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DISCOVER THE ADVANTAGES

% QUALITY — Superior Long Goods and Short Cuts

% PRODUCTION — Guaranteed as specified

- ® - T ® .’ g 4
De FRaNciscl MACHINE CORPORATION
46.43 METROPOLITAN AVENUE, BROOKLYN, N.Y. 11237, US.A,

% SANITATION — Easiest cleaning Dryer on the market

% DOWNTIME — Minimum downtime proven in each installation

CABLE: DEMACOMAC PHONE: 212--386.9880

Western Representative: HOSKINS COMPANY

- daily production
imadiitadentn P.O. Box 1112 e LIBERTYVILLE, ILLINOIS, U.S.A. PHONE: 312-362-1031
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Left to right: President Robert 1, Co

Peter J. Viviano ot podium, Walter Musket, D.D, Steve Brodie,

Winter Meeting Draws Record Attendance
" Plant Operations Seminar Planned

=y HE National Macaroni Manufac-

urers Association Winter Meeting
had the largest attendance ever despite
the fact that a contingent from Chicago
never made it because a record snow-
fall closed airports for four days.

In his greetings opening the meeting,
President Robert Cowen observed that
1906 had been a good year with produc-
tion gains running 5 to 10 per cent and
per capita consumption up. Prospects
for 1967 are bright with adeguate sup-
plies of good raw materials and in-
er ! promotional cfforts by the in-
dustry and individual companies.

He appeared on radio interview
shows with Shelagh Hackett on Miami
station WIOD January 30 and WKAT

on January 31

Effeclive Communications

Les Willson. of DuPont's Film De-
partment, effectively demonstrated that
communications must be two ways.
With & three-minute time test on @
communicator  machine, he demon-
strated that those giving instructions
must be on the same level with those
with whom they are communicativg.

At Dircctors’ Meeting: Vincent DeDomenico, Poul Vermylen,

Emanuele Ronzoni, Jr.,

Lester Thurston, Roy Guerrisi, Al

-

Les Willson (right) d"“;.m"“ di'fli:ulllu
in communications. He is asisted by Lloyd
Skinner {left) ond Fred Mueller.

Also, there is o decided difference be-
tween hearing and listening. Highlights
appear on page 8.

Equipment Suppliers

A panel of equipment manufacturers,
moderated by Vice President Peter J.
Viviano, discussed plans for a Plant
Operations Seminar to be held in Chi-
cago in carly April to coincide with the
Packaging Show being held at the In-
ternational Amphitheatre. Subject mat-
ter to be covered would include in-
gredients, flour handling, high speed

Rovarino and Peter V. Viviono.

6

Durum Growers Delegation included Don_ lverson,
Ole Sampson, Cam Larson ond Ralph Stalker.

I, £d King, James Winston, Yice-President
wen, Not Bontempl, E ng, flrsten; Kie s

presses, continuous dryers, high tem-
perature dryers, intermediate storing.
packaging and plant layoul. Quality
control and sanitation will also be dis-
cussed. As Ed King of Ambrette stated.
there should be communications be-
tween suppliers and production person:
nel, so this seminar would essentially
be for the men who work in the plant
1o bring their questions and get th
answers from the experts.

New Durum Varlety
Dr. Kenneth A. Gilles, of the Cerea

Technology Depurtment, North Dakotu

State University in Fargo, reported o
the progress of their building expa
sion program and on a research proje
recently conducted by Miss Ruey-
Sheu on the effect of biochemical co!
stituents on macaroni quality. Durw
semolina and hard red spring farit
were fractionated into starch, glute:
water soluble and sludge fractions. B
systematic interchange of the vario
fractions, a series of reconstitulc
“flours” were formed. Macaroni wi
made from these revonstituted m.
terials, and the color and cooking cha

THe MACARONI JOURNAL

VP Vincent DeDomenico, Ted Sills,

acteristics of these macaroni samples
evaluated. In this way, differences in
the effects of the four fractions from
the two wheat types on macaroni qual-
ity were studied.

Macaroni made from durum wheat
has  superior color, higher cooked
weight, greater residue and lower firm-
ness score than macaroni made from
hard red spring wheat. Interchange of
gluten and water soluble fractions had
the most pronounced cffect on maca-
roni color and on macaroni couking
characteristics. Interchange of starch
and sludge fractions had no effect on
volor and only a small effect on cooking

quality.
Len D. Sibbitt, cereal technologist
from North Dakota State University,

reported on the development of Leeds,
W new durum variety.

Durum Growers Represented

John W. Wright, president of the
1", 8. Durum Growers Association, re-
corted that a group of growers are pri-
ately financing o winter increase pro-
ram on Leeds in their effort to enlarge
's production. He cited rising costs and

LLEPS

RN

Dr. K. A. Gilles and Len D, Sibbitt
display new durum,

Magrcn, 1967

Elinor Ehrman.

lower prices to farmers for products
produced as reason to maintain the
Centificate Plan or some form of sub-
sidy. He observed that record export
business had developed a market which
gave protection to domestic needs. He
estimated that the acreage increase for
1907 might run 20 per cent.

Checklist for Eggs

oy Nevans, viee president for sales,
Henningsen Foods, Ine., gave a check-
list of factors to wateh for their effeet
on egg prices. This appears on page 22

Food for Peace

Vice President Vincent F. La Rosa
led o discussion with Clifford Pulver-
macher of the U. S. Department of
Agriculture and Paul Johnson, head of
the Operations Branch for Adminis-
tration for International Developiment,
U. S. State Department, on  special
foods developed for the Food for Peace
Program.

Mr. Pulvermacher stated that cepla-
pro, a corn meal product with soy and
durum flour, vitamins and minerals, ex-
truded through a macaroni die into a
rice kernel shape, costs some 13.5 cents
per pound to produce, whereas gelatin.
jzed corn meal under Formula 2 was
running only 9.5 cents a pound.

Mr. Johnson's stalement appears on
page 12,

It was stated that the Government is
interested in new products for relief
feeding and invites samples Tor review
by the Rescarch Committee in the De-
partment of Agriculture,

Product Promotion

The second session began with a
showing of the new Lawry's Foods film,
“A New Art in Cooking.” Ralph Frank,
Jr, viee president of Lawrey's, made
introductory remarks and told of their
promuotional efforts with a new goulash
mix.

A report by Theodore R. Sills, Elinor
Ehrman, and Shelagh Huackett showed
graphically the product  promotional
efforts for the National Macaroni Insti-
tute. Kinescopes of Miss Hackett's TV

VP Vincent F. Lo Rosa, Clitford Pulvermacher, Poul E, Johnson.

demonstrations in the Midwest were
shown, us were clips from newspapers
giving excellent coverage to the Na-
tonal Macaront Institute luncheon at
the Food Editors’ Conference in Boston
last fall. Then the panel fielded ques-
tions from the tloor, ranging from “How
are we combatting the fattening im-
age? tAnswers "By putting out low
calorie recipes™ o “How are we capi-
talizing on the nsing costs of food?”
tAnswer: “With budget type recipe ma-
terial™). Viee Presudent Vineent  De-
Domenico moderated

Institutional Program

Beverly Anderson, home  economist
of the Durum Wheat Institute, and co-
ordinator of the hotel, restaurant, and
institutional program sponsored jointly
by the North Dakota State Wheat Com-
mission, Durum Wheat Institute, and
National Macaroni Institute, reported
on the contacts made in the develop-
ment of the film, “Macaroni Menu
Magic.” Problems with the sound qual-
ity has delayed the release of the film,
but it should be ready soon and will he
supplemented by a film strip being de-
veloped for training use

European Observations

H. Howard Lampman, direetor of the

Durum Wheat Institute, reported  on

s travels of some 3500 miles in Europe
last summer,
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Ralph Frank, Jr.

Musller Coxr pany Philosophy

H. Edward Toner, president of the
C. F. Mueller Company in Jersey City,
New Jersey, said his company is cele-
brating its hundredth anniversary. The
company's philosophy is “hard, hard
work,"” and its activities are based on
people—experienced, motivated, dedi-
cated people. The Mueller Company
stresses quality in demanding the best
raw materials and observing strict qual-
ity control and sanitation, attractive
packaging, compelitive pricing, and
service to customers. Highlights of this
paper will appear in the April issue.

Board Meels

The Board of Directors met on Feb-
ruary 1 to review statements for 1966
and budgets for 1967, They elected to
return to the Diplomat next January
despite the difficulties that were creat-
ed by an overflow crowd and difficulties
in room assignments. The hotel man-
agement has pledged to make strong
efforts to avoid repetition of these prob-
lems.

Thanks fo Suppliers

On the social side, the Ice Breakers'
Party on Sunday, the Italian Dinner
Party on Monday, and the Dinner-
Dance on Tuesday, preceded by the
Suppliers' Socinls were highly succesi-
ful. The hosts of the Suppliers' Sociels
were as follows:

Amber Milling Div.,, G.T.A.

Ambrette Machinery Corporation

A D M Durum Department

Asceco Corporation

Bal" s Egg Products Co.

V. Jas. Benincasa Co.

Prulbanti/Lehara Corporation:

The Buhler Corporation

Clermont Machine Co., Inc.

De Francisci Machine Corp.

Diamond Packaging Products Div. of

Diamond National Corp.

Doughboy Industries, Inc.

DuPont Fllm Department

Faust Packoging Corporation
Henningsen Foods, Inc.
Hoskins Company

International Milling Company
D. Maldari & Sons, Inc.

North Dakota Mill and Elevator
Wm. H. Ndach, Inc.

Peavey Company Flour Mills
Dnssotti Lithograph Corporation
Vitamins, Inc.

Milton G. Waldbaum Company

Effective Communications
Must Be Two Ways
by Lester §. Willson

THE subject of communications Is
very much like the weather: every-
body talks about it and nobody does
anything about it.

Today we have the hardware for
communicating with each other from
any spot on earth and even from outer
space. But in our correspondence, our
letters, our advertising, and our face-
to-face contacts, we run into great dif-
ficulties because we think too much in
terms of one-way communication.

Webster says to communicate is to
impart ideas, thoughts or opinions to
another party. There are only a few
ways this can be done—we can talk, we
can wrile, we can use visuals, or
gestures.

A human communications system Is
very much like an electrical clrcuit:
until the current flows in both direc-
tions, there cannot be the green light
of understanding. Successful communi-
cationg has a sender and a recelver, but
the important part Is the feed-back
from the recelver.

To communicate well, you must
“know thysell"—your purpose and your
relationship to other men. To com-
municate, you have lo be on the level
witiv the person with whom you are
communicating so he understands you.

Baverly Anderson

There are three specific areas where
we fall down when we try to communi-
cate:

(1) Words — they have different
meanings to different people. It is es-
sential that your receiver understands
your meaning.

(2) Inferences we make — you can
make the wrong assumption, and you
can assume yourself right out of busi-
ness today.

(3) Appreciation of people.

Good two-way communications can
exist when we question each other,
when we make sure that we both mean
the same thing when we use a certain
word, And when we stop talking and
start listening, the understanding curve
goes shooting upward.

Effective Demonstration

Mr. Willson demonsirated the in-
effectiveness of one-way communica:
tion on an electronic communimeter.
This appcratus had five pair of dials
which had to be turned according to
' structions to turn on green light
Lloyd Skinner gave instructions, while
Fred Mueller operaled the machine.

On the 5t go-around, Mr. Skinne!
described the dials and how to pu!
them in new position, but Mr. Mueller
was instructed to make no response bu'
merely follow instructions to the bes!
of his ability. There was no green light

The second time around, Mr, Mueller
was instructed to make comments and
ask questions, Communications wer¢
established, and the light went on.

1n summary, Mr. Willson said: “All
of these things con be remembered if
we think in terms of the familiar vIP
initials: ‘V" for vocabulary, ‘I' for infer-
ences, and 'P' for people. Two-way
communication Is after oll a ‘people
problem’. If we put ourselves i the
other fellow's shoes, if we think less of
ourselves and more of him to whom we
are communicating, we'll start pulting
on the green light."

Tite MACARONI JOURNAL
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\( Who Really Invented Macaroni ?

.’; ~ Accounts vary. According

) to Greek legend there

was a deafening crash of

thunder and lightning

one day, the heavens

opened up, and the gods

of Olympus gave man

macaroni, which in their

language meant “The Divine Food."”

And according to Chinese legend a young
Chinese maiden, enraptured by a hand-
some Italian sailor,
happened to let

her batch of bread
dough overflow. The
dough dripped from
her pan in strings
and dried in the sun,
and these the sailor
took back to his
ship. When the ship’s cook boiled these
strings and covered them wit! broth,

‘o

the result was an appetizing success—
word of which quickly spread through-
out Italy on the ship’s return.

But according to German legend, the food
and the name were both inspired by
German merchants,

who once
sold large,
symbolically-
shaped
breads to

the people

of Genoa,
Italy. The
Italians balked

at their large form and high price.
:‘Ma Caroni”, they protested —*“But
it is very dear.” And when the mer-
chants reduced the size of their dough
forms and their prices, the phrase
“Macaroni” persisted for their new
products,

While maca.roni legends often conflict, manufacturers agree
on the consistent high quality of King Midas Durum Products

PEAVEY COMPANY
Flour Mills

March, 1967
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FOOD FOR PEACE

i e

Panel Discussion Held at Winter Meeting

Vincent F. Lo Rosa

N introducing the participants from

Government in the discussions on
Food For Peace, Vice President Vincent
F. La Rosa stated:

“Clifford G. Pulvermacher is the Di-
rector of the Procurement and Sales
Division of Agricultural Stabilization
and Conservation Service in the U. 8.
Department of Agriculture.

“When this job is defined in less for-
midable words, it Is found that he is
in charge of purchases and sales of
most farm cominodities that are in-
volved in Government programs. It is
obviously a post that entails a great
amount of responsibility, and in the
course of his duties he deals exiensive-
ly with all major elements in the trade,
including grain exporters, flour millers,
grain storage operators, grain handlers,
and producer representatives.

“Mr. Pulvermacher is very knowl-
edgeable about the durum situation. He
spoke at the macaroni convention at
The Homestead in 1862, has met with
the Durum Advisory Committee, and
attended Durum Shows. We welcome
him back with us"

Mr. Johnson Introduced

He then introduced Mr, Paul E. John-
son, Chief of the Operations Branch,
Food For Peace Division, Agency .for
International  Development, betler
known as AID, in the Department of
State,

Mr. La Rosa declared: “Mr. Johnson
is the man with whom we work on the
Ceplapro project. Ceplapro is o high-
protein food made with corn meal, soy

10

and durum flour, minerals and vitamins,
extruded through a press into the shape
of rice kernels, and then dried like any
macaronl product. The product is to be
used in relief feeding for refugees in
South Vietnam, Laos and other areas in
Southeast Asia."

Mr. La Rosa Commenis

He observed that the macaroni in-
dustry should be proud of its participa-
tion In the development of Ceplapro.
The Government calls it Formula No. 1
—It is the first food of its kind to be
purchased by Government for rellef
feeding. It combines surplus commodi-
tles, fortified with vitamins and miner-
als, to produce food that not only sus-
tains life but develops the body and
brain, and is specifically tailored to
combat malnutrition in children. A
testing program has been launched that
will determine the extent of acceptance
of this food by actunl usage in the field.

Advantages of Formula 1

In citing the advantages of Ceplapro
as compared to CSM (gelatinized corn
meal, which replaces corn meal flour
and durum flour utilized in Formula
No. 1) Mr. La Rosa pointed out “hat the
product is extruded into a form familiar
to the people who will use [' In the
shape of a kernel of rice. They can be
expected to use the product without
written instruction, as they will cook
it as rice. CSM, on the other hand, re-
quires reading of instructions to under-
stand the use of the product, which can
be drunk or consumed uncooked.
Again, if it Is drunk risk is run in using
polluted water, whereas if a product is
cooked there will hr some sterilization.
This may not offset the differences in
cost between the two products, which
are essentially costs of production, but
they are advantares to the food.

Mr. Pulvermacher Speaks

Mr. Pulvermacher, in highlighting
the Food For Freedom program, noted
that for some years the Government
has been contributing surplus foods on
a government to government basis, Re-
cent donations have included nonfat
dry milk, wheat, flour, bulgor, rolled
oats, corn, corn meal, gelatinized corn
meal, all as individual items. It was
discussions on malnutrition of infants
and children that led to the develop-
ment of formulated foods, The formula
for the high-protein food called Cepla-

Clitford Pulvermacher

pro calls for the following ingredients
per thousand pound batch:

590 1bs, of degermed corn meal

100 lbs. durum flour

250 1bs. heat-processed soy flour

50 1bs. spray-dried nonfat dry milk

8 lbs, calclum carbonale, or equiva-

lent source
1 1b. vitamin-iron premix

This formula is mixed, pressed through
a macaroni die into a rice shaped ker-
nel, and dried. Formula 2 is a similar
product but does not contain wheat
flour and is uncooked. Costs on Formu-
la 1 have run in a range of 13 to 13.5
cents per pound, where CSM has
ranged 8.75 1o 0.5 cents per pound. Cost
is a factor.

Acceptance Is Factor

Acceptance Is also a factor. Ship-
ments of these formulated foods were
not made until November, so it is too
early yet {o determine what acceptance
will be. It did take bulgor two or three
yeors to develop acceptance, and it has
been considered successful.

Mr, Fulvermacher slated that the
Agricultural Research Service has tech-
nical people who will offer guldance on
formulated foods. They are looking for
ideas from Industry, as this is a com-
pletely new fleld.

In considering new products, pri-
mary criteria wil include the nutritional
contribution and pnlatability.

Tie MACARONI JOURNAL
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,éwwnf UI'quUO New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

t':hmmu Extruded Noodle Dough Sheeter VMP-3

éw mz()é a&e " . Brooklyn 6, New York, N.Y., US.A.
___._—J‘%- Telephone—EVergreen 7-7540

_Ch.:rmm;r Super High Speed Noodle Cutter, Type NA-4 wy .
junction with the VMP-3 for continuous 1603'17:1. pc? l::::ru::c:;‘liz‘::.

FOR THE SUPERIOR IN NOODLE MACHINES
IT's ALL WAYS (Cormont!

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

T Ty TAILQR-MADE FOR THE NOODLE TRADE
ment. Available with or without vacuum process

apocity range — Two speed motor affords flexibility for 1600 1bs, or 1000

1bs. per hour or any two lesser outputs can be arranged.

n Qrge screw for slow exirution for better quality,

nginee red for simpliclty of operation,

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

controls, Automatic proportioning of water with flour,
l\l atchless Temperature control for water chamber, i

( ) | one plece housing. Easy to remove screw, easy to clean.
NIY  No separation between screw chamber and head.

N EWIY designed die gives smooth, silky-finish, uniform sheet.

Y enclosed In steel frame. Compact, neat desi
l OfGHY Meets all sanitary requirements. : s

266-276 Wallabout Street,
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The Role of Blanded Foods in the War Against Hunger

by Paul E. Johnson, Chief of the Operations Branch, Food for Peace Division,
Agency for International Development U.S. Departmont of State, Washington, D.C.

URING the past five months we

have witnessed a major break-
through in the effort to combat mal-
nutrition. Since August, 1066 the De-
partment of Agriculture has purchased
160 milllon pounds of high-protein
blended foods for distribution under
the Food for Freedom program in about
80 underdeveloped countries. The two
products—Ceplapro nnd CSM—both
have a cornmeal bas: Fortifled with
soy flour, non-fat dry milk, minerals
and vitamins, they contain the essential
elements for growth in children. Actu-
ally, in developing these foods the
basic principles have been the same as
those followed in formulating balanced
livestock and poultry feeds about 30
vears earlier. The objective has been to
pw a “complete food" in one package.

Food for Peace

Under the Food for Freedom Pro-
gram, AID and the Department of
Agriculture work closely together in
providing food for approximately 100
million needy people in over 100 coun-
tries. Last fiscal year shipments totaled
close to 2% milllon metric tons. More
than hulf of this goes to children in
school lunch and maternal child feed-
Ing programs. Food is also used to com-
bat hunger in arens hit by drought,
floods and other disasters. Increasing
emphasis is being put on economic de-
velopment with food used as an incen-
tive for needy people working on self-
help projects such as farm-to-market
ronds, irrigation canals, and reforesta-
tion.

Up to now the so called “surplus
foods” such as wheat, corn, flour and
cornmeal have been used to supply
these programs. Much has come out of
Commodity Credit Corporation stocks
built up by deliveries from farmers
under price support programs. How-
ever, beginning the first of this year
the Food for Pence Act of 1986 author-
izes the Department of Agriculture to
purchase formulated foods ond to pay
enrichment and fortification costs that
vp to now have been met by AlID -
noncing. More important the new !egls-
lation clearly states Congress's recognli-
tion of this country's intention to com-
bat malnutrition especially in children.

Background

1t is reasonable to ask why the war
on hunger has become a matter of in-

12

Paul K Johnsan

creasing national interest and what the
food industry can do to participate.
You may recall that in 1803 Thomas
Malthus, the English economist, pub-
lished the essay in which he warned
that population would outrun the food
supply. He felt that without moral re-
straint the only checks were war,
famine, ond pestilence. But in the 18th
century, the greatest grain producing
area in the world—the vast and fertile
plain reaching from Canada to the
Gulf of Mexico—was brought under
the plow for the first time. Other highly
productive areas were brought under
cultivation in Argentina and Australia.
This. with a tremendous technological
revolution in agriculture, brought the
developed nations the greatest abund-
ance mankind has ever known. My
grandfather, who homesteaded in the
Middle West, cut his first wheat crops
with a cradle scythe, This was a vast
improvement over the sickle which is
still used in many parts of the world.

Great Awakening

Now there Is a great awakening In
the underdeveloped nations of Asia,
Africa, and Latin America. In some
coses they have absorbed in a few years
techniques developed in the Western
World over the past 200 years. Through
the us> of antibiotics, vaccines, and
pesticides, the death rate In many un-
derdeveloped areas has dropped as

much in a few years as it did in Europe
in more than 150 years. But centuries-
old agriculture practices such as oxen
pulling the wooden plow are not easily
changed. Now in a number of the un-
derdeveloped countries, food production
is not keeping up with the demand of
the increasing population. World food
production in 1866 was exactly the
same as the year before, but there were
65 million more mouths to feed. In 1800
world population was 1.8 billlon. Since
then, largely due to disease control, it
has doubled to well over 3 billlon. By
1080, in some 15 years, population will
probably incrense by another 1.2
billion.

Rising Expectations

Concurrently with the population ex-
plosion there has been what is some-
times called a revolution of rising ex-
pectations, With more industrialization
and better communication, people are
demanding more, and per capita de-
mand for food is going up. Up to now
the United States, Canada, and other
developed countries have been filling
the widening food gap. But the seem-
ingly endless grain surpluses have
dwindled. For the past five years the
world has been consuming more wheal
than It has produced. The underdevel-
oped countries are facing up to the fact
that they must help themselves and are
belatedly, but effectively, giving higher
priority to food production. However.
in the years immediately ahead, and
probably for from 10 to 20 years, the
highly productive developed nations
will have to make a major contribution
if the food deficit is to be met and so-
cinl and political upheaval avoided.

We Can Help

We, in the United States, can help in
three ways: (1) by producing more
food; (2) by making better use of what
we supply; and (3) by transferring our

. know-how overseas. We know that

when cereals are blended with soy
flour, non-fot dry milk and other pro-
tein-rich commodities, and enriched
with minarals and vitamins, we get @
higher return from the amino acids in
the cereals, Where 2 and 2 equaled
four, we now come out with 5, or even
6. The development of low cost, nu-
{ritious, and acceptable foods to com-
bat malnutrition s a new and challeng:
ing undertaking. There are already in-
dications that blended foods moy be
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There’s NO MAGIC to producing
fine quality Extrusion Dies . . .

just know-how, experience and a

sincere desire to satisfy our customers.
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Role of Blended Foods—

(Continued from page 12)

more than a short-term answer to cur-
rent shorlages. Commercial production
is already underway in a number of
countries, Incaparino, a corn, sesame
and cottonseed flour blend, is being
produced and marketed in Colombia
and Central America. A corn-based
; blend called Supro is belng sold in
i Kenya. Pro-nutro, which is made from
fd corn, peanuts, soy flour, non-fat dry
milk, vitamins and minerals is being
& marketed profitably in South Africa
g { and a market development project has
i been started in Zambia with the co-
& operation of the Government of
] Zambla,
$ Blended foods are particularly im-
£ portant for children who face unpro-
3 ductive adulthood because of the blight
i} left on minds and bodies by malnutri-
f: tion. This humanitarian aspect is most
: important. The progress we make, or
fail to make, will do much to shape
history in the years ahead of us.

New Era in Agriculture

Secretary of Agriculture Freeman
sald that 1066 marked the end of an
old era in American agriculture and the
beginning of a new and betier one.”

“Farm income was up, and surpluses
! we: » down in the bench mark year of
i 1666,” the secretary said.

Predictions

For the new era, Mr. Freeman made
the following predictions:

“More and more farmers are reaching
parily of Income.

“Farmers are producing to meet the
needs of hungry people rather than pro-
ducing for the storage bin.

“The market is more independent of
government pricing than at any time in
more than 30 years.

“Government is reverting to its role
of referee in the market place—as an
insurer of equity rather than as an
active participant.”

Realized gross farm Income in 1888
is estimated by the secretary at above
$40,000,000,000, “by far the highest on
record.” Realized net income exceeded
$16,000,000,000, up $2,000,000,900 from
1065. The uverage farmer's net income
reached $4,900, up 16 per cent from the
previous year and the highest in his-
tory. "I am confident that many more
farmers will attain parity of income in
the years immediately ahead,” Mr.
Freeman commented.

“We enter this new era with hope
and with confidence, and with the tools
to shape our destiny in the years
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ahead,” he sald, "Agriculture, ns always
—but now more than ever before—Iis at
the heart beat of the nation's progress.”

Gains Cited

Secretary Freeman cited gains made
in 1866 in commedity programs, in
marketing and export sales, in credit
and conservation, in customer services,
in food distribution, in research and
education and in other areas as “help-
ing to pave the way for the new agri-
cultural era.”

In regard to the surplus reduction,
he noted that the feed grain stock, to-
taling 43,000,000 tons, was down nearly
50 per cent from the 1061 peak, and
that “the costly surplus of 1,400,000,000
bus of wheat which had piled up by
19881 is now down to a prudent reserve,
and farmers are taking advantage of an
opportunity to increase wheat produc-
tion in 1967.” At a result, he sald that
the Commodity Credit Corp, invest-
ment in farm commoditles as of No-
vember 30, 1968, was down to $4,550,-
000,000, off $1,900,000,000 from a year
earlier and about $4,000,000,000 less
than the peaks in 1856 and 1958,

Record Exporis

Exports of farm producls set a new
record of $6,900,000,000, a gain of $700,-
000,000 over 1965. “The big export gains
continued to be made in commercial
sales for dollars, estimated at $5,300,-
000,000," Mr. Freeman said, “U.S. aid
program shipments totaled an esti-
mated $1,600,000,000, or about the same
level as In recent years."

Distribution Programs

With regard to food distribution pro-
grams, Mr. Freeman sald:

“Food assisiance programs now are
helping 45,000,000 in the United States
—school children, low-income families,
others who lack adequate diets. As 1868
ended, either the food stamp program
or the commeodity distribution program
for needy familles was available in
2,124 countles and cities in all states
and the District of Columbla. More
than 10,000,000 children were buying
low-cost lunches under the cooperative
national school lunch program. The

special milk program was being made

available to additionnl millions of
school children, charitable institutions
and non-profit summer camps. Pilot
breakfast programs will be started
early in January for school children,
and federally-alded feeding programs
for pre-school children will be extend-
ed”
Resenrch

In reviewing research advances in
1086, Mr. Freeman cited “notable ad-
vances” toward solving the world

shortage of low-cost, high-qualily pro-
tein, including a new process for mak-
ing protein-rich soybean flour, a way
to produce high protein flour from flour
mill byproducts, and a new way to
ferment tempeh, a staple Indonesia
food, with cercals and soybeans. Other
achievements cited included a new va-
rlety of wheat resistance to destructive
sawflies.

Jamas J, \Vlum

Japanese Convenience Foods

In a recent bulletin to National Mac-
aroni Manufacturers Association mem-
bers, Director of Research James J.
Winston reported as follows:

Commencing with 1051, the Japanese
industry began to advance rapldly and
started producing an increasing varlety
of foods. Although the Japanese food
industry is small compared to that in
the United States, its production facili-
ties and technlical standards compare
favorably with those of the United
States and Europe,

Since 1055, the food indusiry has
ranked first in production among all
Japanese industries.

It is interesting to note that Jopanese
‘food technologlsts have developed o
number of new products, such as fish.
ham, and fish sausage, instant noodles.
mandarin orange juice and flavor en-
hancers.

Instant Noodle Product

The instant noodle product Is manu-
factured in modern automated factor-
ies. Three hundred and fifty plants have
been built within the past five years.
with a combined dally production of
12,000,000 packages, 100 grams per
package (3.5 ounces). Annual sales
amount to $95,000,000, This conveni-

covered by Japanese patents No, 200524
and 208525. The manufacturer in Japan

from official and unofficial sources as
to why spaghetti seems to have a far

average American citizen finds at

world's largest manufacturers of maca-

10 be In the difference of cooking meth-
ods, according to Dr. Mario Braibanti,
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ence food has received wide acceptance
because it is easily prepared by merely
pouring boiling water over the dried
product and letting it stand brlefly be-
fore serving.

According to the inventor and pro-
ducer of this noodle product, the proc-
ess consists of the following: Steamed
noodles are sonked through chicken ex-
tract and fried in lard and sesame oil.
The noodle contains fresh whole egg,
soya flour, The chicken extract contains
shell ligaments, sodium glutamate, and
Jther chemical seasonings.

These noodle products are sold under
the name of Nissin Ramen and are

president of the Braibanti Company. In
America, for example, Dr. Braibanti re-

be a major cause in serving macaroni
products as a far less appetizing dish.
In Italy the cooking process is rigidly
followed with established norms.

Accepted Procedure

Braibantl was then asked to set forth
the most acceptled procedure for cook-
ing of macaronl goods, and he reported
as follows:

® Pour four to five quarts of water
into the pot for each one pound of spa-
ghettl or macaroni goods. Bring the
water to a boil; then add salt before
adding the macaronl products.

® At this point the water will cease
boiling, but will start up again in ap-
proximately one minute. Then lower

is Nissin Food Products located at Yo-
kohamn, Japan. The man in charge of
this activity is Jinji Koishikawa.

It is also interesting to note that

Proper Cooking of Macaroni

® When the macaroni producls are 10 to

absorb the seasoning properly.

® Two additional methods are often
used In Italy to prevent stickiness, The
first consists of placing a stralner in the
pot (especially made for pot shape) and
cooking the products in the strainer.
This method keeps the waler bolling
slowly even with a high temperature.

Steady Boll

Note: Once the macaroni has been
added to the water and reboiling starts,
the fire should be lowered for easy and
steady boiling; otherwise, stickiness
will occur.

more appealing taste in Italy than the

home.
As a result of these inquiries, Brai-
banti Company of Milano, one of the

roni machinery, was asked to study the
matler and report its findings.
Americans Overcook

The most significant factor was found

hundreds of restaurants in Tokyo cater the temperature so that the water will Normal

to the public by selling only these conlinue to boil but at a very slow rate, Cooking

Japanese noodle lunches or dinners. (Slow boiling will prevent sticking in  Time
majority of cases and permit strandsto 7 to 8
separate one from another.) D to 10

—From a reprint of April issue of “La cooked, pour into the pot a glass of 11 to 12
Cucina Maliuna." cold waler so as fo stop its boiling, and 12 to 14

With the great influx of American ‘hen strain, making certain to leave a 19 10 18
tourists into Italy have come requests C¢ertaln welness; otherwise it will not :g :z ;g

T i i e T

¢ The second method used in Italy,
and one which is becoming popular in
ported that overcooking was found to other couniries, allows for the short
boiling time with product selting in pot
a given period depending on shape. For
example, if very thin spaghelti is nor-
mally cooked in 7 to 8 minules, one
follows the procedure of bringing the
product to a boil in o pot and boiling
for one minute. Then the pot is re-
moved from the burner, the lid taken
off, and a towel Is placed over and
around the pot with the lid placed back
on, The pot should then be allowed to
sel in such a maner for the usual cook-
ing time of 7 to 8 minutes before serv-

Minutes
to Boll

1
1V

Add macaroni |nd|.;¢lly 10 walter zontinul to beil.

In following this second procedure,
one must calculate the shape and nor-
mal cooking time. In the table belnw,
the figures are in minutes.

Stand With
No Boiling

Tto 8
9 to 10
10 to 11
11 to 12
12 to 14
15 to 16
16 to 17
18 to 20

® If one should desire a more thor-
oughly cooked product, simply add 2
minutes to the boiling time, keeping
unvaried the time without boiling. The
interesting part of this entire method
is that even with a limited increase in
bolling time the macaroni products may
be a bit more cooked, but will not stick.

Braibanti reports that several maca-
roni muaufactuiers in the United States
have recommended similar procedures
for the cooking of their products, but
public ncceptance of these methods is
limited.
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urn it as you like

it's a perfect product because

it's made on Braibanti equipmen?

“

3 A COMPLETE RANGE OF CONTINUOUS & P |

AUTOMATIC LINES FOR WHATEVER RE-
QUIREMENT ON PRODUCTION OF LONG,

i SHORT, COILED & NESTED GOODS AND

; SPECIALTIES.

FROM 220 TO 2200 LBS. PER HOUR.

MACARONI MANUFACTURING PLANTS
TORIES IN THE WORLD HAVE ADOPTED

et v

DOTT. INGG. M., G. BRAIBANTI & C. S.p.A. MILANO (ITALY) - LARGO TOSCANINI 1 TE
. L.79.23.93 - 78,09,
BHA'BANT' PLANTS. US.A. and Conada Representatives; Lehara Corporation, 60 East 42nd Streat, New York, New York 10017 e
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Durum Growers Delegation

John Wright of Webster, North Da-
kota, president of the U. S. Durum
Growers Association, hended a six-man
delegation to the macaroni convention.
Other growers included Don Iverson,
Cnm Larson, Dick Saunders, Dick
Slalker, and Ole Sampson who is also
a member of the North Dakota State
Wheat Cominission,

In comments to the convention. Mr.
Wright polnted out that durum plant-
ing last year was normal. During the
season, rainfall was above average, but
perfect weather was experienced dur-
ing the harvest period, although some

« light test weight grain came in in some

areas.
Winter Increass Program

He told of a winter increase program
whereby 50 bushels of the new variety,
Leeds, was planted in Arizona, and
1700 bushels produced. Planted in the
1066 crop, some 59,000 bushels were
harvested, and a second winter increase
program scheduled again for this win-
ter should bring In about another 10,000
bushels to be returned to North Dakota
by May for planting in the 1867 crop.
This proiert is financed by durum
growers interested in improving their
production.

209 Acreage Increase

In a recent survey made by the U, 8.
Durum Growers Association farmers
indicated that they would increase dur-
um acreage some 19 to 20 per centi.
Thirty-two per cent is allowed under
recent Government edict. Questioned
as to whether or not this increase would
be sufficient in light of a possibility of
50,000,000 bushels of durum being ex-
ported in the crop year 1966-67, Mr.
Wright expressed the feeling that
growers did not want burdensome sur-
pluses on hand. A macaroni representa-
tive pointed out that the domestic mar-
ket is the farmer's bread-and-butter
year in and year oul, and a surplus is
much better policy than shortages
which lead to substitutes and blending.

Costs Rising

Mr. Wright observed that farmers'
costs have gone up although their re-
turn on farm products has declined. He
maintained that the Certificate Plan
was essentinl with low supporl prices
for wheat,

He extended an invitation to the
proup to ottend the Annual Durum
Show at Langdon, North Dakota, in
mid-October. -

Last September's record semolina
bookings were at $7.40 per cwi. bulk,
Minncapolis, 35 cents above January
lists,
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Durum Mill Grind

The U. S. Department of Commerce
reports the durum mill grind for 1966
as follows:

Hundredwelghis Bushels

of Purum Product  Ground 000's
January 1,080,000 2476
February 1,086 2,571
March 1,163 2,782
April 835 1,994
May 841 1,943
June 960 2,282
July 765 1,766
August 1,103 2,503
September 1,176 2,667
Oclober 1,350 3,146
November 1,003 2,555
December p8s 2,298
Total 12,448,000 20,053

International Milling Net

Net earnings increased 88 per cent on
an 11 per cent sales gain for Inter-
national Milling Co. for the first quarter

Anthony L. DePasquale

ended November 30, 1968, the firm
stated.

Earnings were $1,827,308 or 74 cents
per share compared with $979,865 or
37 cents per share for the comparable
quarter a year ago. Sales were $06,452,-
479 compared with $86,764,245.

The company attributed the improved
earnings to better flour business in the
United States plus the company's recent
diversification into the pickle business
in Canada and the agricultural process-
ing business in Mexico.

Stockholders of International Milling
Co. voted to authorize 500,000 shares of
a new class of preferred stock which
the company Indicated “could be ad-
vantageous to the company in negotiat-
ing acquisitions or financings." Terms
of the new convertible preferred stock
will be set by the directors.

Minot Mill Destroyed

Peavey Company Flour Mills has no-
tified its Minot, N.D. mill employes that
the company wil not rebuild the mill
desiroyed by fire there November 12,
19686.

The company retains the capabllity
of providing flour products for the ter-
ritory from existing facilities at Grand
Forks, N.D.,, Blllings, Mont, and Hast-
ings, Minn.

Several employees have accepted po-
sitions in other Peavey mills.

DePasquale Promoted

Anthony L. DePasquale and Edward
H. Schlachter have been promoted by
International Milling Co., according to
William B, Deatrick, general sales man-
ager for bakery products.

DePasquale will be assistant general
sales manager for bakery products. He
joined International in 1946 as a bakery
flour salesman, and In 1852 became o
district sales manager. He was appoint-
ed regional durum sales manager at
New York in 1855 and became U.S. dur-
um sales r.anager in 1850, Since lasl
January he has been general sales man-
ager of the central bakery reglon.

Schlachter replaces DePasquale as
central region general sules manager.
‘With International since 1945, Schlach-
ter served first in the millfeed sales de-
partment. He was millfeed products
sales manager when, in 1962, he was
promoted to administrative assistant
for bakery products sales, He became
bakery products sales manager for the
central region last year, recently being
promoted to assistant general sales
manager of the region.

THE MACARONI JOURNAL

T

March, 1967

37 g A o,

TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

In any size — any shape — it's always
easier to control the quality and color
uf your products with Amber’s first
quality Venezia No. 1 Semolina, and,
Imperia Durum Granular.

Nationally-famed macaroni manufac-
turers have long preferred these supe-
rior Amber products because of their
consistently uniform amber color, uni-
form granulation and uniform high
quality.

Because of our unique affiliations and
connections throughout the durum
wheat growing areas, Amber is able
to supply the finest durum wheat prod-
ucts available anywhere,

We are prepared to meet your orders
—prepared to ship every order when
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent

Amber quality. Be sure—specify AM-
BER.

01." AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn.—General Offices: St. Paul, Minn, 55101

TELEPHONE: (612) 646-9433

s
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Ambrette

Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, kneading,

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry
lumps found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM

Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed.

NEW TYPE WATER FEED SYSTEM

Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micrometer
adjustment with sight flow feed.

NEW TWIN HEAD DIE

Solid one piece head with two dies for slow extrusion with high production.

NEW CUTTING DEVICE SYSTEM

Independent direct motor drive to cutting shaft, Wide range of cutting speeds through electronic control.
Elimination of pulleys, belts and varidrive motors, ]

NEW TYPE SCREW FORCE FEEDER SYSTEM
Force feeder maintains constant feed of dough to screw under pressure,

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

High production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
friction,
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TWIN DIE MODEL THCP (shown)
2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

For detailed information write to:
AMBRETTE
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Checklist for Egg
Product Pricing

Roy N. Nevans, vice president for
soles, Henningsen Foods, Inc., New
York City, gave a list of factors to the
delegates attending the Winter Meeting
of the National Macaroni Manufac-
turers Association, affecting egg pricing.

Size and Age of Flock

(1) The size of the laylng flock
changes from year to year and even
month to month. It tokes about six
months lead time for a layer to become
productive. The size of the flock has a
direct bearing on the amount of pro-
duction.,

(2) The age of the birds in the flock
and the rate of lay determine produc-
tion. The older the flock, the lower the
rate of lay.

(3) Fowl slaughter, reported by the
U. S. Department of Agriculture and
trade sources, Is important because of
its Influence on the size of the flock and
total production.

Consumer Demand

(4) Consumer demand for table grade
eggs Is not easy to predict, but when
meat prices are high consumers eat
more eggs, and this demand strengthens
prices.

(6) Governmental aclivity has a
strong Influence on the market. In 1888,
the Government was a large purchaser
of shell eggs for troops in Vietnam, and
this demand was an important factor in
keeping prices high. In other years
there have been price support opera-
tions both for shell eggs and processed
eggs for use in surplus storage, poverty
programs, stamp plans, and the like,
The amount of this activity is an Im-
ponderable to predict.

Weather and Inventories

(6) The weather is an important fac-
tor, even though half of the flock is now
housed in large units. Farm birds are
very sensitlve to weather. Weather af-
fects the movement of eggs to breaking
plants.

(7) The import and export piclure
are important even though the per-
centage to the total Is small. Any shift
in demand has impact on the market
and affects prices. Egg products have
become a political issue in the Com-
mon Market. China has been a major
supplier but now has internal problems.

(8) Inventory positions of producers
and users of egg products have an In-
fluence-on the market. Prices will be
very sensitive to demand this year with
inventory positions low.
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Watch Yields

(9) Watch the yield of egg liquid per
case. A case contains 30 dozen or 360
shell eggs. Egg liquid yield per case
varies from a low of 35.5 pounds to a
high of 41.5 to 42 pounds, These varia-
tions have an influence on pricing. Ex-
treme heat and extreme cold affect both
the rate of lay and the size of the eggs.
Largest eggs and the best rate of lay
are experienced in the spring and fall.

Assuming an average case welght of
40 pounds of liquid egg, yleld will be
7.5 pounds of egg yolk solids and 2.5
pounds of egg albumen, or 10 pounds of
dry whole eggs.

In making computations, assuming a
price of $10 a case (this would have
heen low In 1888 and probably will be
high In 1967), raw liquid will cost 25
cents a pound. Dried egg products will
cost $1.00 a pound. Thus, if yolk sells
for $1,10, albumen will be 868 cents.

As pointed out In John Wright's re-
marks, the farmers' costs are figured on
a higher base because all costs have
gone up: these include labor, transpor-
tation, and the cost of money.

(10) Flock disease is another factor to
be watched. Difficult to predict, it has
an important Influence. There was con-
siderable disease prevalent in 1986.

What Has Heppened

High prices at the end of 1864 led to
an extremely large hatch and very low
prices in January and February of 1865.
The layer flock however proved very
responsive to price, and a large slaugh-
ter occurred which produced less sur-
plus than was expected. The Army be-
gan its purchases in the second half of
1965.

Growers held on to old birds, and
1866 started out with high prices. There
was a seasonal decline in the spring,

but the expected decline in the fall did
not occur because of the several In-
tangibles listed above.

Nineteen sixty-seven is starting out
like 1865, Total chicks hatched in De-
cember, 1060 of egg type lotaled 35,058,
000, compared to 26,927,000 in the same
month the previous year.

Purina’s New Egg Plant

Ralston Purina Co. is establishing an
egg processing plant at Thorntown,
Ind, to provide a market for hivh qual-
ity 1able eggs produced in the area, it
was announced by Donald Danforth,
Jr., vice-president, Chow Division,

The company is leasing a building
from Arbor Acre Farm, Inc, and the
five-acre tract on which it is located.
Ralston Purina will equip the building
with modern egg processing equipment,
with the facility to have an initial proc-
essing capacity of 5,000 cases, or 150,000
dozen, per week, with capabilities for
future expansion. Production is expect-
ed to start in February, 1967.

“The Thorntown processing plant
will represent a major market for qual-
ity table eggs produced in the area on
high quality flock management pro-
grams,”" Mr., Danforth said.

The new egg processing plant will be
under the general supervisory responsi-
bility of R. G. Morgan, manager of egi
marketing operations, Chow Division,
St. Louis. Ronald Myers has been
named manager of the new facllity and
Dennis Schroeder has been selecled as
business manager.

Damaged Durum
As Dairy Feed

North Dakota Farm Research, bi-
monthly bulletin, reports that damaged
durum wheat can be successfully used
in grain mixtures for dairy cattle. The
suggested level of 50 per cent is con-
sidered a maximum graln mixture when
fed with good quality alfalfa hay and
corn silage. The palatability of the
wheat mixture is somewhat lower and
it may take the cows longer to be-

. come sufficlently accustomed to the
feed to consume the desired amounts.
The cows that recelved the mixture of
50 per cent oats and 50 per cent dam-
aged durum wheat produced slightly
more milk but made somewhat smaller
weight gains.

The determining factor in the use of
the durum wheat would be the cost.
When the cost is approximately the
same as corn on a per pound basis it
would be a good substitute.

e —————
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American Beauty Macaronl Co. « Amaerican
Home Products « California Vegetable Con.
cantralas 2 Castle & Cooke Co, « Emhart
Carporation + Germain Sesd Co. + Holfman
Candy Ca. . Thomas 1, Lipton, Ine. » ifx-
santo_Co. » Ruberold Corporation + Laura
Scudder's's Socony Mobil Dil Co. » Standard
0il Company ¢ U.S. Polymari Co.
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Exchange Notes Egg Revolution

HE Chicago Mercantile Exchange

is taking oMclal cognizance of the
egg revolution, in which big, highly
automated egg farms are turning out
increasing quantities of eggs throughout
the year. New specifications for trading
contracts of eggs for future delivery
will deal mainly with fresh eggs which
are less than thirty days old, rather
than storage eggs that have been in
refrigerators for » month or more. Stor-
age eggs have been diminishing in
importance.

In recent years there have been some
attempts to Institute trading in fresh
egg futures, but they failed because
storage eggs still dominated the mar-
ket. On the Chicago exchange, Wall
Street Journal reports that storage egg
futures trading hit o peak in 1060 of
496,006 coniracts (each representing
15,000 dozen eggs), but volume has
dwindled since then to 78,505 contracts
last year, down from 96,401 in 1965.

The trading decline coincided with
the diminishing importance of storage
eggs. On December 1, the nation's cold
storage slocks totaled 23,000 thirty-
dozen cases, down from 126,000 cases a
year earlier and a record low for that
date. The biggest cold storage supply
was 11,335,000 cases on July 1, 1844,
Storage eggs won't disappear entirely;
some will be kept in reserve against
unforescen shortages.

Egg Factories

Ten years ogo, Leroy A. Wilhelm,
president of the Poultry and Egg Na-
tional Board, estimates that only 40 to
50 farms kept more than 100,000 laying
hens; today, he says, more than 300
farms have that many and about four
“egg factories” have grown in the past
five years {0 more than a million birds
each.

Eugene Sorrells of the Wall Street
Journal reports laying flocks on the big,
modern farms are Insulated against ex-
treme temperatures, which curtail pro-
duction, and better feeds and improved
poultry breeds have boosted each hen's
average output to an even-paced 218
eggs annually from an erratic 134 in
1940, Automated feeding techniques
help hens start laying a good number
of large and medium eggs in about
seven months, or two months sooner
than a decade ago, and the milestone
is reached with some 12 pounds less
feed than previously.

Moving to Market

Eggs are moving faster from hen to
housewife, too. As recently as 1862, two
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to three weeks frequently were needed
to ship eggs from the farm to grocery
stores. Today It usually takes a matter
of hours. For example, Home Juice
Company, a Chicago concern that op-
erates 76 home delivery routes, delivers
eggs to 50,000 customers and supplies
15 dairies within two days after the
eggs are laid. “Eggs laid this morning
can be processed and packed this after-
noon and delivered tomorrow morn-
ing,” says Leonard Pullman, marketing
vice president of Home Juice. About
half the eggs are delivered in 24 hours,
he says, but the rest are held up an ex-
tra day by Sunday closedowns and
truck schedules.

To achleve this speed, Home Juice
formed a partnership with Fred Mun-
roe, who keeps 150,000 hens at Plaln-
fleld, near Chicago, and hires someone
to manage 100,000 more hens else-
where. A number of supermarkets
have made similar supply arrange-
ments or have bought into egg farms;
several of the biggest ventures are mul-
tifarm cooperative arrangements be-
tween producers and retailers or whole-
salers.

Btrict Schedule

Mr. Munroe follows a strict produc-
tion procedure: He puts new pullets
into production every 13 weeks and
takes old ones out. Each bird lays eggs
for exactly 56 weeks and then winds
up in soup and meat ples. Mr. Munroe
figures this strict schedule is profitable
In the long run despite short-term
fluctuations.

Nonetheless, some producers are feel-
ing a profit pinch because of falling
prices. Large mixed extras, a popular
consumer grade of eggs, now wholesale
ot 36 cents a dozen in Chicago, down
13 cents from the 1966 peak last Sep-
tember. Market forecasters predict the
price may fall as low as 30 cents a
dozen In coming weeks, well below the
40-cent and higher levels of a yem
carlier.

Flocks Expanding

Lnst year's sirong prices prompled
farmers to expand their flocks; in Oc-
tober and November a record 42,516,-
000 pullet chicks were hatched for lay-
ing Nock replacements, up from 32,473,-
000 in the 1885 months. Moreover, hens
in November each laid a record average
of 17.3 eggs, up one per cent from a
year earller and six per cent above the
1060-64 average for that month. Bar-
ring severe winter weather, this com-
bination of bigger flocks and higher

hen output could raise total egg pro-
duction by five per cent In the first
quarter; throughout 1067, forecasters
look for a three per cent increase from
the 1966 predicted output of 179,000,000
cases.

Also, per capita egg consumption has
declined steadily from 381 in 1845,
when red meats were very high priced,
to an estimated 301 eggs last year.

Use Flow Chart

Egg processors aitending a confer-
ence at lowa State Universily were
advised by Margaret Huston, scientific
director, Institute of American Pouitry
Industries, to use a flow chart to deter-
mine critical points in their process
where laboratory tests should be made
regularly.

Pin Point Problems

Mrs. Huston said: “Tc check on
cleaning and sanitation, make tests on
your breaking machines, on buckets or
pipes you use to transport the liquid
egg, on the pasteurizer before you use
it, on the cans or bulk tanks in which
you'll ship your product.

“Check the product before it's pas-
teurized,” she sald. “Check it sgain
after i's pasteurized. And check It
again after It's packaged, before you
ship it

A sudden Increase in the bacteria
count at any check point helps you
pin-point a source of trouble before
it builds up, Mrs. Huston said.

Avold Recontamination

The flow diagram should also show
the direction of air flow through the
plant. “Proper flow and filtration helps
to keep your product from being re-
contaminated after it is pasteurized,”
Mrs, Huston told the processors.

She also emphasized the need to iso-
late areas where “raw" products are
handled from areas where the finished
product is handled.

Technical Help

“Your laboratory technician," she
said, “can help you work out a coding
‘system that will tie in with your labo-
ratory analyses. If a user of your prod-
uct should question it or if Food and
Drug officlals should selze it, you can
identify the particular lot in question.”

Mrs. Huston explained the various
services the Institute Laboratory offers
egg processors. The Institute, she said,
has installed 11 laboraiories for proces-
sors of egg and poullry products and
trained techniclans to operate them.

Opportunities, like eggs, don't come
but one at a time.—Josh Billings.
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GMA Salute
To Distributors

T the annual meeting of the Gro-
cery Manufacturers of America a
salute was given to the food distribu-
tors of America by recognizing the
heads of the various trade associations,
GMA Chairman Theodore R. Gamble
introduced C. B, Amann, Jr., president,
National Association of Convenience
Stores; Gerald A. Awes, chairman, Na-
tlonal Association of Food Chains;
Robert B. Cullum, president, Super
Market Institute; Eugene M. O'Neill,
president, National American Whole-
sale Grocers’ Association; Malcolm J.
Reld, president, National Association of
Retail Grocers of the U. S.; Willard
Rhodes, president, Cooperative Food
Distributors of America; and Edward
H. Russell, president, U. 8. Wholesale
Grocers' Association.

Food Distribution Stands Out

Portions of his introductory com-
ments follow:

The distribution of food products in
this nation stands forth as one of the
primary conimercial achievements of
all time.

It has been a joint enterprise. Food
processors have tried very hard to de-
velop techniques that aid the efficiency
of food distribution. And we are still
trying because there is still room for
improvement on our part.

Food distribution Is a highly com-
petitive enterprise. The fact that we are
today saluting seven distributor asso-
clations, rather than two or three or
just one, Is proof of healthy competi-
tion,

As we view the world today, with all
of its problems and its opportunities,
I sometimes think that one essential
escapes the full attention it merits.

The American system of growing,
processing and distributing food is the
finest in the history of man. It has made
this nation the best fed, at the lowest
cost, in recorded history.

We have our critics, and I am sure
a part of their criticism has some valid-
ity. Certainly, our industry has its prob-
lems, We have not solved them all, and
some present very tough challenges.

But on balance, we deserve far less
criticism than we are subjected to. We
deserve far more constructive coopera-
tlon and understanding than we have
received.

And that Is the essence of this tribute
today. The member retoll stores of the
major distributor organizations are in
the frontline trenches of the food in-
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Theodore R, Gamble

dustry's public image. The real ground-
swell of true public reaction—as op-
posed to the facade raised by the po-
litical opportunist—begins with you.

We want you to know—and we want
our entire industry to know—what high
regard the Grocery Manufacturers of
America have for you and for the vital
role that you—our nation's distributors
—play in bringing food to consumers'
tables,

Depends on People

We are aware of the complexity of
your operations and, most importantly,
the extent to which the distribution of
food depends on people—your people—
in contrast with buttons that activate
machinery. The cost of people has gone
sky high, and in many respects that is
good. It Is basic to our prosperous so-
clety. But the farm can automate and
the food processor can automate far
more effectively than the distributor
and his retail outlets. You have devel-
oped fine systems and many efficiency
Improvements to hold costs in line, but
no onc has yet developed machinery
that will drive trucks automatically or

Eugene M. O'Neill

automatically stack grocery products
on the shelves.

Many people want many things. They
urge the Great Soclety. A higher mini-
mum wage. The highest labor contract
settlements in recent history.

A tremendously expensive conflict in

the Far East and a generaly expensive
foreign policy everywhere,
Personaly, I have no quarrel with high
aspirations—just so long as people rec-
ognize that the Piper always must be
pald. He must be paid in the tax bills.
He must be paid in the marketplace.

Recognition With Understanding

Personally, too, I taink recognition—
increasingly positive, decreasingly neg-
ative—will come for the food industry.
But if we are to gain such recognition,
we must do a far better public informa-
tion job than we have ever done in the
past, or for that matter, are doing to-
day. It must be a coordinated job, in-
volving the cooperative efforts of all of
us, all segments and all companies in
the food industry.

We must do a betler job of gaining
the understanding of our own people—
and remember, we employ more people
than any other American industry. We
must do a better job in the halls of
Congress, in the media of public infor-
matlon, in our own communities, and,
most certainly, in our direct relation-
ships with consumers.

It is sald that good public relations
results from good performance well
communicaled. We have the perfor-
mance. We urgently need better com-
munications. We are beginning to work
together more closely and more effec-
tively. I hope this coordination and co-
operation will not only continue but
accelerate,

Wholesalers Respond

In response, Mr. Eugene M. O'Neill
gave this statement on the responsibili-
ties of the National American Whole-
sale Grocers' Association:

For sixty years, the National Ameri-
can Wholesale Grocers' Assoclation has
lived in the spirit of what a trade as-
soclation should be—as defined by one
of the great members of the United
State Supreme Courl, Justice Louls D.
Brondeis:

“A Trade Assuciation is an organi-
zation for mutual beneilt which sub-
stitutes knowledge for ignorance, ru-
mor, guess and suspicion. It lends to
substitute research and reasoning for
gambling and piracy, withoul closing
the doors to adventure or lessening
the value of prophetic wisdom. In

{Continued on poage 20)
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GMA Salutes Distributors—
(Continued from page 25)

making such knowledge available to

the smallest concerns, it creales

among producers equality of oppor-
tunity. . . "

The responsibilities of NAWGA, de-
fined over 60 years ngo, are still valid
in 1966, though the methods and means,
by which NAWGA members are
served, have changed, as the nature of
the food industry itself has changed.

Original Alms Remain

NAWGA was founded by a small
group of wholesale grocers in 1008 who
were aware of the need for a national
voice to reaffirm their economic, legal,
and ethical objectives. The purposes of
the Association and its goals are the
same today as they were then, namely

® To promote the interests and com-
mercial welfare of wholesale grocers
through the United States;

e To provide a forum for the ex-
change of information and discussion of
problems of wholesale grocers;

e To engage In such activities as
may be necessary and/or proper to pro-
mote the use of the wholesale grocer as
a vital link in the chain of efficient dis-
tribution of food products;

¢ To advocate a high standard of
business ethics in trade circles.

NAWGA's founders decided they had
to band together in a group, and ex-
change information (trade secreils to
some) If they were to stay successful.
This was the spirit in which NAWGA
was founded. This is where the princi-
pal of friendly and preductive idea ex-
change among food executives was
born. This willingness to help one an-
other is the spirit of NAWGA.

Threefold Commitment

NAWGA sees its responsibility to-

day as a threefold commitment:
To its Members;
To the Food Industry;
To the Consumer.

NAWGA provides for its members,
both here and abroad, those things
which they cannot do as well for them-
selves. We provide members with tech-
nical information, so they can pursue
excellence in every phase of the dis-
tribution function. And we provide
them with the know-how to find new
opportunities to insure conlinued. and
vigorous growth.

NAWGA members are a broad range
in scale of size and type of distributor.

On one end of the spectrum, our
membership includes firms such as
Super-Valu, Fleming, and Malone and
Hyde; und on the other end, dozens of
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smaller but vital wholesale grocers
from every area of our counlry,

These members serve a great varietly
of customers—voluntary groups, un-
aMlliated stores, contract stores, local
chains, segments of regional chains,
corporate stores, and institutional food
service operations.

Infcrmation for Growth

To provide information for growth
and development on an appropriately
large scale, NAWGA uses the avenues
of personal exchange of experience and
ideas at Convention Workshops, at
Mid-Year Conference, at Clinics and
Seminars, and in individual corre-
spondence and contact. NAWGA pro-
vides an extensive array of Educational
Service Programs, Technical Services,
Bulletin Services and Special Services
such as legal counseling, Insurance
Plans, and individual consulting.

In this way, the National American
Wholesale Grocers' Associalion is an
instrument of change, providing a
clearing house of proven marketing and
operational strategies. Strategies which
have enabled NAWGA Members to
fully participate in the economic
growth of our industry.

NAWGA represents ils Members in
Food Indusiry affairs, in Goveimmment
matters, and in International assocla-
tions and concerns. To do this, NAWGA
must maintain close liaison with the
Suppliers who provide NAWGA mem-
bers with goods and services, NAWGA
works closely with suppliers and other
distributive assoclations, and with re-
tallers and non-food industry associa-
tions. NAWGA Is active in the Food
Council of America, in the Fold Indus-
try Educational Council, and in inter-
national associations, such as AIDA and
IFIWA.

Malkolm J. Reld
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Total Distribution Concept

Finally, NAWGA has a responsibility
to the censumer. We parlicipate fully
in the “Total Distribution” concept so
important today In our industry. Total
Distributlon seeks the “least cost"
means of distributing food from the
farm to the consumer.

Because NAWGA's work takes place
in the environment of the world's most
efficient food distribution system, we,
or any other segment of the food indus-
try, cannot be narrow in outlook, or
limit our scope of endeavor 1o merely
the national scene, Our awareness, both
for new information and for humani-
tarian concerns is on a world-wide
scale.

These are our responsibilities today
al NAWGA! By their very nature, we
must remain flexible, but in our goals,
we will remain firm,

Retailer's Response

Malcolm J. Reid, president, National
Association of Retail Grocers of the
U. S, made this staizment:

From boyhood 1 was taught that
privileges always have their corre-
sponding responsibilities. As I grew
older and was accorded more of life's
privileges, I found it necessary to
shoulder a greater share of responsibil-
ities. Now that 1 am president of NAR-
GUS, I continue to face the self-evident
truth that “to whom much has been
given, much wil be required.”

NARGUS has found that as it has
grown in size and prestige, ils obliga-
tions to its membership and to the in
dustry have increased tremendously
Today, like the retailers we represent.
we are responding lo challenges un-
dreamed of even a decade ago, such as
learning the language of the computer
to provide accurate and current dati
for food store operators in their for-
ward planning.

Assoclation’s Responsibllity

The responsibility of a trade associo-
tion Is to do for its members every:
thing which they cannot do for them-
selves. As the industry ndvances, there

. are more und more thiugs a retailer

cannot do for himself, No individual ot
multi-unit store operator, even with o
complete well-trained stoff, can kecp
pace with this industry's rapid progress.
Food retailers are In eager pursuit of
information on all aspects of the busi-
ness, from palletizing to dala process-
ing.

Different Operator

Today's supermarket operalor is en-
tirely different than his predecessor. A
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retailer who may have opened a slore
20 years ngo with an investment of
$300, nceds at least $300,000 today. With
this kind of investment he cannot oper-
ate in “hit or miss" fashion. Before he
makes his decision 1o invest he must
learn all he can about site selection,
store construction, design and layout,
equipment, personnel selection and
training, merchandising praclices, rec-
ord keeping—and what the consumer
wants in “her store”!

It is the responsibility of NARGUS
1o give him the guidance he requires
in every area of operation and manage-
ment, Our program and service cover
the physical store, the people who run
it, accounting procedures, and the tech-
niques of selling, including advertising,
promotion and public relntions. Beyond
that, NARGUS must protect the retail-
er's interest by representing him in
government affairs. This is an aspect
of association aztivily that has become
increasingly important as Federal gov-
ernment expands its regulations over
local businesses.

Broader Responsibilities

In the second half of a decade notable
for revolutionary change, NARGUS re-
spunsibilities have broadened in all
categories of service—educational, leg-
islative and research.

A T T PR T o T o

The association knows that even the
most successful relailer lacks the time,
money and resources needed to develop
training films; nor can hz travel the
country lo observe other stores and
learn from their sales and management
methods. And, of course, he cannot afl-
ford his own legal counsel in Washing-
ton (o interpret the increasing number
of rules and regulations that pertain to
his business. A supermarket operator
couldn't possibly afford a computer
program like the NARGUS Financial
Dala Summary which can, within a
malter of minutes, furnish breakdowns
on his operation by comparing it with
others of like type and size, located in
similar trading areas.

Fourteen years ago when I entered
the retail food business our company
was o small organization in a small
city with sales of less than two million
dollars per year. This year we will in
ull stores do about eight million. What
has happened in these years is that we
have learned much from our NARGUS
trade association. Through all the
NARGUS services, NARGUS Bulletin
1o all of our supervisors nnd store man-
agers, attendance al conventions and
seminars, use of all training materials,
such as, books, pamphlets and visual
nids, we have built an effective organi-
zation. Through these media we have

scen the challenge of well operated
stores and have endeavored to bring
our own operation up to these stand-
ards.

Last June, at its 67th annual conven-
tion in Dallas NARGUS adopted a re-
organization prograom designed to bene-
fit food retailers and affilinted associa-
tions through expanded program, activ-
ities and services. NARGUS represents
120,000 food stores accounting for an
estimated $30 billion in annual retail
sules,

Although the associnlion's programs
are designed primarily to assist in the
expansion and suceess of enlerprising
single and multi-unit retailers, they are
of value to the entire industry.

NARGUS has accepted the respon-
sibility of providing a “lifetime of
learning program™ for retailers who
will require continued instruction and
inspiration throughout their business
careers.

“Sell” Food Business

As o closing comment may 1 add it is
responsibility of every food trade asso-
ciation to really “sell” this remarkable
business, not only to consumers, but
also to the people working in it, and
to those who ure prospective employees.
The need for competent personnel is
most critical,

National Macaroni Manufacturers Association

PLANT OPERATIONS SEMINAR

bring your questions to the experts — April 12 and 13
Hotel Bismarck, Randolph and La Salle, Chicago 60601

On Wednesday: Discussions on ingredients, flour handling, con-
tinuous processing, presses, dryers.

On Thursday: Discussions on die maintenance, quality control,
sanitation, storage, packaging, modern plant layout. Plenty
of time to handle your problems.

Packaging Show will be in Chicago April 10 through 13. Approxi-
mately 400 companies are exhibiting at International Amphi-
theatre. It will be worthwhile to come early and see the show.

Registration fee of $25 will cover moterials and two luncheons.
Make checks payable to N.M.M.A,, Box 336, Palatine, Ill. 60067,
Make room reservations directly with the Bismarck.
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C. F. Musller Company
Celebrates 100th Anniversary

In 1867 a young German immigrant
began selling homemade egg noodles
house to house in one of New Jersey's
largest citles. Today the company he
founded Is one of the largest producers
of macaronl, spaghetti and egg noodles
in the country. C. F. Mueller Company
has come a long way in one hundred
years.

However, the company's centennial
anniversary s more concerned with
active plans for future growth and ex-
pansion than with reminiscing and
looking backward.

If past history is an indication, such
plans will result in greater sales and
profits not only for the company, but
for the thousands of grocers who stock
the well-known red, white and blue
packages of Mueller's products.

*Tops for Taste”

The mujor reason for the success of
Muellers products is, obviously, their
popularity with millions of Americans
who agree that Mueller's is “Tops for
Taste." However, Mr. C. F. Mueller 111,
Executive Vice-President, gives credit
to grocers, frequently commenting,
“Without the grocers, we would not be
here today."

Advertising has been another ingre-
dient in the company’s success. Muel-
ler's was a ploneer in the use of adver-
tising to pre-sell consumers on the
quality and goodness of its products. In
recent years, television especially has
played a major role. How things have
changed since that day Christian Fred-
erick Mueller first began selling egg
noodles!

Began as Baker

Young Mueller did not starl out to
sell egg noodles. He was a baker. He
sold baked goods made in his own
kitchen to the large German population
of North Jersey. It didn't take him long
to realize that his fellow counirymen,
although very fond of pastry, ale a lot
of egg noodles, so he decided to make
egg noodles.

Demand grew. By 1885, the company
leased its first factory. Five yeors later,
still larger manufacturing facilities
were needed. Again the company
moved, this time to a company-bullt
plant where machines were introduced
for the first time.

In 1804, C. F. Mueller again made a
decision—to make macaroni. From the
outsel, sales warranted an output of 500
pounds a doy. Shortly after, the plant
began manufacturing spaghetti.
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Christian Fraderick Mualler

In 1915, the company built the largest
and most advanced macaroni plant in
the country. Located in Jersey City, it
is still the company headquariers, but
since World War 11 it has been practi-
cally rebuilt inside an out.

Today the C. F. Mueller Company
continues to carry on the tradition of
its founder, expanding and improving
methods of production. Though many
changes have been made, the founder's
goal “to produce the highest quality
products possible” is still the goal of
the company.

Marriage Italian Style

Marriage Itallan Style, the wedding
of San Giorgio pasta and sauces, was
the theme of the recent company sales
meeting in Hershey, Pennsylvanla.

The day long meeting was highlight-
ed by the dramatization of the new
promotional theme in the form of a
mock wedding. Marriage partners,
dressed as packages of San Giorglo
products, were wedded with traditional
pomp and ceremony before the assem-
bled sales group.

New San Giorgio advertising pro-
grams will carry the Marriage theme in

“Marriage ltalien le*’, the wedding of
San Giorgio posta and souce, Is dromatized
ot the recent Son Giorglo sales meeting in
Hershey, Pennsylvania. Bride and groom are
Bob Jodjed ond Elaine Wogner of Son
Giorgio Maceroni, Inc,

radio commercials, full color rotogra-
vure newspaper ads and in extensive
full color point of sale display program.

Advertising began in the Philadel-
phia, Pittsburgh, Baltimore, Washing-
ton and Central Pennsylvania markets
at the end of January.

Instant Rice

A line of four instant rice products
made with a quick freezing process are
being tested in Syracuse, N.Y,, Kansas
City and Phoenix by R. T, French Co.
The non-refrigerated line includes in-
stant fried rice, rice beef flavor, rice
chicken flavor and Spanish rice, All ex-
cept Spanish rice are said to take about
one minute to prepare. Spanish rice re-
quires 10 minutes.

To prepare, the rice is heated in a
skillet with cooking oil, then a packet
of seasoning is added. Retail prices are
39 cents and sizes are from 11% to 12%
ounces depending on the welght of the
geasoning.

The company said the freeze process
is of Canadian origin and that French's
has the United States patent rights.
The items are quick frozen, then allow-
ed to thaw, then canned. It was added
that the instant rice products are the
first supermarket products to which the
process has been applied.

Rice Products

Beef flavor, New Orleans style and
Nallan siyle speclalty rice products
are being sold by MJB Company, San
Francisco, in its twelve state marketing
area.

Freeze-Dried Dinners

Borden Co. has expanded test mar-
keting of its freeze-dried dinners to
some parts of New York. The five din-
ners—chicken supreme, $1.19; king crab
Newburg, $1.49; macaroni, ham and
cheese, 70 cents; shrimp Imperial, $1.45,
and turkey tetrazzini, $1.19—have been
in test in Fort Wayne, Ind., and Roches-
ter, N.Y,, for over a year,

Turkey Noodle Soup

Turkey noodle soup mix Is being
added to the Lipton dry soup mix line
of Thomas J. Lipton, Inc., Englewood

" Cliffs, N.J. The product comes in three-

ounce cartons containing iwo packets
each of which is sald to serve three to
four. Retall price Is about 38¢

Skinner Twirls

Macaroni Twirls are being Intro-
duced by Skinner Macaroni Company
in twenty-two states in the midwest,
southeast and southwest. The product
comes in an eight-ounce poly package
and retails from 18 %o 21 cenls.
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Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

B - ki

"
b
DOUGHEBOY INDUSTRIES. INC.
SINCE 1836
Phone 246-6511 . NEW RICHMOND, WIS, . Quality Since 1856 ?‘
Craftsmen In Plostics — Packaging Machinary — Farm Foads — Electronics — Printing '

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

2—Egg Solids and Color Score in Eggs and
codles,

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

6—Pesticides Analysis,

7—Bacteriological Tests for Salmonella, etc.

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

March, 1967

Eggs Like
Grandma

Used to-Break!

Egg S‘}ﬂil'ﬁ";ozen Eggs !
Dark Yolks a Specialty |

Wakefield )
Eggs
MILTON G.WALDBAUM

Writs or Call
Dan Gardner 402-207-2211

o

Selecled Eqqs
Plant 420

Wakefield, Nebraska
Cabie Waldbaum (Wakahald)

Manufacturers of Quality Egg Products
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HE best watch in the world will
run down it it lsn't cared for.

In this respect we are no different.
If we don't take care of ourselves we'll
run down, too—physically and mental-
ly.

Our physical well being depends
largely on getting enough food and rest.
When we're sick we go to a doctor and
usually follow his advice.

The solution Isn't so easy for mental
stagnation. This is especially true of
salesmen, many of whom are subjected
to periodic slumps.

Maybe you know the feeling. You be-
come listless, apathetic. Your volume
drops off; you haven't nailed a prospect
in weeks. New Ideas won't emerge like
they used to.

This is when a salesman needs to
revitalize himself. He needs his battery
recharged.

1 have a cordless shaver, I plug it into
a wall socket at night and in the morn-
ing it's raring to go. But if I forget to
recharge the batteries I have to go to a
barbershop the next morning.

So it is with a salesman. If he wants
to maintain a successful pace he must
“plug” himself in from time to time.
Otherwise he'll have no power.

Get Away From It

I know @ salesman who is an excel-
lent gourmet cook. He can turn out
bouillabaisse or a burgundy sauce that
would do credit to a French chef. -

Another of my selling friends is a
Civil War buff, He can tell you the
exnct movements of both sides in the
battle at Gettysburg or Bull Run.

Both of these men are high pro-
ducers. But they also hit low spots. It's
at these times when their hobbles serve
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SMOOTH

SELLING®

by George N. Kahn

RECHARGING YOUR BATTERY

This is No. 28 of 36 sales training articles.

to recharge them. A two-hour stint In
the kitchen will do wonders for Frank
Sanders, the fancy cook. Bob Clancy,
the Civil War expert, said of his avoca-
tion:

“When 1 get wrapped up in a new
book about the Civil War it's just like a
vacation for me. I return to work the
next day full of steam and raring to
go'll

These men have learned the Im-
portance of getting away for a while
from the stress and strain of their jobs.
Their hobties serve as nourishment,
just as food and drink take care of
physical neceds.

Don't feed the body and neglect the
mind.

Batiles or bouillabaisse may not be
your idea of sn outside activity but
there must be something that is. Per-
haps you like to run model trains or
make color slide pictures, If you have
no hobby now perhaps there is one you
could develop. Or maybe there s one in
your past that could be dusted off.

Gerald Ormond, a sleel products
solesman, got bogged down one year
to the point where he was hardly mov-
ing anything. His boss advised him to
take a week off. So Gerald and his fam-
ily went to the seashore. There he be-
came interested in shells, so interested
that he began collecting and painting
them. He even sells a few, so well dune
are they. The money he gets for them is
minor compared to the wonders the
hobby has done for his mental outlook.
His low periods are of short duration.
His shells give him exactly the outlet
he needs.

Reuding provides a satisfactory form
of relaxation and pleasure for many
salesmen, They carry books or maga-
zines with them and read them when-
ever they have the opportunity. I've
been picked up by something I've read
while waiting to see a prospect. I got
excited and enthusiastic about what I
had read and this feeling carried right
into the interview. Biographies of great

men can be a source of inspiration to
the salesman.

It seems 1o lighten your load a little
when you realize that other men had it
tougher than you and became rich,or
famous despite their tribulations. It's
easy to sink into self pity as a sales-
man, but to do so jeopardizes your
career. You don't get orders by feeling
sorry for yourself.

A New Outlook

Some men are incapable of develop-
ing a hobby or avocation. This type of
individual Is likely to say:

“Work is my hobby.”

And they're right, They are only
happy when they are working.

If you're in this category you still
might find that you are not operating
at full capacity. You love your work
but the edge seems to be off your sales
technique.

You need a new outlook—a different
slant on your job. Perhaps you are nol
being creative enough. Perhaps you
aren't teking enough Interest in the
customer’s problems. Instead of getting
immersed solely in your situation, poke
your head out once in a while and find
out what the buyer has on his mind.

There Is nlways excitement in a chal-
lenge. Grappling with the customer's
problem offers the salesman a superb
challenge. The salesman can put him-
self in the buyer's place ond attack the
problem as if it were his own business.
Let's say, for example, that you have a

. customer whose business Is falling off.
He cuts his regular order to you in half
and the situation threatens to become
worse. You could walk away from it,
listing It as just one of those things.
Or you could study the man's selup and
try_to arrive at some solution thot

/ would help both of you, By such a step
you not only maintain and possibly in-
crease your earnings but you add a new
dimenslion to your selling. You become
a consultant as well as a salesmau ond

(Continued on page 32)
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ADM maintains over 70,000,000 bushels of grain
storage capacity to assure you lop performance
durum products, precisely like the last batch you
bought . . . and the batch before that

‘where top performance counts,
you, can count on ADM

ARCHER DANIELS MIDLAND COMPANY DURUM DEPARTMENT MINNEAPOLIS KANSAS CITY
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Recharging Your Battery—
(Continued from page 30)

the new role will make your job more
stimulating and enjoyable. That's an-
other way of recharging your batteries.

Never Stop Learning

Educatlon is one of the most revita-
lizing forces in the world. Whether it's
in the form of regular classes or self
study the learning process can do mar-
velous things for a salesman. Take phi-
losophy, for example. You might think
that such a subject would hardly con-
tribute anything to a preseniation. You
would be wrong. An understanding of
philosophy can improve your personal
relations.

You don't have to return to school to
expand your interests. Libraries offer
a wealth of material for study, Educa-
tlonal television also offers marvelous
opportunities for home study.

Take A Trip

The man who brags about not having
a vacation in ten or fifteen years prob-
ably needs one more than he thinks,

Salesmen travel a lot but their trips
are not for pleasure, It's a good idea to
get away occasionnlly just for the fun
of it. Whether you take a sea voyage to
Ttaly or an auto trip to the Grand Can-
yon you will have an opportunity to un-
wind, to give your brain and body a
needed rest. At the same time you can
learn new things and meet new people.
This will enable you to return to your
job fully recharged.

Use Your Imagination

John Masefield, the English poet
laureate, said:

“Man's body is faulty, his mind un-
trustworthy, but his Imagination has
made him remarkable.”

Your imagination can recharge you
like nothing else if you give it a chance.
1t can also put you on the highway to
success in selling. Your understanding
of your customers and your knowledge
of yoursell.

For the more practically Inclined,
there are courses in accounting, retail-
ing, advertising and public relations.
These subjects are of immense lielp to
the salesman. They csn broaden his
grasp of the selling process and give
him an advantage over his competitors.
Such classes are available at night in
many institutions or they can be taken
through correspondence schools,

Floyd Pearson, a furniture salesman,
enrolled several years ago for one mar-
keting course taught at night. The ex-
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perience whetted his interest. He ma-
triculated at the university and six
years later received a degree in busi-
ness ndministration. He was promoted
to sales manager and eventually be-
came vice president of marketing.

When a person takes up anything
new he automatlically recharges his bat-
teries, Even if you acquire an interest
in marine biology your vocation will
be served. Plunging into a subject un-
related 1o sales will refreshen you for
selling. Some of the top marketing men
in the country have outside interests
that range from bird watching to the
study of ancient Greere. One executive
has become an expert in the science of
rock formation and has contributed to
geology journals.

1 am talking about creative imagina-
tion, the kind that oroduces new ideas
or insights. Everything in our civiliza-
tion started with an idea. The electric
Jight was once an Idea in Edison's mind.
Computers, color television, disease
vaccines, nylon and plastic all sprang
{rom someone’s imagination.

As youngsters we all had soaring im-
agination. Remember the things you
used to dream about. What happened
to this imagination? As we get older we
tend to use our imagination less and
less. The tendency fo think creatively
diminishes. Adults prefer to play it
safe, thereby stopping the flow of ideas.

Be Creative

A salesman, after achieving some
measure of success and security, feels
he doesn't have to be creative. Let
somebody else take the risks, he rea-
sons. He becomes too lazy to even make
the effort. The result is atrophy. He be-
comes stale and run down. He goes
along by habit. After a while he doubts
his ability to produce original ideas. He
Is ofrald of making mistakes.

Anyone who Is creative, who is deal-
ing in ideas, is bound to make a few
errors.

1 would suggest that salesmen re-
examine their relationships with their
customers to see if there are possibili-
ties for improvement.

Take yourself as an example. If you

put your mind to it there are probably

several new ways you could increase
your volume and pick up fresh ac-
counts. Some time take an hour off.
Don't do anything but lean back, prop
up your feet and think. Reject old meth-
ods and solutions. Look at your situa-

tion as if you were seeing it for the'

first time. Start from scratch, You might
ask yourself: Is there anything I'can
borrow or adapt to solve my problems?

You don't have to have a special time
or place to set aside to generate ideas.

They can come to you while walking,
shaving, mowing the lawn or driving
your car. But you must “turn on" the
idea machine during these times. That
is, you must consclously resolve to try
and come up with a new idea about
your job. Perhaps you have a sticky
problem with one customer who ap-
pears to be disenchanted with you and
your company. In your idea session you
should try and produce a thought that
will restore his confidence in you.

Here is an important point to remem-
ber: When you develop a new idea your
whole attitude will change. You will be
recharged by feeling happy and proud.
You can say to yourself:

“ figured this out all by mysell.”
This will do more for your morale than
a bonus.

Check List’

Does your batlery need recharging?
Here is an exercise to determine if
you are getting that needed power. It
you can answer “yes” to at least seven
questions you are probably well re-
charged.

Yes No

1. Do you believe the mind

needs the same kind of

care as the body? —_——
2, Do you have an Interest
outside your work? —_—
3. Does this interest or hobby
revitalize you? —_——
4, Are you Interested in
learning new things? - —

5. Do you make it a point to
to broaden your knowl-

edge? - =
6. Can you lift yourself out
of a slump? —_——

7. Do you take a creative look

at your customers' prob-

lems? -_——
8. Do you give your imagina-

tion a chance to work in

producing new ldeas? —_——
9. Do new ideas recharge
you? _——

10, Are you able to borrow or
adapt ideas for your prob-
lems? _——
(Copyright 1984—George N, Kahn)
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Beyond the Line of Duty
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IPACK-IMA 1967

The fifth edition of IPACK-IMA, an
international exhibition of packing and
packaging machinery, mechanical han-
dling equipment, and food processing
industrial machinery, will be held Oc-
tober 4-10, 19687, on the Milan fair-
grounds.

This exhibition has been organized
by a speclal committee, whose mem-
bers are the representatives of the
trade associations of the various lines,
under the sponsorship of the Comite
Constructeurs Europeens de Materlel
Alimentaire and of the Istitulo Ttaliano
Imballaggio, with the technical assist-
ance of the Milan Trade Fair.

Hours 9 10 6

Visitors will be admiited from 9 a.m.
to 6 p.m. without a break, Sundays and
holidays included, and during the ex-
hibition a full program of meetings and
congresses will take place. These events
will be announced In o later Issue of
the Macaroni Journal.

Foreign visitors will be given free
entrance upon presentation of passport,
may enjoy the facilities of the recep-
tion office and the possibility of meet-
ings with the members of the trade be-
longing to various countries. There also

will be press service for contacts with
the Italian and foreign press.

Many Exhibitors

At a recent press conference, Mr.
Saggin, President of the IPACK.-IMA
organizing committee, recalled that
there were thirleen countries repre-
sented by the 460 exhibitors at the
preceding show held the fall of 1965,
and that of the some 50,000 visitors
attending, about 28,000 came from for-
elgn countries. Concerning plans for
the 1067 show, President Saggin siress-
ed the fact that IPACK-IMA had
“strengthened its working ties with
foreign governments and particularly
so with the United States.”

At the same meeting, Mr. M. Stahl,
Director of the American Trade Center,
speaking for his organization and also
on behalf of Mr. Earl T. Crain, the
American Consul General, announced
that the 1967 show will receive the full
cooperation and presence of the U. S.
Department of Commerce, particularly
In the Materials Handling area.

Milan is the home of the famous
opera company, La Scala.
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Prince Ads Use
“New England” Theme

Prince Macaroni Manufacturing Com-
pony of Lowell, Massachusetts will
spend more than $1,000,000 advertising
jts macaroni-noodle line based on a
“New England” theme.

The campaign will cover twenty-four
cities. It was launched January 29 with
a series of four-color Sunday supple-
ment ads, backed up by radio com-
merclals.

Copy will read “Look what this nice
New England family cooked up,” “In-
vite this nice New England family to
dinner,” “Let this nice New England
family put their elbows on your table.”
The products themselves are described
as “Down East Spaghetti,” “Ready in a
Minute Man Sauce and “Yankee
Noodles Dandy.”

Venet Is Agency

The new campaign was created by
the Venet Advertising Compray, head-
quartered in New York, vath offices in
Unlon, New Jersey and Boston. Agency
president Zal Venet told Prince per-
sonnel: “I know that many marketing
men will tell you that the appeal of
spaghetti, macaroni and noodles is a
limited ethnlc one, but from my ex-
perience they have become thoroughly
Americanized — and what is more
American than New England?”

Prince decided it was worth a test
campaign, and one was planned in late
summer of 1066 !n New Jersey. The re-
sults proved far more successful than
anyone anticipated, and shortly after,
Prince recelved further confirmation. A
study financed by Prince and made by
the Harvard Business School showed
that although spaghetti had an Italian
connotation to many people, noodles
were generally thought of as “Euro-
pean,” and elbows as “American."

Using Sunday Supplement

In working out the strategy for the
10067 campaign, the idea of scheduling
four-color nds in Sunday supplements
—rather than the usual Wednesdays
and Thursdays—was ulilized because
the technique was successful with other
Venet accounts and coupon returns
from Sunday food advertising pulls
much better. These have a prelude of
radio commercials. .

Meanwhile, a complete marketing
campaign was organized to accompany
the advertising. This included package
design, mats for retailers, trade adver-
tising, shelf talkers and other point-of-
gale materinls, and kits for salesmen
that contained not only details on the
entire campaign with sample ads and a
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Musical comedy compeser, Mary Rodgers, daughter of fomous Richard Rodgers, Is con.
?mtulatnd by Joseph P. Pellegrino (left), executive vice-president of Prince Macaroni Man-
lacturing Co., Lowell, Mass., for radio com of
Venet (right), president of Venet Advertising, Prince's ogency, was present ot the studio 10

supervise final recording session.

mercial she composed for the c

recording of the radio commercial, but
also “Wednesday is Prince Day"” but-
tons and picture postcards of familiar
New England scenes they could use to
send to buyers.

Also in support of the advertising
campaign, Prince's public relations
agency, Samuel Kaplan Associates,
New York, created for food editors a
series of special stories, comp'ete with
recipes, based on the New England ads.

*Wednesday Is Prince Day”

In the radio commercial which cen-
ters around the “Wednesday Is Prince
Day" theme, Venet Advertising scored
another first when it signed up Mary
Rodgers, daughter of Richard Rodgers,
as composer. Miss Rodgers, a musical
comedy composer in her own right—
she did the score for “Once Upon a
Maltress” as well as music for the cur-
rent “Mad Show"—had said in a news-
paper interview several years ago that
she had always wanted lo compose o
radio commercial,

Arthur Cerf Mayer, Venet Advertls-

ing creative director, telephoned her at’

the time and sald he would call back
when the right opportunity arose.
“This Prince ‘Hurray for Wednesday'
commercial was just appropriate for her
talent,” he said. “She has that same
capability her father has of inventing
funr4 that are eminently singable and
eijoyable.” = S8
Among the cities where the 1867
Prince Macaron! advertising ¢campaign
is scheduled are’Chicago, Philadelphia,

Baltimore, Washington,  Scranton,
Bridgeport, Hartford, New Bedford,
Portland, Boston, Providence, Spring-
field, New Haven, Miami, New York,
Newark, Rochester, Albany, and De-
troit.

A total of twenty-six newspapers are
involved, about hall Parsde supple-
ments, hall independent rotogravure.
Some of the four-color ads feature a
7¢-off coupon. Insertions are scheduled
at approximately two a month.

Mod Mostaccloll is worn by Miss Martho
Pleffer, secretary to Peter P, Viviano, presi-
dent of Delmonico Foods, Loulsville, Ken-
tucky. At o recent meeting of the Executive
Secretaries Club of Louisville Miss Pleffer
ond about forty other devoted women "
eled hats featuring their employer's prod-
ucts. Doesn't the rigatoni look regal?
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NEVER DROPS OFF

when you specify
North Dakota Mill and
Elevator Durum Products

PERFECTO

Durum Granular

Start with the world's best durum . . . give
it the advantage of superior laboratory
and testing facilities . . . mill it with
up-to-the-minute skills and equipment. This
is the way we've built our reputation for
consistently high-quality durum products for
leading macaroni manufacturers. And

that’s not all of the story. The world’s
best durum products deserve the best
service. We make sure your

order goes out — when you

asked for it. Isn't it about

time we got together?

d\lqr_lth Dakota Mill and Elevaton

L UUTEIN THEHEARY, OF THE DURUM BELT"
S NAND FORRS, NORTH JRADTL P, TTR.484)

DURUM DIVIRIGH
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WINTER MEETING REGISTRANTS

MACARONI
MANUFACTURERS

Ralph Sarli
American Beauty Macaroni Cu.
Kansas City, Kansas

Horace P, Glola
Bravo Macaroni Co.
Rochester, New York

Mr. and Mrs. F. Denby Allen
Mr, and Mrs, Paul J. Keegan
John B, Canepa Company
Chicago, Illinois

Mr. and Mrs. Kenneth J. Forbes
Daughter Nicole

Mr. and Mrs, Maurice Brizard
Catelli-Habitant, Ltd.

Montreal, Canada

Mr, and Mrs. Robert H. Willlams
Daughter Kathy

Mr. and Mrs. Lawrence D. Williams
Mrs. Joan Willams

Mr. and Mrs. John Linstroth

Mr. and Mrs. James O'Sullivan

The Creamette Company
Minneapolis, Minnesota

Mr. and Mrs. Oscar Garber
The Creamette Co. of Canada
Winnipeg, Canada

Mr. and Mrs. P, J. Viviano
Joseph P, Viviano
Delmonico Foods, Inc.
Louisville, Kentucky

Mr. and Mrs. M. J. Ferreira
Mr. and Mrs. John Pavia
General Mills Cereals, Ltd.
Toronto, Canada

Mr. and Mrs. Vincent DeDomenico
Golden Grain Macaroni Co.
San Leandro, Callfornia

Mr. and Mrs. Robert 1. Cowen
Mr. and Mrs. Melvin Golbert
A. Goodman & Sons, Inc.
Long Island City, New York

Mr. and Mrs. Stanley Wilde
Grocery Store Products
Libertyville, Nlinols

Mr. and Mrs. Leo C. Ippolito
Ideal Macaroni Company
Bedford Heights, Ohio
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Paul F. Relning
Inn Maid Products, Inc.
Millersbu g, Ohio

Mr. and Mrs. Walter F. Villaume
Jenny Lee, Inc.
St. Paul, Minnesota

-

Mr. and Mrs. Armerd Seavedra
1.a Rinascente Macaroni Co.
Moonachle, New Jersey

Mr. and Mrs. V, F, La Rosa
V. La Rosa & Sons, Inc.
Westbury, New York

Mr. and Mrs. L. R. Thurston, Jr,
Mr. and Mrs. C. W. Wolfe
Pennsylvaniz Dutch-Megs, Inc.
Harrisburg, ’ennsylvania

Mr. and Mrs. E. C. Anderson
W. Gardner Barker

Thomas J. Lipton, Inc.
Englewood Cliffs, New Jersey

Mr. and Mrs. H, E, Toner
Mr. and Mrs. C. F. Muelelr
C. F, Mueller Company
Jersey City, New Jersey

Mr. and Mrs. Rosario Conliglio

Mr. and Mrs. Louis Coniglio
Mr. and Mrs. Joe Saggio
Paramount Maicaroni Co.
Brooklyn, New York

Mr. and Mrs. Luke A. Marano
Philadelphia Macaroni Co.
Philadelphia, Pennsylvania

Mr. and Mrs. Jos. Pellegrino
Mr. and Mrs. A. Glarrusso
Prince Macaronl Mfg. Co.
Lowell, Massachusetts

Jack Procino
Procino-Rossi Corp.
Auburn, New York

Mr. and Mrs. Albert Ravarino
Mr. and Mrs. Willlam Freschi
Ravarino & Freschi, Inc.

St. Louls, Missouri

Albert Robilio

L. P. A, Glanninl
Ronco Foods
Mcmphls, Tenn.

Mr. and Mrs. E. Ronzoni, Jr.
Ronzonl Macaroni Co., Inc.
Long Island City, N.Y.

Mr. and Mrs. R. J. Guerrisi
Mr. and Mrs. W. 8. Dade
San Glorglo Macaroni, Inc.
Lebanon, Pennsylvania

Lloyd E. Skinner

Alan Pascale

Mr. and Mrs. H. G. Stanway
Skinner Macaroni Cu.
Omaha, Nebraska

Alfred L. Spadafora
Superior Macaroni Co.
Los Angeles, California

Joseph Scarpacl
Viva Macaronl Mfg. Co.
Lawrence, Massachusetls

Mr. and Mrs. A, S. Weiss
Welss Noodle Company
Cleveland, Ohio

Mr. and Mrs. Paul Vermylen
A. Zerega's Sons, Inc.
Fair Lawn, New Jersey

ASSOCIATES

Mr. and Mrs. E. W. Kuhn
Amber Milling Div. GTA
St. Paul, Minnesota

Mr. and Mrs. E. J. King
Mr. and Mrs, E. J. King, Jr.
Ambrette Machinery Corp.
Brooklyn, New York

Mr. and Mrs. Fred Merrill
Mr. and Mrs. George Utter
Mr, and Mrs. Clift Kutz
Archer Daniels Midland Co.

Minneapolis, Minnesota

Mr. and Mrs. D. D. Brodie
Aseeco Corporation

Los Angeles, California
Mr, and Mrs. L. P, Ballas
Ballas Egg Products Corp.
Zanesville, Ohio

Mr, and Mrs. V. J. Benincasa
Paul Benincasa

V. Jas. Benincasa Company
Zanesville, Ohio

THE MACARONI JOURNAL

Dr. and Mrs, Marlo Braibanti
Mr. and Mrs. Cesare Valletti
Plerre Luigi Plzzettl

Renato Balossl

Willlam G, Crothers

Joseph Santl
Braibanti-Lehara Corp.
Milan, New York City

Willlam Berger

Mr, and Mrs. Ralph Burgess
The Buhler Corporation
Minneapolis, Minnesota

Miss Mary Campanella
S, Campanella & Sons
Jersey City, New Jersey

Mr. and Mrs. John Amato
Son Dennis

Clermont Machine Co., Inc.
Brooklyn, New York

A, J. Christenson
Clybourn Machine Corp.
Skokie, 1llinols

‘Vance V. Goodfellow
12rop Quality Council
Minneapolis, Minnesota

Mr. and Mrs. John Guatelll
Mr. and Mrs. Jos. Pette
Diamond National Corp.
New York, New York

Mr, and Mrs. Jos. De Francisci
Mr. and Mrs. Leonard De Francisci
Mr. and Mrs. Ignatius Bontempi
De Franciscl Machine Corp.
Brooklyn, New York

Robert F, Limi:g
Distillation Products
Rochester, New York

Mr. and Mrs. Ray Wentzel
Doughboy Industries, Inc.
New Richmond, Wisconsin

Lester S. Willson
Du Pont Film Department
Wilmington, Delaware

Mrs. Beverly Anderson
H. Howurd Lampman

Durum Wheat Institute
Chicago, Illinols

Faust Falconl
Faust Packaging Corp.
Brooklyn, New York

Evans J. Thomas
Fisher Flouring Mills Co.
Seattle, Washington

MAaRrcH, 1967

P. H. Knowles
General Mills, Inc.
Minneapolis, Minnesota

Mr. and Mrs. John T. Henningsen
Mr. and Mrs. Roy N, Nevans
Henningsen Foods, Inc.

New York, New York

Charles M. Hoskins
Hoskins Company
Libertyville, Illinois

Mr, and Mrs, J. H. Kallestad
Mr. and Mrs. S. F. Maritate
Mr, and Mrs. R. L. Vessels
Mr, and M. illlam Brezden
Mr. and Mrs. George Hackbush
Anthony M. Rondello
International Milling Co.
Minneapolis, Minnesota

Ralph Frank, Jr.
Fletcher Satterwhite
Lawry's Foods, Inc.
Los Angeles, California

Mr. and Mrs. Ralph Maldari
D, Maldari and Sons, Inc.
Brooklyn, New York

Mr. and Mra. J. F. McCarthy
Mr. and Nirs. Alex Frank
McCarthy & Assoclates, Inc.
New York, New York

Mr. and Mrs. P. R. Fossen

Mr. and Mrs. Don Gilbert
North Dakota Mill & Elevator
Grand Forks, North Dakota

Mr. and Mrs. W. H. Oldach
Wm. H. Oldach, Inc.
Philadelphia, Pennsylvania

Mr. and Mrs. M. W. K. Heffelfinger
Mr. and Mrs. L. S. Swanson

Mr. and Mrs, W. H. Grady

Mr. and Mrs. David Wilson

Peavey Company Flour Mills
Minneapolis, Minnesota

James R, Affleck
Wm. Penn Flour Mills Co,
Bala Cynwyd, Pennsylvania

Mr. and Mrs. C. C. Rossotti
Mr. and Mrs. Frank Prime
Mr. and Mrs. John Tobla
Rossottl Lithograph Corp.
North Bergen, New Jersey

Mr. and Mrs. Walter Muskat
Triangle Package Machinery
Chlcago, Ilinols

Donald Iverson

Cam Larson

James Ole Sampson
Richard K. Saunders
Richard Stalker

John W. Wright

U. S, Durum Growers Ass'n.

Gordon R. Christensen
Universal Foods Corp.
Milwaukee, Wisconsin

Louis E, Kovacs
Louis A. Viviano, Jr.
Vitamins, Inc,
Chicago, Illinois

Dr. and Mrs, M. G. Waldbaum
Milton G, Waldbaum Co.
Waokefield, Nebraska

STAFF & SPEAKERS

Mr. and Mrs. R. M. Green
National Macaroni MIirs. Ass'n.
Palatine, Illinols

James J. Winston
Jacobs-Winston Laboratories
New York, New York

Theodore R. Sills

Miss Elinor Ehrman
Miss Shelagh Hackett
T. R. Sills, Inc.

New York, New York

Dr. Kenneth A, Gilles

Len D. Sibbitt

North Dakota State University
Fargo, North Dakota

Paul Johnson
AID, State Department
Washington, D.C.

Clifford Pulvermacher
Department of Agriculture
Washington, D.C.

Impulsive, Aren’t We?

Nearly seven out of ten supermarket
purchases result from some decislon
made in the store—usually by women,
who, either alone or with their chil-
dren, account for about 70 per cent of
grocery shoppers. Part of the reason for
this impulsiveness may be that nearly
{iwo-thirds of shoppers carry no shop-
ping list,

Impulse-purchase champions are
family-pack chewing gum; macaroni,
noodles and spaghetti-dinners; heat-
ond-serve items; and small individual
cokes,
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WAY BACK WHEN

40 Years Ago

® The first anniversary of the outlaw-
ing of coloring macaroni was met with
lamentations that during the three-
month grace period there was more
artificially colored products on the mar-
ket than before the ruling. This was
due, the Editor observed, to a certain
group of manufacturers who opposed
the ruling and circulated the unauthor-
{zed and untrue report that the Govern-
ment had no intention of enforcing its
own ruling., But the Government did
crack down, and the industry helped
clean its own house by raising a fund
for self-policing.

@ Huzzahs were sounded as per capita
consumption of macaronl products wzs
reported at five pounds per year. T'iere
was also rejoicing that 01 per ‘ent of
this consumption was domestizally pro-
duced.

® On February 24, 1927, ti:e Depart-
ment of Agriculture placed Inin im
mediate effect Definitions and Stand-
ards of Identity for Alimentary Pastes
(much later referred to as Macaroni
Products).

e Industry members then called for
prompt adoption of Definitions and
Standards of Identity for Semolina and
Farina,

® “Why do we not have whole wheal
macaroni?" Milo Hastings, Director of
the Physical Culture Food Research
Laboratory, replied that it had been
tried out and fortunes sunk into the
effort to induce people to eat it, but
there was no repeat business,

30 Years Ago

e M. J. Donna noled: “To keep step
with competing trades that daily sup-
ply essential foods to America's mil-
lions, the macaroni/noodle manufac-
turers must not only be individually
capable, but collectively progressive
through their trade association.”

e Benjamin F. Jacobs, NMMA Wash-
ington representative, was holding
meetings around the country for maca-
roni manufacturers to discuss the pro-
visions of the newly-proposed Food
Bill. Standards of quality, egg content
in noodles, and fill of containers were
matters under consideration.

® Drought had doomed the durum crop
in 1036, and by early 1937 semolina had
reached the almost record price of §12
a barrel in some markets. There was a
world shortage of durum at the time.
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® Remember the days back when—the
days of the open cracker box, the sugar
barrel—days when food products pass-
ed from grocer to purchasers in bulk
form? Those were the days when the
grocers demanded that all thelr maca-
roni products be delivered in wooden
boxes trimmed with blue paper because
that was the prevailing package in
Italy. But by 1837 corrugaled paper ac-
counted for more than hall of the pack-
aging for distributing macaroni prod-
ucts,

20 Years Ago

e Food prices were on the rise, Higher
wheat costs had boosted bread to near-
ly 15 cenis a loaf, of lighter weight
than the heavier 10-cent loaf of not too
many months prior. Hog prices in Chi-
cago hit a top of 30 cents a pound,
forecasting the prediction that house-
wives miziii soon pay nearly a dollar
a pound for pork chops.

® C. L. Norris of the Creamette Com-
pany, chairman of the Durum Growers'
Contact Committee, reported that he
and Maurice Ryan of the Quality Maca-
roni Company had attendet *he Durum
Show at Langdon, Nuoh Dakota, on
February 27 and 28. A yourg man by
the name of Tom Ridle; (now Chair-
man of the North Dakota State Wheat
Commission) won the Grand Durum
Sweepstakes and received the Associa-
tion's award.

® Food for Italy was carried in four
ships under the auspices of relief or-
gonizations to allevinte the suffering
during the food shorlage that was
especially acute in the winter months.
Italy was buying much of its Aour
needs in the form of 80 per cent extrac-
tion semolina from the United States.
They were alarmed at the price trend
with the world wheat shoriage.

e Association President C. W. Wolfe
called for a conference in the Hotel
New Yorker March 13 to discuss cur-
rent problems, pariicularly the short
oge of durum.

10 Years Ago

o A resolution endorsing one-for-one

legislation which would encourage

durum growers to plant one extra acre
of durum for each one planted out of
their regular wheat alloiment was unan-
imously passed at the macaroni con-
vention,

CLASSIFIED

ADVERTISING RATES
Display Advertising ... Rates on Applicstion

Went Ads ... 75 Cants per line
Minimum $2.00
INDEX TO
ADVERTISERS

Page
Amber Milling Division, G.T.A, ........ 19
Ambratte Machinary Corporstion ... 20-21
A D M Durum Depertment ... n
Asasco Corporation ..o oo 23

Breibanti & Company, M. & G. ........
Clermont Machine Company, Inc, ...
Def terl Macki C 1k

Diamond Packeging Products Div, ... 39
Doughboy Industries, Inc. ..o . 29
Intarnational Milling Company _........ 40
IPACK-IMA Exposition ........ — 3
Jacobs-Winston Laborstorias, Inc. ...... 29

Malderl & Soms, D, Imcs oo 13

National Macaroni Mirs. Assa. ... 7
North Daketa Mill and Elevator .......... 35
Peavey Company Flour Mills ... 9
Rossotti Lithegraph Corporation ... 2
Waldbeum Company, Milten G. ......... 29

® A delegation of macaroni manufac-
turers went to Washington to see of-
ficlals in the Department of Agricultvre
and to testify for the legislation beloi
the House Agriculture Committee. “The
importance of durum cannot be over-
emphasized,” sald President Lloyd
Skinner, “and the durum supply is in
jeopardy unless this legislation is
passed.”

e Elihu "Robby" Robinson of Food
Field Reporter provoked lively discus-
sion on the topic “Why Does She Buy
It?" at the Winter Workshop.

e Ted Sills reperted on the activities of
the National Macaroni Institute with a
movle entitled “Macaroni News Reel.”
This film, along with “Stag Party" and
"Use Your Noodle,” was being distrib-
uted for television showings.

e Durum Wheat Institute Director
Howard Lampman and Home Econo-
mist Ruth Behnke - presented a film
strip entitled “Tricks and Treats with
Macaronl Foods."

® Bulk handling of flour was in the
news and stories reported of installa-
tions at the C. F. Mueller plant in Jer-
sey City and at Bravo Macaroni Com-
pany In Rochester, New York.
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Macaroni Quiz

1, What famous mavie siar sald, “Every-
thing I've got | got from eating spa-
ghetti"?(a) Qina Lollobrigida (b) Sophla
Loren (c) Shirley Temple.

2. The Chinese enjoyed macaroni prod-
ucts In various forms as early as? (8)
5000 B.C. (b) 1600 A.D. (c) Jus! after the
egg roll.

3. According to law, egg noodles musi
contain—in addition lo semolina, Flour
and watar? (a) 10% egg salids (b) 5.5%
egp solids (c) one meatball.
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4, The Departmant of Agriculture reports
a record worlid wheal crop for 1068
How many bushels will that be? (&) 840
thousand (b) 8.4 million (c) 9.4 billion.

8. The Diamond Packaging Producis Di-
vision provides t0p qualily packaging to
the Macaron! Industry by which printing
method? (a) Olfsel Lithography (b) Let-
terpress (c) Gravure.

Answers to Quiz:
§o|d Jnok exwl ig ‘2 ip 'qig BT 'q L

iN SHE
“MADE OF
SPAGHETTI?

Next to the hot dog, macaroni products
such as spaghelti and noodles (wilh
hamburger) are mealtime favorites of
milllons of Americans of all ages.
How much do you know about
macaroni? Try this Diamond
Packaging Producls Divi-
slon Quick Quiz and see.

DIAMOND PACKAGING PRODUCTS DIVISION

DIAMOND NATIONAL CORPORATION
733 ThRD AVENUE, NEW YORK, KEW YORK 10017 12121697 1700




#Como No. 1 Semolina #Fancy Durum Patent Gy
#Capital Durum Granular #Ravena Durum Patent
#Bemo Durum First Clear #Service

#Naples Durum Second Clear

We stake our reputation for quality on every bag
we ship. And we are very jealous of our reputation.

DURUM 4

DURUM DIVISION
International

MILLING COMPANY INC.
QGENEAAL OFFICES. MINNEAPOLIS, MINNESOTA B34S




