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Populanity o Earmed

You earn popularity for your macaruni products hy

maintaining uniform quality . . . . flavor, color, tender-

ness.

- STIMULATE THE APPETITE
| _and you

. [_STIMULATE YOUR SALES |

You can safeguard the popularity of your macaroni

products with Amber’s Venezia No. 1 Semolina and Im-

peria Durum Granular, That’s because we maintain uni-

g And how, you may ask, can | do this? Leading supermarket executives’ ¥ g ! . . \ i g
g say put a prclure of your product on its package. ‘And we think you'll agree  Eigl form color and quality of every shipment of Amber's
¥ What could be more enticing than a colorful mouth-watering pictorial B

i 5 And that'snotall . . ,

Venezia No. 1 Semolina and Imperia Durum Granular.

7 out of 10 buyers do not use a shopping list. In other words, the point of
i purchase is also “the point of decision.” That's where an appetite-tecsing RES!
pictorial — an eye-catching package — can build up your sales. !

Want a pictorial and a package to do the job?

¥

y See Rossotti. You can choose from a huge library of pictorials, or havr one I
v custom-made. And, your package will be designed to sell itself of the

; ! supermarket shelf.

Jh

Waont to hear more? Cet in touch with your Rossotti man,

; Eossam. “FIRST IN MACARONI PACKAGING"” ‘

ggsls]ot!li Lithﬁgr%ph Corporation Roasgnl Coligorniu Lithograph L A M B E R M I L L I N G D I v I S I o N
onnelle Avenue 5700 Third Street I .
North Bergen, N. J. San Francisco 24, California o8, Farmers Unlon Grain Terminal Association

UNion 9-6540, LOngacre 5-5145 ATwater 2-3140 . B

O TT st . fomeld e e & e T MILLS ATRUSH CITY, MINNESOTA @  GENERAL OFFICES, ST. PAUL 1, MINNESOTA
\ EZ:'.ﬁﬁ'tm’.;‘fJ;&&‘:&%?#&'1’.'361"59‘ Orlando—A. H. Malcom Co.—GArden 5-4688

Rochester—John Swan—HAmilton 6-8821 New Orleans—Ab Jackson Jr.—CAnal 9480 ’ :

®As mentioned in an article in the Q;&-zmber 1957 Focd Business Magazine which discussed a survey by Don Wihite, Inc. of top execu”
tives in 203 retail food and grocery crganizations which operate 25% of the nation’s supermarkets.
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Couer pﬁofo

Horace P, Gioia of A, Gioia & Sons, Inc, mi. 1 ol
Bravo macaroni in Rochester, New York, becaiie the
twenty-fourth president of the Mational Macaroni Mant
facturers ‘Association at the 51th Annual Meeting 1
llx:'lgslmher, Alfonso Gioia, was president during 14932

—

e =

The Macaroni Journal is registered with U, 8, Patent ofice.
Published monthly by the Natlonal Macaron{ Manufacturers
Assoclatlon as its ofticial publication since May, 19}

Entered as second-class matter at Palatine, Ill., additions!
entry at Barrington, 111, pending, under Act of Mar. 3 1878
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] ORACE P. GIOIA of Alfonso
Gioia & Sons, Rochester, New York,
as elected president of the National
Macaroni  Mznulaciurers Association at
e H4th Aunual Meeting held at Hotel
Del Coronado, Coronado, California. A
Euarter of a century ago, Mr. Giofa's late
Nather, Allonso, directed the activities of
fine NMMA as president,
Also elected were Emanuele Ronzoni,
fr., of the Ronzoni Macaroni Company,
) ong Island City, New York, as first vice
hresident; Albert Ravarino, of Ravarino
nd Freschi, Inc., St. Louis, Misouri, as
ond vice president; and Fred Spada.
ora, of the Superior Macaroni Company,
s Angeles, California, third vice presi-
fent.

New directors elected to the Board in-
flude Kenneth ], Forbes of Catelli Food
Products, Montreal; ‘Al L. Katskee, Gooch
¥oud Products, Lincoln, Nebraska; Paskey
cDomenico, Golden Grain Macareni
impany, Seattle, Washington; Nicholas
Rassh, Procino-Rossi Corporation, Auburn,
New York; Peter J. Viviano, Delmonico
Foads, Louiwille, Kentucky; and Ralph
arli, American Beauty Macaroni Com-
pany, Kansas (City, Kansas,

Institute Program Expanded

I'he enlargement of the National Mac-
aloni Institute program to carry the nu-
tritional story of macaroni and noodle
preuducis to the medical profession in ad-
vertisements in the Medical Journal and
B the home economics ficld through the
Preparation of a classroom wall chart in
fan advertisement in “What's New In
Home Economics” was authorfzed by the
Board of Directors, The Board also ap-
proved the development of informational

Ethe advertiseiments for local follow-up.

In coordinating the programs of the
National Macaroni Institute and  the

lor the restaurant and institutional field

and to expand distribution of the film
srip “Tricks and "Treats with Macaroni

Foods” for schoolroom use.

A strong effort will be made this fall
to enlist the additional support of firms

Bpamphlets 10 be made available at cost =
0 NMI members as well as reprintd®oE2eaigiaus ihe llnnkhbﬁm

Durum Wheat Institute, durum millers
plan to offer a quantity recipe cookbook
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and educational eflorts of the Nationnl
Macaroni Institute,

Standards Commitiee

The Standards Commitiee recom-
mended the inclusion of V-10 protein
concentrate in the Standards of Identity
for macaroni product if labeled “wheat

and soy.” The Board decided 10 explore
the Government’s thinking on several
additives that have come forward in re.
cent months before taking definite action
to reopen hearings on the Standards of
Identity.

President Lloyd E. Skinner in his open-
ing remarks urged the industry to keep
an open mind rn quality improvement,
pointing to the gains of the past two years
as a result of the rewrn to durum, the
greater extent of enrichment, and better
merchandising, His comments will be

found on page 6.

Second Vice President Albert Ravarino con-
'I.ntl‘:m." the new president, Horace P.
S Mk b
Rich:mft"omjlq .small business spe-

said,
“Whenever the économy hjts somt rough
spots in the road, it has af Rast one good
effect = naybe two. It wakes up most of
the sleepy drivers and it may hounce a few
of the really sound sleepers right out of
the driver's seat.,” His comuments on man-
agement were well received and are high-
lighted on page 8. His check list for mun-
agement and further comments will ap-
pear in the next issue,

Howard Lampman of the Durum

10t now contributing to the promotfonal ~ Wheat Institute showed the illustrations

(51}

At the 54th Annual Meeting

t the Assoclation Banquet: Flrst Vice President Emanuele Ronzonl, Jr., Mrs. Ronzonl, Immediate Past-President Lloyd E. Skinner, Mrs,

Einner, President Horace P. Gioia, Mrs. Giola, Third Vice Presideat Fred Spadafora, Mrs, Spadafora.

that will be wsed in the quantity recipe
booklet to be released this fall for res-
wurants and institutions, See “Econom-
ieal Gourmet Entrees,” page 30, Mac-
aroni Journal, June, 1958.)

Durwm milling representatives stressed
that durum will be available even though
the July 1 crop report indicates produc-
tion of 14,985,000 bushels. Stocks of Gov-
ernment durum are being sold and in all
likelihood will continue to be offered as
the Government's authorized selling price
is about the same as the present market
on durum wheat,

Harold Hofstrand of the North Dakota
Farm Bureau announced his organiza-
tion's efforts to form a Wheat Commission
in North Dakota and called for closer co-
operation between grower and processor
on durum problems.

Marvin Painter of Ballas Egg Products
reaffirmed that dark colored yolks will be
in short supply and prices would be high.
He sald the weak market for whites
forces yolk users to carry the load, G. F.
siemers of Hollman-La Roche stressed the
value of beta-carotene in producing yolks
of uniform color and reported their prog-
ress on getting industry and government
to accept such a program.

, Dr. White Speaks

“lle Your Age and Control Weight”
headlined the San Diego Evening Tribune
after interviewing Dr. Philip L. White,
Secretary of the Council on Foods & Nu-
trition of the American Medical Associa.
tion. Dr. White was quoted as saying:
“Unfortunately, most people after they've
passed the carly twenties continue to eat
as though they're still wenagers. Actually
their nutricnt need has lessened greatly.
The need is to taper off appetite and
maintain o greater degree of physical ac-
tivity, Each day's food Intake should
include the basic four areas of nutrition
— the milk group, meat group, fresh fruits
ainel vegetables, and the cereal group, But
hold down on appetite and the amounts!”

Dr. White's remarks on “Look 1What
Can Happen to Macaroni” begin- on
page 14. {

In reporting a sampling of depth in-
terviews among consumers, Mervin D,
Field safiithe Field Research Company,

A.r((:umluunf on page 31)
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I, gives me great pleasure 'to stand be-
fore you as President of our Associa-

tion for the past two years. During that
time we have made impressive gains in
our industry and these have come on the
heeks of a period of several years in which
the [uure was somewhat dim. We were
plagued  with  durum  shortages, high
prices, and a falling consumption, We
have a great deal to be thankful for
These last two years have seen a reversal
of the falling consumption, the return
of substantial quantities of durum to the
marhet, and also what is even better, an
increase of the use of durum by macarom
manuflaciurers,

The increases for this past year are im-
prossive, The Hoskins index on maca-
rani production is running better than
99 ahead of a year ago. Tonnage for
the first five months totaled 534,181,790
pounds as against last year's figure of
146,160,495 pounds, an increase of 46,
021,295 pounds.

‘I'he Macaroni Institute figures, 1 un-
derstand, substantiate these Hoskins sta-
tistics,

The figures on the durum mill grind
are even more impressive. For the week
ciding June 8 (the forty-ninth week of
the crop year) production was running

B.946,797 cwts. against last year's figure

ol 7,415,672 cwis., an increase of 1,031,125
cwts, — better than 14 per cent,

Quality & Merchandising

This increase in my opinion was due
ta the successful merchandising program
of the macaroni manufacturers and also
the Mmprovement of our products both
nutritionally and quality wise during
these last two years, The big reum to
the use of durum wheat has given us
the kind of product that Mrs, Consumer
wants to buy,

Looking back, it scems to me that one
of the biggest things we did to improve
our product nutritionally was the en-
richment program of adding vitamins
and iron to our products. At first 1 do
not believe that the enrichment of our
products stirred many people into buy-
ing our products, but there scems to be
a long range gain, During these past two
years, | am conscious that the nutritional
authorities of our country have a new
appreciation of macaroni and  noodle
products in their enriched state.

Just recently the Department of Ag-
riculture listed enriched macaroni and
noodle products along with cercals and
bread as one of the four basic. foods.
The¥make it quite apparent that it was
included only because of the enrichment
to the products. S

The nutritional bettermentgol our
products by the adding of vitasfsis and
iron has also made it possible for our
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Greetings from the President

5 Remarks of Lioyd K. Skinner ot the 54th Annual Mesting

products to be listed in low calorie and
reducing dicts.

Product Improvement

Looking back I remember the objection
that we received from some ol our mem-
bership to the enrichment program. In
fact 1 remember very vividly one manu-
facturer who specifically stated that he
would never put medicine in his prod-
ucts. Yet within a year and a half after-
ward, this man was enriching with iron
and vitamins,

‘This brings me to another possibility
that is knacking on our door at this time
— that is the improvement in the quality
of the protein in the macaroni and spa-
gheti. 1 refer specifically to V-10 and to
lysine manufactured by firms such as Du-
pont and Charles Pfizer, These people are
asking us to take a look at several ways
to dramatically improve our product
again,

Improvement in the quality of the pro-
tein in our products will open up an pp-
portunity to increase consumption in the
geriatric feeding field, It also offers us
an opportunity to further assist the pub-
lic in the campaign against obesity that
is being carried on in our country at this
time,

Promotion

Product improvement, though, is only
one phase of our many problems to in.
crease our comsumption. As we all know,
we have had a very successful publicity
program for the last ten years, The need
to enlarge this program and improve it
is ever present. By bettering our com-
munications, our publicity program can
even be more integrated with the mer-
chandising programs of the individual
manufacturers, We must continue to
show retailers that macaroni and noodle
dishes bring both high profit from the
sale_of macaroni and noodle products
themselves and from the sale of related
items.

* Sometimes the spot that the convention

August, 1953

Merchandising today is a science ay
each of us manufacturers must work oy
strong merchandising programs. Mg
apgressive merchandising is catain 4
bring better results in the form of iy
creast! sales,

Not only do we need bigger aud beug
cooperatinn from the grocery setailen,
but we must promote bigger and betiy
cooperation from our partners in the in
stitutional field and in the nutrition
and home economics fields, These latin
two offer practically virgin territory for
new wleas and better programs. At this
meeting, perhaps we might make san
in the accomplishment of programs in
these fields,

Use Durum

One other thing that I must emphasize
again corcerns the contributions we hawe
made toward the research in the improve
ment of durum wheat, 1 think that it is
essential for us to continue our suppat
of these activities.

If we do all these things — that s worl
toward improving the nutritional aspecs
of our products, better merchandising
better publicity in wider ficlds, and con
tinue ta support research activities for
durum wheat, I believe that we will cor
tinue to find success on our doorstep o
it has been this last year.

Exercise Your Leadership

There is an essential thing that must iy
be dane by ecach of us— every single ont
of us. It is up to us to provide leadenbip
for industry programs and it is up tow
to work collectively on industry problems
I know that travel has its inconvenienit

commitiee picks doesn't please every
body. We can't control the weathe
There are problems like that, But we art
a family business. We try to provide site
where you can bring your familics so that
you can combine pleasure with husines

Each of us has a place at thee meek
ings. Only by participation at the-c meet
ings can your leadership be felt. 1t is you
who wants to make a success of youf
business—so it is up to you to pﬂ“lLk
the leadership to continually !m;n-:uc'll!
Association's activities, to work on projet §
that will improve the general consump
tion of macaroni products and thereby
increase your own business,

If macaroni consumption increasts eah
year, we will all do better, We cach hait
shares of the markets we work on. but
we can expand the market we wll! L
crease our volume and meet the l'lllﬂl‘
costs plaguing us today, We can have?
better industry if every one will put ba
shoulder to the wheel,

4__-__.-"
YOUTH WILI, BE SERVED
NATIONAL MACARONI WEEK
OCTOBER 1625, 1958
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BUHLER BRU'I;HEBS, INC.
g

)
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Superior performance : At )
Easy maintenance ' ' !
More drying capacity per sq. ft. | ' i_i
Relatively small space requirement Fa w l
Sturdy construction : |
Less down time

Installation of two
1400 Ibs/hr capacity Short Goods Lines,
made up of two preliminary (shaker type)
dryers Type TP, two preliminary dryers Type TVK, two first
finlshing dryers Type TTMy, two finishing dryers Type Mg

Esglastrs for Industry
Since 1040

Prellminary Dryer Type TVK Finishing Dryer Types TTM

BUHLER BROTHERS,

o

Praliminary Dryer Type TP

~




Better Management Builds ‘a Better Outlook

b |

HENEVER the economy hits some
rough spots in the road, it has at
least one good effect — maybe two. It
wakes up most of the sleepy drivers and
it may bounce a few of the really sound
sleepers right out of the driver's scat,
Now there may be a few business own-
ers and managers who are riding along
in such comfortable scats that they don't
feel the bumps at all, For these unfortu-
nates there is just this warning — some-
times peaple settle down so hard hat
they just flatten out.

There's more truth than nonsense in
the statement that when you're green
you're growing, and when you're ripe
you rot. The only difference between a
comfortable rut and the grave is about
six feet of carth.

Macaroni manulacturers are no excep-
tions to the rules of business and the laws
of nature, Many a man can start a busi-
ness and run it preiy well for a long
time. But the day comes when he is
cither going to do a good job as a man-
ager or find that his business just isn't
what it used to be,

This is a tough competitive period.
There are very few certainties and sure
things in the business world today. Ac-
cidental success—the fying by the scat
of the pants kind—is becoming more
and more rare. From now on, business
success and  business survival for that
matter, are going to be earned or they
just won't happen.

7 M's in Management

You can. spell the word Management
with seven “M's": Men, Money, Ma-
chines, Markets, Materials, Merchandise,
and Methods. Each of these torms is a
key to a vitally important arca of busi-
ness management. At a time when the
consumer is being offered a wider and
wider choice as far as the food dollar is
concerned, the macaroni industry has
every incentive to do the best job possible
in building a bigger and more profitable
market,

This is a day of intense rivalry for su-
permarket shell space. And the super-
markets of America are the decisive area
us fur as selling the American consumer
is concerned. There is great significance
in the fact that eleven out of the top
wwenty retail organizations in America
are food chains,

NARGUS — National  Association  of
Retail Grocers—held their 5%th Annual
Convention in New York City carly in
Junc. It was stated there by the organi-
zation's Associate Counsel, Henry Bison,
that “it is authoritatively predicted by
1960 some 70 per cent of all food sales
will be made by 25,000 outlet$f¥approx-
imately hall the number of stores it took
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to account for the same percentage of
business ten years ago.”

Another speaker at the same gathering
was reported as saying that small grocers
are not destined to be gobbled up by the
big chains, Henry Boney of Speedec
Markets, La Mesa, California, told the
grocers that they need not carry every
brand, customers are satisfied by a choice
of two.

Now stock simplification may be good
for some retailers — it may be their key to
survival. But it is certainly going to be
hell oo the manufacturers who get pushed
off th* helf and out of the American
market completely just becavse they
weren't one of the two fortunate surviv-
ing brands,

Why Are You In Busincss?

Some manufacturers don't know why
they are in business. This may sound
like a strong statement, but when the
question is put to the heads of small and
mediumsized firms, the answers are ex-
traordinary, Some men are in business
for fun, others 1o provide jobs for a grow-
ing family of children, sonsin-law, and
nephews, and others are in business for
profit. Very few seem to be concerned
with the development of a sound and
stable organization that will be vigorous
enough to stay in business over a long
period of years and to grow in strength
and profitability at the same time.

Good management appears to be the
reason why companies grow. It is an im-
portant factor in making an uneven
business road smoother. There is no
question about its importance as far as
bankers and business constultants are
concerned,

The bir problem is always to encour.
age mei who are busy with the details of
every day business operation 1o step back

by Richard M. Oddie, Bank of America, at the 54th Annual Meeting

antd take a good long look at their ow
firms and their methods ol operaion,

When they do this, and get convene
to the importance of better viganization
and better delegation and betwer supa,
vision, then and only then will they e
alize that no matter what conditions are,
better management  will  automaticall
build a better business oulook,

Management Check List

Richard M, Oddie of the Bank of
America, Small Business Advisory Senj,
presented  this management  chek i
adopted from "Success & Failure in Small
Manufacturing” by A, M. Woodruff and
T. G. Alexander, University of Pitsburgh, §
at the convention,

Each of the ten clements listed belox
is worth ten points. See how. your organi
zation scores.

1]

e

k.

(=

(=]

7

8,

L=

. Simple, Adequate Records:

. Balanced Finances:

. Effective Plant and Equipment:

. Cost and Performance Stawlards:

. Market and Product Research:

Augusi, 195 August, 1958

Sound Organizalion:
Clear organization patterns, «n
tralized personnel control, no o
lapping authority, trained under
studies for key jobs.

Informed Leadership:
Adequate reports, comparison h!1h
past performance, comparison with
standards.

Records adequate and adapted 0
purpose, proper filing — auwesitl.
data available on time, keyed 1
organization needs.

Adequate  liquidity, dcpll'thl'iuﬂ
control, inventory control, sensible
borrowing, good bank relations.

Modern machinery, production $®
chronized, machinery well mair
tained, performance standanls.

Standards shown in reports, van®
ances shown, vverhead conts (0
trolled, continuous study lor i
provement.

Sound Labor Relations:
Human recognition of labm. wig®
in line with industry, workers il
ested in production, participation I
profit by key personnel.

Proper Sales Organization:
Sales analysis by products, siles 3
alysis by territory, sales compen™
tion and incentives, adeqguate
tomer service, controlled u%,
credit, controlled used of advertiing

Market analysis of sales, i"‘l""‘; :

ment of product, improvement

production, new  products, mark!

analysis before launching new pet ;

ucts. = “

(Continued on page J6)
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D.MaLpaAR! & Sons, InC.

557 THIRL: AVE. BROOKLYN 15, N. Y., US.A,

America’s Largest Dle Makers

1903 — MANAGEMENT CONTINUOQUSLY RETAINED IN SAME FAMILY — 1958
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. UOlbunon? Unique New VMP-3
Extruded Noodle Dough Sheeter - 1600 Pounds Per Hour

Clermont Exu uded Noodle Dough Sheeter VMP-3

L/
rer High Speed Noodle Cutter, Type NA-4 working in con-
the VMP-3 for continuous 1600 lbs. per hour operations,

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL wAYS Cﬂzrmonf.’

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

1I‘-S with lllnt cl alhucul. TAILOR - MADE FOR THE NOODLE TRADE

S

> Available with or without vacuum process
apacity range _ Two speed motor affords flexibility for 1600 Ibs. or 1000

Ibs, per hour or any two lesser outputs can be arranged.

argc screw for slow extrusion for better quality.

ngineercd for simplicity of operation.

uggcd construction to withstand heavy duty, round-the-clock usage.

controls. Automatic proportioning of water with flour.

1\1 atchless Temperature control for water chamber,
one piece housing. Easy to remove screw, easy to clean.

() No separation between screw chamber and head.

Cle designed die gives smootlhi, silky-finish, uniform sheet,

, enclosed in steel [rame, Compact, neat design,
l iy Ota‘uy Meets all sanitary requirements.

266-276 Wallabout Street,
Brooklyn 6, New York, N. Y., U.S.A.

August, 105
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CLERMONT "=
MACHINE CO. INC.

Simplified Mechanism
High Operating Efficiency
Automatically removes a stick and discharges it to a magazine rack.

Equipped with three blades which cut the heads and ends of the product and simulfaneously.__ful'
the product in half,

o The three blades are adjustable and any one or two of the three can be removed.
® The blades are adjustable to cut product in length range from nine to ten inches.
e Equipped with conveyor with capacity to hold 52 sticks of product, the average number of sticks

contained on a spaghetti iruck.
If operated in conjunction with an automatic long goods dryer the operation is continuous.
Operator can accomplish adjustments. No special mechanical skill required.

Please consult us for full information.

266-276
Wallabout Street
it Cg % /7 (f
U-S.A. Ry =~ .

S Deront Wucline Gorms

EVergreen 7-7540 —— ol gt




The How's and Why's of Motivational Research

by Mervin D. Field, Fisld Research Company, at the 54th Annual Meeting

‘T no time in the history of merchan-
A dising has market and public opin-
jon rescarch played such a vital role in
decision making as it does today, From
inception of a product, through its de-
aign, packaging, advertising, and ulti-
mate uselul life span, market researchers
are called in to check the pulse of the
consumer and report his reactions,

The reasons for this strong accent on
rescarch are obvious, Consumer appeal
of a product must be checked and re-
thecked and s merchandising adjusted
awcordingly, or the everfickle buying pub-
lic will switch to another brand, or a
substitute product. Our vastly improved
metheds of mass communication and dis-
tribution make every product and every
brand a candidate f{nr obsolescence as
some newer and r-ore desirable merchan-
dise is created.

Reason Behind Reason

! Motivation rescarch is a relatively re-
cent effort by public opinion and market

alysts to get information about con-
simer preferences and attitudes which
can help manufacturers and distributors
kkep abreast of current buyer thinking,
The accent here is on attempting to
pierce the curtain of the subcon-
scious in the consumer mind, The basic
purpose of such an investigation is to
obtain the reasons behind the reasons for
any given behavior. Motivation research
differs from the conventional market-
opinion study in that it secks beyond the
statistical “what” and “"how" answers
ll’lilg'.llludll‘l offer to the human behay-
iomt“¢lement of “why.”" Getting this in-
formation is only hall the battle, how-
ever; it must be properly analyzed and
applied to pay off in increased sales,

No doubt you have read of some of the
interesting and revealing results to come
out of motivation research projects and

the advertising appeals built -around

them, o2

Case Studics

The prune study is a classic example,
Through motivation rescarch techniques
it was discovered that people associated
prunces with dried up old maids, con-
stipation, and other unpleasant concepts,
The Prune Council promptly shifted
thieir advertising focus to counteract this
connection by describing prunes as “fruits
with locked-in sunshine and vitamins —
the fruit of youth." They showed mouth-
watering  recipes utilizing prunes, such
as prunc cake, prune whip, etc. What
happened?

The H. Breck people studied the feel-
ings of women about the color of their
hair, They found that a majority of
women think of the color of hair
as a great and living personal symbol —
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an integral part of their personalitics—
Breck shampoo ads now assure women
that the product will only highlight the
natural color of their hair, not tamper
with it

Through motivation research  Miles
Laboratories, Inc.,, found that its antisep-
tic Bactine was too bland —it didn't
sting. Mothers who administered the cure
without any sting 1o their children felt
they were missing part of the treaument
—they got no chance to comfort the
child. People also felt that unless they
could feel somcthing, the antiseptic was
not doing its job. So part of the: sting
was put back,

Men Like Old Shoes

Johnson shoes found from a motivation
study that men hate to buy new shoes,
It had been advertising shoes by them:
selves, brand new. When it switched to
pictures of the shoes being worn, stressed
soltness of the Jeather, sales went up.

Jell-O used 1o be advertised as a glam-
orous but complex special events dessert.
But most housewives thought of Jell-O
as a simple, every<lay dish. Advertising
themes were switched to the image that
the housewives already held; to simple
every4lay illustrations and a warm, human
appeal.

Wesson Oil's Snowdrift found that the
swirl on top of the shortening inside the
can symbolized purity and fluffiness, both
tualities that housewives wanted, So the
swirl was added to the label on the out-
side,

A study for NesCale Instant Coffee also
illustrates the versatility of motivation
research. T'wo groups of housewives were
given sample shopping lists which were
identical, but with one exception: onc
list contained “instant” coffee and the
other “regular” coffee) Respondents were
then asked to describe the type of woman
who would make up such a list. The
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differences between the answers of gy
two groups were remarkable and highy
significant. The woman buying instn
coffee was described often as “lasy,” “ny
a good homemaker” “not someone why
cared about cooking, etc” Here, o
owily was a prejudice for the instam
coffeec manufacturers to overcome!

Goetz beer, through motivation re
search, found that the public was really
not impressed with the almost unanimous
ciforts of beer manufacturers to ain
they have a, “dry beer.” Actually, the
public felt that dryness did not quench
thirst nearly as well as a drink that wa
considered wet, Goetz accordingly changed
to a new theme of “Wet 'N Wonderful®
and sales rose significantlyl

Depih Interview

How were these inner thoughts of the
consumer mined and brought to light

Motivation rescarch borrows ils variow
techniques from psychologists and psycho-
analytical methods, modified to serve the
purposes of market and opinion researdh
needs,

Foremost among the techniques of mo
tivation research is the so-called “depth®
interview. This is an interview in whih
the subject—in this case the consumea
—1Is encouraged to talk at length about
a given product, service or company with
minimum guidance from the interviewer.
It is analogous to placing the consumer
on the psychologist's “couch” —only fig
uratively, of course, and helps to revel
subconscious motives, guilt feelings, el
associated with the subject under i
quiry.

Projective techniques play an impor
tant role in motivation research ale
Sentence completion, story completion,
and cartoon completion are all variations
on the same theme. The respomlent ¥
presented with an unfinished scntenct
story, or pictorial situation contered
around -the rescarch problem, and i_‘
asked to complete it or “tell how it ends
In doing so, he unconsciously gives i
own reactions to the situation (after all
he really has no other readily availabl} B
Projective techniques have the advantagt
of allawing the respondent to “disown
what he might deem as an unpopult
idea, by the process of attributing itto
the person in the siwation story, Su
a method aids us In getting at hidden

W °
opinions which respondents might be - . )
luctant to part with if labeled as theil B3 ] n er lona g
. ; L L c O

own,
M | I N G MP ANY

aghetti, ndRyl
; aron| prgdu
(o e ) 1‘\"1'
‘migTacture, you can bgsure i . wii
ttie-up!" with “Mr. 1", M}

products,
Intérnatio?

Word Assodiation

Word asociation is another |nu}c('-i“'
device which has been adapted by
motivational research, Here the mpOﬂd'

(Continued on page JO) :
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Look What Can Happen To Macaroni

by Philip L. White, Sc.D.

Secretary, Council on Foods and Nuirition, American Medical Assoc ation

HE need for disseminating more in-
formation about food and nutrition
was strongly emphasized at The National
Food Conference held in Washington
carly this year, That is—=more practical
nutrition Information, of the kind that
} people can use, is necessary if the prob-
lems that are before us are to be solved.
| , What organizations are in a better posi-
\ tion to supply the information and the
impetus to nutrition education programs
than the food trade associations? Not
| only can such associations supply the in.
1 formation needed, they can demonstrate
how their products fit into a plan of total
nutrition. In so doing, the important con-
cept of nutritious meals prepared from a
variety of foods, served in adequate
amounts, will do much to promote good
nutrition in this country, The material
I wish to present has been prepared in
! the hope that the National Macaroni
Manufacturers Association has an interest
in promoting the importance of food to

the achievement of good healih.

! Tell The Doctors

I understand that the National Maca-
roni Manufacturers Association is con.
templating an  increased  program  of
| institutional or educational advertising
directed to the professional groups. One
,aspect of a national nutrition education
program would, of necessity, center abont
sopplying information 10 professional
ﬁ:ﬁps. In a venture of this type you
have my wholehearted support and en-
couragement. If you do decide to carry
out a more active program of nutrition
information directed to prolessional au-
'diences=look what can happep to maca-
ronil
Macaroni can be used in every kind of

therapeutic diet.

Macaroni can be fit into the meal pattern
of every American.

Macaroni can be counted on to supply
worthwhile amounts of many
important nutrients,

Macaroni can be used as a starting place
for a genceral nutrition informa.
tion program that could reflect
great credit to your organiza.
tion, -

It would be presumptuous for me to
try to tell you what the physician knows
about macaronl products. However, |
can tell you what the. physician might
want to know about macaroni and egg
noodle products, It will be to your ad-
vantage for him to understand the value
of your products so that' he can make
the best reference to them.in his prac-
tice and diet recommendations, The nu.
tritive -values of macaroni “and egg

ot the 54th Annval N.M.M.A. Meeting

DR. PHILIP L. WHITE

noodles ure worth advertising. The phy-
sician would certainly want to know their
yalue not only in terms of percentage
composition, but in terms of the nutrient
content in the average servings or other
convenient units of measure. The phyai-
cian would want to know about the
protein content and about the quality of
the protein, about the vitamins — espe-
cially thiamine, riboflavin and niacin,
and about the iron content of macaroni
products, What happens 1o these nu-
trients when macaroni is cooked? The
physician would also want to know how
macaroni can be used in various dicts—
in reducing diets, in bland or soft diets,
diabetic diets, restricted sodium  diets,
am! the normal dict. 1 plan 10 go into
all of these matters in more detail, but,
I cn assure you now, that macaroni
products have a place in all of these
diets and in many others.

Concerning  Diets

Many of the therapeutic dicts in use
today are designed along the lines of a
food grouping system. In essence, this
means that foods of similar compasition
are grouped together, and  depending
upon the nutrient in question, the patient
is assigned a certain number of servings
in each group, One of the groups im-
portant to us today is the bread and
cercal group, This means not only bread
and whole grain cereals, but also means
the enriched macaroni products. Maca-
roni or egg noodle products (usually
V4] cup cooked) are considered one serv-
ing in the bread and cereal group. This
food group system is used for diabetic
diets, for sodium restricted diets, and for
reducing diets. agd

perhaps the most’ popular 'diet’ today fs'+

. diets, and popular articles have bea

Y food was promoted for its goodn
Other than the: so-<alled ‘normal dlet, - ¢ ek
SSL T (Continued on page 33) TS

the reducing, diet. Many food produy
have been designed for caloric restri
diets, advertisements play up reduciy

written on this subject. Consequenth,
there has been a tendency among corain
food producers to promote their producy
for special dietary uses on the basis of
what the products do not contain,

cially calorics, fat, and cholesterol. Thy

has been especially true during the on |8

troversy over diet and heart discase, Fu

example, the theme of some food proms

tional materials has recently been:
*Our products are made from cereab
and are low in fat and contain m
cholesterol. , . Therelore, they will na
harm the way some foods might”

Be Positive

This may sound like good promotion
but foods are not selected and combined
into diets on the basis of what they &
not contribute. The one important re

quirement of good and practical nutritio |
is to provide the calories, protins, viv:

mins, and minerals that the body nech
everyday, Some foods might not be suit
able for certain types of diets, for o
ample, a calorie restricted or sidium re
stricted diet, because they contain
many calories or too much sodium i
proportion to the major nutrients ¢
tributed. In these cases, the caloric o
sodium cost of the food is too high v
justify its use as a source of protcins and
vitamins. An individual on a caloric @
sodium restricted diet has so much sodia
to spend or so many calorics 1 spend
in exchange for the needed nuiients ¥
the needed variation in his dict. Thee
fore, in therapeutic diets, foods e selet
ed for the major nutrients contained in
the food and then their plac in the
menu or thelr frequency of uw is detet
mined according to the cost in terms
elements that are being restriciol.

Give Full Information

The physician, dictitian, or nutritior
ist who prepares diets and advises pﬂllj“
how to use them, must be given full it
formation about the compasition of foot
This information should be phrnil'd a
terms that are famillar and uscful ¥
them. So much attention has been gif?
to the clorie content of foods _iﬂd bl
many foods are promoted as special
foods that I wonder if in time the (
can will not become quite neurotic a00%,
his food. Let's get back to the day ":lt

e |

quality. -

o A
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modern installations for
modern macaroni plants

Our Technical Office is ot your disposal to study and to solve your problems.

AVOID BUILDING COST!!

of new premises. Renew instead your equipment. Only half of the space is required with
the New Automatic Dryers.

9

4
1'.

"‘J'..'."li-

The picture shows our new automatic “GPL" Lines for all types of long macaroni products.
67 lines of this type are already in operation-in 16 different countries.

ONE MAN PER SHIFT: 22,000 Ibs. daily of dry products, ready for packing. Similar Lines
are available for Twisted and Short Cut Goods.

Send your inquiries to:
Eastern Zone: Lehara Corporation, 60 East 42nd St., New York 17, N. Y,

Western Zone: Permasco Division of Winter, Wolff & Co., Inc.,
2036 East 27th Street, Los Angeles 58, California

s.r | Dott hnygy. M., G.
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Durum Crop Estimate
by Les Swanson, King Midas Flour Mills

On March 18 the United States De-
partment of Agriculture issued a report
concerning farmers’ intentions 1o plant
wheat in 1958, This report indicated a
total of 1,179,000 acres would be planted
to durum. This compares to 2,365,000
acres in 1957, a reduction of 519,

The July 1 government crop estimate
placed this year's durum production at
14,985,000 bushels, compared 1o 39,680,
000 bushels produced last year, In making
an_estimate of the available durum sup-
ply for the crop year 1958-59 we shall
use as a basis the government July |
figure of 14,985,000 bushels, This total
may be raised or lowered when the next
report is released in August,

The estimated durum wheat supply
for the crop year 1958-59 is based on the
estimated carryover July 1, 1958, which
amounts to 26,000,000 bushels, less the
estimated durum under loan July 1, 1958
=20,000,000 bushels, This leaves a balance
of 6,000000 bushels. The government
July 1 crop estimate places this year's
durum production at 14,985,000 bushels
making the total supply outside govern-
ment stocks 20,985,000 bushels.

The estimated usage for 195859 con-
sists of a mill grind from July 1, 1958,
to September 1, 1959 of 25,000,000 bush-
cls; sced — 2,000,000 bushels; and cercal
and feed = 4,000,000 bushels for a total
of 31,000,000 bushels. This leaves a deficit
of 10,015,000 bushels,

The deficit will have to be secured [rom
government owned stocks which are esti-
mated at 20,000,000 bushels, leaving a
carryover of 9,985,000 bushels on Sep-
tember 1, 1959,

The Price Picture

Ly Plierce Wheatley, International

o Milling Company

We are going to have a tighter durum
supply picture this year There will be
plenty of durum but we will be buying

a large percentage of our supplies. from -/

cec. ki
Supply and demand coupled with the)’

price on CCC owned durum: will regulate ™

durum prices. Let's start offiby compar-
ing 1958 and 1957 gross loan . figures,
1958 1957

Hard Amber Durum

$2.90/bu. Mpls. $2.51/bu, Mpls,
Amber Durum ;

2.25/bu, Mpls.  246/bu. Mpls,
Common Durum ‘

2.20/bu. Mpls.  2.36/bu, Mpls.

This looks good on the surface but we
have to take the supply picture in con-
sideration. In 1957 we had a durum
crop of 39,680,000 bushels. The normal
domestic consumption of durum js about
31,000,000 bushels. We saw durum prices
sink to around net loan figures during
a major portion of this past year because
of plentiful free durum supplics,
The picture is entirely different this

year. The July 1 government forecast
was for only 14,985,000 bushels of durum,

This means a tight free durum supply.
We expect the durum farmers to play
a good game of poker and hold off selling
their durum, They will sell hard wheat,
barley, or flax as their cash crop and hold
their durum for the best possible price.
We may see a temporary dip at the peak
of harvest but as soon as the crop finds
storage the receipts will dry up, We will
be compelled to raise our price offers to
induce the farmers to sell their durum,
The durum farmer will not likely be
a willing seller at less than the Commod-
ity Credit Corporation minimum selling
price for durum,

What is the CCC minimum selling
pricet CCC is authorized by law, as of
July 1, to sell its stocks of durum at
105%, of 1958 gross loan value, plus
carrying charges, or at the market level,
whichever is higher. If we take a $2.30
gross loan value on No. 1 Hard Amber
Durum, we would have a minimum sell-
ing basis by CCC on July 1, of $2.41 per
bushel. Average carrying charges are
about 1% cents per bushel, per month.
There is nothing definite about these
carrying charges. ‘They are set each
month by CCC. In September 1958 the
CCC minimum selling basis will be about
$246 per bushel. By January 1959 the
minimum selling basis will be about $2.50
per bushel,

There's no reason to be pessimistic
about the present durum supply. There's
adequate durum available. Plentiful dur-
um supplics had much to do with in-
creased macaroni comsumption this past
year. Durum products will do the same
job for you this coming year. Let's all
push quality durun macaroni products.

AT THE CENERAL MILLS' OPEN HOUSE
at their new headquarters near Minneapolis
recently, nearly 15,000 visitors saw and
heard the story of durum wheat to semolina
to durum flour to macaronl products, Rep-
resentative macaroni products included spa-
ghetti, elbow macaroni, noodles, rigatoni,
and lasagna,

Pictured above they are receiving coples
of the ““Macaroni Spaghetti Noodle Hand-
book' of delicious main dish recipes created
by Betty Crocker which will encourage con-
sumer interest in serving more macaroni
foods to their families. (nformation In the
booklet Includes tips on how to cook foods
and the reasons for serving them which are
—convenience, economy, varlety, good fla-
vor, and nutrition,

This booklet has been featured in the
Macaroni Journal for the past several months
as a service Item, and ﬂ'mn.m. to the
manufacturer at printers’ cost and may be
Imprinted with the manufacturer’s brand
nama.

" its infancy outside of the milling induv
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International Releases Bulk
Flour Hundlinﬂ Patents

International Milling Company hay 3
nounced that they are releasing o
baking industry all rights to their Pending
and existing patents on bulk (lour by
designs and installation techniyues,

International has thereby authorig
Iree and independent use of all of (he
creative kleas and technological contrily
tions to the bulk movement by hakey B
macaroni manufacturers and rolawl engi
neering companics,

The baking industry at large, s well i [
its allied trades and related industric, [l
stands to gain much by this release, Inter.
national believes this action will furthe
the healthy growth and expansion of bulk §
materials  handling and  mechaniratin
throughout the baking industry.

Behind today's announcement lies the
milling company's original purpase in e
tering the field of bulk flour engincering
over four years ago. Prior to that tink,
International had done extensive researh B
and development work in their own [
plants throughout the Uniled States in
bulk flour handling. They worked doxh §
with General American Transportation
Corporation in field-testing the origiml
"Trans-Flo” bulk flour rail car, as well
as today's “Airslide” car,

There is something special
‘ about Macaroni products made from ,.

.

Lo AP SR S SIS S L S

Lul.'a have “something special” is the phrase that is heard more and more
often from New York to L. A. Let’s have a different kind of meal—but with lota of nppetite and
health nppeal. Let's have n meal that satisfies all the family all the time.

Everyone knows that macaroni products are economical—but do they
know that they can be “somelhing specinl” dishes too,
They meet ol the requirements of big-family budgets to the most exacting taste of the gourmet,

To obtain that “something specinl” in your products use the finest—use King Midas.

Operate Large Fleet

As a natural outgrowth of this, and in
cooperation with major truck-trailer irans
portation companies, International de
veloped their own bulk tlour truck, whih
utilizes similar “Airslide” unloading prio- |
ciples, Today, they operate the lig B8
est ficet of bulk flour trucks in the oun
try, and use more bulk flour rail an
than any other mill.

Even with the development of cilicient
bulk flour transportation and equipment. §
carly in 1954, the milling company reat ¥
ized that from an engineering standpoint
the possibilities of bulk flour hawdling
could not at that time be fully utitized by
bakers, Bulk flour handling was «till in

try andl very few bulk flour engincering
services were available at ressonable ot B
to Lakers. With their own interest and
experience in this field, International -ll_*
cided 10 organize its own bulk flour engt
neering department as a service (0 the
baking and macaroni industrics, )

Chiel ameng their accomplishments ' 3
this field are designs on screw-conveir
and “Alrslide” type flour bins {n lutk
Mour instzllions, ‘These bins are g
erally accepted by the baking fndlustry
being operationally superior to most othe!
types, minimizing maintenanre and s
tation problems. The milling rompan
also pioneered in the application of pres
matic unload and “in-plant” systemt
working out engineering refinements that
resulted in trouble-free operation.

“We are proud of our pioncering 16
ership and achievements in the fie
bulk flour engineering,” cxplaluml a com

(Continued on page )
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Convention Registrants
Macaroni Manufacturers

and Mrs. Paul Bienvenue . Catelli Food Products
and Mrs. Kenneth J. Forbes ... Catelli Food Products
and Mrs. Thomas A, Cunco ....—Ronco Foods
A. Borrelli Fresno Macaroni Co.
and Mrs. Paskey DeDomenico ...—.Golden Grain Macaroni

Montreal, Quebec
Montreal, Quebec
Memphis, Tennessce
Fresno, California
...Seattle, Washington
Seattle, Washington
Seattle, Washington
San Dicgo, California
Oakland, California
... Winnipeg, Manitoba
Rochester, New York
Rochester, New York
... Chicago, Nlinois
nthony Macaroni Company ——.......Los Angeles, California
.Gooch Food Products Co, ——— Lincoln, Nebraska
V., LaRosa & Sons ——Brooklyn, New York
V. LaRosa &k Sons ... Brooklyn, New York

and Mrs. Guido Merlino .....—...—..Golden Grain Macaroni Co.
E. D. DcRocco San Diego Macaroni Co. .
J. Didonato West Coast Macaroni Co,
and Mrs, O. E. Garber e The Creamette Company
and Mrs.Horace P, Giola oA, Giinda & Sons
and Mrs. Anthony J. Ginia .——.-A, Giola & Sons
and Mrs. Sidney J. Grass 1. ]. Grass Noadlc Co,
Angelo Guido —— A

and Mrs, A, L. Katskee
and Mrs.Peter LaRosa
and Mrs. V. F. LaRosa

C. Frederick Mueller C. F. Mueller Co. Aleens

John P, Mueller . e }:ﬁ; gm. :}

Albert Ravarino Ravarino & Freschi St. Louis, Missouri

and Mrs. Emanuele Ronzoni Ronzoni Macaroni -Long Island City, New York
and Mrs, Joseph Ricei Toronto Macaroni, Ltd. Toronto, Ontario

and Mrs. Ralph Sarli —-American Beauty Macaroni Cu. ———..Kansas City, Kansas

and Mrs. Ernest M. Scarpelli Porter-Scarpelli Portland, Ore,
and Mrs. Theodor Schmidt .. _Schmidt Noodle Mlg. Co. —— . Detroit, 'Mi[h‘[{::ll
and Mrs. Lloyd E. Skinner —__Skinner Mig. Company Omaha, Nebraska

John T. Jefirey — oo oeSkinner Mfg. Company
H. Geddes Stanway — . __Skinner Mig. Company
and Ms, A, Spadafora —.......—_Superior Macaroni Company

Omaha, Nebraska
Omaha, Nebraska
Los Angeles, California

Mr. and Mrs, E. Spadafora —Superior Macaroni Compan .
Mr. and Mrs, L. R. Thurston, Jr. MI’.";CI Macaroni Co. it E;:-ﬁ:;;ﬁfr]t.'l'(c:?nllil'l‘;w::i:l
Mr. and Mrs, P, F. Vagnino, Jr. __American Beauty Mac. oo Los An, c]ﬁ; California
Mr. and Mrs. L. S. Vagnino . American Beauty Mac. —5t, L“uf. \l}murl
Mr. Peter J. Viviano reremsrenerem——s}elMonico Foods, Inc. ---—-————u»uisvill'ell(cntntl
Mr. and Mrs, Albert 5. Weiss o ——Weiss Noodle Company e Cleveland, Ohio 1
Mr. and Mrs. Robert William Western Globe Products — Los An, cf“ California
Mr. and Mrs. Marvin Pearlman . __Western Globe Products ] 05 _.\ngtq,_..' C;Iil'urni;
Mr. and Mrs. Robert M. Green ... National Macaroni Ass'n — . Palatine lll.lnoh
Mr, and Mrs. James J. Winston .. National Macaroni Ass’'n New \'q;k, New York
Mr. and Mrs. Theodore R. Sills T. R. Sills & Company Los Angeles, California
Miss Elinor Ehrman eocceesceeee T R, Sills & Company New York, New York
Mr. Alfred Jermy — e | 11| L e New York, New York
Allies
Mr. Conrad Ambretie . Ambrette Machinery Corp. Brooklyn, New York
Mr. and Mrs. John Amato ... Clermont Machine Company Brooklyn, New York
Mr, and Mms. Larry Bortoli ... Bianchi's Machine Shop San Francisco, California
Mr. Leonard DeFrancisci ....... DeFrancisci Machines Brooklyn, New York
Mr. Nat Bontempi — DeFrancisci Machines Brooklyn, New York
Mr. Bob Bracken Dobeckmun Company Berkeley, California
::r, Fred Bell Dobeckmun Coml)any l‘kl’ktlt". California
Mr.

Mr.
Mr,
Mr.
Mr,
Mr.
Mr.
Mr.
Mr.
Mr,
Mr,
Mr.
Mr.
Mr.
Mr.
Mr.
Mr.

and Mrs, John Campanella .......S, Campanella & Sons
Thomas L. Brown . _____Centennial Mills
William A. Breaden —North Dakota Mill ..
and Mrs. Mervin D, Field ...._Field Research Company
and Mrs. Ralph Frank, Jr, e Lawry's Foods, Inc.
and Mrs, Charles A. Campbell —__Lawry's Foods, Inc.
Joseph A, Gauer. Vitamins, Inc.
Don V. Granneman seseeeeeFe M, Stamper Co,
Harold. Hofstrand Farm Burcau
Charles Hoskins G. G. Hoskins Company Libertyville, Hlinois
Arnold A, Kaehler —Special Foods Company ——______Red Wing, Minnesota
and Mrs, Gene Kuhn —_____Amber Milling Division G.T.A. —__5t. Paul, Minnesota
Howard' Lampman e Durum Wheat Institute Chicago, 1llinois

Ed. C. Maher E. C. Maher Company Los Angeles, California
and Mmn. C. Daniel Maldari —___D, Maldari & Sons Brooklyn, New York
Lee Merry General Mills, Inc. Minneapolis, Minnesota
Don Knutsen General Mills, Inc Park Ridge, Illinols

Jersey City, New Jersey

Scattle, Washington

Grand Forks, North Dakota

San Francisco, California
—Los Angeles, California
..los Angeles, California

Chicago, 1llinois

St. Louis, Missouri

Fargo, North Dakota
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i San Giorgio.Expands

Bl Lchanon, Pennsylvania, now in construc
B tion, is expected to be finished in about
i six weeks, according to Raymond |,
| Guerrisl, president and general manager.

 Started in April, the additjon will make

i possible bulk-handling of flour which will

§ 1000000 pounds of flour at one time.
i Now, flour is received in 100-pound sicks,
j No increased employment s expeeted,

| Gioia Becomes Canner

Augusll. 1958

Mr. P, M.Pence
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General Mills, Inc.

Mr. L.]. Brodell

General Mills, Inc,

Mr. Barney Wallace

General Mills, Inc.

e Oakland, California
e SR, Washinglon

Los Angeles, California

Mr. and Mrs. Harry Bailey ‘General Mills, Inc. o— e Coral Gables, Florida
Mr, and Mrs. Richard M. Oddie . Bank of America San Francisco, Calilornia
Mr. 'Marvin R. Painter _Ballas Egg Products —— oo Zanesville, Ohio

Mrs., Mana G. Bash

Mr. John H. RickS e

Mr. Thomas F. Sanicola

Ballas Egg Products ...

Color Offset Co.

Zanesville, Ohio

—.Container Corp. of America ceeee-..Los Angeles, California

Brooklyn, New York

Mr. O.R. L e T S —— 11112 ;1111 T2 A L L Englewood, New Jersey
Mr. and Mm. G. F. Siemers...........Hoffman-LaRoche, Inc, . —-Nutley, New Jersey

Mr. and Mrs, Lester 5. Swanson —_King Midas Flour Mills J—— {1130 [P FHTTEEY
Mr. and Mrs. George L. Faber —....King Midas Flour Mills e Chicago, Illinols

Mr. and Mrs. David Wilson o King Midas Flour Mills oo NUW York, New York
FXTOR o TR 2 (117 | 1 R —— King Midas Flour Mills e Minmeapolis, Minnesota

Mr. Alfred Rossotti e
Mr. Kenzie MacDonald ...

Mr. Nathaniel Peters .e.coememere— Ro$S01tE Litho Corp. .......
Mr, and Mr. Ray Wentzel oo Doughboy Industries, Inc. ...
Mr. Pierce Wheatley e s International Milling Co. ..

Mr. A. L. Delasqquale emeereeeememeee I1EE Nt OMAL Milling Co. .
Mr, and Mrs. G, E Hackbush..ooo......International Milling Cov ereveenee
.....International Milling Co. ...

Mr. and Mrs. L. A, Viviano ...
Mr. J. M. Loughman .

Mr. and Mrs. Renzo Tosi oo Fos Trading Company ...
Dr. and M. P. L. White e A\merican Medical Association ..
Mr. Marvin Woerpel Wi, Alumni Rescarch Found. ...

oo Rossotti Litho Corp. -
e ROSSOUE Litho Corp, ofons

International Milling Co. ......

<. North Bergen, New Jersey
....... Chicago, lllinois

San Francisco, California
... New Richmond, Wisconsin
‘Minneapolis, Minnesota
New York, New York
.Chicago, lllinois

_Jersey City, New Jersey
San Francisco, California
_San Francisco, California
.Chicago, Hlinois
Madison, Wisconsin

In The Industry —

A $750,000 addition to the San Giorgio
Macaroni plant, Eighth and Water Streets,

be blown into huge silos from railroad
cars, ‘The ten silos will be able to store

hut increased production due to added
tlliciency and warchousing space will be
he result, Guerrisi disclosed.

Future plans also include incorporation
md a new building for the company’s
canning plant at Sixth and Spring Streets,

For the first time in its 50-year history,
the Gioia Macaroni Company, Inc., of
lluffalo, New York, will enter the canned
Inod field with a plant in Odessa, Dela-
ware. The plant was recently bought by

i the company and renamed Monaco Foods
Company.

Prince of Pizza
Merger of the Leaning "Tower ol Pizza

# with the Prince Macaroni Co, was marked

with the formal opening of a Prince of

| Pizza at the Leaning Tower in Quincy,

Massachusetts on Route 3.
Announcement of the merger was made

g Ly Joseph Pellegrino, president of Prince

Macaroni Co., and Louis Catania, presi-
dent of the Leaning Tower of Piua.
The Quincy opening marks the begin-

B ning of a network of pizza drive-in restau.

Tants on main highways throughout the

A

.0 Lo e

East Coast, Another unit was opened in
Warcham, July 5, and drive-in units are
already in operation in Saugus and W,
Yarmouth.

The tower of this pizza restaurant is
an authentic duplicate of the famed Lean-
ing Tower of Pisa in Laly. Adjacent o
the tower is a (lagstone patio with jalousie
windows, and the interior wall is high-
lighted with a cincramic mural of a color-
ful Iwalian scene. ‘The atmosphere of the
Italian Riviera is inspired by the white
and gold wrought iron [urnishings on
the Patio,

Seventeen varieties ol pizas, making
500 different combinations, will be [ea-

San Giorgio's new additlon nears completion.

-

tured in the restaurant with such fimous
Tealinn foods as lasapna, ravioli, spagheuti
and meathalls and chicken cacciatore.
The Prince Mucaroni Co. is one of the
nation's leading makers of spaghetti, mac
arond, egg noodles, pizea mixes and ready
o serve sauces and Ttalian foods. Head-
quarters for the operation of the Prince
of Pizsa at the Leaning Tower will be
in Saugus on Route 1. Officers of the
operating  division, known as  Prine
Italian  Foods Management  Corp., are
Louis Catania, W. Yarmouth, president:
Vincent Catania, Everett, vice president:
$al Cantella, Winchester, treasurer; and
Armand Giarrusso, Lowell, derk.
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Voa ean PREVENT Noodle Shee§ Another Ambrette Landmark !

BURNING —

/ Sheet burning results when egg dough is overheated by an extru-
sion screw turning at a fast RPM to get production through a shin e
slotted die. A thin slotred die has a high extrusion rare which |=————1:=".=
further overheats the sheet. This overheated BURNT sheer is difiaule  [oiee=—=
to dry and deteriorates egg noodle flavor. ; | |

Ambretee’s Sheet Formers use a SPECIAL THICK SLOTTED
“TEFLON" DIE® to reduce die resistance. With less die resistance,
the extrusion screw turns Jess RPM to get desired production at a
low cx:nmon rate through the die. Less frictional heat is generated

PPatented

\ AT

i o & s |
e P “'I:Iy oty Shead ‘
I'lw Increases production ﬂ
. il
: 'l‘ ;"l; ’ | Improves quality ﬂ 1
- Reduces waste R ‘;. |
: | T, 00l corlincsuy >

hy not teade in your old 1 W
stick spreader NOW? (7ot

"'_“!'Muhimry Corp., 156 6th Street, Brooklyn, New York

Sheet forming press capacities— 600 to 1600 Ibs,

I

MACHINERY CORP.

156 — 6th .St'u‘-n, ‘liool‘:l'y'n,‘ ‘New York

R S i B e 2
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Look What Can Happen
(Continued from page 14)

Facts About Macaroni Products

Your Secretary, Mr. Robert Green, and
the previous speaker, Dr. Winston, have
provided you with considerable informa-
tion about the nutritional contributions
of macaroni products. There is not much
other material than I can add, but per-
haps 1 can give a different emphasis than
have Dr. Winston and Mr. Green,

When talking about foods or groups
of foods, it Is important to remember
that foods are sources of nutrients and
that the maintenance of nutritional
health depends upon proper food selec
tion and preparation, Foods may be
classified a number of ways, 1 have al-
ready talked about one method, that of
balancing the nutrients you want against
the nutrients you may want to avoid as
in the case of diets for sodium restriction.
Another way of clasifying foods is ac
cording to the contribution of essentlal
nutrients in average servings of the food
or in that quantity of food supplying
100 calories of food energy. In the case
of macaron! products, it would scem to
be more logical to evaluate in terms of
nutrients contained in the average serv-
ing because most people eat more thin
100 calories equivalent per serving. My
¢comparison will be on the basls of per-
ant of the Recommended Dietary Al-
~lowances of the Food and Nutrition
Board of the National Research’Council
supplicd by one serving — one cup of
cooked enriched macaroni. One serving
will supply the following proportions of
the Recommended Dietary Allowance for
an adult: 7% of the calories, 109, of the
protein, 8% of the ribollavin, 15% of
the iron, 16% of the thiamine, and 17%
(N,E) of the niacin. On this basis, en-
riched macaroni might be called good

and reliable source ol thiamine, irom,
niacin, and protein, and a [fair source
of riboflavin, Thus, enriched macaroni
products make signifigant contributions

PROTEIN' SCORE OF MACARONI PRODUCTS

of essential nutrients and in no way can
be considered only as starch.

Budget Calories

For & rioment let us consider macaroni
products as sources of food energy or
calories. The calorie content of a given
food is important only in a relative way
—relative to the other nutrients supplied
by that food or to the total calorie intake.
Calories can be considered like money in
a budget—you have just so much to
spend and the clever budgeter wants to
be sure of getting the greatest value for
his expenditure,

Cooked, enriched macaroni products
are rather good bargains because n
average serving or one cup of cooked
macaroni supplies only 7% of the calorie
allowance of an adult at the same time
that it makes significant contributions of
important nutrients. In a manner of
speaking, the calorie content of the food
is of importance only to the consumer
not to the food. To say that a product
is a high or low cloric food doesn't
always make good sense, especally when
referring to packaged, prepared foods or
meals. This is because people differ in
their caloric needs. A given food may he
a high calorie cost food to an 1800 calorie
dieter and a low calorie food to a teen-
ager requiring 4000 calories. Thus, it is
sometimes quite useless and quite sense-
less to refer to a food as being a high or
a low calorie food. It would seem to be
better, if necessary, to spcak frankly
about the calorie content of food in
terms of its percentage composition, or
in terms of the average serving consumed.
The reasons for any labeling on a pack-
age or any advertising is, after all, to
inform the consumer,

Importance of Enrichment

1 will have more to say about the vita-
min content of macaroni products. Suffice
it 10 say at this time, that it would be
in the public interest and in your interest
to urge 100% enrichment ol macaroni

and ¢gg noodle products. Don't force’
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people to check the labels to see if mug
roni is enriched; allow the public to e
fidently assume that they are, Few of i
claims that can be made for macam
can be made for the unenriched produ,
I have referred to the quantity of
tein in macaroni, now I would like
devote a Yutle time to the quality of i
protein. We know that one serving'd
cooked miacaroni will supply about
grams of protein which, incidentally,
more than that found in thice slices ¢
white bread. But what about the qualiy
of that pretein? You are all aware thy
protein cuality is important only i
terms of the total protein eaten ai on
meal or in one day, and 1 shall not dwd
on that point. However, knowledge o
the composition or the nutritive valw
of food proteins is important to the pa.
son who is planning diets, The qualiy
of the protein in macaroni is similar
that of other cereal products that are nu
subjected to extreme temperatures in
their preparation.

Protein Quality

One convenient method of assesing
the quality of a protein is to compare it
with a so-called standard reference pro
tein of known compaosition and knows
nutritive value, For this purpose, the
Food and Agriculture Organization o
the United Nations has developed a »
called provisional reference * protein. I
is possible to compare other foad protein
with this provisional protein using 3
score up to 100, Egg protein —an excl B
lent protein, for example, is scored W
100, White flour is given a score of 4
The protein score assigned to a given food
"protein is determined from the peren
tage of the most limiting amino acid wp
plied by that food when compared with
the FAO reference protein. Macaroni b
a score of 67 out of a possible 100 be
cause it supplics 67% of the lysine found
in the reference protein, This migh
sound like evidence for the need of lysint
supplementation of the macaroni pr
ucts, However, as in most cereal proiein

FAO Rel.  ° Macaroni

Protein L s

Pauern!.  Composition?  Score®
lsoleusing oo 270 286 281
Loucing oo 306 378 377
Lysine 270 184 67 186
Phenylalanine 180 298 T 276
Tyrosine A 2 180 168 141
Total Sulfur Amino Acld—— 270 1M 72 207
Methionine £ 144 86 (60) 96
Threoning oo 180 222 241
Tryptophan : 90 67 75 - 60
Valine —. 270 324 337

Amino Acid composition given as mg, amino acid per gram nitrogen,

Macaroni and cheese — calculated as 50, of the protein from cach 1 cup cooked macaroni (7,1 gm. protein) plus

1 oz. cheddar cheese (7.1 gm. protein).
*Percentage by which food fails to meet FAO provisional pattern,
1. Protein Requirements, FAO'‘Nutritional  Studies No. 16, Rome Italy,

2. Amino acid content of Foods Home Economics Research Report No. 4, US.D.A,, Washington, D, C. (Figures for

Macaroni and Noodles represent

only 1 sample analyzed.)

Egg Noodles

Composition? Score*

" Macaroni & Cheew

Composition2  Score?

358
500
69 326 10
520
247
71 198 il
(67) 126 (87)
2350
67 m 86
391
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you just can’t beat quality
macaroni products to fully satisfy
youngsters’ appetites. And you can be sure that youth
will be well served with appetizing, delicious,
healthful salads, casseroles or skillet dishes when your macaroni ..

products are made from Comet No. 1 Semolina.

DURUM DIVISION

Commandgr-Larabee

1




21 THE MACARONI JOURNAL

there are other amino acids that are
limiting and even if the lysine were in-
creased, other amino acids would then
become limiting, The sulphur containing
amino acids, cystine and methionine, are
in such concentration that they would
permit a scorc of only 72 10 75 alter
lysine  supplementation,  Theoretically
then, lysine supplementation would raise
the protein of macaroni products from 67
to only about 72, Tryptophan is the next
moét limiting amino acid so that cven il
lysine and cystine were both added, the
theoretical score would still only be 75.
This does not mean that the protein in
macaroni is not a rather good protein.
Actunlly, according to this method of
cotnparison, the protein is pretty good
quality, I think it should be interpreted
to, mean that efforts, if any, to improve
the quality of the proteins in macaroni
should be attempted only after the most
carelul experimental work has been done
to prove the eflectiveness of a single
amino acid supplementation.

Incidentally, I was able 10 find only
one report of a single analysis of the
amino acid composition of macaroni and
of egg noodles. One would be led to

pect to find more sulphur amino acids
i noodles becruse of the contribution
from the added egg, even though rela.
tively little egg solids are added to
noodles, Actually the methionine content
of egg noodles in this published report

s less than that of macaroni —96 mg,

of methionine per gram of protein in
egg noodles compared with 108 mg. per
gram in macaroni. Accordingly, the pro-
tein score of cgg noodles is 67, thesame
as macaroni, 1 would wonder if this
is true,
! The ellects on protein quality when
macaroni is mixed with meat, milk, eggs,
theese, or fish — commonly used dishes,
has not been specifically mentioned, 1
have not felt that this was necessary, You
all know that the result is good protein
and good nutrition.

Not long ago, 1 was discussing with a
few of your Board members the idea of
promoting macaroni with the other foods
that naturally combine with it 1o make a
good meal pattern. It was from this mect-
ing that the title of this talk originated.
I was urging your Board members to take
a broad view of nutrition and of the place
macaroni can take in the diet. As I re-
call, 1 suggested a series of educational
adventisements  complete  with  recipes
with the tie "Look What Can Happen
to Macaroni” Let us now look what has
happened to macaroni,

Macaroni's Place in the American Diet

The Agriculture Research Service of the
United States Department of Agriculture
has done much to promote good nutrition
education materials and teaching aids,
The old seven group food plan, one of
their teaching aids, grew out of concerted
cfforts to improve nutrition in this coun-
try carly in the 1940'. It was about the
same time that the four enrichment pro-
gram began. Weli, the emphasis in nu-
trition has changed. We have conquered

the classical nutrition deficiency discases
and we have now become a caloric con-
scious country. Accordingly, a new food
plan has been developed that places more
emphasis on those foods that contribute
several nutrients and less emphasis on
foods as sources of calories. This new
plan is built around four fundamental
groups of foods—a milk group, a meat
group, a vegetable and fruit group, and
a so-called bread and cereal group, This
plan recognizes that foods can be grouped
roughly according to the amounts and
kinds of nutrients common to those
foods, But the plan also recognizes that
cach of the basic foods in the plan con-
tribute  other nutrients to  complete
amounts left unfilled by seme other
group, Enriched macaroni products and
cgg noodles are prominent members of
the bread and cereal group, This group
is counted on to contribute to the diet
worthwhile amounts of thiamine, protein,
iron and niacin and to help with ribo-
flavin, minerals, and food energy.

The United States Department of Agri-
culture says “Enrichment of cereal foods
with iron, thiamine, riboflavin, and niacin
accounts for appreciable amounts of these
nutrients in the average diet. Whole grain
and enriched cereal products are especially
important  because they are  reliable
sources of thiamine and there are only a
few foods high in this vitamin,”

This plan considers enriched macaroni
as a serving in a typical meal pattern and
as an established staple food. 1 can sce
no reason why you should not take ad-
vantage of that fact, Enriched macaroni
products are not only very versatile foods,
they are recognized sources of important
nutrients and accordingly have a place in
modern meals. It is important to retain
a sense of proportion and not to endow
any food with magical properties or 10
make grandiose claims for the nutrients
found in foods, Individual foods are im-
portant only as they contribute to the
total intake for a meal or for a day, The
four group food plan capitalizes on this
and for that reason lends jtself extremely
well to, nutrition education  programs.
Minufacturers and distributors of foods
can promole their wares by showing how
their products fit into the plan and tell-
ing what nutrients their foods supply, but
without making fanciful claims for those
nutrients.

Good Mixers

Macaroni, spaghetti, and egg noodles
lend themselves well to mixtures with
other fowds, In so doing, they make variety
in the diet easy, they permit the gradual
introduction of new foods o youngsters
while retaining the familiarity of accepted
tishes, and they wurn macaroni into a
main dish, When you talk about the place
of macaroni in the whole diet or meal
plan, you can take part in the important
program of nutrition education so neces-
sary in this country, Food advertising is a
most potent, educational force. Good food
advertising and  educational advertising
not only promotes classes of foods, it car-
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P
ries "2’ message that otherwise may neyg
reach the consumer, How then can my
aroni be promoted to its vightful ply
in the American diet? How i the o
“bugaboo” of starch foods be laid o reg
There obviously is not sulficient time y
permit a full discussion of how 10 reag
the physician with specific informatioy

In any program designed to inform i [§

physician one must always keep in mind
that the physician is a very busy indivd
ual and has relatively litle time availabe
for extracurricular reading. He ofien by
a particular frame of reference for dieun
information and he is interested in an
information that is going to permit hin
to serve his patients beuter,

I you have any plans to promote mr
aroni products in therapeutic dicts tha
it would be wise 10 acquaint yoursell wik
the several diets that utilize the exchange
system and then tell the physician tha

your product fits into that system. Re |

member also that the physician is inier
ested in normal diets and that he my
not be particularly well informed on i
nutrient composition of macaroni and
macaroni products,

Council on Foods

The Council on Foods and Nutrition ol
the American Medical Association has lo
a long time maintained a sincere interet
in food advertising. As a guide to good
food advertising the Council has deve:
oped a publication entitled “Statemens
and Decisions of the Council on Food
and Nutrition of the American Medial
Association, This guide contains con
cepts in food advertising and definitions
of terms that have been developed ova
25 years of experience, The fundamentab
of good food advertising have ben
phrased by the Council in this way:

“Food advertising must be considerd |8

from the points of view of both the pub
lic and the merchandiser, Sound alvertie
ing effectively serves the interests of both
The continued welfare of the food indur
try rests largely on the dedication of i
advertising activities to good of the public
“Proper food advertising should use the
common name of the food concerned, o%
in the case of a fanciful trade name
should identify the ingredients in the or
der of their decreasing proportions in 'lhf
prodluct, Such practice prevents deception-
Any statement of the physical, chemicl
nutritional or physiologic propertics a
values of the food should be truthiul and
expressed in  simple common  termt
Proper advertising is free from false i
plications, It does not create incorret
or improper inferences or comparisuns
tween foods, It atiempts to promote 8219
solely on the merits of the food artide
itsell, 3
“Goud food advertising harmonises with
established authoritative knowledge poF
ularly expressed. Meritorious foods ™
quire no exaggerated, false, misleadiod
claims. The inferior food with alk
fictitious values requires gross super
tives and exaggerations, and flamboan

(Continued on page H)
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*

Colden Wedding Annlvi
John Campanella of J
Charles, Lena, Mary, Philip,

Host Alfred Rossotti compliments
Del Coronado on the spl
Spagheitl Buffet, The affalr was
§ area.

lendid array 0
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On The Soal Scene

trurycwn :ele}nrlam; by Mr. and Mrs.
ity on July 5.
nilipy Ju?md An:a sent them a basket

of flowers at the Del Coronado,

| regrets st being

unab

la to attend the

the executive chef of Hotel
f food at the traditional
televised In the San Diego

Their children,

Old-timers miss meeting. M. J. Donna, Secratary Emeritus,
and Benjamin R, Jacobs, Washington representative and former
Director: of Research, visiting in Chicago recently expressed

4th Annual Meeting.

Hostesses at a reception and luncheon for the ladies are left,
to right: Mrs, David Wilson, Mrs, George Faber, and Mrs.
Lester Swanson. All ladies of the convention were sent flowers
by King Midas Flour Mills with invitations to the party.

th i

Another Golden Anniversary couple is Mr. and Mrs. Louis A.

Viviano of Jersey Cily, New Jersey.
occasion in September,

They will observe the
Mr. Viviano represents International

Milling Company.

k%
B

Sailing on San Diego harbor, Kay Skinner (seated), John
J:il:‘:v, Robert S:hsmlur. Lloyd Skinner, Don Granneman,
Peter Pence (seated), and Peter LaRosa enjoy the sunshine
and scenery aboard the General Mills tour of San Diego harbor.
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§ IT COSTS SO LITTLE 1
T0 GET
"NEW MACHINE PERFORMANCE
§ WITH THE
8 DEMACO EXCHANGE SYSTEM!

AND DRYERS

DESIGNERS AND FABRICATORS OF 8
MACARONI EXTRUSION PRESSES ) ‘

De FRANCISCI MACHINE CORPORATION

45.46 METROPOLITAN AVENUE, BROOKLYN 37, N. Y. f
EVergreen 6-9880 il

|
One of the most practical, low cost ways to bring your existing extrusion presses and ‘ "‘
dryers up to modern high production standards is with DEMACO EXCHANGE SYSTEM. ‘

l

. Long Goods Presses and Short Cut Presses con be converted to give you a tremendous increase in
preduction.

. Long Goods Preliminary Dryers can be exchanged for the new DEMACO Two Air Chamber De- il
sign. The dryer that eliminates white specks, gives even drying across the entire stick, and gives B
you optimum humidity content for quicker finish drying. ‘

. Existing spreaders can be exchaonged for the new Demaco design.

| ¢+« Screw cylinders and feed screws con be rebuilt to give you three times the former life expectancy.

' :"I‘_f-‘ . Full_Information on the many advantages DEMACO can provide for your equipment is available

/s v Contact DEMACO

DEMACO® is the registered trade name
of DeFrancisci Machine Corporation

1od, R ‘rmwﬁm‘ﬂg—gw.m-—w-m-_-ﬂ,..,_.«-,_...__._.ﬁ..-.__—-o_—.,.
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The Egg Situation

by Marvin R. Painter of Ballas Egg Products Company

This year has been one of uncertainty
and change in most all businesses. We
have had a recession in many lines of
business but at the same time we have
experienced rising living costs. One big
change in business has been that everyone
has become very inventory conscious and
as a whole much less buying than normal
for future use has been done.

The noodle industry has [ollowed this
pattern and many egg yolks that they
nermally would have owned have been
used in other products. These yolks are
gone, as far as using them in noodles is
concerned, Due to their high price, the
egg industry could not pack yolks and
store them away hoping for and await-
ing the day when the noodle industry
would need them.

This is reflected in tot:l storage hold-
ings of only 25,000,006 pounds on June
1, 1958, as shown on the Government Re-
port. This compares to 29,500,000 pounds
on June 1, 1957, and a five-year average
of 35,250,000.

W remember, as you do, what hap.
perad last December and January when
vii'\s were very scarce and prices climbed
to unprecedented levels, The question is

wlill this happen again? e
Another thing to bear in mind is our’

ever Increasing population which grows at
about 2,000,000 persons - per year —the
equivalent to a city the size of Philadel.
phia or Los Angeles, These additional
people must be fed and we hope they cat
their share of noodle products, All of
these additional mouths lead us 10 believe
that we need more yolks now than at any
time in the past. :

The June 1 report on yolks used for
the first five months of 1958 total 42,850,-
200 pounds with a monthly average of
8,565,000 pounds. This is bised on inven-
tory of June 1, equivalent to three mounths
or 90 days.

Normal Scason Over

The normnal egg season is about over
and packs from now on will be less and
less each day, There is a trend toward a
longer egg production season each year,
But the cgg breaking industry is still
largely dependent on farm flock produc.
tion and as yet most of the eggs still come
in the early spring months. We hope this
year will see an extension of the breaking
season and that the production will start
carlier in the fall, As of now cggs are

uary 1, 1959 — about 25,000,000 more than
January 1,-1058, However, there has been
a very heavy carry-over of old hens from
1957 and earlier which are now and will
continue to be culled out of the flocks.
It is further estimated that this culling
will leave about 20,000,000 less hens in
the laying flock than on January 1, 1958,
This will mean a net increase in layers
and potential layers on January | of only
between 1 to 29. When the increased
population is considered we will actually
be between 2 to 39 short. It is true we
will see some increase in the number of
eggs laid per bird but whether it will
cover this shortage is yet to be seen,

It is also estimated that by September
pullets added to the laying flocks from
early hatches will bring the total laying
flock to practically the same as on Sep-
tember 1, 1957, This would mean that
egg supplies this fall would be about the
same or slightly larger than last fall,

Another factor in 1957 was on June 1
there were 62,700,000 pounds ol frozen
whole eggs on hand in the warchouse,
many of which were sold on the Chicago
Board of Trade and which were gambled
on during the fall months. The Board
does not ac',ally use the eggs and they
ultimately have to be sold again to the
users, These cast a shadow over the mar-
ket all fall and winter and kept prices
from advancing to their proper levels,
This also caused packers to pack out all
the yolks they could, Compared to this
on June I, 1958, we had only 34,500,000
pounds of froren whole eggs in the ware-
houses and practically none of these are
on the Board. This looks as though there
would be a demand for more whole eggs
to be packed this season and prices will
be in line with shell egg costs. It is easier
to pack whole eggs and when prices are
comparable many packers will not pack
yolks.

We might also add at this point that
the supply of dried yolks (yolk solids) is
about 2,000,000 pounds below last year.
This is equivalent to about 4,500,000
pounds of liquid or frozen yolks, This in
addition 10 the shortage of yolks men-
tioned above,

This gives you a picture of the yolk
supply and the outlook for the balince
of the year. We do know from past expe-
rience “that the money always runs out
before the meat does” and this will prob-
ably hold true on yolks this year.

many buyers this year, “Egg prices an
too high." This has been true especially
of yolk buyers, We agree that prices on
yolks arc high. The truth is exg priey
have not been too high, Many vears we
have paid $2.00 and more per cise of $
dozen shell eggs and sold you your yolks
much below present levels, The trouble
is that whites are oo low and the yolly
have had to carry too much of the cost of
the shell eggs. The egg industry is irying
to find new uses for whites, For a few
years the angel food cake mixes and other
prepared mixes were able to use up the
surplus whites. But we are back again with
more whites than known industries an
use, Formerly we exported large quan-
tities of dried whites (albumen) but these
markets have gone back to China and
in many instances disappeared becuw

the countries cannot get American dol- |

lars. The macaroni industry would be
greatly helped if it could find a produc
in which to use whites.

To illustrate the cost of yolks today
let us take the following example, The
approximate cost of eggs this season was

about $10.50 per 30 doen case of shell §

eggs. A good Spring yield of liquid egy
from this case would be 16V pounds of
noodle yolk and 23 pounds of whites
Based on the low market of egg whits
they are worth, without breaking labor,
an, freezing, freight, and overhead 5c per
pound, Our 23 pounds of egg whites 3
they come from the fresh eggs are wurfll
$1.15. This leaves a balance of st in
our case of shell eggs $9.35 for whith
we have 16V4 pounds of egg yolks. This
gives us a raw cost of yolks without labor
breaking, can, freezing, freight, and over
head, all of which must be covered in
our selling cost, a met liquid cost of
56-2/3c per pound. As of today most all
eggs are broken individually by i-t‘".pllf
and with present labor costs “this aint
cheap.”

Yolks Carry Load

From now on the liquid yield ol egg
will be less and less and the pounds o
yolks and whites will be mrn.':lmu-lmgly
less so shell egg prices would have to be
much, much lower even to product yolks
at this price. A further word on ¢g5
whites, as of this moment they do not
have a very bright future. We think it
will be quite sometime before we @0
expect to see the prices change to higher
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VuxraaM, the eriginal-starch-base pre-mix,
entiches continuous process macaroni
products to Government standards easily,
accurately and economically, It is free-
flowing, uniformly fed and dispersed, assur-
ing uniform enrichment.

® For oonsimmly uniform enrichment,
use the new precision Sterwin Feeder to
add VexT to your macaroni.

B-E«T+5, the original food enrichment tab.
let, entiches batch method macatoni with
minimum cost and maximum accuracy.
Speedy disintegration and uniform disper-
sion throughout the batch are your guar.
antees of uniform entichment.

@ SEE YOUR STERWIN REPRESENTATIVE
OR WRITE OR PHONE DIRECT...

Storwvre Chomicatb..

levels, if at all

definitely getting in short supply from
the farm flocks. The egg breaking indus-
try will now be bidding against retail out-
lets rather than using up surplus and
ngrmal supplies of cggs.

Based on reports of chickens hatched to
dafe, it is estimated that there will be
about 250,000,000 pullets on hand Jan-

Price

‘The second point you are interested in,
of course, Is price. Today price is of para-
mount importance to every one, People
used to say “Wrap it up.” Today we hear
the first question, “How much does it

cost?” We have heard the statement from

We fecl that eggs will be available ©
us 3060 days sooner this coming $cas"
than last. This should alleviate the 3"
city that is now prevalent, There ¥
always be egg yolks. But that is no gui™
antee that the yolk prices will be lowe
unless the whites work their way up:

Subsldiary of Slarling Drug Ine.
Flowr Service Divisiea

1125 MIRRIAM BLVD., KANSAS CITY, KANSAS
CIALISTS IN FLOUR MATURING, BLIA

iy Lt ot e vt e il
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Motivational Research
(Continued from page 12)

ent is asked to give the first thoughts
which come to his mind upon hearing
certain words — these words are  keyed
to the subject under study, of course,

The semantic differential is another
research tool originally created for basic
attitude rescarch which has been adapted
for commercial use, Brielly, it is a tech-
nique by which we can obtain the re-
spondent’s opinions of a product, service,
or company by asking him to rate these
concepts in terms of scales composed of
various adjectives opposite in meaning,

Observations of respondents in the

rocess of using a product or discussing
ts use among themselves is another moti-
vétion rescarch technique which is often
vepy revealing,

These methods of opinion  probing
which I have just described are ofrci
sed wogether, Sometimes two or three
are used. Such variety gives the interview
thange of pace and aids in keeping re-
spondents from getting impatient  with
the questioning process as well as provid-
g more detailed information.

I think my carlier examples of motiva-
tion research in action are pretty indica
tive of what can be accomplished through
this type of reason-lunting,

It can provide an industry, a product,
of a specific brand with the various ad-
! ertising appeals that currently would be
most meaningful to the consumer and
therefore put her in a buying mood.

Motivation research can pinpoint prod.
uct of specific brand dissatisfactions of
which the consumer may not be con-
sciously aware or able to verbalire if
asked dircetly, Properly used, this in-
[ormation could result in a sales increase
or in the case of a particular brand—a
sales advantage or “equalizer.”

Motivation rescarch can inspire jm.
proved package design and enhance a
product or brand at jts point of sale.

Motivation research can alert the in-
dustry or specific brands to future trouble
spots in regards to a product, the im-
pression it makes on people and the
Image it is creating in the public mind,
In this role, it may be performing the
most important function of all,

Caution, Use As Directed

A few words of caution about motiva.
tion research are in order before we: dis-

cuss ft in relationship
i to dry macaro
products, l ! i

: Motivation rescarch is not a panacea
or marketing or selling problems. It
cannot permanently “cover up” for in.

ferior merdhandise, ici i
or retailing blumlt.:ul.mr e Ml
Because of its current vogue, motiva.
tion research is often applied prematurely
to marketing and public opinion prnh)-
lems which are actually in acute need of
basic market research. As a mauter of
fact, motivation research must always be
meshed with known market and opinion
facts 10 be really useful,
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Sometimes motivation researchers and
clients, too, become’ so fascinated with
the psychological aspects of the problems
they are studying that they fail to produce
useable ideas. That is, ideas which cin
be used to promote sales, advance public
relations, develop or improve products,
and package design, and so on. To be
told that a certain product is highly
favored by consumers who indulged in
thumb-sucking in childhood or were the
victim of sibling rivalry leaves the busi-
nessman little to go on in a commercial
sense,

Motivation research is too often merely
a small number of interviews (sometimes
as few as ten) from which sweeping
generalizations are constructed and. pre-
sented as “results,” To my way of think-
ing they can only safely be presented as
interesting hypotheses 10 be tested out
upon an_adequate sample wilizing
variety of market, opinion, and motiva-
tion techniques,

About Dry Macaroni

As a matter of fact, hypotheses or id=as
about what mativates the housewile to
purchase and serve dry macaroni products
is my next subject, These ideas were
developed from an informal investigation
we made among a few cooperative house-
wives. 1 think you'll agree with me, they
raise some prenty interesting possibilities
in connection with future sales appeals,
product changes, and package improve-
ment, In the course of these interviews,
cach of which lasted about an hour, these
housewives were encouraged to “tell all”
about their feelings toward dry mara-
roni products, including childhood mem:
aries, use patterns and inner satisfactions
or dissatisfactions.

We hasten to disclaim any great signil-
icance for these ideas— I merely present
them as examples of the kind of dara
a full scale swudy might reveal, (I do
this with the warning that although
what I will be saying during the next few
minutes may sound quite logical and
cynclusive, it is by né means 1o be taken
as fact. Our sample, of housewives was
small and not necessarily typical. Our
speculations are just that— they ‘are pure
flights of fancy desitned to stimulate
your interest and enthusissm and to
show what kind of ideas may come cut
of this type of research. You might say
these are a few “free samples.")

These probing investigations suggest
first that dry macaroni products have
carned a_place of genuine aflection
among today's homemakers, Some of the
reasons for this fondness for the product
could be explained by the following re-
marks by our helpful housewives:

One wile and mother phrased it, “It's
one dish that I know my family will be
glad to see on the table. They love my
recipe for macaroni casscrole.”

Dry macaroni products in casserole
dishes seem to be acceptable fare for
guests also, A couple of the women' in-
terviewed expressed pride in some “often
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uested” S“special  macaroni ¢y
:!?i:h they mr;cte. i b
- Dried macaroni dishes are all yy
round, all weather foods. Images of wg
mer spaghetti dinners on the patio a
matched by chicken and noadles on,

cold day,

One of our housewives suygests thy
women may be grateful that dricd mag
roni products are a “"sure thing” 10 pn
pare. “You just can’t go wrong cwoking
them” she said. “Just drop in hoiling
water and cook until tender,”

Instant Food

Imterestingly enough, a couple of wom,
en consider spaghetti, macaroni, and ey
noodles as “instant” food becase of (e
speed and ease with which they an b
prepared. This suggests the  intriguing
idea that dry macaroni products might
bz considercd as one of the first “instant.
type” foods ever on the market!

Versatility seems 10 bz another vire
which our few housewives appreciatal in
dry macaroni products, Due to ther
blandness, macaroni, spaghetti, and
noodle dishes were used in endless fuad
combinations, making a convenient bad-
ground for leftovers and allowing them
to improvise and create new dishes, (A
maost every one of them wanted 1o give
us a “perfectly wonderful recipe” for
macaroni casserolel)

The storage qualities of dry maroni
products receive plaudits from our hone
mzkers also —and on two counts. In dn
form they are easily stored, and dont
seem 1o be subject to spoilage or deteriv
ration. And the cooked macaroni dishi-
casserole or salad — is mentioned by one
as improving upon standing becase thi
gives the juices a chance to mingle and
marinate, “It's an excellent ‘couk ahead
dish',* she said, “I fecl so smarnt when
I take the casserole 1 made the day befon
out of the refrigerator and pop it ino
the oven.”

Another mentioned that as a poti
and rice substitute, dried macaroni prod
ucts “keep menus from geuting dull” and
“break the monotony of meat and potr
toes.”

The very term “dry macaroni prowlucy”
evoked highly satisiying images of 1
finished dish—stcaming, bubblin: asr
oles, ctc., to our housewives.

Contradictions

However, all is not completely et
sailing for macaroni products, Our wovr
en revealed other attitudes towrd 40
macaroni products which appear to Pt
sent Intriguing motive contradictions !
they are present to any greal extent
among women at large.

For instance, indications are that me
roni, spaghetti, and egg noodles may
thought of simultancously as a hudget
food and a gourmet food — by the M
people and at the same time. Our womes
scemed to feel they were being ;
housewives™ if they offered dry macrod
in a budget dish at least once 3 week. Al
the same time they “doctor it up; 19
it in the class of true glamour farc.
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is hold true in all areas and at all

onomic levels? We don't know, but it

ems Intriguing. 2

“I'he ambivalance of the housewile-con-
smer toward dry macaroni products is
urther flustration by her appreciation
o jts ease of puparalion—whl:h she
prompily nullifies by a complicated cas-
role recipe, Special sauces, chopped
uts, mishrooms, wines, meats, all taking
p good deal of preparation are added o
he “simple macaroni dish.” And she ap-
arcntly enjoys doing it, besides. It wou d

very interesting to pursue this para-
dox further, 100,

Although our few buyers of dry maca-
oni proditcts seemed faitly certain that
he diflerent shapes available actually
Lontain identical ingredicnts, an interest-
ng pattern of food combinations secmed
o have developed in connection with
ese shapes. Spaghetti was for “Italian
uee” and meat balls, It was almost
never mentioned as the proper thing to
ombine with chicken or tuna fish,
These latter were reserved for shell
macaroni and egg noodles, Shell macaroni
nd short round macaroni seemed accept-
bble for macaroni salads. Egg noodles
vere correct under a goulash or stew.

M\acaroni was not. These serving customs

ggest the interesting possibility that a

fcodde” is passed from mother to daughter,

from homemaker to homemaker, We
meed to know a lot more about this be-
ore we cann put it to work for us, how-
fever,

Although most of our homemakers
liked to think of themselves as nutrition-
conscious or watchdogs of the balanced

iet, the nutritional value of dry maca-

Rroni products was apparently of second-

ary concern to them, They thought of
macaroni as a starch substitute, but more
importantly, they scemed to treat it as

“filler” or a "binder” to which they, ful-
filling the rale of menu planner and dieti-
can, added the proper ingredients to
bring up the level of the food value to
their standards.,

The interesting theme which is sug-
gesied by these depth interviews is that
howsewives may consider dry macaroni
I'T"jlu.m merely as the raw material or
basic ingredient with which she practices
her arts as a cook, a nutritionist and a
homemaker, 1f true, this could have far-
reaching significance.

Negative Feelings

A few ncgative feclings toward dry
macaronl products were also revealed.
Egg noodles were criticized for their lack
of “golden color,” Apparently, this prod-
ut evokes memories of mother or grand-
mother making her own cgg noodles,
Bolden in color from numerous egg yolks,
thick cut, and irregular in shape. Today's
m nunmllu are described as “grey-white”

asty™ ippe
mu;h,P y" in color, slippery to the

One respondent associated dry macaroni
pProducts with “hard times” recalling de-
Presion years when it was apparently
“nved frequently to her as a child,
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The traditional cellophane package
came in for some criticism. Our ladics
complained that once opened, the pack-
age lacked the body to continue serving
as a storage receptacle, allowing the
product to spill all over pantry shelves,

Several of the women we talked to
could not name the brand of dry maca-
roni products they usually purchased.
Where brands were recalled, their pur.
chase was consistent, but preferences were
not strong. Some of the reasons these
women gave for their brand preferences
include the following: prominent display
in the store; lighter texture: fewer cl-
orivs per serving: betier Mavor: less stick
ing, and cooking instructions and recipes
on the package, Price was the only basis
upon which they did any compirison
shopping of brands.

Words of Advice

Now, before you rush out and revise
your ad campaign, color your eggg noodles
yellow, and design a better spaghetti
carton, let me again repeat what I said
in introducing the dry macaconi inter-
view material. So far we only have some
very interesting hypotheses based on the
ideas suggested by interviews with a few
housewives, Until we have explored the
problem fully, it would he impossible to
say whether any of the ideas were worth-
while or not.

1I'd like to conclude my talk with a few
words of advice to those of you who might
be considering such a project,

1. Make certain your motivation swudy
is substantially buttressed by other quan-
titlve questions and answers so that you
can get the most meaning from  the
pychological  information, Don’t over-
look such bread and butter aspects ol
your product as whether it tastes good,
is priced for its market, and is packaged
in desirable quantities.

2. Bring your advertising and sales people
into the picture, They will be better able
to use the results of the research if they
are familiar with the background of the
study,

3. Don't expect overnight miracles from
motivation or other kinds of research,
You must still exercise the usual amount
of caution and discretion, and the suc-
cesses which resuly, if any, may be long-
term rather than immediate.

4, Last, but not least, although I said
“move with caution” 1 must also caution
you to keep moving, Keep in step with
consumer desires, anticipate them where
possible. Keep moving with your market,
not behind it. Good rescarch, including
motivation researd, should be geared to
help you do just that,

Facts Sell Products

Goods and services today are being sold
more and more with fact and less and less
with emotional appeals, according to the
head of a national consumer rescarch
firm,

Speaking at a mecting of the Optimist
Club of Downtown Toledo, Howard A.
Trumbull, president of National Family
Opinion, Inc, pointed out that market
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research is hastening an evolution from
emotionaltype advertising, which rult"d
the marketing roost 15 years ago and still
influences some sales promotion today, to
merchandising which is based on [acts.

Said Mr, Trumbull: “Manulacturers to-
day are discovering that they must satisly
consumer demands. They can't risk think-
ing for the consumer or forcing anything
upon him with sheer cmotional appeals.
Today's costs of manufacturing and dis-
wribution are too steep to afford the lux-
urivs nf guessing and chance. A sales pro-
motion campaign based on facts, gathered
via research, is more economical in the
long run.

Get Customer Nodding

wI'here's an ald saying in the sales field
that when you get your potential cus-
womer to nodding right off the bhat, ycu
are on the road 1o a solid sale. He starts
nodding more quickly when confronted
with facts based on what he wants and
and thinks.” i

NFO, the largest pancl-type consumer
rescarch firm in the country, asks more
than 75,000 questions a week of its G0,000
cooperating families, mostly nln9ul food
products and other items sold dircctly to
the consumer. 4

“We have discovered that a particular
kind of sales approach in behall of a food
product, for example, will work out well
in the Middle West but doesn't wark at
all in New England,” said Mr, Trumbull,

“We know that living habits of mid’
westerners and New  England residents
differ, aml that is reflected in their buying
habits. Years ago, a lood processor would
scatiershont his product and promotion
and wonder why it sold in some sections
and not in others. Taday, thanks to con-
wumer research among representative fam-
ilies, Ive can get an idea in advance about
his markets, He works with facts and
bases his promotion on them.”

As our cconomy and distribution proc-
esses become more complex, Mr. Trum-
bull said, the need for consumer research
Brows,

wThere was a day when many of our
large companies were small. The top
Drass was in direct contact with the con-
sumer. Today, the same top men have
hael to dilute themselves and spread them-
selves thin, The moment that happened,
they last that valuable dircet line to cus-
tomers. Many hegan to guess about con-
sumer needs and wants, Then they were
in trouble,

Consumer  Research  Helps

eConsumer Teseirch  today helps the
manufacturer and distributor talk 10 his
customers, ashing them what they want,
how they like a product or what they
don't like about it.

“We do it by mail among preselected
panels of families,” he said, "and have
been successful. When we approach an
American homemaker about working with
us on a voluntary basis, we always ask,
‘How would you like to tell a manufac-
turer what you really think about his

goods and services?' They love the idea.
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. i ‘Merck Enrichme reparatibns give your
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‘H Enrichment packs a potent appeal for nutrition-conscious
' }'.i consumers. It can help your macaroni products two ways.
\ i 1. By enriching your products, you'll create preference
g .
i for your brand over unenriched macaroni,
g1

2. Your enriched macaroni products can compete more
effectively with many other food products.

-

Our technical service stafl is always ready to help you
apply whichever of the following Merck vitamin products
is best suited to your process, Or, if you prefer, ask the
mills to use MERCK ENRICHMENT MIXTURES in your flours
i and granulars.
For Continuous Production
MERCK ENRICHMENT MixTURE No. 34P—feeds readily,
flows easily, and can be distributed uniformly with the
usual mechanical equipment.
For Batch-Type Operations
Merck ENRiCHMENT WAFERs—dissolve quickly, promote
uniform enrichment because they resist chipping and
dusting, disperse uniformly as the batch is mixed.
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A s Thould be stated in a fashion that can be  publicity cf!oi't':"hy the National Macaroni cansclous. housewives are Jolntly respes
A sible for the immediate success of i L
; ) understood by, the audience for whom the  Institute in booklet form. He stated that | 5 5P ot markets, The & l o
e advertisement is intended; for example, the “Youth Will Re Served” campaign ﬂrsu:t < :.e . -I:?es ﬁ\‘c'wr\in;' a( ne
' technical language is considered appro- will start with heavy publicity placements Ifm. :b«;u(ﬂllnan:: p::“n“
i ‘ priate for a prolessional audience.” in September as schools open around the The annc:itl ua "L is'n t;m - combinx
| & These principles can be also stated in  country. It will be stressed at the Food o nlctcmi ,a,_. : noodles an";nl pround 221-223 B St. .
1 a very simple and concise manner; Editors Conferencg, in New York City pooc 0o ri‘; mﬁalo sauce with chees J: i A ~in handy wafer
| namely, food advertising should not con-  during the last week of September with .y, "oy brepared mainstay for eithet San Francisco 11, California or powder form
{ ! flict with the principles of goodmbl;ilmn. a schoolroom presentation. Youth will be family or party meals, this traditional ¢
: ‘ used as the central theme for National : ; a
: Good Advertising Macaroni Week scheduled for October 1]:;’]":;;':‘!': :E:L,i'cﬂ:: ;;x]llll“::ficlli —convenient
We might summarize the foregoing ma- 1625, 1,: hetti and meat balls, spaghetti dir
! terial by stating some rules that can be A panel of macaroni manufacturers in- n[erE sidces7and lirl:l l'id.'[mih- nationwide
applied to the formation of good food cluding Sidney Grass, Al Katskee, Gedies “T'he Ilom'cm:lkl.'l! whul wants o | Western States tock locations
;ni:-cn(i‘slh;“_ These are our should be's: Stanway, Bob Willlam and Fred Mueller .0 family well, but who also wanis w0 sto
¢ 1. Claims should be truthful, warran- commented on topics ranging from trans- % ! «in the i
ted, and justifiable, portation costs to labor relations. The ;I;::;:,nmm::m:ﬂ :i::_':l::: ll;(::::::::|,;."|1ul- Mucnroni FGC"OI’Y supphﬂf! write for
3 2. Claims should be free of deceptive, popularity of this type of exchange war- ing it in |h||: “E,, or she can hake d o
:mr';ltramu:d implications and med- raulsimum development for the Winter nvanes of the c;" in a casserole di an descriptive
cal vagarics, Meeting so that more time and attention 1 bout 15 mit . N .
3. There should be no sweeping su-  can be given to operational problems in i.nu: vt et i R‘P‘""“g SPBCiGhl"l Bsitee
perlatives, no unfair or incomplete  production and selling, The new Chel product is receiving & L
comparisons, and claims of superior- . v s dvertising suppot
ity should be supported by accept- On the Sochal Side e ‘?- neh!p-l]-)cr i ational mag*
able scientific evidence, On the social side the traditional Ros- ::::’“;I: ::]:I:’d:::::iﬁ?;ign warrants. 40 Years' Experience e WALLACE & TIER NAN
Good food products can be promoted sotti spaghetti buffet was televised in the . !&n.r & o ; plva. INCORPURATED
to both the public and the profession San Dicgo area, The ladies enjoyed a re- YOUTH WILL BE SERVED e\ "*- -+ s BN " 25 MAIN STREET BELLEVILLE 9 N J
according to their contribution to the eeption and luncheon presented by the NATIONAL MACARONI WEEK : Ry}

total diet, not only in their nutrient con- ~ King Midas Flour Mills. General Mills OCTOBER  16-23
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Management Check List
(Continued fram page 8)

10, Community and Industrial Ielations: §

Membership in Trade Ayociatiohs,
Chambers of Commerce, good press
relations, good customer loyalty,
good supplicr relations,

Perfection Brand
AdvurtilinE

Perfection brand macaroni and  egg
noudle products are being advertised on
radio and television,

Perlection is the trade name of the
Fresno Macaroni Company at_ Fresno,
Califurnia and the West Coast Macaroni
Company at Qakland, Mr, A, Borrelli is

owner and ' president of the firm. Julis

Didonato_is vice-president and manager
of the Oakland office and plant.

In the Bay arca, popular ncwscaster
John K. Chapel [features Perfection
Products on his ten o'clock morning news-
cast three times a week over Station KLX.
In the Fresno area, Verfection is featured
daily on KFRE-T\"s Al Radka Open

. House between five and six each after-

Yoo, :

The Oakland plant has recently in-
stalled an Tialian press and coiling ma-
chine,

Instant Macaroni

Ingtant macaroni has just been
launched by the Quaker Oats Company
of Chicago as one part of a quartet of
new products, “Easy Mix" oatmeal bread,
“Instant  Quaker Oats" and “Ken-L.
Burgers" meat supplement for dogs have
also been introduced recently by Quaker
QOats Company,
5 The instant macaroni “can be ready for
leating only three or four minuters after
the macaroni has been added to boiling
water,” announces the firm.

Noodle Firm Sold

Mrs. Becker's Noodle Company of
Cleveland, Ohio, was purchased at the
end of June by the Weiss Noodle Com-
pany, also of Cleveland.

Herbert and  Samuel  Becker, who
founded the Becker Company twenty-one
years ago, said they sold out to devote
their full time 1o operating the Heights
Baking Company, which they also own.

Riceroni

Wild Riceroni, a new elbow macaroni of
a blend of durum wheat, buckwheat and
Minnesota wild rice flour, is being intro-
duced nationally by Mille Lacs Maple
Products Company of St. Paul, says a
report in Supermarket News,

Greece Needs No
Durum Imports

The government of Greece has de-
cided that current stocks of durum wheat
and the prospective supply from the 1958
crop will probably eliminate the need for
durum wheat imports in 195859,

In 1957-58, the government purchaseds

45,000 metric‘tons of durum wheat from
local production, compared with 28,000
in the preceding year,

Association, takes note of

PAUL S, WILLIS, President, Grocery Manufacturers of America, Inc. holds three-dimen i
sional rendition of a full-page newspaper advertisement saluting '"The Life Line of Amer
ica.”” The ad, prepared by the Bureau of Advertising, American Newspaper Publishen

(.Y. 's 50th Anniversary and pays tribute to all segments of the
food industry, It is being made available by the Bureau to all of its 1,060 member dailie
and will appear in newspapers throughout the country. The components of the Life Lin
are: agriculture, research, manufacturing, transportation, wholesaling, retailing and con
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High speed efficiency...Lowered packaging costs!

THE WOODMAN FLEET-WEIGH with
LO-FEEDER and VIBRA-WHEEL FILLER

This WOODMAN combination makes
macaroni and noodle packaging a smooth wi
1 y ati variation!

trouble [ree operation, el v i o
T \f AN JEEDY . e cight NI S clnmges oal >
the WORIBA N LO FEEDLR Rt made in less than 2 minutes = from
matically levels the product in the hop- 9t 115 15 SEgle shols

ety itie’ pickey whee] inayres claster free The WOODMAN line ol packaging ma-
delivery 1o the dual scale hoppers of the chinery will answer your packaging prob-
FLEET-WEIGH for vapid, accurate net Jems, Let us amalyze your pkaging
weighing and to the VIBRA-WIHEEL aperation and suggest possible improve:
FILLER for st cflicient bag hlling. ments.

YOUR WOODMAN MAN IS A GOOD MAN TO KNOW!

Think of it — up to 35 packages per mine
ute with Tess than 1§ o average weight

Trycite Film

A new low-cost polystyrene film selling
for less than most competitive transpar-
ent films has been developed by The
Dow Chemical Company, which says the
film will find wide use in the food pack-
aging Industry, :

Trademarked Trycite, the film will be
produced in Cleveland, Ohio, The first
plant will go on stream in January: of
1959,

Dow' spokesmen say that the market
potential for Trycite is so large that-they
have begun studies to further expand
production facilities for.the film.

In limited cdmmercial production thus
far, Trycite has been used for packaging
meats, especially bacon, bakery goods,
candy, dairy products and poultry.

Polystyrene

Trycite is the first commercially fea-
sible packaging film to be produced out
of polystyrene, the most economical of
all plastics resins, Dow developed poly-
styrene in the late 1930’ and has been
the largest producer of the resin since
that time,

The significantly reduced cost of T'ry-
cite compared with most popular present-
day films is due to singular methods of
fabricating inexpensive polystyrene which
took Dow nearly ten years 1o develop.,

Among the advantages claimed for Try-
cite are its sparkling clarity, which Dow

(-say¥l,is unmatched in the packaging field
today, its food chemical resistance, and
excellent mechanical propertiesi

Trycite is a breathing film, It does not
absorb molsture, distort or become brittle

with age, Field tested for several yean
Trycite has shown amazing dimensiom!
stability, maintaining its original smooth
ness and lustre for the entire shelf lifeof
the product contained.

Trycite has met with immediate
ceptance  from manufacturers of eme
lopes, cartons and boxes which contain
see-through windaws.

Dow is continuing extensive rescarh
on various surface treatments for the fln
which will broaden its scope ol applicr
tion, The Company expects (J!lqiml“ll‘
sults from this effort in the fnmediat
future, Among the coatings arc severd
which will make Trycite readily heat st
able and more functional for stndard
equipment,

Extreniely cptimistic about the fute
of the product, Dow says that with fur:
ther modifications in the film is sl
within the next few years will expand 0
several times the capacity of the Clae
land facility.

Dow has been producing a ]ml!‘}}‘“‘:
film in limited quantitles at its Midlar
(Michigan) Division for several lllrglllhL
Production there will be discontiny
upon completion of the Cleveland ph
with the exception of experimental fr

Quantides Still Limited )
Trycite is being produced in 1, 1% 1
and 2 mil thicknesses, in widths from
to 54 inches in multiples of 1/16th '"‘w
The film is shipped in standard mllt“
inches in outer diameter. Until llm; '
production l'l"dllu? are compléted, 117
cite is available in limited quantit®
throughout the United States.

u

WOODMAN

" .,
‘1'% 647 E. Collega Avenue, Decatur, Georgia

SALES AND SERVICE OFFICES IN PRINCIPAL CITIES.
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85 Years Ago — August, 1923

e ‘The practice of dumping surplus sup-
plies of macuroni into Texas by some
middle-west and: northern firms was pro-
tested by Frank: 5, Bonno, president of
the National Madatopi Company of Dal-
las, Texas, ) i
2 The Sebens Brothers of Milnor, North
Dakota, William P, and Edward F., were
awarded the NMMA trophy as the grow-
ers of the best durum exhibited at the
Interstate Fair at Fargo, N, D.

e The California Division of Weights
adl Measures gave notice of its campaign
1 standardize macaroni produas. Up o
this time macaroni products were being
sold in packages of various sizes and
weights  causing  consumer  misunder-
standing.

o An appeal was received by the industry
for macaroni 1o feed thousands of starving
women and children in Greece who were
under the care of the Near East Relicl
Committee,

e The Foulds Company, Libertyville,
Winois, was formed by merger of the
Foulds  Milling Co,, Libertyville, the
Woadcock Macaroni Co,, Rodhester, N Y.,
the Warner Macaroni Co., Syracuse, N, Y.,
and the  Palisades  Manulacturing  Co,,
West Hoboken, N, J.

25 Years Ago — August, 1933
o lecause of its willingness o comply
with the President’s request for coopera-
tion by employers in putting into cffect
his plan for business recovery, the mac
aromni industry was entitled 1o display the
Blue Eagle Emblem. However, the NRA
advised that it did require the Emblem to
be used o food product packages.
o NMMA adopt a new constitution and
by-lows in keeping with NRA require-
ments,
o Alter serving 2 years as honorary presi-
tent of Msociated Grocery Manufacturers
of America, Paul 8§, Willis agreed 1o de-
vote his entire services 1o that group,
o NMMA set up a regional organization
plan dividing the U, 8, on a geographical
Diasis into 12 regions,
o Beause of months of drought and ex-
treme heat, duram crop prospeets were
exprated 1o be the lowest on record amd
there was some doubt that there would
be sutticient supplies even with carryover
o meet the demamd from the industry,
o Macioni products were recommended

mitionally by Amelia 11 Grant ol the

Burean of Nursing of the Ny, City De-
partment of Fealth as ideal for growing
girls and young women who require more
boly fuel and building foods.

15 Years Ago — June, 1943

o NMMA President G, W, Wolle asked
the: Government to purchase  macaroni
products during the  summer  months
when consumer buying i slacker so as
not o create too much demand at one

+ time,

® Labor grievances were coming before
the National War Labor Board at a rate
greatly overtaxing s [acilities, Part of the
trouble stemmed from the fact that many
industries were losing skilled workers to
defense work where higher wage standards
prevailed,

e The industry went on record in oppo-
sition to general enrichment of all flours
as proposcd by the Government.

® The U. §. Depariment of Agriculture
in a Food “Trade Letter referred 10 mace
aroni products as the “Nation's N« 1
meat stretcher.,

e In a turnover amd profit test 1o wiich
a wellknown brand  of macaron:  was
pitted against an anractively  packaged
distributor's brand, the well-known brand
sold 914 times faster.

o C. Fred Mucller of the G, F, Muelier
Ca,, Jersey City, N, ], resigned as a food
specialist in the Federal flice of Price
Administration. He was drafted by ihe
Government when it planned its complex
setup of price control,

5 Years Ago — August, 1953
e Tom Hugé, sanitation consultant, twld
the NMMA convention that it was neces-
sary to make management realize the im-
portance of sanitation and 1o divest them
of their complacent attitude,
o At convention, G, L. Norris of Cream.
ette Co. rellected upon profits in the in-
dustry. He said that in 1923 189, was
profic on the sales dollar and it was now
less than 29,
® Dr. Franklin C. Bing 1alking on nu-
trition in macaroni said that people on
reducing dicts would appredate being
able 1o eat macaroni, This could be ac-
complished i1 macaroni products were en-
riched,
e Senator Milton R. Young of North
Dakotn urged the Commlity  Credit
Corporation to exempt durum from acre
age quotas In 1931 00 restrictions were
necessary, He said that as the result of
151 stem rust, farmers had already re.
duced their acreage and production.
e D). J. Purcell of Armour and Co. pre-
digted thar more use would be made of

“ delydrated egga by noodle pagylacturers,

® Albert Ravarino of Ravaring & Freshi,
St Louis, visited Enrope as ambassador ol
the industry en route to the International
Food Conference held in Belgium,

‘Clarke is wheradmle of (l‘ﬁl‘"“'

August, 1

w CLASSIFIED

ADVERTISING R\TFS
Display Advertising Rutes on Applicai,
Want Ads._75 Contg per Ling

—_—

FOR SALE = C'ermont Nov ' Cier "
five sets standard cutdng widih o
Dough Nreaker, Nowdle Dryer -miuinl'q
Iwn units, l'n'llminary Drver and Finig
Drver. In excellent conditio, openty
now. Reasonably priced. e Rox Iy
Macaronl  Jownal, Palatine, Winois,

INDEX TO
ADVERTISERS

Amber Milling Division, G.T.A,....._ }
Ambrette Machine Corporation ...
Blanchi’'s Machine Shop.............. ..
Braibanti Co,, M, & G. ...
Buhler Brothers, Inc....
Clarmont Machine Company....... 10,1
Commander-Larabee Milling Company. 2l
DeFranclscl Machine Corporation.... 26,11
Doughboy Industries, Inc..
Ganeral Mills, Inc..... L
Holfman-LaRoche, Inc, ...
International Milling Company....
Jacobs-Winston Laboratories, lnc......
King Midas Flour Mills...........ocooeee...
Maldari, D, & Som, Inc....
Merck & Company.......
Rossotti Lithograph Corporation
Sterwin Chemicals, Inc....
Wallace & Tiernan, Inc
Woodman Company ........cmveee s o

Hoffman-La Roche
Promotions

John H. Kelly has been naned u'll_‘
promotion manager of the \'il...nlin.llul
sion of Hoffman-La Rodche Inc. it ivae
nounced by R. W. Smith, ger ral man
ager of the division, In adiition, R
Semmes Clarke has been name:
of sales control,

Mr. Kelly, formerly admini
sistant 1o the general managr,
Roche in 1958 as a member o
control department in the phia
specialties  division,  Prior ©
worked as a medial service
tive for the Upjohn Co,

A native of Harrison, N, ], M ‘“_";
was  graduated  from Harrison -IIH;I
School, He attended the Universiy !
Notre Dame and has 0 B8, deee 00
St Peter's College. .t

Mr. Clarke has been commerdial 28
ant in the Vitamin Division, 1le joie
Roche in 1931 afier serving ulllt‘_!"‘I:
with Merck & Co, as a supervisor i !
production, production  planning -
commercial development departments

A native of Charlestown, W, Vi b

this I
Lopresst

lege,- Columbi. " ‘vnily.
Mr. Kelly resides in Verond
and Mr. Clarke in New York Gty
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The Vital Story of
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[1 N's'E BB SC1ENCE|

FARINA ana PASTINA ENRICHMENT

by Science Writer

Thisarticle Is v of a series devoted to the story of vitamin en-

sred cereal foods; white bread and rolls, white flour,

wched or re
',::l, yeeal and erits, macaroni products, white rice, breakfast

 cereals « i furina,

W hat is Farina? Sometimes called the “heart

of the wheat,” farina is wheat (other than durum
\iricties) which has been ground and bolted in
ular form and from which virtually all of
the bran coat and germ have been removed.

Itis an excellent source of food energy, pro-
viding 370 calories per 100 grams. Its compo-
sition is largely carbohrdmlc (77.4 grams per 100
srams) with tome protein value (10.9 grams per 100
grams) and low fat content,
This excellent, palatable food makes a fine dish for
infants and children at any meal, For adults it is particu-

good as a breakfast food when served with cooked

or dried fruits, Being bland, it has a special place in the
diets of the elderly and invalids of all ages.

Pastina Defined. Postina is the product which is
derived from durum wheat and with
which egg yolks and sometimes other in-
gredients are processed. It, too, is an ex-
— cellent food for babics and children and
>~/ hus a special place in adult diets, being

f wed a3 a cercal or by being added to soups and broths.

Why Enrich Farina and Pastina? Because so
mich of the vitamin and mineral content of the wheat
§ contained in the germ and bran which must be re-
moved to make farina and pastina, enrichment to restore
importan! values is absolutely necessary.

New Enriched Farina Standards. The Food and
Drug Ad:.inistration of the U, S, Dept. of Health, Edu-
tation an | Welfare in June of 1955 changed the standards
which al! enriched farina, sold in interstate commerce,
must mec:. The new maximum and mininen levels (in
milligran. . per pound) are: Min.  Max.
Thizmine (vitamin Bi) vvvveves 20,.. 2.5
Ribuflavin (vitamin Bz) +..ovevs 12,0, 1S
G oy v errrannasnseeness By 200
TS et AR L T R
*No maxinium established
Inaddition 10 the above, the F. & D. A.
llows the addition of other food cle-
b "N at the manufacturer’s option,
Amﬂng these are:

Viamin p, , 259 '
R a2+ + 250 ULS.P, units per pound
Caleium 500 milligrams pcg pound

mni‘Ched Pasting, Enrichment requirements for maca-

i id_ noodle products, of which pastina is ong;Tare,

_ H,All ﬁ;um? argi: milligrams per pound and
T MO S R

include allowances for losses which may occur in cook-
ing. These are standards established for the consumer by
the Food and Drus Administration.
Min, Mux,
Thinmine (vitamin B)..... 4.0 5.0
Riboflavin (vitamin Bx),.... 17 22
Nincin ssssvsorsarsessers 210 340
Iron . 13.0 16.5

Again, the F, & D. A. ollows manufacturers to add op-
tional ingredients including vitamin D and calcium in
the quantities noted below.

Min.  Max.
Vitamin D .... 250 1000 (U.S.P. units per Ib.)
Calcium ..... . 500 625 (mg. per Ib.)

Enrichment's Simplicity. Enrichment is really a
simple process, The enriching ingredients (vitamins and
minerals) are added to the food during processing. The
consumer then receives farina or pastina which cquals or
exceeds the values of the original wheat in vitally im-
portant vitamins and minerals,

Physicians, nutritionists, dietitians
—and consumers—support enrichment
enthusiastically. It is such an impor-
tant factor in public health that not
only farina and pastina and other
macaroni products, but fumily white
flour, white bread and rolls, corn meal and grits and
white rice are enriched.

Duplicating Nature. The science of chemistry is so
advanced these days that many of Nature's complex sub-
stances can be duplicated in the laboratory. This has
happened with many vitamins. First, the chemical com-

osition is learned. Sccond, the pure substance is iso-
lated. Third, a “duplicate” is made by synthesis. And
fourth, the laboratory techniques are extended to large
scale operation. The manufactured duplicate is identical
chemically and in biological activity with Nature's own
product. A vitamin is still a vitamin regardiess of its
source. So cflicient is large scale manufacturing that vita-
mins are sold at a lower cost than if they were extracted
from natural sources.

The Hoffmann-La Roche peo-
ple make top-quality vitamins
actually by the tons. To do this
they use amazingly complex
processes with scientific produc-
tion controls and the latest equip-
ment which fill buildings each a
city block square and many
stories high,

Reprimts of this article, amd all others in the series, are available
without charge, Plase send your sequest to the Vigmin Divi

o siong Hoffmann-La Roche Ine., Nutley 10, New Jesey, In
Canada: Hoffmann-La Rochie Lul, 156 Boudon Street, S,
Lament, PQ.
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| advertise thenew
! Scalloped Salmori-Recipe
to sell;more noodles

the ladlés new recipes they can make
vi youn%aruni products and they'll
buy more of them, Here's one of four taste-
tempting ideas from our new ad mat series
which will help you sell noodles right now,
Betty Crocker created the recipe—Scal-
loped Salton, Atmonds and Noodles, Our
famous consumer. panel tested it. We built
the recipe into an advértisement for you to
in your own market area, under your
oWn brand name, Send for the mat today,
t samples of other dds in the series.
£ !
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| CONOMICAL 1
] ou pay cnly 50¢ for each mat—a real
i gain when you consider the time, talent

———
=

% and material required to produce them.
L & even more of a bargain when you
t:* nsider the extra sales they’ll help pro-

duce, Offer good in U.S.A, only.

EASY TO USE
Have your newspaper type-set your brand
hame where it appears in the ad. Insert an
ngraving of your own package if you wish.
ive insertion dates to the newspaper. You
y only for space used,

LEXIBLE

If you wish, you can add, delete, or rear-

A new way to win family praises
Scalloped Salmon, Almonds and Noodles

made extra tasty with

P
L range elements within the ad to make an YOUR BRAND NOODLES
| entirely new or different size ad, Combine
f elements from other ad mats to make ( \
multi-product ads. Your newspaper rep-
; resentative will gladly help. LSIESELOPBD SALMCII]N.
¥ A DS, AND NOODLES
4 Ask your General Mills salesman for detalls- 4oz, phg, Your Brand Noodies  T-or. ean 1ed sockeye saimon,
'y or use this coupon to order. E%ﬁ“?‘}," .E;:"u non ke (e
* cul-up dimond
b fned g N Ty Ry
t DURUM SALES « GENERAL MILLS e beesd crumbs, of bultered
9200 Wayzata Boulevard v Chadiingies
{ ] Minneapolis 26, Minnesola f.%‘?m,”i‘.’,‘l’:’f;'. ‘:’.'u‘l.'a" a'l:l!:.r (‘4‘“ t?p l::lous :fﬁ;."!
| i Dack io rapid boil, Cook, atirring constantl
| HE) P"m “"d--“——‘—("“‘“ilf” “_’, mats mlnul.;. Cgvu with tight ﬂ:unl“i o:;nr;:v': rom
‘ k. eaturing Scalloped Salmon, and heat and let stand for 10 min. Rinse with hot
B Noodles, I have enclosed 50¢ for cach mat. water; drain.
[ : ¢ Heat oven to 350° (moderate). Make White Bauce
I s by melting butter in saucepan. Blend in flour,
e "Name 80880 nm Cook over low heat until smooth and
) i . bubbly, Remove from heat. 8tir in milk. Bring to
{i 5] boil: boil 1 minute, stirring constantly. Romove
1 Firm from heat. Sprinkle lemon juice ovor salmon, Add -
i noodles, toasted almonds, n{nd whito sauce an
: A bt S o foss lighile, Tary futa b lsdlvidonl, shalls of
Y 4 (111 it y :
1 a f L Al Wheatics, Bake 10 to 15 minutes, 8 servings.

Nete: This may be baked In a 1-qt. baking dish
20 minutes. )

Minneapolls 26, Minnessota

DURUM sAg.Eg"‘{L



