pasta .............\ve.ees
Warchouses on Wheels—Making Employees More Productive . ... ....

Comments by a German Macaroni Manufacturer

Index to Advertisers .............

Editor's Notebook:

With this first {ssue in the Bicen-
tennial Year we salute a group of
macaroni firms: The Prince Macaroni
Company, Catelli, Goodman and
Muellers and a great industrial user of
macaroni products, Campbell Soup
Company,

We plan to salute more companies
with historical sketches during the
year and would urge your cooperation
if you have a company story to tell.

The Winter Meeting has been at-
tracting as much or more attendance
than the Annual Meeting each sum-
mer. Advance registrations for the
Key Biscayne Hotel & Villas (pictured

on the cover and page 8) : ¢ heay

Perhaps people like to g to

places, Delegates will find “his s
delightful and there is muc = impo

ant business to discuss,

Macaroni sales finished tl : year
an up-beat and prospects I: ok ¢

a successful new year,

Subscription Rate Increase
Because of increa:led cctr:ls nt[h[:
; a stage
printing, binding‘an J:J uugni 1
will be increased with issue W:
for twelve monthly issues, Add $
for foreign postage, Single copy P

scription rate to the

will remain at $1.00.
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On the commemoration of this
milestone in our nation’s history, we
re-dedicate our policy of excellence in the
design, manufacture and service of Food Extrusion Dies.

N nlﬁu~..

f{ < D. MALDARI & SONS, INC.
i}ﬁ@% 557 Third Ave., Brooklyn, N.Y. 11215 / (212) 499-3555
%a's Largest Macaron! Die Makers Since 1903 - With Management Continuously Retained In Same Family
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Macaroni Products:
Pasta Winning Over
Dry Packaged ltems

from Progressive Grocer,
November, 1975

There is good, steady movement in
the macaroni products category—mac-
aroni, spaghetti and noodles. Due to
the stato of the economy and an on-
Folng trend away from convenience
oods, pasta products sales were
stronger in the last six months than in
any comparable period in recent
memory. A food that goes with nearly
anything, pasta has been helped by the
resurgence of home cooking, the high
cost of meat and the price of food a-
way from home. It also seems to have
been aided by a kind of competitor—
packaged you-add-the-meat dinners,
Inflation has hurt these convenience
items but has apparently sold more
consumers on the idea of using pasta
products in. casseroles made  from
scratch. The trend could be described
as you-add-every-thing dinners,

According to a group of leading
grocery distributors, pasta  items
tacked on another 8% in tonnage in-
creases during the second quarter of
1975 on top of the same increase dur-

ing the first three months of the year,.

Dollar volume increases, which had
been running above 50% a year ago
due to shortages of wheat, have
leveled off to a more respectable 20%
level. SAMI breaks down annual
pasta category tonnage increases to
about 10% for spaghetti, 8% for mnaca-
ronl and 1% for noodles,

Condiments & Sauces:
Mainstays in
Meatless Entrees

Led by catsup and Italian food
sauce, which oolrccﬁvely hold down
neurly 50% of the categorys total
dollar sales, condiments and sauces
are riding the crest of popularity stim-
ulated by increasing preparation of
meatless dishes and leftovers. Catsup,
the cornerstone of the category (28%
of the business for the year ended last
March 14, according to SAMI), and
Itallan meat sauce are important in-

redients in casseroles and pasta
glshes. Catsup consumption per cap-
ita, according to an industry source, is

at record levels and collective figures
tend to bear this out, During the
second quarter of 1975, catsup ton-
nage climbed 11% above the same
?unrter a year earlier, This was the
ourth consecutive quarter catsup ton-
nage percentage had increased at a
rate of at least 11%. Two of the
quarters, poundage jumped over 12%,

Italian meat sauce, the second larg-
est dollar contributor to the cuncﬁ-
ments and sauces category (about 1%
of total sales for the year ended last
March 14, SAMI reports), jumped a
whopping 17% in tonnage during the
second quarter of 1975, This topped
the 12% increase registered during the
first quarter of the year, Italian food
is a basic tie-in item for dry pasta
products and its sales reflect height-
ened promotion and receptiveness of
consumers during an inflation-reces-
sion economy,

Market Note

Teenagers continue lo set spending

* They are shelling out money at an
annual rate of $253 billion, an in-
crease of $600 million from last year,
says the New York-based Rand Youth
Poll. Previously, teenager spending
gains were mostly due to population
growth, but that's no longer the case,
“The number of teenagers has stabi-
lized at 30 million and will remain
there through 1978 says Lester
Rand, president ¢ the poll. The cur-
rent growth in spending results from
inflation and “psychological reasons,”
he says,

“The expensive life-style of young
people, which embraces a vast array
of costly possessions, has been largely
accepted by parents,” Mr. Rand as-
serts. “Products which were consid-
ered luxuries a few years ago are
deemed necessities by youths and par-
ents alike,” And teen-ngers haven't
suffered that much in the recession.
Says Mr, Rand, “The overall attitude
of parents is to reduce their own
personal buying before depriving
young sons and daughters.”

Pasta Expert

Mimi Sheraton gathered the opin-
ions of nine food experts for an article
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on connoisseurship in a recer . juy
of New York magazine.

Her pasta expert was \lfru
Viazzi, born in Genoa, and p:esent)
proprietor of two “in” restaurants-
Trattoria da Alfredo and Taygl)
Calda—mentioned favorably in |
New Yok Times food feature Iy
Craig Claiborne with Pierre Franey,

“His rules for buying, cooking
saucing, and eating pasta arc almo
Oriental in their subtlety,” says Mi
Sheraton., -

On buyingt When boxed pasta
fresh, its texture is smooth and shiny
never dull and dusty, and it should
not be brittle, crumbled or shattered
certain signs that it is too old |
advanced stages of staleness,
takes on the aroma and flaver of ol
bread crumbs,

On cooking: Use lots of water—on
gallon per pound. The water should
be kept at a rolling boil or the pas
will stick together, It should be salted
—preferably with course kosher
that is not fodized. It's a good idea td
taste the pasta halfway through cook
ing and add salt if needed so its reall
cooked through to the center of t
product,

On sauces: Long thin products arg
best for fish sauces and for certaid
herb sauces such as basil-based pest
Meat sauces lend themselves to hean
ier, shorter types of pasta. To develop
an appreciation of the difference, tn
all the shapes in tum, witl only
gilding of butter and grated I'amess
from Regglo,

On eating: Northern Itali:ns win
pasta around the fork bracc * ngains
the rim of the plate. Souther Italiz
wind against a tablespoo: 0dd
enough, each faction cities i p
de;lt Italy’s last king, Victor <mma?
uel.

The most memorable dish of p
ever eaten by Mr, Viazzi wi.i senty
at the Ristorante Italia outsid: Gene
It was a timbale mold of short, rov
ditalini mixed with butter and nt
bits of prosciitto di montagunc, 0%
cured ham much like the 5w
Grisons beef, This was bathed it
beefy espagnolo sauce lightly ¥
with dry Marsala wine, and the b
topping was a crown of grated ¢
fentina cheese,
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The durum people know the difference you H
get with a quality product. That's why !
8o many of you Insist on the best:
Durakota No. 1 Semolina, Perfecto
Durum Granular or Excello Fancy Durum 4
Patent Flour. When you start with the
best, the end result Is a prize-winner.
Today's homemakers want quallity first {
of all . . . they'll be steady customers of
yours if you give them quality.

the durum people

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Phone {701) 772-4841
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THE WINTER MEETING
National Macaroni Manufacturers Association
Key Biscayne Hotel & Villas, Key Biscayne, Miami, Florida 33149

; MOHDAY, JANUARY 19—WASHINGTON ROOM

12 noan

2:00 p.m.
7:00 p.m.

Arrivals and Registration in Lobby.
Executive Committee Luncheon—Key Cove,
Board of Directors Meeting—Key Cova,

Suppliers’ Social—Poolside Reception
No plonned dinner function,

TUESDAY, JANUARY 20

9:00 a.m.

9:25 a.m.
9:40 o.m,

10:40 a.m.

12 noon

1:00 p.m.
7:00 p.m.

Speek Up For Business—new U.S, Chomber of Com-
merce film,

Greetings from President Nicholas A. Rossl,
T-Liyi-g Things Over—panel discussion moderated

obert Green,
(1) Business Outlook —Nicholas A, Rossi
Legislation, .Relations —Harold T. Halfpenny
(2) Good Manufacturing
Practices
(3) Statistical Index

(4) Durum Research,
Wheat Foundation —Lloyd E, Skinner

(5) Product Promotion —YVincent DeDomenico

Ask Your Questions—We will break up into small
groups ond rotate on twenty-minute periods.

Adjournment,
Tennis Mixer—please sign up In odvonce.

Suppller's Social—Italion Dinner Party,
South Presidentiol Room

—Paul Vermylen
—John D'Asaro

Y/EDNESDAY, JANUARY 21—WASHINGTON ROOM

9:00 a.m.

‘8

A Look et the Food Industry—George W, Koch,
President, Grocery Manufacturers 3 America,

- AR A J‘mk‘i) L

9:30 a.m.

10:30 a.m.

11:50 a.m,
1:00 p.m,
7:00 p.m.

In the Grocery Store—panel discussion moderated
Mr. Koch,

Nicholas D'Agostine Jr., D'Agostino’ Super
Markets, N'vs Rochells, N.Y,
Ronald Offhaus, President, Tops Friend'y Mar
Buffalo, N.#. i
Herberr Marra, President, May Co. Mi
polis, MM,
Ask Your Questions—We will break ur into ¥
groups to talk individually with each sanelist.
Adjournment,
Colf Toumoment—pleass sign up in c vonce.

Suppliers’ Soclol—Poolside,
No plonned dinner function.

THURSDAY, JANUARY 22—WASHINGTON ROON

9:00 am. Let's Ask the Wives: about food prices, nenu-Pd

9:30 a.m,
10:00 a.m.

10:30 o.m.

12 noon

1:00 p.m,
7:00 p.m.

ning, recipe usage, consumerism, the :oring

feeding of executives,

Panel: Linda Rossl, Nancy Vermylen
Mildred DeDomenico, Kay Skiner.

National Maceroni Institute Repert—Eliror Ehm

North Dakote Wheat Commission Raport
J. Ole Sampson

Paste Recips Contest Winmers—Howard Lomp™

Adjournment, "
Pitch and Putt Tournament—'ease sign vp
vance,
Suppliers’ Soclal—Dinner-Dance
South Presidential Room.

FRIDAY, JANUARY 23—KEY COVE :
9:00 o.m. Board of Directors Meeting—adjournment by

THE MACARONI JOUR

a Places in Miami

7&3 :orth . section of Miami has
poute¢  an  incredible number of
sn « teries—ranging in elegance
g 2 < and-up hole-in-the-wall to o
jger-pr.. 1 tourist trap.

. Marcella's

nown of the Italian restaur-
is' Marcella, who lhasn't
with a sumame for some
he founded Marcella’s Restaur-
N.W, 183d St. and 7th Ave. on
ng, watched it expand until
up half a block, then she added
cina (My Kitchen) next door,

TLow prices, huge mounds of food,
d 8 homey atmosphere keeps the
owds coming to the restaurant; and

Cocina attracts people from all
er the state (including the gover-
pr), who come for a fabled 12-course
ed-price (currently $13.50) dinner.

To keep the quality high, she gr vs
| her own herbs, in a doory, ar-
Pa that has long since swallowed her
n space, nmf has started a pizza
ory, On her frequent trips to her
meland she picks up trinkets for
factory; her last one was an
18000 fettucini-maker,

And somewhere in her dervish of
wess she has managed to become
iaml’s relgninE;h cateress, packaging
h galas ns the $1,000-per-person
hilarmonic . bash and 'a  recent
5000 Bar Mitzvah,

Ah, 1nama mia, one wonders how
i meat warm immigrant, whose
nglish could win the sweepstakes at
e T we - of Babel, does it, For she's
¢t in the restaurant stirring the
Hen apanato for the luncheon
“. . . hovering in Mi Cocina to
sure t' > bucconcini of pheasant is
B tly >rved at dinner . . . and at
dight her vans parked in some
bdlite’s driveway, she's acceptin

l:tiliagr- toasts for her seaf

Laurenzo's

Nerby ot 16385 W. Dixie, is
20, A horse of a different
(" Batically an_ Itallan-American
Permarl. ot (with ethnic foods from
. 400t everywhere else, toa),
"enz0 added a take-out counter so

2uld share some of his family's
il dishes—and then had to add
5ble or two because people would
™ In the nisles nibb ng their

ARY, 1976

cannelonis,
agnolotti,

Now, located between the spicy
deli section and the aromatic bakery,
is a full-fledged little restaurant—per-
haps the only one in town that is
filled by 9 a.m. (mostly by shoppers
who fall under the spell of the cheese-
and-garlic fragranca),

their parmigianas, their

On Biscayne Boulevard

Another grocery-grown-gourmet is
Vintino's Piccolo Mundo, on Biscayie
Blvd,, with a selection of great wines,
cheeses and produce on one side and
a dozen intimate tables on the other,
It's not your typical spaghetti house,
not by a long shot; delicate sauces,
haunting herbs, and unusual combin.
ations are the mainstay, The Fettucini
Souffle and Chicken Scapariello are
excellent,

Casa Santino, at 110th and Biscayne
Blvd,, is a pricey showplace, but none-
theless monages to Il its baroque
rooms with patrons most evenings,
The food is predictable, Leavy on the
pasta, but the wine cellar is good and
the ambiance rates three stars.

Carinu’s and Rocky Graziani's are
both close by on Biscayne, with simi-
lar fare, and new Italian places open
in this northern suburban area all the
time. For many Miomians, it's a
revederci to fried chicken, hello to
pasta,

Creative Salesmanship

James Herst of Systema Corporation,
Chicago, observes:

The first casualty of an economic
downturn is the salesperson who must
personally meet the prospect and ab-
sorb the shock wave of valid negative
responses. Creative selling is never
easy. And it is toughest if what you're
selling is really not a necessity and if
price requires more than an impulse
decision,

Perform the Sales Activity

Every sales situation is not differ-
ent, As he seeks to perform his re-
sponsibilities, the salesman really has
two objectives, which when met, will
enable him to “make-the-sale”, The

- Hrst objective is to perform the sales
activity; secure the interview, deliver
the presentation and ask for the order.

Feeling of Worthiness

The secoud objective is to achieve
a feeling of worthiness. The salesman
must be able to satisfy his need of
accomplishment, whether an order re-
sults or not. If his feeling of worthi-
ness is non-existent, the interview, if
conducted at all, is at best a rote that
when completed adds to the anxiety
and conflict the salesperson really
should have learned to dismiss,

Opportunity Abounds

Cpportunity abounds for the sales-
person who can “function” profession-
ally in a tough market, His expecta-
tions of success may have to be re-
vised, but he'd better know what to
do on a continuing basis so that his
personal position within his own or-
ganization, as well as the acceptance
he must sustain from his marketplace,
will both prevail to ensure his im-
mediate and long term future, With-
out doing so, he might as well term-
inate at once,

There are principles of sales per-
formance that can Ee used now. The
salesperson should be so convinced of
his ability to perform and succeed
that he reflects this belief in every-
thing he says and does, When mak-
ing a call, be reminded of the pros-
pect’s importance and reflect his sin-
cere feeling to him, And, listen to the
prospect more closely than he's ever
been listened to before. These per-
formance principles alone won't ac-
complish the order, but they will help
to position the salesperson to achieve,

But, he still must supply additional
ingredients. Get control of the inter-
view. Use negative selling to quiet
prospect fear while gaining control,
The salesperson who does not under-
stand how negative selling can in-
spire confidence and lend validity to
his purpose is going to find it tougher
in these times,

Hold off carly enthusiasm, Becotne
enthusiastic only after you've un.
covered from the prospect some rea-
sons to be enthusiastic. As you work
with your prospect, be sure he knows
you understand what he wants, Pros-
pects base their purchase on what the
salesperson  believes, provided the
prospzct feels the salesperson under-
stands what s wanted,

(Continued on page 38)
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The Story of Prince Macaroni

The Prince Macaroni Company first
took its name from the street where
it was born, and in the decades since
has earned it with the integrity of its
products.

By 1817, the combination of quality
products and warm personal service
began to pay off, and Prince Maca-
roni moved to larger, more modem
quarters on Commercial Street. A gen-
cration of Americans went forth to
save the world for democracy, and
came home to establish the opulent
madness of the “Flapper Era”, During
these turbulent years, the American
taste for macaroni products continued
to grow and, once again, in 1939
Prince had to move to larger quarters
in Lowell, Massachusetts where com-
pany headquarters are still located,

TO INSURE THE QUALITY IN ANY MACARONI

PRODUCT ALWAYS SPECIFY %4 ’m

Chairman Joseph Pellegrino President Joseph P. Pellegrino

¢ William Howard Taft was trust- Browns won the National Foo

busting in the White House. Roman Macaroni Company League championship and held i
® Sun Yat Sen had just overthrown M. Joseph Pellegri as, in 1939, the next five yenrs..'l'hesc same , N
the Manchu Dynasty in China. Sl Sonver s yanen of e Were years of acquistion and il WHETHER YOU'RE MANUFACTURING LONG GOODS

e The Titanic met an iceberg on Roman Macaroni Company of Brook- in new markets for Prince.
her maiden voyage and sank off New- lyn, New York. After a fire destroyed e The Cardinale Macaroni ¢
foundland, the Roman Company’s plant, he ar- pany ot Brooklyn, New York.
ranged o have Prince supply the e The Meisenzahl Macarom ¢
company's pasta needs—and within ¢ . of Rochester. New York
year he acquired controlling interest PN OF HoOc Jestos, INew LK
e The mﬂi:ic of wheels out of De- iy, the rising New England company. o The Roma Macaroni Cor
troit were changing the face of the ijis vision of the future of pasta prod- of Chicago, lllinois, a distri
nation, uuts was given impetus by the rapidly  added new capacity and new ma

expanding demand during the war ing horizons to the Prince o
A nd, in the venerable city of Bew. Years. Connecticut and Rhode Island ey to growth,

Pri as born. The ye.e Were added to the company'’s market- )
wasnllzjlg—:l“\L:jl)\";soodog?cﬂr }gr";.ukl ing area, and the growth of Prince * Tha Princo brand ws f

trition in Awerica. Three Italian im- Degan. :;;- tll;i"‘.\(::ﬁll:!,;:‘;:w:::m;::gn:lit. i
migrants, pursuing the “American  The year was 1850—"Glve 'em hell” - inted {n Washi e
Dream” in Boston’s North End, sct up  Harry Truman ordered the army to V'€ 8ppo I’IFL I'in Wash 'ng‘ i
a macaroni factory in a small store on  seize the railroads to prevent a na- Roanoke, Virginia, Cincinn: i,
Prince Street. tional strike, The great Cleveland (Continued on

|
I
|
|
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NoobLEs ¥ 7 ]oR OTHER SPECIALTY SHAPES,
ESIJIYOU'LL FINDIA:

e The Keystone Cops were pack-
ing'em in at the Bijou.

IS ALWAYS UNIFORM

IN COLOR AND GRANUL ATION. 'BECAUSE OF

bty Tass Fard

s i,

0'7 AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn. — Genural Offices: St. Paul, Minn. 55165
Telephone: (612) 646-9433

Prince Corrugated, Lowell
THE MACARONI JO
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"Prince
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1

1946

of Prince Macaroni

Integration

d companies:

sauces and prepared foods,

companies.

nce Lithographers, formerly

D Fabricating Company were

cquired,

1965 Prince ncquired Chem-

International.

the following year, 1966,

also acquired the Michigan

oni Company and subsequently

L . J e the Vivison Macaroni Com-
TR g of Warren, Michigan. Their

SR N T e operations are now known

ne Macaroni of Michigan, In-
ated,

Piince Spaghetti House

on'y expert in the manufacturc
ta. Prince knows how to cook
l sirve it too. In 148 Prince
ed the Prince Spaghetti House
5to . and in the early 60's es-
ed the Prince Grotto on the
f the main plant in Lowell.
Prirce  Grotto, with its lovely
and old-world atmosphere
ptinued to flourish and is cur-
opcrated on a lease basis.
e Dutch Maid Macaroni Com-
Allentown, Pennsylvania was
ed in March of 1971, Prince
s u family of egg noadle prod-
under the Dutch Maid hrand

s o’ AR sxik

Prince Macaroni of Michigan, inc.—W

e Bt
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(Continued from page 10)

20 ~an, Puerto Rico. The com-
8 ,)-  purchased a warchouse in
g1, 1 orida and began distribution

letter integrate operations,
p began In 185556 to acquire

osclli Foods of Pennsauken,
Jersey, novt Prince Macaroni of
Jersey, Inc., manufacturers

he Cleghorn Folding Box Com-
now known as Prince Packaging
ation, supplies Prince’s needs
ding cartons as well as for many

nce  Corrugated  Container
ration was formed to fill similar

nce became a 51 percent part-
the Princa-Gattuso Macaroni
any in Montreal, sold its inter-
1068, and built a new plant in
herville, Canada, now known as
Macaroni of  Montreal,

ir & Company, Ine, and the

¢ The Viva Macaroni Company of
Lawrence, Massachusetts was ac-
quired in 1972,

e In the same year, Prince estab-
lished the W-R Packaging Machinery
Company.

Today, Prince stands on the thres-
hold of a new era of marketing and
growth, totally prepared in terms of
capacity and fully integrated facilities.

Full Product Line

Their full retail product line, in
addition to all varieties of spaghetti,
macaroni und ege noodles includes
sqﬂglwtti sauce and prepared foods in
glass jars. The fuest grade of Cali-
fornia tomatoes, high quality herbs
and spices, pure olive oil, butter,
sherry wine and the choicest grade
of meats are used in all their spaghetti
sauce recipes.

Durum wheat, the choicest, cost-
liest wheat in the world, is the base
for all their pasta products.

Follewing basic traditions they
clussify their pasta products as Naples
style—spaghetti, macaroni, ziti, el-
bows and other types that owe their
popularity to the Naples area, They
manufacture 24 varieties of these pop-
ular products,

Genoa cut products are the curvy,
twisty products used for specific
recipes such us lasngna, cannelloni
and  manicotti, Prince’s 17 varieties
include all the important cuts.

Prince eggs noodles, which com-
bine faney patent flour of Durum

wheat with farm-fresh golden egg
volks, are high in protein, low in
starch and vitamin-enriched. 18 var-
feties offer perfect egg noodles for
every recipe.

Sances & Processed Foods

Spaghetti  sauces, meatless, with
meat and with mushrooms, marinara
sanee, pizza sauce and Italian cook-
ing sauce are of growing importance
to Prince reil sales,

Items specially packed for institu-
tional use have put Prince solidly in
the market for institutional products.
They offer regular spaghetti, maca-
roni and egg noodle products, as well
as protein-enriched  varieties  which
can be served as meat alternates, No,
10 cans of special products such as
sauces, spaghetti, ravioli, corned beef
hash, chile con carne, sausages and
meat balls are offered as well as spe-
cial high protein tinmed products,

School Tunch programs, served by
their distributors, are major users of
these high protein foods.

Specialty products for the retail
trade include pasta products, bread
crumb mix, macaroni and cheese din-
ner, and shells and cheddar dinner,
Romano, Parmesan and a blend of
Romano and Parmesan cheeses are
also offered,

Superoni, a line of elbow macaroni
and thin spaghetti containing 22 per-
cent protein, is another key item in
the Specialty Products line, Superoni

(Continued on Page 16)




Drastically reduces the time required in the production cycle.

High r drying temperatures reduce plate counts to well below industry standards while
 enhcncing product flavor and quality.

%

Electronic controls sequentially start and stop fans as the product moves by, i
Pneumatic controls requlate relationship between time, temperature and relative
humidity. i
{ 0
At the end of the final dryer, a power-driven cooling section reduces product temper- §
alure to a safe packaging point. b

Braibanti ATR—newest in the long line of Braibanti pacesetting Pasta Dryers.

Braibanti, the world's foremost manufacturer of Pasta Equipment,

Plate Counts Side Panels Open for Cooking Qualitics Drying Time
Slashed, Easier Cleaning Improved. Chopped.
Lock Tight to Stickiness Elminated.

Consarve Energy.

b m ek b o a b e o E

Automalic Extrusion Press

Preliminary Dryer
with Sprrador o

Final Dryer Product Cooling Section Storage Silo Stripper

ratbanli

Brﬁib&f\ﬁcorpomtion exuigiTon

60 EAST 42ND STREET-SUITE 2040 « NEW YORK N. Y. 10017

PHONE (212) 682,6407-602,6400 « TELEX 126797 BRANY B DOTT. INGG, M., G. BRAIBANTI & C. S. p. A, 20122 Milano- Largo Toscanini 1
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Story of Prince Macaroni
(Continued from page 13)

is the only pasta product high enough
in protein to be recognized by the
U.S. Department of Agriculture as a
meat substitute for the school lunch
program.

Prince products are more than pure
ingredients—more than a story of
great variety and the ability to supply
many markets and needs. The consis-
tent high standards of quality result
from tﬁe dedication of people—the
men and women of Prince who put
their pride in their work—they put
the priceless ingredient of integrity in
every product package,

In the beginning the Prince Maca-
roai Company was formed to express
the dream of a few hard-working im-
migrants for a better life in their new
country. The enterprise they founded,
following the same principles of hon-
esty and dependability with which it
began, has maintained its personal
touch with employees, customers and
the community through eras of
growth and change,

Growth Industry

The macaroni industry is a growth
industry, During the past decade, the

er capita consumption of macaroni
“has increased faster than any other
carbohydrate food.

o It has gone up faster than the
rapid growth of population,

o It has gone up faster than its
closest competitors,

These trends are expected to con-
tinue, And the innovative thrust of
Prince Macaroni will make the most
of them in new products and new
markets,

Dutch Maid Noodles

Dutch Maid Noodles will launch a
“Pleasure You" promotion with a full-
color full-page ad in midwestern and
northeastern regional editions of De-
cember Family Circle and Woman's
Day.

The ad carries a mail-in coupon for
obtaining two “Pleasure You" Dutch
Maid  offers—exclusively  designed
Dutch Maid needlepoint kits (33.00
each) and Dutch Maid stuffed rag
dolls ($1.00 each).

A 10¢-off store coupon good on the
purchase of u 18-0z. package of Dutch

16

Maid Noodles is also part of the ad.

The promotion will be backed by-

arresting point-of-sale material and
an in-pack coupon program.

Retailers can get further informa-
tion from their Prince Macaroni sales-
man or broker, or by writing to Prince
Macaroni Co., Prince Ave., Lowell,
Mass. 08153,

A Brief History of
Campbell Soup Company

Campbell’s success as a company
is based on a simple formula of as-
suring consumers uncompromising

uality, good nutrition, and excellent
value at all times.

The company had its beginnings
in 1869 in Camden, New Jersey, still
the location of one of its largest pro-
duction facilities. It was here that
Abram Anderson and Joseph Camp-
bell established a canning and pre-
serving business which rapidly gained
a reputation for quality food products.

Now in its second century of con-
tinuous operation, Campbell has been
best known since 1897 for its popular
canned, condensed soups, which be-
gan to be identified by the famous
red-and-white label one year later.

The familiar medallion which has
decorated labels of Campbell con-
densed soups throughout this century
was awarded to the company at the
Paris International Exposition of 1800.

The Campbell Kids, another fam-
ous company trademark, were launch-
ed in 1904 on a “career” that has made
them among the most widely fea-
tured and lovable characters in the
history of American advertising.

Franco-American Line

During the 1920's Franco-American
spaghetti products were added to the
Campbell line, The company's first
foreign subsidinry, Campbell Soup
Company Ltd,, was established in
Canada in 1930, and the first overseas
subsicliary, Campbell Soups Limited,
was established in England in 1933,

Ini 1842 Campbell sales topped the
8100 million mark, and the quarter-
century that followed was mn(hcd by
further expansion and diversification.
“V-8" Cocktail Vegetable Julce was
added in 1948, In 1854, the company's
stock was offered to the public for
the first time, In 1955, Swanson fro-

zen foods joined the company” prod
uct line. Pepperidge Farm Piadyg
in the United States and lielagy
Products in Belgium, Franc: ay
Germany were added in 1061, Codiy,
Chocolatier was formed in 1966 1
offer Godiva candies in the Unite
States following the company’s initiJ
investment in European Godiva com-
panies, since fully acquired. Champ
ion Valley Farms, Inc., the company;
pet food subsidiary, was established
in 1869,

Food-Awny-F rom-Home

Campbell entered the food-away
from-home field in 1970 and now
operates a growing variety of restaur.
ants which include fast-food units
family-style steak houses, table-ser.
vice establishments, coffee shops and
pizza parlors.

The company's entry into the re-
tail gardening center business began
with Lexington Gardens, Inc., in 1972
Pepperidge Farm Mail Order Com-
pany, Inc., commenced offering fool
specialities and gift items by mall the
same year, Another subsidiary, Tech
nological Resources, Inc., was formed
in 1975 to explore new technologies,
business and product opportunities
for the company and to provide tech
nical and consulting services for ev
ternal clients.

Today, Campbell makes more than
400 special recipe, high-quality cor
venience foods including condensed
and ready-to-serve soups, cann
juices, bean and pasta produdts, fr-
zen prepared foods, breads a:d othe
baked goods, candies, desser' -, snack
and cracker items and pet ' ods o
27 plant locations in the Umic.d
States, five in Canada, and « thers io
Australia, Belgium, England France,
Italy and Mexico.

Price Reduction
During the past six mouths, the
Campbell Soup Company fustituted
price reductions on more than 140
its products in the United Stales
Products affected included Camp
bell's Soups, Chunky Soups, “Swa*
son” and “Pepperidge Farm” frox?
food products, “Swanson”

foods, “Franco-American” Slmﬂh‘*ﬁ

products, “Pepperidge Farm" bres ‘
rolls and biscuits, and products ™
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Mueller Officials

The lioard of Directors of the C. F.
\fueller Company has announced that
Lester it. Thurston, Jr., President of
the Cou:pany, has been elected Chief
Executir ¢ Officer, In this additional

Lester R, Thurstom, Jr.

capacity, Mr. Thurston, succeeds H,
Edward Toner, who died October 15,
1975,

The Board also elected Richard A.
Post, Executive and Financial Vice

Richard A. Post

President, and promoted Edwin ].
Geils to Secretary-Treasurer. Mr, Post
had been Treasurer and Financial
Vice President, and Mr, Geils pre-
viously was Secretary and Assistant
Treasurer.

Edwin J. Gells

Campbell’s Prices
(Continued from page 16)

keted to the food service industry.
The selling price reductions reflected
operating improvements and some re-
ductions in the costs of some ingredi-
euts during the year.

Selling prices of the company’s
food products in the United States
were only one per cent higher at
fscal year end than at the beginning

year.,

The .werall consumer price index
increase | by 9.7 percent during the
sme pi -iod, while prices of packaged
foods ¢ nerally increased by 9.4 per-
Wnl.r ishable foods by 13 percent,
and all ‘wods by 118 percent,

Durit ; the past five fiscal years,
the con.pany's selling prices for food
product . in the United States have in-
aeased by 32 percent, while prices
lor pact ged foads generally have in-
teased hy 62 percent, perishable
foods by 52 percent, all foods by 54
Prcent, and the overall consumer
price Index by 39 percent.

Ronco Ad

. A full-color ad for Ronco Noodles,
'R_Soullwm and Midwestern regional
w:inus Ufi December Family Circle,

T readers a recipe for Noodles
Stroganoff, £

Iuary, 1976

At A. Goodman & Sons, Inc.

Robert Cowen Jr.,, a fourth-genera-
tion descendent of the company's
founder, has been elected president of
A. Goodman & Sons, Inc. He and
Melvin H. Golbert, vicepresident, also
were named corporate directors, The
Long Island City firm produces Good-
man's Noodles, Matzos, Soup Mixes
and other food products. Mr. Cowen
Jr. succeeds his father who natified
the company of his retirement after
50 years of active association and was
named Chairman of the Board,

Augustus Goodman, a Union Army
baker and great grandfather of the
new president, opened a bakery in
Philadelphia in 1865 following the
end of the Civil War, He was the son
of Chanah Goodkind who carried on
the Goodman family’s tradition as
community bankers hegun in Europe
in 1766.

The company's plant was moved
to New York City in the 1880°s when
distribution of Goodman's products to
grocery stores began. In nddition to
varieties of noodles and other pasta
products and dry soup mixes, Good-
man's matzos are a familiar product
throughout the country at Passover
time and during the year.

Mr, Cowen Jr, lives in Livingston,
N.J. with his wife llene, and three
children, Robert III, David and
Peggy. He is a graduate of Columbia
College and Columbin Engineering
and presently finishing his M0A at
New  York  University’s  Graduate
School of Business. A trustee of
Temple B'nai Jeshurun, Short Hills,
N.J., Mr. Cowen Jr. also is treasurer
of the Metropolitan New Jersey Chap-
ter of the American Jewish Commit-
tee,

Robert I. Cowen, Jr, Vice President and
Treasurer of A, Goodman & Sons, Inc,, 110-
year-old posta and kosher food firm known
best for its noodles, macaroni and spaghetti
products, Next to Cowen is a disploy of
Goodman's packaged food products,
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Catelli - A Story of Growth

from the Company’s annual report

resldent John F. Romal

In 1867, the year Canada became a
nation, C, H., Catelli founded a
small food-processing business in
Montreal, More than half a century
later, Mr. Catelli retired and sold con-
trol of his now-thriving business to
the Bienvenu family., As the years
passed, the company name was
changed to Catelli Food Products
Ltd, and in 1954, reflecting the ac-
uisition of Dominion Preserving
gumpnny and their line of Habitant
products, to Catelli-Habitant Ltd,
Products of the Montreal-based com-
pany achieved much wider distribu-
tion with construction of a new pasta
plant at Lethbridge, Alberta, in 1048,

In the late fifties, Catelli-Hahitant
became part of the Ogilvie Flour Mills
Company Ltd, which in 1888 was it-
self acquired by John Labatt Limited,
Catelli-Habitant, now the Packaged
Food Division of the Labatt group,
strengthened its marketing base with
the addition of the Ogilvie consumer
product line, including Five Roses
All-purpose Flour, one of the most
popular brands in Canada. Quite
naturally, marketing people came to
know the company as Catelli-Five
Roses, Until 1972, that is, when the
Catelli corporate name was officially
adopted concurrent with the new
symbol. Recent years have been es-
pecially important to Catelli’s growth,
Romi Foods, a Toronto-based pasta
manufacturer, was acquired in 1966,
adding considerably to our production
capabilities in the rich Ontario mar-

ket. A new Montreal plant and ware-
house complex, as well as an expan-
sion to the Lethbridge plant, were
completed in 1971, The following
year, a newly expanded canning fa-
cility featuring three high-speed steri-
lizers was added. 1973 saw the start-
up of Catell’s aseptic canning opera-
tion, the largest in the country. A
brand-new pasta-manufacturing faci-
lity for Montreal is scheduled for com-
pletion in late 1975,

Dry Pasta

125 million pounds (58 million k
of pasta per year by 1975! That will
be Catelli’s total anticipated produc-
tion capacity when our Montreal plant
expansion is completed. As Canada’s
largest producer of pasta products, we
have plants in Montreal, Toronto and
Lethbridge marketing 32 different
shapes in a variety nF package sizes.

Extensively-publicized recipes, de-
veloped by Catelli's home economists,
have made this staple product an in-
dispensable ingredient in a wide range
of main courses, salads, side dishes—
even desserts,

As a result of our intimate know-
ledge of the industry, we have pio-
neered new processes, new products
and more efficient production meth-
ods. Most significantly, Catelli recent-
ly installed one of the few microwave
pasta dryers in North America, a
process which drastically reduces the
drying time of short-goods products.
We are continuously directing our
efforts toward improvements and new
developments, not the least of which
is nutritiona) fortification.

Canned Products

Catelli's modem canning facility,
located in Montreal, is equipped with
three high-speed continuous cookers,
providing us with a total yearly capa-
city of 115 million pounds (52 million
kg) in 8-ounce (227 g), 14-ounce (397
g) and 28-ounce (784 g) sizes,

With eleven taste-tempting varie-
ties in 3 can sizes, Catelli’s Habitant
brand is by far the leading ready-to-
serve soup on the Canadian market.
In addition, Catelli offers a wide range
of sauces: Tomato, Marinara, Meat

Catelll Pasta Products

and Mushroom Spaghetti Sauces, il
Barbecue Sauce and Hot Chick
Sauce.

Other Catelli canned products i
clude cooked spaghetti and ravioli

Pattern for Growth

Between 1968 and 1972, as part o3

our overall growth plan, we nchleved
the four major objectives we had
for ourselves. First, to consolidate o
diverse line of consumer food prod
ucts. Second, to renovate and expand
our manufacturing facilities. Third, i
establish a strong base from which
build. Fourth, to maintain a ¢ nsisten
growth pattern.

The measure of our su cess i
achieving these goals lies in the k
that Catelli sales and pro:ts ha
grown in remarkably close rar o too
investments in people and te: molog

One investment that has p. d had
some dividends in consumer -00dwi
and product-development oj:portun
tes is our Consumer Service De
ment, Catelli staff dietitians aud ho
cconomists respond to consumer
quiries about recipes, menus and w
trition. In addition, they keep abres
of government regulations in the are
of contents and labeling.

To pave the way for future growt
Cntell? has set a policy of adsp¥
bility . . . a continuous re-cvnlul_t;]
of, and adjustment to, world so€io®
gical and economic trends. lnﬂﬂll
raw-material shortages, the desir®

THE MACARONI JO

better « ality, more nutritious food
oduct: -these are not obstacles to
owth, ut rather stimuli to better
armance and optimum use
technology and materials,
«d consumer demand for
oducts, coupled with the
beed for more modern and eflicient
wlities, have resulted in major capi-
il inves: nents,

New warehouses, offices, canning
d aseptic processing facilities over

past f years have required capital
spenditures In excess of $15 million,
Current expansion of our pasta man-
acturing facilities will result in an
h ﬁonaﬁ‘ expenditure of $3.5 million,

In response to new opportunities,

lli will continue to invest capital

 ventures which can profitably aug-
pent our current business,

[ncre:
telli

The Company We Keep

As Packaged Food Division of the
ohn Labatt Limited group of com-
panies, Catelli has access to the tech-
wlogical resources of the other mem-
ber companies in food and food-re-
ted industries, This cross-pollination
o expertise and technologies is mut-
ully stimulating and  invaluable
uurce of ideas and potential,

To provide n broader picture of

lellis corporate family, here are
ume of the Canadian companies to
hich we are related:
| Labatt Breweries of Canada Lim-
ted brewing,

The Ouilvie Flour Mills Company,
Limited 1 illing & processing of cereal
products

Laura
manufact
wnfectio

Ault |
wts inc)
o butt

Indust I Grain Products manu-
idure «  wheat starch and deriva-
fves, gl n, hydrolysates,

Delm:  Chemicals Limited manu-
future © pharmaceuticals and nu-
bitonal  Iditives,

Pamel Foods Limited industrial
Alerers 1 ud vendors.

Wine Securities Limited domestic
ule wines,

And in the U.S.:
DeMel‘s Inc, confectionery prod-

:cord Candy Shops Limited
re and sale of high-quality
ry products.

ods industrial milk prod-
ling cheese, milk powder

ch!f Francisco, Ine. institutional
"en meals,

Wuary, 1976

. d“\f g

ond warehouse complex

Manning's, Ine. food-service man-
agement,
Catelli-Habitant Inc. canned soups.

Grocers Facing Lean Growth

Total grocery store sales will show
only minimal growth over the next
years, according to two Harvard Bus-
iness School professors.

The professors gave several reasons
for the slowdown in growth of gro-
cery sales. Among them are the re-
latively low rate of population growth
and the fact that people are eating
more meals away from home,

The population also is older than it
has been, with the big bulge being
in the 25-34 year category, rather than
in the teen-nge bracket.

‘The information was part of a study
called “The Consumer and the Super-
market” conducted by Harvard's Rob-
ert D, Buzzell and Walter J. Salmon.
The study was sponsored by Family
Circle magazine and the National As-
sociation of Food Chains and will be
published later this year,

Crisis Started in 1972

The study reported that o “crisis”
in the food industry started in 1972
and has continued because of the
slowe: population growth; the first de-
cline in real per capita income since
the late 1050s; the highest unemploy-
ment rate since 1941, and sharply
higher food prices.

Consumers have responded to this
situation by shifting purchases from
higher-to-lower-priced items and from
luxuries to staples,

“Consumers have also shown a
strong tendency to ‘cherry-pick’ for

bargains, especially by buying fea-
tured items and by using coupons in
much greater numbers than before”,
Buzzell reported at a recent NAFC
meeting,

He also said there has been a signi-
ficant decline in the number of new
products, partly because of the high
investment costs, but also because
consumers have shown less interest
in them.

“Curiously, in spite of the economie
pressures on the consumer, eating a-
way from home continued to increase
in 1073 and 1974 at almost the same
rate us in the late 1960s. Thus, restaur-
ants and other institutional food oper-
ations gained substantially relative to
grocery stores”, Buzzell added.

He said it seems virtually certain
that the proportion of the total food
budget spent away from home will
increase in the future, The reason:
food service operators have faced a
lower rate of inflation in costs than
supermarkets, shrinking the price dif-
ferential between a meal eaten out
and one eaten at home. Fast food
operators also have drummed up
more business by advertising more
aggressively,

How Shoppers pass,
buy items

Progressive Grocer magazine has
studied shopper behavior in major
departments in three stores as they
pass, buy and put back items.

If one were to develop u “hesita-
tion index” (by dividing the percent
of shoppers who pick up but don't

(Continued on page 24)
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Pasta
Partners. '

Peavey and pasta makers. Working together . .. partners in
profit. Milling of Semolina and Durum flour isn't a sideline
with Peavey. We're more in the total people feeding
process than most suppliers to the pasta industries . . . from
field to table. Peavey 1s a leading supplier in both thly
products and production capacily for service to customers'
total needs. We've been at it over 100 years, And we
believe our future growth depends on helping our pasta
manufacturers grow.

In fact. pasta is a way of life with many of our Peavey
people. Everything we do has one objective. To bring you the
finest Durum products. With rich golden color. The ~olor of
quality King Midas Semolina and Durum flour.

That's why we begin with the North Country’s finest Dururn wheat. And mil! it
in facilities designed specifically lor the production of
Semolina and Durum flour.

We make pasta in miniature press and dryer operations. |
And we check the pasta for color and constancy. We also
work with our customers on new product innovations. . .
creative shapes. .. with this mimiature equipment.
Confidentially, of course.

We even develop recipes using pasta. Like the dishes at

5 IE ] the lell. Recipes are avaiiable to you with no obligation. Just
write to Peavey. Anything that helps make pasta more
appealing lo the housewife 1s good for the pasta makers.
| And good for Peavey.
| Today. Peavey is the hrst suppher of Durum produclts with

atotal range ol grades and granulations. To malch your needs.
Plus people who look upon themselves as your pasla partner.

4 PEAVEY COMPANY

Sales Ollices "'+ o
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How Shoppers Buy
(Continued from page 21)

buy by the percent who buy), some
interesting  conclusions might be
drawn. For example, dividing the 14%
“putbacks” in fresh fruits by the 55%
who buy results in a hesitation index
of 25—not unreasonable for a fresh
product that can vary considerably
in freshness appeal. Pork, however,
would have an index of 82 (due to
today's sky-high prices?) and beef 67,
Other high hesitation factors would
apply to frozen vegetables, hardware,
nng luncheon meats, among others.

On the other hand, there is little
hesitation (and perhaps strong brand
preference) in products like bleaches,
detergents, foils, mustards, macaroni,
rice, feminine hygiene products, and
potatoes.

When percent of shoppers who buy
falls to less than 5% an index would
be likely to badly overstate matters,
but where buying rates are brisk such
an index would seem to offer an
operator valuable clues as to present
buyer resistance to certain types of
merchandise,

Among items listed:
Plck Up,
Pass  Buy Don't Buy
Packoged Dinners  72% 1% 2%
Macaroni 78 34 2
Rice 72 11 0
Polatoes 95 18 1

Who Buys the Most Frozens?
Less than 10% of a store’s shoppers
often buy more than 90% of a parti-
cular item, Adapting meichandising
to these heavy users can be an im-
portant stimulus to business. Informa-
tion about such heavy users is drawn
from the Target Group Index, an an-
nual survey by Axiom Market Re-
“scarch Bureau, Inc, one of the
largest and most prestigious re-
search organizations in the world.

Frozen Main Courses
(Casseroles or Entrees)

Average Homemaker (Index=100)

Homemakers 18-24 ...............128
Employed Full Time .........__125
H/H Income $25,000 or more ...123
Single 2 132

Widowed/Divorced/Separated 120
Married 14 years ... 112

*Heavy User=2 or 3 times a month
(8.8% of all homemakers)

MU e A e sk A

Food Marketing Alert
The food supply situation for De-

cember reported by the U.S, Depart-

ment of Agriculture;

¢ Beef—plentiful. Cattle count Jan-
uary 1 will show a drop. This means
the industry has retrenched in the
face of rising costs, declining prices
and steep losses of recent years, In
effect, the industry has pared it's
inventories to bring them into line
with demand and sees better days
ahead.

® Pork—light. Production 20% below
a year ago.

* Boilers-fryers—plentiful, for the
first time since March, 1974,

® Turkeys—adequate,

* Eggs—adequate, See “Egg Out-
look™,

® Dry beans, dry peas—plentiful,

¢ Rice—plentiful with 1975 crop up

® Fresh potatoes—adequate, but 7%
below year ago. Frozen potato
stocks September 30 were at a
record hi i

* Wheat—; xicnliful, record crop tops
last year's record by 10%. Good
crops around the world show Ar-
gentina up 40%, Australia, a serious
competitor for Asian markets, and
Canada enjoying the same kind of
increases as the U.S, There will be
[:lenty of competition for export

usiness,

Projected Durum Supply & Use
1975.76 (million Eushels)

Beginning Stocks 21
Production 121
Supply 142
Domestic Disappearance 40
Exports 60
Total Useage 100
Ending Stocks 42

Durum Stocks Up 36%

This year's Oct. 1 wheat stocks in-
cluded 117,706,000 bus of durum
wheat, up 36% from the 86,373,000 on
the same date in 1074, It also was up
32% from the 89,363,000 on Oct. i,
1073, Durum stocks on farms as of
Oct. 1 apgregated 89,383,000 bus,
against 64,000,000 a year back, while
off-farm aggregate totaled 28,323,000
bus, compared with 21,377,000 a year
back, Disappearance of durum wheat
in the July-September quarter aggre-

gated 24.1 million bus agains 209
million in the same three mon 15 of
the preceding year,

Better Durum Quality

Dr. L. D. Sibbitt of North 1 akgy
State University reports:

Fifty percent of the 1975 durup
crop samples have been analyzed, Ac.
cording to preliminary tests, the aver.
age durum grade this year will pe

US. No. 1 hard amber durum, th §

same as 1874, He continued, “The
average durum test weight is set af
613 Ibs per bu, up from last years
final 60.7 figure. Average vitreow
kernel content is 83%, down four per.
centage points.” Total physical de
fects, which include sprout, frost and
other kenel damage, average 2.9% up
from 2% in 1974. The durum mols.
ture level was 12.7¢%."

Better extraction raie; good color

Dr. Sibbitt went ¢n to say that the
percentage of extracled semolin—
the milled product of durum wheat—
is 1.8 percentage polats higher than
last year, “Visual inspection of semo-
lina indicates that color scores may
be somewhat higher than in 1074, a
year in which abnormal growing and
harvesting conditions were experh
enced,” he continued. “Good color is
an important quality factor in the pro-
duction of pasta products, mcaroni,
spaghetti, noodles, ete.”

Multifoods Milling
Superintendent

Charles E. Jordan has bee:
milling superintendent for
tional Multifoods’ industrial f ds di
vision. In this position, he is spon
sible for all milling processe: at the
division's nine flour mills,

Jordan has held several mil! g p*
sitions at Multifoods facili es in
Salina, Kan., Buffalo, N.Y.,, aid De
troit, Mich. He also was head milkr
at Cleveland, Ohlo, for Cerea: Food
Processors, Inc, where he wus em
ployed from 1872 to 1675,

A 1050 graduate of Solomon High
School, Solomon, Kan., Jordan hol
a bachelor of science degrec from
Kansas State University, Manhattsn

Thirty-eight percent of Multifoods
sales come from the industrial f
division.
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VIBRATING
CONVEYORS

Vibrating Conveyors: Ideal for conveying materlals
gently withoul breakage. One pioce stainiess steo) trays
which are self cleaning meet the most sitringent sanl-
talion requirements. All unlts utilize corrosion free
"8colch Ply* reactor springs which can be washed down
plus simple maintenance free positive eccentric drives.
Capacities of up to 2500 cu. fi. hr. with lenglhs over 60
feel, Bulletin CVC-20

Cuslom Design Process Vibratory Units are avallable
Incorporating sanitary quick rolease clamped scroon
docks for scalping or dewalering: Cooling or drying
plenums; covers; multiple gates for proporlioning feods,

All Asecco vibrallng conveyors are Isolated and/or
dynamically balanced for minimal vibration transmitial.
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Write for your nearest representative.

ASEECO B8B7 W. Olympic Boulsvard, Baverly Hills, Calif, 30211
@13 sbr-3780 TWX 910-480-2101
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radbbal,

At the Crop Production Conference, Min-
neapo'ls, Nov. 4, 1975, Left to Right: Mark
Heffe!finger, Paevey Company; Lioyd Skin-
ner, Skinner Macaronl Co.; Vance Good-
fellow, Crop Quality Councll.

Grain Exporters

The Wall Street Joumnal reports
grain exporters reluctantly gain the
spotlight and try to improve their
image,

There was a time when the public
was scarcely aware that grain-export-
ing and grin-trading companies
existed, But that was before 1972's bi
grain sales to Russia, which evok
cries of outrage by everyone from
farmers (who claimed the secret deal-
ings deprived them of due profits) to
consumers (who naturally resented
the higher food prices that followed),

Currently, a House committee is
debating a bill to put all grain trans-
actions with foreigners in the hands
of a government ageucy, a Senate
panel is investigating the grain trade,
grand juries are indicting several
companies and scores of individuals
in grain-inspection scandals, the In-
terstate Commerce Commission is in-
vestigating charges of rail-car black-
marketing by the exporters an the
Federal Trade Commission is inquir-
ing into possible antitrust aspects of
the grain trade,

“Exporters are worried and feel
ve:y harrassed”, says Nathaniel
Samuels, chairman of Louis Dreyfus
Corporation of New York, one of the
large companies that dominates the
grain export trade,

Making Money

The Wall Street Journal claims ex-
porters are raking in profits as the
dollar volume of grain exports has
quadrupled in the past three years.
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Grain Terminal Ass’'n.; Lioyd Skinner; O

Left to right: George Boos, Amber Milling Div. GTA; Richard C. Bell, Assistant Secreton
of Agriculture; Vance Goodfellow, CQCf- Robcs““drt Handchin, economist, Farmers Unin
e een,
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Jr., farmer, Lokota, Morth Dakota

Moreover, the long-term U.S. agree-
ment for grain sales to Russia may
help guarantee prolonged prosperity.

“We don't really feel we have to
apologize for charging what the traffic
would bear”, one exporting official
says. “After all, we can recall many
times of surplus when the shoe was
on the other foot and foreign buyers
were able to squecze our margins.”

“We are interested in public policy”,
says Erwin E. Kelm, chairman of
Cargill Inc, anothe:s large exporter,
“but as you can see in recent months
the public doesn’t seem to understand
the services we perform. This is very
frustrating to us. How do we go about
telling our story? We are still thinking
about it.”

Unhappy About Government

The exporters, while privately un-
happy about the government inter-
vention into their business, greeted
the accord with Russia without com-
ment, They are aware that it guar-
antees a sizable long-term market,
Within days after the accord was an-
nounced, Cargill and Continental
Grain Company announced new sales
totaling 1.2 million metric tons of
grain to Soviet Russia. Dreyfus soon
followed with another sale,

Because the grain business is com-
petitive, exporters feel they must act
in secrecy. Whenever the exporter
makes a sizeable deal to sell grain,
they quickly try to cover themselves
against a sudden grain price rise by
buying a contract for future delivery
on the Chicago Board of Trade or an-

other exchange, However, if wond
leaks out of the large export order,
they may be unable to get the futures
contract at a price that would pro
tect the exporter from a loss on the
foreign sale,

Risky Business

The grain dealers say the risk-tak:
ing is inherent in the business, Be
cause the grain is harvested in a shor
period but moved into commercid
channels year-around, assessing sup
ply and demand is difficult, and huge
sales can be won or lost on the differ,
ences of as little as n few cents s
ton,

An industry trade group i: finane
ing a special study by outsid econo
mists, which the exporters h pe vil
show the U.S. private trade ; ‘rforms
mo:e efficiently in the int est o
farmers and consumers alii -, tha
government-run agencies : ch
those in Canada and Australi

Peavey Annual Repor:

As a food company, Peave " is t
country's largest flour mill.r Wi
95,000 hundredweights of daily ]
acity at nine flour mills; is & maf

rain merchandiser and commodiy
Emker; and is a marketer of consum®
or family flour, bread and bread p
ucts to coicnmers.

As a specialty retailing compa®)
Peavey is n major regional factor "
the retailing of fabrics for home ¢
ing; the “do-it-yourself® home 2

(Continued on page®
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For pasta products worthy of distinction, you need perfect

ingredients... ADM pasta-perfact ingrediants.

We salect only the finest Durum. Then quality mill it into

golden Bemolina and clean, conslstent pasta flour,

Want people to treasure your pesta products?...be vary

particoular about your ingredienta. ADM is.

ADM WVILLING ©o,

4880 W. 108sh B4, Bhawnas Mission, Kansas 88811
Phane 8§13-381-7400
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Peavey Annual Report
(Continue! from page 26)

provement market and building
supply field; has entered the arts and
crafts retailing field and the carpet
cleaning equipment and chemical
market.

Peavey eamed $15.2 million, or
$4.02 per share, on sales of $467.8 mil-
lion in Ascal 1875, This compares with
earnings of $155 wmillion, or $4.08
per share, on sales a year ago of
$494.7 million.

Group Records

The Report’s breakduwn by Ope:-
ating Group shows that Agricultural
Group earnings declined 21 per cent
frum 1874 record levels, due primarily
to reduced volume of grain merchan-
dised and economic pressures on the
sale of fa m supply items, particularly
animal feeds,

Pretax earnings of $7.6 million for
the Industrial Foods Group were 1
per cent below the record previous
year, though sales volume declined 3
per cent, While demand for flour was
not as strong as it had been in fiscal
1974, mill improvements made during
the year resulted in operating cfficien-
cies,

Sales and earnings in the Consumer
Foods Group improved significantly.
Sales of fresh bread, croutons and
stuffing increased 43 per cent. These
gains were offset partially by declines
in consumer flour volume and price
levels.

Eamings for the Retail Group im-
proved 5 per cent over last year's
earnings on a 23 per cent sales in-
creass, Considerable expansion and
consolidation expenses were absorbed
during the year as well as new ven-
ture start-up costs for Peavey's recent
eniry ints the arts and crafts retailing
field through its three Craft Village
centers.

Letter to Sharcholders

In the Report's letter to share-
holders, Chairman Fritz Coirigan and
President William G. Stocks empha-
sized that while a trend toward better
balance of earnings at Peavey con-
tinues, the Company is in no way
slowing down growth of its traditional
activities—Agricultural and  Indus-
trial Foods Groups, Almost $0 million
of $11.4 wmillion total capital expendi-
tures were allocated to the Agricul-
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tural and Industrial Foods Groups in
1975,

“We are optimistic about our fu-
ture with the combination of our lead-
ing position in flour milling; the con-
tinuing dependence of the world on
the geain productivity of Central
North America which becomes more
and more the prime source of supply;
and the accelerating growth of our
Consumer Foods and Retail Groups.
We have positive momentum going
into the new year and the ability to
finance such growth because of a
strong financial position,” the letter
stated,

Egg Outlook
Robert M. Ginnane, V.P. Marketing,
National Egg Products Corporation,
Soclal Circle, Georgla, states:

The egg market in 1975 seemed to
follow n pattern as it has in many
past years. In January, egg values
were on the high side with declines
starting in February. Lowest values
were in the April-May-June period.
Values started up in July and have re-
mained bullish.

We foresee no major changes in
1676. Consumption of shell eggs
should continue to slide. However, we
do not see this os a factor in realizing
cheaper processed EE s. Eggs are
still primarilv a breakfest food and
people’s  breakfast  habits  have
changed since the 1050's and i960's.
The onst of shell production being
what it is, radical changes on tha
duwnward side seem virtually impos-
sible for any extended period in 1976,

In summation, we see 1978 follow-
Ing 1975's pattem with probably in-
creased usage of processed (liquid and
dried) eggs due to newer items enter-
ing the retail market.

R. J. Cunningham, President, Eggit,
Inc., Interlaken, N. Y.

The number of layers will hover
around 27.5 million. The cost of feed
ingredients will drift along about their

present levels which would ndigy
that egg prices would folley 147
patterns.

Robert 1. Smith, Commercial i‘rod
Department, Armour Food Co,
Phoenix, Arizona, states:

The poultry feed ingredicnt cos
will greatly effect the selling pries
of eggs in 1976, much as it has s
1975, There will be no shortage ¢
grain, but the international, as wd
as, the national demand will be heay

Energy costs, gas for pumping
water, electricity for lights, and n
ning the egg processing plants wil
continue to increase,

The government reports indicatd
that egg production for the first paf
of 1076 will not be any more th
the first part of 1975.

But, prices are very much o
trolled by demand, and shell egg de
mand has been declining the s
number of years. In 1945, the pe
capita consumption of eggs was 40
In 1974, it was down to 287 eggs.
the declining consumption trend i
stopped, the selling prices of shell ad
processed will increase.

New ideas and products like Fil
bury's “Eggs in a Basket™ and “Chol
terol Free” egg products might tum
the consumption rate around.

Cholesterol free egg producis a3
demanding a lot of egg whites a
could increase their value, If the egf
product producers receive more fa
their egg whites, the egg yolk val
could stabilize,

1 look for increasing +hell e

rices, increased egg whit: val
Eut steady egg yolk costs.

Mel Krigel, Monark Egg Cu porati
Kansas City, Mo, j

As we enter 1976, there i+ every®
dication that egg prices w | remd
relatively stable, We have ~ased @
decision on several factors. 'Vith Pt
duction levels fairly well e: ablish
and assuming there is no -leter
tion in the demand for tabl: eg&
12 anticipated that lower eed o
will help to offset the expc cted
in the economy, Convers:ly,
lonjied unfavorable weather, o
major foreign sale of comn ©
change this picture, 'I'mdltimml]}’-.‘
to be noted that major election }
has always been good for the far®
Therefore, with these facts in ™
we would be more inclinde
market will be on the upside ™°
than on the downside.

super performance

Med s continuous production with-
out  altlenecking breaks for ad-
ESir»_enla and coaxing, and that's

S -"-‘hal Pulsamatic delivers. It's

e I:-dustrys first form-fill-seal
ggul.mem_ with all integrated solid
méu circuitry, And that means a
ihi F-ﬂ!)lng machine that virtually
H ks for itself, monitoring func-
gps and making eplit-second fine
\ustments as it runs. Pulsamatic
gakes changing product, pouch

2e and weight a breeze. You can
Mn;lne tune while it operates!
You hog:e 8 more. Pulsamatic tells

i's doing through color-

Tug MacanoN! JOUW IR UAY, 1976

coded diagnostic lights that trace
every function in sequence. Should
a problem occur, it points to the
origin. It even identifies which

scale made the bag just discharged.

With plug-in printed circuit

boards and no cam shalls or limited-

life switches, Pulsamatic brings
you up close to the ideal pre-
ventive maintenance program. And
ils high-speed poly sealing system
further assures smooth and swift
production.

Team it with a net weighing
system, like our new Flexitron
1800 that guarantees zero under-
weights, or link it to volumelric,
auger or other feeders,

i :

because operatorad
are built-i
cam shafts are

justments
n and down-timers like

designed out.

To get the facts on Pulsamatic,
the super performer, write: Triangle
Package Machinery Company,
6655 West Diversey Avenue,
Chica?o. Illinois 60635,

Or call (312)889-0200

Flexitron 1600 Series net weighing
systems e Pulsamatic form-fill-seal
machines = hydraulic vibratory
conveying systems e and related
high performance equipment

TRIANGLE

Producing more with high
performance prcduct moving
and packaging systems

T o g T i e
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“light of ¢

by Karen Mergeler,
Folk Art Sudios

hen Yankee Doodle went to

town, it wasn’t just an non-
sense verse to call the feather in his
cap “macaroni.” Anything stylish of
that time wus called “macaroni,” be-
couse in London, the fanciest club
of young people was famous for their
outlandish attire as well as for the
sensational new dish called “maca-
ronl.” Thus it became the custum to
apply the term to anything classy or
in vogue.

Since macaroni gained its popular-
ity among the Enghsh speaking coun-
tries about 200 years ago, the maca-
roni industry has a perfect right to

* celebrate its own bicentennial right

along with America.

In fact, we are seeing a great re-
birth of spaghetti in the popularity
of “Spaghetti Factory” and "Spaghetti
Company” restaurants all over the
nation. “High Class” establishments in
cities such as Dallas, Newport Beach,
Phoenix, Tucson, Chicago, and Salt
Lake City are filling their eating halls
with antiques and filling the plates
with spa ‘l!lcltl .+« all this to the de-

I%uusmuls of happy customers,

The Noble Noodle! At last getting
the fame and recognition it deserves.

To help the noodle in its climb to
fame and glory we are now able to
see the noodle in yet another perspec-
tive through the pages of a new book
called “Noodle Doodle! The Art of
Creating with Pasta..” Noodle Doodle!
helps all America to “Think Pasta,”
Housewives are searching the maca-
roni section of their markets for all
the unique cuts they can get their
hands on. Right along with a steaming
plate of spaghetti, she pictures in her
mind an omate wall hanging, a new
set of beads, or fancy little decora-
tions for the Christmas tree, There
is no limit. Her imagination runs wild|
And suddenly the entire living room
could be paneled in wall to wall
pasta,

The TV station is bombarded with
calls about that exciting new book
about “noodles,” The newspapers are
devoting entire ﬂrnges to the subject.
And iden starved kindergarten teach-
ers are begging for more information,
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NOODLE DOODLE, the
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Noodle Art—Folk artist Koren Mergeler of El Toro, California, touches up o “posto”
o plece of pasta creative art. Mrs. Mergeler, occompanied by her husband, Roncld
resrarched the origin and uses of‘Paitu in Europe before writing her book, “Noodle Dood¥

Liie Art of Creating with Posta”,

m

[1

Here's what some of the profes-
sional responses have been:

“We find your Noodle Doodle
Charming. We would be delighted to
do an article,”

Durelle Van Zandt,
Decorating & Craft Ideas

“Your pasta stores and villages
might very well provide an interesting
adjunct to the story.”

Susan R, Colgan,
Americana, McGraw Hill

“Your Noodle Doodle has been
passed on to our Book Review Editor;
a perfectly beautiful book containing
the epitome in noodle artl It tempts
me to try and I'm not even much of
a crafts person,”

Blanche Kinch,
Early American Life

“I've just spent the past hour read-
ing “Noodle Doodlel,” and find it in-
teresting, informative and amusing.”

Sybil C. Harp,
Creative Crafts Magazine

“I was so enthusinstic about your
“Noodle Doodlel” by Karen Mergeler,

i

ye: been rejected.

oni 1 Justry!

Neve: a Dull Noodle!
How :an this exciting rebirth help
the indutry?
Increiied interest in the product.
Increesed volume of sales,

Increzsed selection made by the

puyer,
Increased goodwill created,
Increased free advertising made

sible.

Ete.
How do we explain the above?
Two years ago we produced a book
halled "I'oomdcood To Eat! The Art

S i -
gglmc“sgt:m:‘l l:l:bll:ﬁ:dti- 2. Greater selection of cuts at the
by, In fact, it is still going strong, As
hr 45 we can tell, the sales of flour, 3. Make new cuts available in bulk
finished plaques, dough baskets,
wks and dough craft items have re- 4. “Personalized” hooks distributed
to schools and libraries Ex: Books
could contain a number of pages
pertaining to a specific company
and then distributed to a selected
area of influence,

ted  in approximately $7,000,000
s activities,
At this time we are negotiating
th a maior flour mill regarding a
wpon offer for the book, This
wpon will go on millions of flour 5. Increased sales over larger areas,
) g"

what this means for the Ma-

Can you

The same thing and even more is
possible through “Noodle Doodle.”
Noodle Doodlel is more varied, color-

ful and exciting, however.

“Pastabilities”

industries.

tisements.

Are you b«-g,inning to see the great

Areas of sales and marketing are
suddenly ten times greater with
Noodle Doodle!

Your Cooperation Invited

We invite your cooperation in the
formulation of a great comhination of

Here are some areas of cooperation:
1. Coupons on packages, in adver-
market and deli counter,

to the craft industry.

in some cases at higher profits.

6. Increased sales of slower moving

shapes.

7. The use of noodles ns a craft is

guaranteed non-fattening.

8. Favorable consumer education to

“think Pasta.”

Industry  experiences  wider

growth,

10. Opportunity to reduce advertising
costs through free space,

11. National and local contests spon-
sored to create interest and goad-
will for the product,

Can you think of any more?

We sincerely hope you find “Noodle
Art” as exciting as we have. It's been
fun to see people’s faces light up when
they exclaim, “You mean to say that's
all made with noodles?”

We invite ycur suggestions and
comments.

Ron and Karen Mergeler,
Folk Art Studios

9

Presidential Thanks

Deputy Special Assistant Milton E,
Mitler wrote on behalf of the Presi-
dent thanking the National Macaroni

{Continued on page 32)

that I sent it on to my book reviewt,
Glenna Curtis, and asked her to do
review for an upcoming issue of Fop
lar Handicraft, By coincidence, sb
had already selected the same bod
to review, and she is as taken withth
book as I am.”
Barbara Hall I'edens

Popular Handicraft, Hobbi

“ 1 love Noodle Doodle. Wouk
you be willing to make soive pad
art on camera?

Mary Jone 'a
Associate 1 roduces
AM, Show, Lo Ange

“We saw your story in the Fo
}\leth Stai'l Telegram r;.-ct'wﬂ)' A
appen to have a copy of your b
"Nggfllc Doodlel” algg. Your craft
very interesting and we feel that ov
readers would find it interesting
well. Would you be interested in 7
Farlng an article about “noodle 8
or our magazine?

Sandra Richards®
Decorating & Craft 1des

In our quest for publicity, we
very proud to announce that we 4

THE MACARONI JO

)) Higher Postage Rates

have boosted subscription

costs, but it's still the best

reading In the field. Ploce

\) your order now!

Th MACARONI JOURNAL

0. 30X 336
PAL ‘TINE, ILLINOIS

Plec » enter one year subscription:

0 $10.00 Domestic

Nama

O $12.50 Forelgn

Firm

Address

City and State

Ranewal

JACOBS-WINSTON
LABORATORIES, Inc.

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

2—59:” Sol'ldl and Color Score in Eggs and

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

6—Pesticides Analysis.

7—DBacteriological Tests for Salmonella, etc.
8—Nutritional Analysis

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

EST. 1920

ARY, 1976
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Presidential Thanks
(Continued from page 31)

Manufacturers Association for the at-
tractive piece of art made of macaroni
roducts by Karen Mergeler, sent
rom the Tlst Annual Meeting,

A presidential message signed by
Gerald R, Ford said: “1 warmly com-
mend all who participate in plans
for the celebration of our National
Bicentennial, Your efforts are sym-
bolic of your deep sense of patriotism
and civic pride. They also reflect the
vitality and spirit of America,

“I wholcheartedly welcome your
commitment to help make our Na-
tion's two hundredth birthday a fitting
and memorable occasion for all of us.”

Buhler Business

Buhler Brothers Ltd., Uzwil (Swit-
zerland), has recently been awarded
two big contracts: for Saudi-Arabia
three grain milling units, a complete
plant for unloading and loadinF ships,
a grain silo (elevator) as well as an
animal mixed feed plant; for Algeria:
two grain milling units,

The total grinding capacity for the
two mills in Algeria is 800 tons/24
hours (2 x400 to/24 h, each process-
ing 50% bread wheat and 50% durum
wheat). The total grinding capacity for
the three mills in Sandi-Arabia is 810
tons/24 hours (3x270 to/24 h), the
capacities for the ship unloading and
loading plant are 400 tons/hour
(2x 200 to/h) for unloading and 120
to/h for loading. The storage capacity
of the grain silo (elevator) is 120,000
metric tons, whereas the animal mixed
feed plant processes 15 tons per hour.

Up to date, the Saudi-Arabia con-
tract is the largest project ever exe-
cuted by Buhler where all plants are
combined on one common site, The
whole complex of plants is going to
be built in the harbour area of Jeddah
on the Red Sea and is due to start
production in 1978,

These contracts have been awarded
against fierce competition,

New High Barrier Cellophane

A new high moisture and gas barrier
cellophane specially treated on one
side to release quickly and cleanly
from high speed packaging machine
heat sealing jows has been introduced
by the Film & Packaging Division of
FMC Corporation,
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Designated RS-870, the new saran-
coated film is i:t:rx)nilaﬁle in léo-yie:id
(14,000 sq. in./lb)) only. It is specifi-
cally dess?gned for packaging a wide
variety of food and non-food products
where the retention or exclusion of
molsture, aroma and/or oxygen for
extended periods of time is mandatory,

According to Joseph T, Sincavage,
FMC's director of film marketing,
RS-870 is ideally suited for single wall
packaging of such items as snacks,
cookles, crackers, candy, baked goods
and other moisture sensitive products
at high speeds over a broad range
of sealing temperatures.

In addition to high barrier proper-
ties and quick jaw release, the new
cellophane features exceptional gloss
and clarity, excellent printability, high
durability, and strong, tight seals.

Warehouses on Wheels

“Warehouses on Wheels: The Rail-
car Problem” is graphically illustrated
in vivid color in the September issue
of FDA's mugazine, Consumer. Free-
lance writer Charles R, Beek defines
a railroad car as a warehouse when it
is userd to ship food.

Wi is responsible when there is
contamination? Anyone who handles
food is responsible whether it is in
production, processing, packaging,
storage or transit. Both shippers and
receivers are concerned sbout the
problem of sanitary cars because it
costs time and money to get them into
shape, General Mills estimates they
spend up to $400,000 annually for
papering and pesticide applications to
railroad cars. Grocery Manufacturers
of America survey shows members
spending several million a year to

ean food cars.

A year ago a conference of railcar
sanitation recommended that a part
of the boxear fleet be used only to
transport food and food products,
This is difficult for the railronds but
they are working on it. An estimated
3,6 million carloads of food, grain, and
related products moved by rail in
1074, The railroads have more than
800,000 box, hopper and refrigerated
cars and more than 325,000 miles of
track. In the face of these statistics,
FDA, the railroads, and the food in-
dustry know they have a considerable
way to travel, but they believe they
are on the right track.

Making Employees More
Productive

How much profit should your com.
pany earn?

At least 15 percent (pretax: on i
operating assets,

If not, you're in trouble, says Jame
J. Hickey, president, The Institute fo
the Advancement of Scientific Man
agement and Control, Stratford, Com

A lower rate of return, he adds in-
dicates a lot of wasted time and mo-
tion in your operation, His 283-page
book ($47.50), “Employee Producti
vity,” lists 81 ways to detect ineffic.
ency. You do it, he suggests, by asking
yourself questions like these:

Do you keep track of machiner
downtime—and its causes?

Do you exercise tight control ove
overtime?

Do top-level officers make it a prac
tice to visit the shop and talk wilk
production workers?

Do you recognize and honor out;
standing performers?

Do you use temporary help to har
dle peak loads?

Do you have a no-layoff policy, ©
long as the company is in the blad’

Multiply the no answers by two
percent, the author says, The result
ing percentage figure will be a fairy
accurate measure of how much pr
ductivity can be improved in you
firm.

Why the no-layoff policy?

The author explains: “Job securd
ranks high on the list of thiags i
employees want most from {'ieir 7
ployment. This is not hard 1 under
stand when you consider the ‘act th¥
the majority of American fan lies i
from one paycheck to the nex and
up to their ears in debt. ,

“Because of being in a p ecan®d
financial position, the thoug!t of
ing laid off represents a consis
worry.

“Thus, any Indication that the &
pany's backiog of work is drylng %
will result in employees sloW’
duwn.

“Moreover, thelr reaction to !
machinery is likely to he the
That is, if they picture their jobs'
ing wiped out or eliminated, they*”
do everything they can to foul ®
the new machines.”
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00D PROCESSING & HANDLING EQUIPMENT

COJ"PC‘HI‘I/

P.O. Box F
LIBERTYVILLE, ILLINOIS
Area Code (312} 362.1031

TWX 910.684.3278
Hasking Liby

Dear Sir:

ASEECO Conveying aud bulk storage systems f£ill the gap between
your production and packaging lines. Insure smooth efficient

operation of your packaging machines by day while running your
production lines around the clock,

ASEECO ACCUMAVEYORS for noodles.

ASEECO STORAGE BINS for short cuts,

Both are designed to provide surge storage and versatility

for the packaging line. With the combination of bucket, belt
and vibratory conveying units a dozen or more packaging machines
can be consistently supplied without the starvation of any one.

ASEECO CORPORATION of Beverly Hills, California has supplied

conveying and storage systems to the macaroni manufacturers of
the United States, Canada, and the world.

Call Hoskins Company, representative for Aseeco to the Macaroni

Industry, for complete evaluation of your requirements. We
will be pleased to visit your plant at your convenience.

Yours very truly,

HOSKINS COMPANY

Abbot4

Albert B. Green
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rost simple:
F [ ]
Straight through drying, rather than cascading sticks back and forth through the dryer,
eliminates many unnecessary mechanical complications.

1ost versatile:

Two speed operation together with the DEMACO patented Lasagna Stripper, allows you
to manufacture, Linguini, Perciatelli, Maccaroncelli, Spaghetti, Spaghettine or Vermicelli
without any complicated changes.

rnost economical:

Nothing unnecessary means no unnecessary costs. Rugged dependability, always a
DEMACO charseteristic, means less maintenance and saves you money. Simple construc-
tion means everything easy to get at and repair, minimizing any down time and keeping
you in production.

Write or call for complete llustrated literature.
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Fricler Birkel and colleague, Pro-
fessor Erwin Kurz of B. Birkel Sohne,
Endersbach B. Stuttgart, Germany,
traveled across the United States in
September visiting macaroni plants.
He has sent us this report:

Excellent Impression

Drawing an objective comparison
between the general state of the
American pasta industry and that of
our country—and comparing the time
of my first visit 20 years ago and my
present visit—I may say that the fac-
tories which 1 visited left an excellent
impression, both with respect to the
managerial strategy and ns regards
the technological and hygienic stand-
ing, the internal organization, the de-
gree of automation, and the product
quality, The conditions given in Ger-
many and Europe on the one hand,
and the United States on the other
hand are of course different, and un-
der this point of view a comparison
cannot be founded on the same basic
situation, While some of the Ameri-
can companies visited by us have
the same opinion conceming the
quality of our products and are ex-
clluslve users of durum wheat, other
firms in your country are using blends
or pure hard red winter wheat- quali-
ties, and it seems that the quality ex-
pectations of the consumers in the
various regions are just as different,
We noticed in this respect the gradi-
ent from West to East.

I have been surprised by the de-
velopments—positive and negative
ones—taken by the various compan-
fes between 1854 and 1975. The in-
crease of the total consumption of
pasta products in your country during
the last years, and the good results
obtained by most firms are enviable,
The technological standard of the
U.S. pasta factories is comparable
with that of the pasta companies in
Europe and in Germany. Like in your
country we have come here to the
view that the future does not tend to
mammoth factories and monster pro-
duction lines as with Barilla in Italy.

It has been interesting for me to
hear in your country the predonidnant
opinion that our product will have a
genuine chance also in future as far as
it will be possible to offer it at rea-

Comments by a German Macaroni Manufacture*

sonable costs in competition with
tatoes, rice and other comparable
roducts,. We must find out all possi-
Eilities for absorbing the big cost fac-
tors which are in store for us in the
near future, such as increasing prices
of raw materials and other materials,
wages, hygienic measures, medical
factors, bacterlology and other regula-
tions to be expected from the legis-
lator, Our product must remain com-
petitive, and we must find ways and
means for maintaining the free mar-
ket, and for taking into account the
modern human nutritional require-
ments. The economic situation in yo'r
country as well as here in Europe
will reduce many a thing to its cor-
rect dimensions, and I got the impres-
sion, during my travel, that the Amer-
ican pasta manufacturers, too, are
concentrating their efforts more on
their actual product, ie, pasta. Inde-
pendent family enterprises, of which
still a great number exists, are not in
a position, under the financial and fre-
quently, morcover, the personnel as-
pect (experts), to score a great hit
with convenience foods, contrary to
big industries or multiples.

Open Talks

The fact that the American pasta
manufacturers showed me everything
in a very friendly and obliging man-
ner, and that I could have very open-
minded talks as a good colleague with
owners and company managers has
been extraordinarily gratifying and
impressive for me, The American
ploneering spirit, the receptiveness to
everything that is modern and new,
and progressive conceptions of enter-
prising business men are still existing,
and 1 found these everywhere. Com-
petition is, may be because of the
growth rates of last years, not as
merciless hard and brutal as in our
country, and as a consequence there-
of the price discipline of the manu-
facturers seems to be better, although
1 don't fail to realize that in your
country, too, the competition is enor-
mous, and there is much rivalry.

Microwave Drying

The focal point of interest of our
travels has been the state of micro-
wave drying, and the experiences of
individual pasta companies. The re-
sults in the companes are a little diff-

ering, but it must be taken nto
count that there is an interva' of tingl
of nearly four years between the fing
and the last installed dryin;; equp
ment, and the experience gaiied dw
ing this period has been utilized ea
time for the following microws
driers manufactured. What is impo.,
ant in judging the finished produ
which has been subject to a miwm
wave phase, is of course the quality s
the initial raw product, and the
al‘lirements of the manufacturer as I
e cooking firmness and the color ¢
the products. The saving of labor an
spuce, the costs as compared with coo
ventional drying, the saving of timd
the bacterlological and hyglenic a
vantages would constitute most w
come advances, The optimum pha
and duration of application of th
microwaves in the sequence of th
drying process is a decisive key toth
solution of the problems, There is»
doubt that experiences have bee
gained and utilized between the pro
totype and the latest equipment,
we feel that microwave drying
find its place in the pasta drying ted
nology, Personally we are particuls
interested in the application of thi
new technology for the drying of lon
goods. We have the impression U
by means of still more testing and e
larged basic research still Detter 1
sults can be obtained, and o jmp
snt stride ahead can be ac’jeved
our industry, The pasta man: fa
have been demanding for m ny ¥
from the machinery manufe tures
make the drying operation fi - the*
jous sizes and qualities safe The
of microwaves opens up a ¢ e ®
new possibilities in this fiel . and ¥

believe that a combinatioi of @
ventional drying and micro ave @ } . [

i ! Cartons can be Intaglio-pattern cold
ing is the possible drying -¥s!*™ [ (551 2d of ghied by hot melt systems for tight sft-proof seals.
the future. The basic adv.ntae 1€ ool not only engineers equipment to meot specific
extract water from the pastu prod 4 '~~’|Fl_f!)9i_m:bu! rovides for convenlent converelon to

from the interfor to the eaterior ¥

means of the microwave as €1¢g 2t el sl 4 -
interests i Lh or W f your cartoning problem — :
earriee by !'ts principlo jo Imn unt off Clybolirn GMC cartoners for a solution. Wrile now :
that it is worth while to O™ o the fully detalled brochure No, CMC-1014. See how ;
working on this new technology: nmc:lm cartoners can makse your produc- 1 High um[d. positive

hope that industrialists, experts % clency. carton opening
rufgs can be found for realizing* iz 2 Attachment for Inserting . 7 Impression of Ink coding

CLYBOURN MACHINE CO! oupans, pouches
new technology. i‘gmnn ﬂmfl.c'::!"! COMPANY 3 Precise volumaetric filling ;oi';;rn“#:;onlrol
Tk e b d L ety

Linder Ave., Skokle, llinols 60076~ fecuratenetwelght - § Hot meitor cold
b : ng it
877 000:' - 5 Malering auger feeds gyl

magazine and glue

A m b cartons, fills them

products or need ever-changing

"8 Vibrating irack assures
proper product settling

Tue MAcARoN! JO 10 Compression sealing
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FOR SALE—Hydraulic Tote Bin Dumpaer,
2,500 b, capacity, Closs 2-GPG explosion
groof motor and controls, Excallent condition.
Call or write A. G, DeFalice, U.S. Macaroni
Co,, East 601 Paciflc, Spokene, Wash.
99202, (309) 747-2083.

FOR SALE—Ons Dragoni Dryer, intermittent
or continuous motion, 7 patses, steam or
electric heoting elements. Excelient condi-
tion. Also one rubber clect elevator, Both
for $4,000, One Zamboni Yertical Cartoning
Machine, Inclides attachment for automati
scale dumping, easy box size change, pre-
applied glue heat secl, good condition,
$4,000. 8»- Ravioli Machine, $5,000. Con-
toct Veneslo ltalian Foods, Inc. 141 Wilson
St., Redwood City, CA 94063, Phone (415)
345.7700.

Creative Salesmanship
(Continued from page 9)

Doing these things takes care of the
first objective, the performance of the
sales activity, The second objective,
building a feeling of worthiness with-
in the salesperson, is even more im-
portant.

Success in the form of orders writ-
ten is the usual source of a worthy
feeling. But now, resistances are so
great and often orders are so few that
t'.e salesperson needs to now how to
disengage his irritation that results
from prospect rejection. In short, the
salesperson needs to find creative re-

38

actions for immediate use when he is

" challenged. He needs to know how to

defuse negatives, and to rebound in
a disarming way, thus causing the
prospect to relate with and accept
him,

No, even when mastered, this won't
result in a sale every time, But, it will
result in reinforcing the salesman’s
sensitivity and persistence, giving him
orders that lesser salespeople have
predetermined as not existing at all.

The salesman who constantly seeks
new levels of success by reacting
creatively when threatened finds
these levels, What level are you
seeking?

Vitamins, Inc. Moves Office

L. E. Kovacs, President and Gen-
eral Manager of Vitamins, Inc,, Chi-
cago, Illinois, announced the reloca-
tion of his company’s main corporate
office to the new Standard Oil Build-
ing, 200 East Randolph Drive, Suite
5560, Chicago 60601, telephone num-
ber 812/861-0700, There are no
changes in the telex number, 25-4717,
and the cable address, VINC, CHI-
CAGO,

Vitamins, Inc., marks its 85th an-
niversary as manufacturers of basic
natritional ingredients used in lead-
ing foods, pharmaceuticals and feeds.
This relocation now results in expand-
ed total corporate facilities, including
recently increased production capaci-
ties in its plants and a new data
processing installation, to better
serve its customers,

Thomas Grocery Register

Nine separate distributor director-
fes are packaged in the 1878 Thomas
Grocery Register, just published.

Updating and new data have added
200 pages to the annual two volume
directory bringing the size to 2,4000
pages. With some 44,000 companies
and 100,000 listings—all with com-
pany name address, zip and telephone
number—plus other vital data the
76th edition is the largest compilation
of its type in the industry,

The distributors, shown in a com-
hined master list as well as separately
in volume one, cover supermakert
chains discounters and wholesalers of

roceries, frozen foods, institutional
vods produce, provisions and meats,

Feneral merchandise and s seds)
oods. Co-operatives are i .cludy
among the 5,000 buying officc  list

Chain Data

The supermarket chain and wh,
saler data where available sho vz my
ber of stores owned or serviceu, size
company, annual volume, names
key officers and top buyers. List
also show if there are warchous
and rail facilities,

For wholesalers, also shown
multi-store operations serviced incl
ing voluntary groups and food cha
with number of stores indicated.

Brokers Listing

The industries largest brokers s
ing with a separate thumb index
section is in volume one, It cont
3,600 brokerage offices followed by
special listing of 2,000 brokers selli
frozen foods, There's a separate listi
of exporters and one of 1,000 publ
dry and refrigerated warehouses.
warehouses section appears in
volumes.

Canadian as well as United 5t
firms are represented,

Scores of new manufacturers,
porters canners and frozen food
essors have been added to the listin
There are almost 4,000 product
gories and references ranging
albumen to yeast. In addition to
ter lists of importers, canners
frozen food processors, thuse
panies are also listed under 8
priate prouct categories plu- the
Index.

Product Categorle

Product categories are i. V0
two and cover food and nonl
merchandise, supplies, equij nent
industry related machinery. e f
categories show packaging; - 10d¢
ing if the product is availab : inb
institutional or consumer s € ¥
it is available under privatc label

There's also a food bra:d 1
and trademark section as vl 8
trade associations listed uader
vested group each represents:

The Thomas Grocery Reght®
848 for the set, each volume pu
separately is $32, postage pre
from Thomas publishing Co-
NR, One Penn Plaza, New Yotk
10001. Inquire regarding fo

rates.
————————————
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ackaging is more than a Box

lt:mllc ‘mes to pasta, the cholces are many...

1ald°n' spaghettl, vermicelll, lasagna, ziti,
@- and numerous more.

hu Ier it comes to packaging, Dlamond Intar-
@l I: your loglcal choice. Diamond packaging

Is designed to provide your product with creative
folding cartons, plus labels, streamers shelf-
:’alkers and point-of-sale displays...Dlamond can
e your one-stop, one-source for packagl
merchandising aids. * A

We're in the middle of it all!

] DIAMOND INTERNATIONAL CORPORATION
NG PRODUCTS DIVIBION, 733 THIRO AVENUE, NEW YORK, NEW YORK 10017 AREA CODE: 212 — 687-1700
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: Multifoods' durum experts: ‘e
at home in their jobs. ;
That’s because they've been it1
so long. Some of our sales people, buye sy
millers and technical people have made dur
their business for 20, 26, even 35 years.
These people are “old folks" in their jobs, even though they're not old
in years. They know their business g
like you know yours. “Working with you toward zero defects’

Their experience makes for fewer @ INTERNATIONAL
®

defects...in your business and in ours. MULT' FOOD

Order your durum produets from
the old folks at home. Call us at 612/340-3583. Multifoods Building « Minneapolis, Minnesota 5547




