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appy Marriage

Seventy-thr. * years is a long time for a marriage services that cover every step of production from
to last—especially in industry, Yet since 1898 Rossotti creative concept to completed package. Our speclalty
Lithograph Corporation has been a leading producer of is four and six color offset lithography that is qlualily
wckgjng for macaroni and its related products. controlled every step of the way, But best of cll

¢'re very proud of the reputation we have acquired. we offer experience, At Rossotti, we know marriages
We're also proud to offer flexible and versatile are made in heaven, but it takes work to make one last,

ROSSOTTI LITHOGRAPH CORPORATION
Executive Offices: North Bergen, N.J. 07047

ROSSOTTI CALIFORNIA PACKAGING CORP. ROSSOTTI MIDWEST PACKAGING CORP.
P.O. Box 665, San Leandro, Calif. 94577 612 No. Michigan Ave., Chicago, lIl, 60611

Sales Offices:
Boston, Massachusetts; Philadelphio, Pa.; Uniontown, Pa.;
Pittsburgh, Pa.; New Orleans, La.; San Juan, Puerto Rico,
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Macaroni with Sausage Eggplant Sauce is a new color
transparency being sent by the Nationnl Macaroni In-
stitute to food editors of papers with rotogravure. Recipe
appears on page 4,
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HATEVER your menu problem—

monotony, budget, finicky appe-
tites—there's a macaroni dish to solve
it. As a menu brightener, the National
Macaroni Institute recommends a spicy
sausage served over elbow macaronl.
The reclpe uses a mixture of hot and
sweet Italian sausaje along with egg-
plant in an herb-seasoned tomato sauce.
It's easy enough to do, thou gh the sauce
needs to simmer awhile; just start it
early, even completely cook it and re-
heat, if that fits your schedule. Another
time you could serve the same sauce
over one of the spaghettl products,

And speaking of spaghettl, it goes
well with a topping of pork curry, too.
Plan to use this new reclpe soon while
pork Is still plentiful and priced reason-
ably.

The first recipe is Italian in charac-
ter, the second iaspired by mysterious
Indla, and the third offering takes its
cue from Chinese cookery. Chicken,
also bargain-priced, combines with
crisp, colorful vegetables in a soy
flavored mixture which takes very little
cooking time.

Macaroni with Sausage Eggplant Sauce
(Makes elght servings)

1, large eggplant
(about 2 pounds)
% pound each:
Italian hot sausage
Itallan sweet sausage
V5 cup water
1 tablespoon olive ol
¥ cup chopped onlon
2 large cloves garlie, crushed
1 can (28 ounces) plum tomatoes
2 cans (B ounces each) tomato sauce
1 teaspoon basil leaves, crushed
Salt and freshly ground black pepper
2 tablespoons salt
6 quarts boiling water
4 cups elbow macaroni (168 ounces)

Peel the eggplant and cut into -
inch cubes; set aside. Remove casing
from sausage links and break into
chunks. In Dutch oven or kettle, cook
sausage in ¥4 cup water for ten minutes,
tightly covered, stirring occasionally,
Drain off water; saute sausage until
lightly browned. Remove sausage from
Dutch oven; add olive oll and heat. Stir
in onion and garlic; saute until lightly
browned. Add sausage, eggplant, to-
matoes, tomato sauce and basil. Sim-
mer covered for 45 minutes, stirring
occaslonally, Uncover and simmer 16
minutes more. Season sauce to taste
with salt and pepper.

4

About 15 minutes before sauce is
done, add 2 tablespoons salt to rapldly
bolling water. Gradually add macaroni
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender. Drain in colander. Serve maca-
roni with sausage-eggplant sauce and
Parmesan cheese, if desired.

Bpagheitli and Pork Curry
(Makes four to six servings)

1% pounds pork shoulder, cut in 2 x V-
inch strips
2 tablespoons butter or margarine
¥ cup sliced onlon
Y cup chopped green pepper
1 tablespoon curry powder
1 teaspoon salt
% teaspoon pepper
135 cups evaporated milk, (large can)
1 medium apple, cored, pared and
shredded
1 tablespoon flour
1 tablespoon salt
3 quarts boiling water
B ounces spaghetti

Brown pork in butter; drain off any
excess fat. Add onlon and green pepper.
Stir in curry powder, 1 teaspoon salt,
pepper and ¥ cup water, Bring to boil.
Cover and simmer 45 minutes. Add
milk and apple; cook uncovered 15
minutes longer or until pork is tender.
Blend flour with 2 tablespoons water.
Stir into curry; boil 1 minute, stirring,
until sauce thickens.

Meanwhile, add 1 tablespoon salt to
rapldly bolling water. Gradually add
spaghetti so that water contlnues to
boll. Cook uncovered, stirring occasion-
ally, until tender. Drain In colander.
Serve curry over spaghetti.

Egg Noodles Chinese Style
(Makes four servings)

2 tablespoons salad oil
1% cups sliced onions
(about 2 large onions)
1% cups dlagonally sliced celery
cut in l-inch slivers
2 tablespoons cornstarch
V4 cup cold waler
2 cups chicken bouillon
2 {ablespoons soy sauce
}2 tenspoon sugar
2 cups diced, cooked chicken
freshly ground black pepper
2 canned pimlentos, diced
1 tablespoon salt
3 quarts bolling water
8 ounces finc egg noodles
(about 4 cups)

Solve Menu Problems With Macaroni

Heat oll In large skillet over medium §

heat; add onlon, celery and green pep-

per and saute about iwo minutes, Cover [#
skillet and steam vegetables until ten- §
der, about 5 minutes. Blend cornstarch |

with water; stir into bouillon with soy
sauce and sugar, Add boulllon mixture
to skillet with chicken; cook over low
heat for about ten minutes stirring ce-
casionally, Season to taste with pepper
and stir in pimiento,

Meanwhile, add 1 tablespoon salt to
rapidly bolling water. Gradually add
noodles so that water continues to boil.
Cook uncovered, stirring occasionally,
untll tender. Drain in colander.

Place noodles in hot serving dish and
fop with vegelable sauce mixture.

Serve with additional soy sauce if de-

sired.
Cover Photo

The cover photo, Macaroni with Sau-
sage Eggplant Sauce, has been sent as
a color transparency by the National
Macaroni Institute to newspapers with
rotogravure, including the following:

Virginia Heffington
Long Beach Independent
Press Telegram

Joy Guild
Montreal Gazette

Agnes Edwsards
Miami News

Kathleen K. Whalen
Wichita Eagle

Beth Bartle
Philadelphia Bulletin

Ruth Wood
Nashville Banner

Opal Crandall
San Diego Union

Louise Oettinger
Washington, D, C. Post
and Times Herald

Isabel DuBols
Chicago Daily News

Dorniliy Crandall
Boston Globe

Ann Kellenstine
Grit

Julie Benell
Dalas Morning News
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The National Macaronl Institute has
sent a mailing to the macaroni buyer
and grocery merchandiser of some one
thousand grocery chains and coopera-
tives.

The envelope says in red print: “You
have to pull a lot of strings these days
{o make a maximum profitl”

By pulling a red string then a serles
of a half dozen brightly colored cards
come out of the envelope.

The Right String

First card says: “You've sure pulled
the right string this time. When you
feature macaron| products in your dis-
plays you are spotlighting products
which:

“Every year are accounting for record
sales . . . 14 billion pounds last year.

“Are among America's top favorite
dishes such as macaroni and cheese,
spaghettl and meat balls and egg noodle
casseroles,

“Deliver multiple related item sales
in the following depariments in your
stores.”

Dalry Products

Card number 2 says: “Macaroni prod-
ucts move dalry items such as—cheese,
milk, buliler, eggs, cream, coltage
cheese, sour cream—". Dalry products
are plctured.

Grocery Items

Card number 3 says: “Macaronl prod-
ucts star in sale of grocery ilems also—
mayonnalse and salad dressings, canned
tomatoes and tomato paste, spices,
canned vegetables, olive or vegetable
oil—". Pictured are canned peas, canned
tomatoes, salt, mayonnaise, salad dress-
Ing, oregano.

Meats

Card number 4 says: “Macaroni prod-
ucts move meats and fowl—ground
beef, ham, chicken, chops, steaks, sau-
sage—" and these ave illustrated.

Produce

Card number 5 says: “Macaroni prod-
ucts push produce as well for sauces
and salads—onions, celery, peppers,
parsley, carrots—"

Sales Bullder

Card number 6 says: “Macaronl prod-
ucts deliver top related item dollars—
for Instance, a one-pound package of
spaghetti delivers $2.18 in related Items
based on a popular spaghetti and meat
ball recipe for a family of six,

6

Mailing to Grocers

Company
American Beauty Macaroni Company
Anthony Macaroni Company
Bravo Macaroni Company
California Vulvan Macaronl Company
John B. Canepa Company
Catelli-Habitant, T.td.
Conte Luna Foods, Inc,
The Creamette Company
Cumberland Macaroni Company
Delmonico Foods, Inc.
El Paso Macaroni Company
Golden Grain Macaroni Company
Gooch Food Products, Inc,
A, Goodman & Sons, Inc.
I. J. Grass Noodle Company
Horowitz Bros, & Maragareten
Ideal Macarcnl Company
Inn Maid Noodle Company
Jenny Lee, Inc.

V. La Rosa & Sons, Inc.

D. Merlino & Sons, Inc.

C. F, Mueller Company

National Food Products, Inc.

New Mill Noodle & Mac. Company
O B Macaroni Company

Paramount Macaronl Mfg. Company
Pennsylvania Dutch-Megs, Inc,
Porter-Scarpelll Macaronl Company

Brand Name
American Beauty
La Paloma, Party
Bravo
Vulcan
Red Cross
Catelli
Conte Luna
Creamettes
Alpine Eagle
Delmonico
R-F
Golden Graln, Misslon 3rand
Gooch’s Best
Goodman's
Mrs. Grass'

Horowitz

Ippolito’s Ideal

Inn Maid

Jenny Lee

La Rosa, White Pesrl
La Premiata, Russo

Alita

Mueller's

Luxury

New Mill

Qur Best

Paramount

Pennsylvania Dutch, Cavaller

Porter’s

Procino-Rossi Corporation P-R
Ravarino & Freschi, Inc. R-F
Ronco Foods, Ine. Ronco
Ronzonl Macaroni Company Ronzoni
San Glorgio Macaroni, Inc, San Giorgio
Schmldt Noodle Mfg. Company Schmidt's
Shreveport Macaronl Mfg. Company Banquet
Skinner Macaronl Company Skinner, Roma g
Superior Macaronl Company Superior
The Welss Noodle Company Mrs. Welss'
Western Globe Products, Inc. Globe A-1
A. Zerega's Sons, Inc, Columbia

‘And here are the members of the Testimonial

National Macaroni Institute who are
backing program to build greater
consumer awareness in thelr products
and related items.

List above is given.

Nutrition Awareness
The symbol of the Nutrition Aware-
ness Campalgn, “Eat the Baslc 4 Foods
Every Day,” Is shown, National Maca-
roni Institute is supporting this effort.

R & F Acquires Canepa

The John B, Canepa Company of
Chicago, manufacturers of Red Cross
macaroni products, was purchased and
will operate as a division of Ravarino
and Freschl Inc, of St. Louls. Frank D,
Allen will continue as President of the
John B, Canepa Company Divisien,

Mrs. Anne Adams, home economics
teacher of Valley Central Middle Schoo!
in Montgomery, Mlew York, writes th
National Macaranl Institute:

“We find your ieaflet “What's Cook
ing Here? Macaronil" very useful i
our eighth grade home economlcs pro
gram. We would like to have a copy fo
each student, "Would a quantity b
avallable free of charge? We have 15

students with average class sizes of 20. k

She got her leaflets at no charge,

Clorox Acquires GSP

Grocery Store Products Company b
came a wholly owned subsidiary ©
Clorox Co., Oakland, California as o
April 1,

T MACARONI JOURNAY

' In any size — any shape — it's always
easier to control the quality and color
of 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.

TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

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.

0P AMBER MILLING DIVISION

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

MaY, 1971

TELEPHONE: (612) 646-9433




For some time General Foods has had
a marketing permit from the Food &
Drug Administration for a product call-
ed “Golden Elbow Macaroni." The com-
position was 609 yellow corn meal,
30% soy, 10% wheat flour. It was claim-
cd that this product contains more than
seven {imes the protein rating of
regular macaroni; that two ounces (one
cup cooked) has a protein rating equal
1o 60%-100% of the recommended food
items for the Type A school lunch; that
one cup of cooked product would supply
one-third of protein of a child's (ten
years or younger) recommended dietary
allowance calculated from tables of
National Academy of Sciences and Na-
tional Research Council,

On February 22, 1871, FNS Notice
218, from the Food & Nutrition Service,
U. S. Department of Agriculture, Wash-
ington, D.C. was seni to regional offices
and State Agencles. It stated: “Protein-
Fortified, Enriched Macaroni-Type
Products (B-2)—Enriched macaroni-
type products meeting the following re-
quirements may be served in the Type
A School Lunch as an alternate to meet
up to one-half the minimum require-
ment for two ounces of cooked meat.
For this purpose, one ounce equivalent
dry product, which will measure one-
half to three-fourths cup cooked, will
serve os alternate to one ounce of meat
If served in combinationn with meat,
pouliry, fish or cheese to meet the re-
malning requirement.

"Protein-fortified, enriched maca-
roni-type products include macarounl,
spaghettl, vermicelll and similar formed
products made from cereal flours or
meals, alone or in combination with one
or more ingredients with a relatively
high protein content such as an oilseed
flour, nonfat dry milk or derived pro-
tein concentrates, and include the vita-
mins and minerals rpecified under
‘Chemical Composition.! Optlonal in-
gredients include amino acids or their
salts, binders or other ingredients that
serve a necessary and useful purpose.”

On March 3, the Federal Register
carried notice that the Food & Drug
Administration proposed the establish-
ment of a standard of identity for “en-
riched macaronl products with im-
proved protein quality.” The trade press
noted that this was on FDA's own int-
tiative inasmuch as the announcement
came close on the heels of a statement
by General Foods' Chairman C. W.
Cooke before the Senate Select Com-
mittee headed by Senator George Me-
Govern of Gouth Dakota that this prod-
uct which had the equivalent nutrition
of beeksienk was baing held up by

“bureaucratic red tape.”

The Standards Committee of the Na-
tional Macaroni Manufacturers Associa-
tion held an emergency meeting on
March 18 and asked for a delay in the
hearings in order to canvas the industry
and form an opinion, On April 5, a
delegation from the macaronl industry
met with a group of representatives of
Food & Drug Administration and the
Department of Agriculture. They asked,
“Why the urgency in holding these
hearings?” The government people re-
sponded that they were undcr pressure,

Industry members observed that mac-
aroni for centuries hrs been a wheaten
food, that the standards promulgated by
the Food & Dn:¢ Administration and
adopted by industry have been rigid
and this has given the macaroni busi-
ness stability. Macaronl [s the only
wheat food that has shown a steady in-
crease in consumer acceptance. Con-
sumer acceptance declined when wide-
spread substitution was forced upon the
industry during the durum shortage in
the 1050's.

Years of cooperalive work by maca-
roni manufacturers with the durum
growers and durum millers in product
promotion to develop consumer accep-
tance and the protection of consumers
by the standards will go down the drain
if any one can come along and usurp
the name ""Macaroni” to apply to any
cereal food extruded into the shape of
an elbow. It would open the door wide
for substitutions of inferior ingredients
and in effect nullify the purpose of hav-
ing standards.

There is no objection to the idea of
an engineernd food being offered to the
government for feeding programs but
the macaroal industry does not want
those products to be calleZ "Macaroni.”

Vincent F. Lo Rosa, president of the
National Macaroid Manufacturers As-
soclation, observed that the purchase of
a special product by School Lunch Pro-
gram would create a monopoly for the
producers of the speclalty. Small manu-
facturers who now enjoy School Lunch
Program purchases will not be uble to
economically justify a short run of a
corn meal product for a single customer
50 the business will gravitate into the
hands of a few producers.

A request was made that an exten-
sion of time would be essential to test
the product to see if it produced the
nutritional clalms made for it and also
to see If a product made from the op-
tional ingredients In the present stand-
ards might not produce the same de-
sired results,

Preliminary tests indicate that the

Macaroni Standards Threatened

meter base, with 5.00 considered opti-

mum for acceptability, the corn-soy- §

wheat product rated 1.37 compared to
497 for a straight semolina product. §
The amounts of solids lost during the E
cooking process was about twice as §

much for the corn-wheat-soy blend as §

for durum producis and the net weight
Incrcase of the material was about 18%
less for the corn-soy-wheat blend.

Testers said the texture of the cooked

corn-soy-wheat was grainy, that the J§

product was soft {o the palate and that

it had the distinct taste of corn and §

soya. In short, while the product looks
like macaroni it does not taste like
macaronl and any lack of consumer ac-
ceptance can undo all of the efforts of

quality control, improvement In strains |
of durum wheat, and the benefits of |

the Standards of Identity for the past §

many years.

The Standards Committee was sched- 88
uled to meet again on April 14 to for- |§
mulate an Indusiry statement for the

hearings.

Green Talks to Grain Shippers

Inclusion of regular spaghetti and
macaroni in domestic relief programs Is
being urged by the National Macaroni
Manufacturers’ Association, Robert M.
Green, executive secretary, told a meet-
ing of Minneapolis Grain Shippers' As-
soclation in Minneapolis recently. The
regalar macaroni would supplement the
wheat and soy macaroni that the Min-

neapolis Co'nmodity. Office has been [§
purchasing each month. The request: &
have been for wheat and soy macaroni |

or milk macaroni but the purchase: 8
have all been wheat and soy, except fo:
a small aimount of a corn-soy-wheat
product for “lest marketing” on Indian
reservations,

A.S.C.S. first purchased macaroni for

domestic relief distribution in Mry, |8

1970, and indicated that monthly ne.ds |§
would be around 1,000,000 lbs.

Mr. Green sald representations werc §
made to U.G.D.A. officlals in Washing- |
ton by Vincent F, La Rosa of V. La Rosa
& Sons, Inc., Westbury, N.Y., who is 8
president of NM.M.A,, and James J.
Winston of Jacobs-Winston Laborator-
ies, Inc,, New York, who is director of
research for the associatlon, “in an at- §
wempt to get regular spaghetti into pro-
grams as a vehicle and carrier for nutri-
tious foods.”

THE MACARONI JOURNAL

corn-soy-wheat product lacks flrmness [
when cooked. Using as a firmness cri- 8
teria the work required to shear a sin- §8
gle strand of product on a gram-centi- @

D.MaLbARl & Sons. InC.

557 THIRD AVE,

Telephone: (212) 499-3555

over 65 years developing extrusion dies for

creatively designed

BROOKLYN, N.Y., US.A. 11215 ment Continuously Retained In

WE CAN

MAKE SPECIAL
EXTRUSION DIES
TO YOUR SPECIFICATIONS

and work with your
research and development
department for unusual
extruded shapes and
designs. We can also
repair and alter your
present dies.

P P BV T P QIR R AR M P T T T

America’s Largest Macaroni Die
Makers Since 1903 - With Manage-

Same Family.

food products
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International Multifoods

Optimistic on Durum

When International Multifoods out-
lined expected growth areas to a group
of securities analysts in December, ex-
pansion of its durum and semolina
products was given top priority.

“Even in these days when we have
been pursuing a rapid diversification,”
sald Sal F. Maritato, division vice presi-
dent for durum sales, “we're stlll hang-
Ing on to the busics. Our company was
born a milling company and we'll be
producing durum products as long as a
market remains for them."

Maritato said he expects that market
to be around for a long time based upon
some observations made during the past
year,

“I can remember when we were fight-
ing the image of pasta as strictly an
ethnic food,” said the 12-year industry
veleran. “It looks as if we've finally
shaken that image. Pasta products now
are household words with young cou-
ples. When the young wife fixes spa-
ghettl she thinks of it as a traditionally
American dinner."

Excellent Crop

He referred to the 1970 crop as "ex-
cellent,” and said he is looking for a 20
percent growth in plantings to approxi-
mately 2.5 million acres in 1871,

“You've got to be optimistic about
the future,” Maritato continued. *“The
varieties we're growing unow, mostly
Leeds and Lakota, have a strong dis-
ease resistance. Our largest volume is in
a new variety of Leeds, and the farmers
seem 1o like its yields"

Maritato saw macaronl products
making strong inroads into the fast
food business, “Things such as bag
packs and frozen dinners and the in-
clusion of macaroni into more and more
school lunch menus all have a positive
effect on consumption.”

Promotes Consumption

Multifoods has tried to encourage
consumption of macaroni by introduc-
ing an attractive new advertlsement
showing a large variety of durum prod-
ucts,

Last vear, according to Maritato, was
Multifoods' best in the durum business
since the Minneapolis-based company
entered the business prior to World War
1L

10

Se! Maeritete, left, vice president of Inter-
national Muftifoods' Industrial Foods Divi-
sion, arronges an oisortment of pasto prod-
ucts used in the company’s new durum
vertisement. Lending a hond ore Woyne
Schweitzer, division odvertising ond mer-
chandising monoger, and Robert J. Bruning
Mult.foods’ Eastern regional quality control
manager,

Mill Modernization

“We've been expanding production in
the mills and modernizing them," Mari-
tato said, “but much of the credit has to
go to the production department which
performed a great job in the mills."

The durum area reflected the gond
year had by the company in general.
In a year when many businesses were
plaguzd by the recession, Multifoods'
sales and eamings showed improve-
ments over the first nine months and
were expected to show improvements
when the year-end figures become
avallable.

Continued Expansion

Executive vice president Darrell M,
Runke, speaking before the securities
analysis in December, sald that in addi-
tion to durum, Multifoods was looking
for continued expansion in the bakery
mix product line, in the merchandising
of corn, barley and soybeans, in new
consumer products, in Venezuelan con-
sumer products and in port.on-controll-
ed meats for institutional feeding in
the United States.

Diversification
The company's diversification last
year Included acquisitions and expan-
slons of operations throughout the
United States, Canada and Venezuela.

In June, Multifoods purchased Derl-
vados y Alimentos de Maiz, CA, a
company which markets a pre-cooked
corn flour which is a convenience form
of a staple food in the Venezuelan diet.

Shortly before that, the company R
purchased Grard Valley Canners to |
augment its exlensive Canadian pickle J§
operations.

In October plai were annournced to
acquire Neuhause Hatcherles Limited
which markets eggs, broiler and layer §
chicks and ready-to-lay pullets in On-
tario and Quebec.

Just two weeks after that announce-
inent, the U.8. Supersweet Division an- §§
nounced the acquisition of Mallquist
Butter & Egg Company of Rockford,
IlIl. This company processes over 8.5
million eggs annually for sale to institu-
tlons, chain stores, dalries and Indepen-
dent supermarkets in northern Illinols, §
Metropolitan Chicapo and southern
Wisconsin.

Late in February two acquisiiions §
were closed.

The Conaumer Products Division
considerably expanded its product line
with the addition of the Kaukauna
Dairy Company of Kaukauna, Wis,, &
major manufacturer and marketer o’
speclalty cheese spreads.

Finally, late in February, the com-
pany acquired Osborn Laboratories, u
Le Sueur, Minn, manufacturer ant
marketer of veterinary pharmaceuti-
cals.

Human Rssources

Despite the rapid diversification, th:
feeling remains strong that the com-
pany’'s greatest assets are its human
resources,

“We've got some great experience go-
ing for us in our department,” Maritato
sald. “For instance, George Hackbush,
head of our Chicago sales office, jus'
completed 40 years of service. Andy
Rondello runs the New York sales of-
fice, Here in Minneapolis we've got Bill
Brezden and Don Pemrick, and we have
John Koerner as our broker in the
South and Jim Loughman on the West
Coast. !

“With our mills in New York and
Minnesota and our experienced person-
nel, I think we're well equipped to keep
shead in an industry which is moving
very well” E

THE MACARONI JOURNAL

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

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

moulds which can be interchanged within minuing
(one machine makes all sizes) . . . holds up {0

40 Ibs. of filling and all parts are easily ren:¢vabli
for cleaning.

T T T T D

THOROUGHLY KNEADED DOUGH
FOR YOUR RAVIOLI OPERATION

Clermont's Double Arm Fneader-Mixer has 200 Ibs,
capatity, stainless steel construction and

double arm agitator for complete kneading. ..
other models available with up to 500 Ibs. capacity,
with single arm agitators if desired.

L T T R T

MANICOTTI-BLINTZ
OR EGG ROLL SKINS
FOR A PENNY A SKIN

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

to 6" in dia,, also square or other shapes by
simply changing the dough discs. .. operates
automatically, requires only one operator

with no special skllls.

REQUEST SPECIFICATIONS

MACHINE CO., INC.
280 WALLABOUT ST., BROOKLYN 6, N.Y. * EVergreen 7.7540
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FLOUR - FOR PASTA AND ?

By Norton W. Risdal, Products Control, Peavey Company

The jollowing paper was presented
at the Twellth Annual Symposium of
the Central States Section of the Amer-
ican Assoclation of Cereal Chemists at
St. Louis, Missouri,

ISTORICALLY, my contribution

deals with the most venerable of
2axtruded products. Macaronl, or pasta,
products were reportedly introcduced to
Italy by Marco Polo on return trom his
renowned journey to Cathay. At that
time, pasta products were very possibly
produced by sheeling. The advent of
extrusion as a processing method Is not
recorded to my knowledge. The ac-
ceptance of this form of cerca! binsed
food in Italy is well known to us all,
In fact, pasta (or possibly, more cor-
rectly, drled formed dough pleces)
probably ranks close to “bread” ws n
universally accepted food. It is certain-
ly one of the most simple of foods. In
their attempts to utilize cereals, early
people partially refined the cereal and
“reconstituted” it in a storable, easily
prepared form. Even today pasta prod-
ucts are basically wheat that has been
vefined and reformed. Some eviderce
has been presented in the literature
tnat some chemical changes do occur
during processing. However, by and
large, the characteristics of the finished
pasta are those of the endosperm as it
existed In the original wheat berry.

Wheaten Food

The flour used for pasta products can
vary widely, Actually, the food forms
which we recognize as macaroni, spa-
ghetti, noodles, etc. can be, and are,
produced from other raw materials,
However, In the United States the Fed-
eral Standards of Identity limit the raw
material to wheaten products; i.e., sem-
olina, durum flour, farina, flour or a
combination of two or more of these
materials, Through a process of natural
selection, durum wheat milled Into
semolina or durum flour has proven to
be the most sailsfactory raw materlal,
Durum is the best sulted of all wheats
for extrusion and also yields the highest
quality finished product, In recognition
of these factors, Italy requires by law
that durum be used for pasta products.

Many of you may be unfamillar with
durum since it is a relatively minor
crop. Production has varied during the
past years from about 5§ million to 110
million bushels. About 50 milllon bush-
els were produced this past year. Ap-
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proximately 30-35 million bushels are
utilized demesiically. Roughly 80% is
grown In Nurth Dakota. Production
contributions are also made by Min-
nesota, South Dakota and Montana,
Very small amounts are grown in Cali-
fornia, Washington and Idaho. Texas,
at times, has produced small amounts,
Durum is a Spring seeded crop, While
varietal Influence is important, soll and
climate are particularly critical in the
production of a quality durum. This
situation is probably the prime reason
for its limited range. Over the years I
have had an opportunity to examine
approved varieties of durum wheat
grown outside of the so-called durum
country and without exception, the
quality has been unacceptable.

Factors of Quallty

What are the factors of quality in
durum wheat? First, let us examine the
products which are milled from durum
wheat since these, at once, provide a
clue to desirable characteristics. Semo-
lina is the most renowned, It is defined
in the Standards of Identity as a granu-
lar material, milled from durum wheat,
all of which will pass through a U, 8.
No. 20 sleve and no more than 3% will
pass through a U. 8. No, 100 sieve.
Large amounts of durum flour are also
produced by the durum mills. Durum
flour complies with the particle size
standard imposed on wheat flours by
the federal government; however, it is
generally somewhat more coarse than
the average hard wheat bakery flour,
In order to produce these products, the
millers seek out durum wheat which
has a large, hard, vitreous berry, These

characteristics are particularly critical
for the production of a maximum
amount of semolina. For flour, a some-
what softer berry Is acceptable (ie,
the “amber durum” or “durum” grades
as opposed to the “hard amber” grade).
In any case, color Is exceedingly im-
portant. Presence of “black point” (a
dark discoloration of the germ end
sometimes extending into the crease
and endosperm), “sick wheat,' “gib-
berella (a fungus which discolors the
berry) and forelgn material such as
ergot, buckwheat, mustard seeds, stones
and mudballs are very undesirable
since if not removed from the wheat
before grinding, thelr presence will be
apparent as dark specks which are par-
ticularly objectionable in semolina.
Durum wheat which has been damaged
by frost or sprouting is avoided since
these damage factors compound milling
problems and may creat processing dif-
ficulties for the pasta manufacturer.
Sprouted wheat also will develop a
brown color as it ages.

Symbicals

Before discussing the specifics of
durum flour and semolina, it is worth-
while to examine a relationship which,
1 believe, is quite unique. Due to the
small size of this industry, the plant
breeders, the durum growers, the dur-
um millers and the macaroni manufac-
turers work together very closely. Each
member of the group recognizes the
interdependence which necesrarily ex-
ists. The plant breeder “tailurs” his
product to suit the other threc mem-
bers. The farmer grows durum that
suits the miller and pasta processor,
The latter two, by testing and consult-
ing, provide information needed for de-
cisions by the breeder and farmer. It is
a remarkable example of economic
symblosis, Over the years, Canada and
the United States have also successfully
cooperated in durum breeding. As a
result of these efforts, only a small
number of durum varietics are grown.
All are acceptable so that our quality
problems are, generally, only those of
Mother Nature's making.

Good Flour

After this introduction, we will final-
ly deal with the flour itself. I will use
the term luosely to include both durum
flour and semolina. We seek a flour
which will process well into a product
with good color and cooking quality.
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Some of the tests used to evaluate other
wheat flours have a somewhat different
significance.

Ash will vary widely from year to
year and within one crop. It is not nor-
mally a factor in wheat selection and
is really only of value for mill control
when grinding a particular wheat mix.
Semolina ash may vary from the high
0.50's to the low 0.70's, Durum standard
patent will vary from the low 0,70's to
the high 0.80's. High, or low ash Is not
necessarily directly assoclated with
color,

Protein is normally dictated only by
the crop. Only it the crop has a weak
gluten is an effort made to control the
protein of the wheat mix. I am aware

i of only one year in the last 20 when

this condition existed. In some few
years, when a wide range of protein is
available, the higher proteins are avold-
ed since the higher proteln wheat tends
to have a color with a brownish cast.

Actlvity can be a critical
factor In years of sprout and/or frost
damage. A high activity can cause seri-
ous processing problems both at the
extruder and in the dryer, Additionally,
cooking quality is usually impaired. It
has been our experience that the Amyl-
ograph or the Hagberg Falling Number
are best suited for testing this factor,
When using the Falling Number, we
convert the values to Brabender Units
as correlated to the Amylograph. I am
unable to state any exact level of activ-
ity at which problems develop. It seems
to vary In any particular year that the
problem exists. At Peavey, we deter-
mine the acceptable level by a screen-
ing process which involves making
1asta with our lab press and evaluating
the processing and the finished product.
I might say that we have never been
ible to produce the same characteristics
exhibited by field sprouted durum by
sprouting grain in the lab or by Intro-
duction of enzymes.

Color is of prime importance. We
seek a product that is bright, or lacking
arayness, The flour must have true yel-
low color with no hint of red or brown.
Procedures are avallable to detemine
the actual content of carotenold pig-
ment; but, these are tedious and not
suited to control work. A number of
reflectance procedures have been used.
One such method has been reported by
the North Dakota State University Lab,
Peavey has a method for internal use,
A procedure developed by James Wins-
ton is the one most often used by the
macaronl Industry, However, due to
humerous problems, none have ganled
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wide acceptance. Therefore, color is
usualy evaluated by a trained observer
using an arbitrary standard and con-
trolled lighting.

Bpecks are important quality factors
in semolina. Their color may vary from
the light brown of bran to the black
of some grit particles. A number of
procedures are us..! Some lahs count
the number of specas in a given quan-
tity of semolina. Others determine the
number of specks in a given area of
surface; l.e., s0o many square inches. At
times, the specks are differcntiated as
to brown or black. At Peavey, we de-
fine the average number of specks per
square inch without specifying the
color,

Gluten quality is important. We have
found the best method for evaluation
is the old-fashioned method of washing
a gluten by an experienced operator.
Durum gluten s softer, more sticky,
more extensible, less elastic than hard
wheat glutens. All of our present durum
varieties have adequate strength under
normal growing conditions. While the
Swanson apparatus and the Farino-
graph have been used, it has been our
experience that these tests have not
been as definitive as washing a gluten.
At Fargo and the Grain Research Lab
in Winnipeg where varietal testing Is
conducted, I understand these tests
have been of some use. Except in years
where the gluten Is weak due to dam-
age or growing conditions, a relatively
few tests In the fall on new crop wheat
will deflne the quality with respect to
gluten. As an aside, high absorption is
a disadvantage since in making pasta,
any added water must be removed.
Among its other qualitles, durum has a
lower absorption than does hard wheat.

Grit in the form of stones or mud-
balls is significant for semolina. The
harvesting methods used for durum
lend themselves to the inclusion of
these foreign materials. They appear as
undesirable specks in the finished prod-
ucts. Grit from stones will plug dier and
in the cuse of thin-walled products, may
cause slitting of the slde walls. Grit
from mudballs will cause tear-dropped
smears on the surface of the pasta, De-
termination is by flotation in carbon
tetrachloride. Levels of grit should not
exceed 0.0025%.

Granulation is important for semo-
lina and granular which is a mixture
of semolina and durum flour. As unl-
form a granulation as possible is desir-
able. The semolinas produced by the
various mills are quite comparable, in
this respect, Minimizing fine particles
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enhances color; however, overly lorge
particles will result in white specks in
the finished pasta. It Is important in
this day of continuous presses to main-
tain a uniform granulation for all mill
production since changes will affect
water requirements and extrusion
characteristics.

Advantages of Durum

After this dissertation on durum, I
should probably dwell on the advan-
tages of durum as opposed to hard
wheat. Two have been mentioned, A
softer gluten lends itself to extrusion.
Lower water absorption requirements
mean less water to remove at the dryer.
Color is an esthetic factor; however,
almost all will agree that the yellow
color of durum Is more appetizing than
the grayish white of products made
from hard wheat flours, Durum pasta
resists the rigors of cooking much bet-
ter than do hard wheat products, Dur-
um macaroni and noodles have a sig-
nificantly better flavor and aroma than
those made from hard wheat. The
mouth-feel of durum products is con-
sidered to be more desirable. Durum
yields pasta which is less subject to
breakage which would result in losses
during handling and packaging.

At Peavey we have developed a very
sophisticated extrusion press, We use it
regularly for evaluation of current pro-
duction, wheat evaluation and selec-
tion, and experimental work. Working
with customers, we have tested a large
number of products using durum, dur-
um with many other types of flours
and durum and wheat flours with vari-
ous additives. Necessarily almost all of
this experimental and development
work must remain confidential, Suffice
it to say that the combinations of raw
materials are extremely numerous. The
characteristics of the products can be
varled to a very great degree. We con-
ducted some of the original work with
concentric extruslon; ie, inserting a
filling into a tube as it is extruded.
This technique offers great promise.

I commend this group for considering
extrusion. It is a simple, low cost proc-
ess with extreme versatility, In light of
the type of foods coming on the market,
I anticipate much more extensive use
of this technlque. Utilizalton of flour
for this purpose is limited only by your
own Imagination.

Mill Grind Up

The durum mlll grind for January-
February, 1071 totalled 2,751,000 cwts.
compared to 2,660,000 a year ago. The
gain was 3.5 per cent. March grind was
also heavy with Easter later this year,
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All Stainless Steel Mixer, Platform,
Frame and Cylinder; Nickel plated
thrust bearing. 4

Q@ FE OUTSTANDING FEATURES
' '
{

2 Watertight bearings removed from mixer.

3 Welded joints ground smooth.

No electric motors, chains, drives or sprockets on
press Hydraulic pump at remote location.

5 Produces 500 to 3,000 Ibs. of dough per hour.

(4

.S .
R .. DE FRANCISCI MACHINE CORPORATION

I/
sYOU GET ‘ AN 46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A,
SO MUCH R Phone: 212 - 386-9880, 386 - 1799

MDRE W|TH - 30 Western Rep.: Hoskins Co. P.O. Box 112, Libertyville, lllinois, U.5.A.
. . g3ty § Phone: 312 - 362 - 1031
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TN For additional information, specifications and quotdtions. comuwrt




Wherever the
sun shines
on durum wheat
you'll find the

L
¥ Peavey symbol
i\
g
Peavey s strategically located in the heart of North Dakota's
durum wheat fields Selecting, testing., processing the
i finest durum wheat products for the macaroni industry
E: e
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.." il Durum wheat inspection  Wheat samples are sent A minalufe commercial
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> PEAVEY COMPANY
Flour Mills
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THE BEAUTIFUL BROADMOOR 3 ASEECO

SITE OF THE 67TH ANNUAL MEETING OF CONVEYING SYSTEMS
The Versatile Bucket Elevators with Space Age Design Sam
THE NATIONAL MACARONI MANUFACTURERS ASSOCIATION g

Plas Buckets [Polypropylene or Lexan] FDA approved.Sam
tary Delrin rollers on chain  reduce frichion and wear Pre
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Reiph Frenk, Jr.

AWRY'S is a story of blending.

of spices. The blending of foods
and atmosphere. The blending of ag-
gressively modern ideas and an obvious
appreciation of the past, The blending
of people and environments.

Lawry's s the story of creative in-
novation, of shrewd anticlpation. Of
excitement and warmth, of talent and
practicality. A blending of imagination
and reality,

Lawry's is a story of a company that
understands what people want, pro-
vides more than people expect—and
profits by doing both jobs well.

Lawry's is a food company. A manu-
facturer and marketer of specialty food
products and a operator of highly indi-
vidualized restaurants.

Lawry's is also a young and vigorous
California-based company with a strong
sense of heritage. A heritage which re-
flects the principles of co-founder Law-
rence L. Frank. The corporate name is
a contraction of his first name. The cur-
rent president 1s the son and nephew of
the founders.

And Lawry's Is a successful con.pany.
A company noted for its innovative
marketing and almost sixth sense of
what the consumer wants and will buy,

Creative Marksting

Lawry's history of creative marketing
dates from 1838 and the opening of
Lawry's The Prime Rib on La Clenega
Boulevard in Beverly Hills, This re-
markably successful restaurant plo-
neered a radically different idea in res-
taurants by offering a single entre,
prime ribs of beef. And that was just
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The Lawry’s Story

the first of many innovative food mer-
chandilsng ideas developed at this re-
markable restaurant. Featuring salad at
the beginning of the meal—complete
with a chilled salad fork and a spectac-
ular tossing of the greens at tableside—
was an important innovation, Carving
and serving the beef at the table from
gleaming stainless steel carts, even the
featured baked potato embellished with
butter, chives and other ingredients are
much copled ideas developed at Lawry's
The Prime Rib. !

But more Importantly, since roast
prime ribs of beef cannot be adequately
seasoned during the roasting process,
Mr. Frank began experimenting with
ways to season the beef after it was
served. He rejected hundreds of differ-
ent comblinations, before he perfected a
unique blend of salt, herbs and spices
which he placed on the restaurant
tables In a “third” shaker. That blend
became known as Lawry's Seasoned
Salt. It has grown to become the best-
selling bottled spice blend in North
America and many other countries
throughout the world, And Lawry's
Foods, Inc. was born.

Not a Spice Company

Burprisingly, Lawry's is not a spice
company. At least not in the usual
sense. Lawry's does not sell single
spices in pure form, but creatively
blends spices, herbs and other foods
into product which (in dry or liquid
form) provide imaginative and depend-
sule ways to increase variety in the
modern menu. These products are not
complete in themselves but are used in
comblnation with other foods to in-
crease thelr flavor and create exciting
meals.

Lawry's salad dressings—both bottled
and dry mixes in many flavor varia-
tlons—are an excellent example. Law-
ry's “Private Blend" Garlic Salt is typl-
cal of the company's abllity to do some-
thing unusual to an ordinary seasoning.
Its distinctive appearance and fresher
flavor have earned it a special place on
supermarket shelves.

Lawry's operates complete manufac-
turing facilities In Los Angeles, Cali-
fornia, Des Plaines, Illinols and Toronto
Canada. The company is involved in
most segments of the food industry:
consumer, industrial and food service.
Lawry's consumer products are sold in
supermarkets throughout North Ameri-
ca. In the food industry, Lawry's repu-
tation for flavor is so well-established
other food manufacturers seek Lawry's

nels are used to test a wide range of
+ducts from a single new seasoning
-nd to bulk formulas for mass food
rvice.

And research brings results.

skills to produce speclally-formulat:d

seasonings for use in their own proi
ucts. Lawry's distinctive trademark ha; i
even been used to identify their season. |§
ings on other food products. Lawry’s
custom seasoning blends, mixes and
sauces have become standards of quul- i
ity for restaurants, schools and Institu.§
tions in the Food Service Industry.

Spaghetti SBauce Mix

In searching for a new way to pro-
y.de the homemaker with a simple yet
B .pendable way to prepare a betler
paghetti sauce, Lawry's began exhaus-
ive experimentation with spice and
auce combinations and forms, After
cars of research, they developed the
hirst dehydrated spaghettl sauce mix—
highly successful new product ldea
hich was to become the forerunner
nd leading seller in a completely new
ategory of food—seasoning mixes.
The marketing success of Lawry's
paghettl Sauce Mix led to the develop-
ent of Beef Stew and Chill Seasoning
ixes, the first Stroganoff Mix, the
t Taco Mix—a whole cookboolcful of
merican, Continental, and most re-
ently, Mexican seasoning mixes.
Lawry's products have rightfully
arned their way onto supermarket
helves and into homes everywhere.
he good cook knows them as trusted
Briends. They let her participate in the
reparation of good meals. They stimu-
pte her own creativity. They provide
citing flavors in correct proportion.
awry's takes the uncertainty out of
e formidable spice rack and opens
e way to new and better meals with
cater varlety,
And just as the development of new
roducts calls for creative imagination,
'w products demand creative market-
¢ Ideas, Here again Lawry's has been
‘rue Innovator. The glass jar for splce
nds is a Lawry's Idea. So is the plas-
shaker top used on the bottles. Foll

kages for dry seasoning mixes iz a
wty's idea, Related—Iitem merchan-

ng In grocery stores utilizing spe-

racks to display such products as

;hettl sauce mix next to packaged

thetti is a Lawry's Idea.

Trade Mark

ind while not exactly a new idea,
¥ry's management, early in the com-
's development and well before
npetition, appreciated the value of
tking graphics in packaging and in
‘ertising, Lawry's corporate symbol
the well known “fanciful letter “L"
13 become a mark recognized by mil-
ns and acknowledged by graphics ex-
'ris as one of the fourteen best trade-
arks In the United States. Many of its
ickage designs and advertisements
ive won awards of merit. New con-
pis In merchandising, packaging and
Psign are as much a part of Lawry's
product innovation.
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Wide Distribution

Lawry's consumer and food service
products are sold in the United Btates
and Canada primarily by food brokers
although the company maintalns its
own direct sales force in Californla and
in Metropolitan Chicago. The company
is proud of its network of outstanding
broker organizations and its own sales
personnel and attributes much of the
company's growth to their accomplish-
ments.

Sales of Lawry's products are concen-
trated in major metropolitan markets
with per capita sales being the greatest
In the State of Californis. The bulk of
domestic sales, however, are generated
in the area East of the Rocky Moun-
tains,

Many of Lawry's products are avail-
able internationally. International sales
are generally better in highly-indus-
trialized countries which have distribu-
tion, shopping and eating patterns sim-
ilar to those in North America.

Lawry's expertise Is in mass con-
sumer marketing, particularly in its un-
usual ability to understand and act ¢n
consumer needs and trends. Aggressivs
young management has developed this
major thrust and made Lawry’s one of
the best-known names in the flavor
business throughout the world.

Their search for new and better ways i
to season food is a never ending chal-
lenge. 2

Lawry's people belleve they can al-
ways improve upon success, They aie
constantly at work trying to make e::-
i{sting products even better elthir
through  improved formulations c¢r
through use of advanced packaging
ideas, materials and techniques. Equal-
ly important, they are continually
searching for new product ideas; du-
veloping them and marketing them 1o
an increasingly knowledgeable con-
sumer.

Highly-qualified sclentists and tech-
niclans in Lawry's research and devel-
opment laboratories and test kitchens
evaluate every product, recipe and new
idea. Both inplant and independent
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With a growing demand for increased
flavor and variety in the Amerlcan dlet,
Lawry's Is in a unique position in the
food industry. Lawry's has great knowl-
edge of the seasoning business and ex-
pertly fulfills a real need: seasoning
without worry,

Lawry's Restaurants

Lawry's affiliated restaurants are also
unique, Unique in themselves, and
uniquely different from one another.
Each is built arnund a specific idea
with an atmosphere and menu to
match. Each ls carefully positioned for
its particular commercial appeal. Each
is successful.

Lawry's The Prime Rib, previously
mentioned, is truly one of the most
successful restaurants in the world. In-
ternationally renowned for its superb
food, unique service and format, it has
been widely copled but never dupli-
cated.

The Great Scot is the oldest restau-
rant in Los Angeles operating under the
same management In the same location.
It was recently remodeled given its
fourth new name in its fifty year his-
tory and re-directed toward a broader,
younger segment of the market. It typi-
fles Lawry's willingness to change,
modify and improve—to know the
market and meet its changing demands.

Tonlu's, Lawry's new family restau-
rant, is a totally new concept. It fea-
tures an appealing, but limited menu of
popularly-priced Italian and American-
style dishes served in a warm and light-
hearted environment reminiscent of
Italy and the Mediterranean shores.

The Ben Jonson at the Cannery In
San Francisco Is truly 17th century
England. Its mood and menu are built
around three exquisite rooms from
Elizabethan England which were once
part of the Willlam Randolph Hearst
collection.

The Mediterrania and Stear's For
Steaks in Beverly Hills and the Five
Crowns in Corona del Mar are each
distinctive. The Meriterrania with its
outctanding continental cuisine and its
casual blend of Spanish, French and
Italian. Stear's where the finest steaks
have a tradition all their own, The Five
Crowns with its consclous duplication
of a fine old English inn.

But all of Lawry's affiliated restau-
rants are dedicated to the same prin-
ciples: excellent food and service and
atmosphere. They are widely recog-
nized for serving consistently fine
meals in a far-above-average way at
reasonbale prices.

At the present time all of Lawry's
restaurants are located in California,
but the future is open. While some of
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the restaurants are so unique they can-
not be duplicated, others oifer project-
Ible palterns, and there are careful
plans for expansion.

Lawry's restaurants are in the busi-
ness of making good meals memorable.
They are noted for their expertise in
creating an exciting eating experlence.
No opportunity is overlooked. The
beautifully-prepared food, the careful
attention to decor, the expert training
of stalf members, the merchandising
fouches of tebleside service—even the
special wine carafes-contribute to the
total. And the total is an experience in
dining out.

Lawry's makes a habit of doing
things extremely well.

Quality is part of it. The quality of
everything. The ingredients, the prepa-
ration, the presentation. Careful atten-
tion to the most minute detail Lawry's
people are part of it. Young, profes-
slonal, sophisticated people. Aggressive
people with a strong sense of where
they're going. You hear little talk of
“employee” and “management.” You
hear a lot of talk about hard work and
profits and trying to do the job just a
little bit better.

Involvement

And there's involvement. Noticeable
involvement in every phase of every
operation. And overriding concern
about doing what's needed to stay
shead. To be creative. To care. To
know what's happening and what's go-
ing to happen. Even Lawry's manufac-
turing and office facilities have been
designed to play a part in selling and
merchandising Lawry’s way of doing
things uniquely and differently. Wher-
ever appropriate, each facility is an
extension of the relaxed charm of early
Southern California with courtyards,
patios, furnishing and the bright colors
reminiscent of this area and period.
Guided tours are routine and the fa-
cilities at corporate headquarter, Law-
ry's Foods Center in Los Angeles, have
become a significant tourist attraction.

And Lawry's is growing. Diversifying
into more and more areas of the food
business. They are unusually well qual-
ifled, Lawry's knows the food business
from both points of view: as a manufac-
turer of specially food products, as a
retailer in restaurants.

The food business will probably con-
tinue to be Its major Interest, But
Lawry's is expansion-minded, and the
prospects for continued growth and
diversification are very good. Lawry's
is a company that understands what
people want, provides more than peo-
ple expect and profits by doing both
jobs well,
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Ah, Milan

0, the world owes you much.
For your Leonardo DaVinel.

Your La Scala Opera House.
Your lofty cathedrals.

S-

Your spaghetti and meatbal

In art, architecture, muslc and foods, there are
some things the Italians do better than anyone else.

Spaghetti is one of them.

And 8o are all the other good things they make
from pasta. That's why more than 200 companies
from 55 countries have come to Bralbanti in Milan
to purchase more than 870 automatic pasta ex-
trusion lines, Companies from France and Germany,
England, Holland, Japan, Brazil, and Portugal,
Even from Russla.

But you don't have to go to Milan, Because,

RSN R TR

Milan has come to America, Now Braibanti Is one
of the select group of food machinery companies
assoclated with Werner/Lehara, and its 50 years
of experlence and hard-won expertlse are no
farther from you than the closest phone.

If pasta Isn't your dish, cull on us anyway., We
also deslgn, manufacture, and service equipment
for the snack, baking, candy and packeging In-
dustries, and can draw on the talent and know-
how of companles from all over the world,

Together, we can do almost anything,

WA

WERNER/LEHARA

o) GENERAL OFFICES: 3200 FRUIT RIDGE AVENUE, N.W., GRAND RAPIDS, MICH. 48504
VRSN EABTERN OFFICES: 80 E, FORTY SECOND STREET, NEW YORK, N.Y. 10017
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Despite the Increased ease of con-
venlence foods and modern appliances,
American families still find great pleas-
ure in eating out. Public eating places
include restaurants, cafeterias, and
drive-ins, plus the “incidental” food op-
erations of drug slores, varlety slores,
hotels, and recreation places. Away-
from-home expenditures at public eat-
ing places are now one third as large
as the total sales of grocery stores and
other similar retail food establishments.
As a consequence, eating establish-
ments rank fourth In retail sales behind
food, automotive, and general merchan-
dise outlets. Since 1065, sales in public
enting places have Increased at an aver-
age annual rate of 6.5 per cent and
amounted to about $25 billion in 1869,
while total expenditures at retail food
stores have risen at a 6.0 per cent rate
to $76 billion.

Easy to Enler

The food-service industry, which
presently numbers approximately 350,-
000 public eating esta'slishments, tradi-
tionally has been an eusy entry, limited
skill, and high risk operation. While
eslablishments differ markedly with re-
gard to menu, service, decor, size, and
location, food-service operations may be
categorized into two broad classcs—the
traditional service restaurant and those
emphusizing fast-food service. The for-
mer involves the more leisurely and
pleasurable aspects of dining out, while
the latter concentrates on the convenl-
ence of rapid service,

Thetraditional establishments—
ranging from luxury dining rooms to
the family restaurant — account for
roughly 20 per cent of the industry's
dollar sales by emphasizing quality
food, an amenable atmosphere, and per-
sonalized service. Recent surveys chow
that about 81 per cent of these restau-
ronts are independently owned; 8 per
cent are chains; and 1 per cent are
franchised. These figures seem to sup-
port the asserlion that independent
operators are necessary In order to
satisfy the demand for diversity in din-
ing. Nevertheless, these full-service
restaurants are facing problems and
need to adjust to a changing socloeco-
nomic climate.

82% Downtown

Even though the population exodus
to the suburbs has been continuing for
years, B2 per cent of all restaurants are
still located in downtown areas; only
10 per cent are in the suburbs, with the
remainder in rural districts. This has
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caused a slackening in evening restau-
rant business which, in recent years,
has been aggravated by high prices,
fear of crime, and thic aifficulty of com-
muting back into the city at night.
Thus, many downtown supper-clubs are
catering Increasingly to lunch-hour cus-
tomers.
Labor Problems

In addition, rising labor costs, a labor
turnover rate roughly three times that
in manufacturing, and increasing difi-
culties in attracting good management
and culinary personnel contribute sig-
nificantly to the fact that eating and
drinking places account for around 20
per cent of all retail failures each year.
Productivity for food-service employees
—as measured in sales per employee—

riifie

Young pesple enjoy a spoghett] dinner at Mama Leone's,

is the lowest in the retall field. The:e
trends suggest that a movement of tle
traditional service restaurants to su»
urban markets and the increased use if
labor-saving techniques, while mala:
taining service and quality, are the

avenues of success for the full-service §

segment of the industry,

Fast Food Service

Fastfood service, which accounts for
a weighty B0 per cent of the eating-out
dollar volume, includes coffee shops
public cafeterlas, walk-up windows
drive-ins, and vending or catering serv-
ices, Chains, which include most of the

popular walk-up window franchise out: |

(Continued on page 26)
Tus MACAIO‘N-I JoumnaAL

.

e

b A s ot e ST e Pt

We have a premium
: which retails for $1.4G

Seventy-nine per cent of our house-
holds enthusiastically use on average of
aight units annually.

This premium program is totally man-
aged for you—and on a territorial basis.

In some instances, the by-product sta-
tistics produced by this program have
proven to be as valuable &as he sales in-
creases it has generaled!

It has a number of olher advantages
over other premium promotions, perhaps
paramount of which is

it's fre

Absolutely, totally FREE to qualified
packaged goods manufacturers.

You will have to alter your package to
include the offer, and you'll have to
demonstrate to our satisfaction, in ad-
vance, a determination to promote the
program. That's par for any premium
course,

You don't have to come to us—we'll
bring the package to your office, but,
hurry:

We protect our premium users terri-
torially and/or competitively.

Please direct your inquiry to our asso-
ciate nearest you. Today, please.

Box 1700, Rochester, M. Y. 14803 Box 228, Kansss Cliy, Mo, 84111 Baz 1027, Everatl, Wa. 98201 Box 268, Minneapolls, Minn. 85401 Box 188, Warcaster, Mass, 01601
(18) 2712290 {818) 531-8080

(208) 2524330 (812) B45-3423 (917) 783-4711 G 3

‘l‘u’ 8701, Burbank, Calll, 91505 Bax 431, Bristol, va, 24201 Box 848, Mobile, Ala. 36601  Box 49, BL Pelersburg, Fla, 33731 Box 1212, East Lansing, Mich, 48823 14
13) Me-1121 (703) 8833191 (208) a79-4579 (912) 8829374 (817) 4948223 B

\
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Eating Out Is Popular
(Continued from page 24)

lets, currently represent over 12 per
cent of the total food-service retail mar-
ket—a share which is projected to rise
to 20 percent by 1875. The fastfood sec-
tor has rapidly adopted mass produc-
tion technique in food preparation as
much as possible. Standardized menus,
quality control, and uniform facilities
and decor are the key operational prin-
ciples for success in this segment of the
food industry.

These new developments have both
economized labor and held down costs.
Food prices in labor-intensive eating
establishments have risen 57 per cent
above the 1057-50 average, compared
with a 29 per cent increase for food at
home and a 37 per cent gain for non-
food items in the Consumer Price In-
dex. The fastfood outlets, however,
have moved much of the actual food
preparation one step backward to food
processors in order to gain economies.
For example, quick frozen and other
ready-to-cook foods minimize handling
and reduce many fastfood operations to
the basics of heating and serving.

These innovations have aided the
proliferation of fastfood operations and
franchised chains which focus upon the
convenlence of rapid service and low
prices. These establishments have pro-
vided the major thrust to the popularity
of eating out, and despite the current
shakeup in the industry, a core of well-
managed companies will be permanent-
ly maintained.

Fine Culsine

Problams may arise for the tradi-
tional service restaurants, however,
since many of these economies are not
adaptable to the service-oriented cus-
tomer. The continuing dominance of
Independent ownership of these restau-
rants underscores the fact that by its
very nature, fine culsine is not a mass
produced process.

Macaroni in Malta

‘' Macaronl business is steady in Malta.
But this Mediteranean island republlec
has jolned the Common Market and the
possibility may exist in the near future
that well known Italian brands may be
sold competitively in Malta,

The three domestic plants produce
about 10,000 annually at present. Spa-
ghettl is most popular, followed by zitl
(long macaroni), elbows and ditall.
Flour is used for bulk products. Durum
semolina is used for packaged goods
and pasta for export, The price of raw
materials is in the nelghborhood of $144
a ton. Pcckaged goods are sold in 7

Chav, J. G, Portelli, 0.5.J,

ounce packets at about 8¢ retall, The
government subsidizes the popular bulk
products and controls the manufac-
turers' profits. This volume represents
about 60% of the total.

Pasta Portelll Alimentary Food In-
dustries Lid, is the largest producer.
Chev, J, G. Portelll 0.8.J, Is chairman
and managing director of the firm, Mr.
Portelli is also president of the Malta
Internationil Trade Fair Corporation,
vice presid'nt of the Federation of
Malta Industries, director of Malta
Overseas Trading Corporation, council
member of the Malta Chamber of Com-
merce's Joint Consultative Council,
member of the country's National Em-
ployment Board.

Japan Buys Wheat

In March, when the Japanese Food
Agency bought 2,148,507 bushels of
western white wheat in its final tender
of the 1870-71 fiscal year, it marked the
first time in history that dollar sales of
U.S. wheat to any country exceeded the
100,000,000 bushel mark. In the fiscal
year that ended March 31, Japan's
wheat purchases from the U, 8. amount-
ed to 2,724,757 metric tons, or 110,117,-
680 bushels.

Western white wheat comprised the
largest portion of purchases amounting
to 818,000 tons, or 18 percent of the
U. S. aggregate. Hard Amber Durum
amounted to 45,800 tons, up from 38,200
in 1060-70.

Executive Service

Armand H. Petito, retired assistant
traffic manager of Ronzonl Macaroni
Company, spent three and a half
1. ~ths in Istanbul, Turkey as an ad-
visci to the macaroni manufaciurer
Bema Besin Maddeleri Sanayil,

Mr. Pelito was accompanied by hi
wife. He was placed by Internationa
Executive Service Corps of New Yori
City. Organized in 1964 by a group do
American businessmen, headed by
David Rockefeller of the Chase Man.
hattan Bank, to help speed economic
growth and strengthen private enter
prise in the developing countries. While
suy poried in part by the U.S. Agency
fm  International Development, IESC
2'40 recelves financial sponsorship from
over 200 major U,S. corporations, ani
is managed independently by privote$s
businessmen.

Skinner's Sales Exec

Bonner F, Geddie has been named
National Field Sales Manager of Skin-B
ner Macaroni Company, it has been an-
nounced by W. E. Clark, Senior Vice
President-Sales.

Mr. Geddle will direct the national
Skinner sales force of food brokers and
company sales representatives over i
32-state area,

Mr. Geddle jolned Skinner in 1965
In Dallas as Southwestern States Sales
Supervisor and in 1068 moved to com-
pany headquarters in Omaha as As
sistant Sales Manager. He has been in
the food business 17 years and is Chair-

o

Western Round-Up

67“1 Annual

Meeting

National Macaroni
Manufacturers
Association

Hotel Broadmoor

Celorado Springs, Colo.
June 13-17, 1971

Plan to attend!

AT

TS

man of the Omaha Chapter of Christian

Businessmen International.

Macaronl makes sense/cents in the 70's

Mecarenl snports ore being loaded on th
ship “Marienfels'’ of the Hngsm Line, bound

for markaets in the Middle Eost,

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in
al matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products,

1—Vitemins and Minerals Enrichment Assays,
1—#' Solids and Color Score in Eggs ond
oodles.

3—Semolina and Flour Analysis.
4—Micro-analysis for extraneous motter.
5—Senitary Plant Surveys.

6—Pesticides Analysis,

T—Bacteriological Tests for Salmonella, etc.

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

If you're planning to
move, please let us know
your new address as soon
as possible. It takes about
f- - four weeks to make the

\tmnsfer in our postal
)system.

The MACARONI| JOURNAL
P.0. BOX 336
PALATINE, ILLINOIS 60067, U.S.A.

Please enter one year subscription:

[J $6.00 Domestic [] $7.50 Foreign

Name _— =
Firm

Address

City and State Zip
Renewal New Subscription

CHRY e Ve et T

e

e S

re il it L

‘—-ﬂt—ﬂ-—‘\-’x.:rs-
i

LR
e

=3

e e

ity

G«

J— 26 2T

. Tug Macanont Journat [l MAY, 1971

= — T P RS




o PRt

ot A bisasdi

Significant Speech

a5

by the New Chairman of FTC

By Harold T. Halfpenny, General Counsel

Miles W, Kirkpatrick, the new Chair-
man of the Federal Trade Commission,
maokes frequent speeches to various
groups expressing his views on a va-
riety of subjects. Of these, one of the
most significant was his recent address
to the New York State Bar Association
—an audience for which one may as-
sume his remarks were given special
care and thought.

Since the address covered a number
of subjects in the realm of antitrust
enforcement, it is worth noting in some
detall, There follows a summary of his
remarks,

Industry Belf-Regulation

Industry self-regulation may be a
useful supplement {o government regu-
letion. However, it is a matter which
should be handled with care, Anything
which |s merely a device for excluding
new entrants, boycotting competitors or
others, or in any way undermining com-
petition, must be avolded. On the other
hond, activities may contribute to the
goal of consumer protection, in terms of
product safety, integrity of advertising,
and greater availsbility of product in-
formation.

The Commission is at present unable
to give approval to any particular forms
of self-regulation, because of the in-
herent possibility of injury to competi-
tion.

The following are suggested as mini-
mum precautions to be observed:

1. It is the effect (on competition) of
the activity which Is important, not its
intent, however praiseworthy.

2. Any action which affects any in-
terested party (including consumers)
must include the right to notice, hear-
ings, and a review process,

3. There must be no exclusionary or
coercive tactics or effects.

4, The program should be based on
clearly defined standards that give ade-
quate notice of the line of demarcation
between what is considered ‘proper”
and what is considered “improper.”

6. Any standards should be:

(a) Reasonably related to legitimate
purposes;

(b) General enough to avoid re-
straints in Individual freedom;

(c) Precise enough to Insure impar-
tiality in their application and
enforcement;

(d) A reflection of existing technolo-
gy, and keep current in that re-
spect;

(e) Not used to reduce, restrict or
limit the kinds, quantities, sizes,
styles or qualities of product, un-
less required for considerations of
safely,

8. With reference to standards of
certification, the following should be
considered:

(a) Compliance should be voluntary;

(b) A wide cross-section of interested
parties (including consumers)
should be Invited to participate
in developing the standards;

(c) Discrimination must be avoided.
Testing procedures and certifica-
tion should be made available on
an equal basis to all competitors,
and the administrator of the pro-
gram independent.

7. Any program that goes beyond a
concern with deception and deals with
presumed “unfalr” practices should pro-
ceed with extreme caution, to insure
that there s no restraint on desirable
forms of competition.

Areas of Inferest to the Commission

The Commission is committed to un-
dertake a study of its previous Robin-
son-Poiman orders. It will focus on as-
certalning whether those orders have
enhanced or dim|nished competition.

“We are not neglecting the per se
illegality of price maintenance schemes,
customer restrictions, tie-ins, and terri-
torial restraints, and our files in such
matters will, of cource, be made avail-
able to the Department of Justice for
criminal prosecution in appropriate
cases.”

(Editor’s comment: This statement
seems to go beyond the law as repre-
sented by present Court decisions
There is no doubt the per se illegality
of pilze maintenance, but in other re.
spects the statement is subject to quall-
fication. However, it is important as
representing the views of the Chairman
of the Federal Trade Commission and
as indicating probable enforcement pol-
icles by that Commission.)

Concentrated Industries

The Commission has begun a broad
scale study of concentrated Industries.
The initial inquiry will be in the cereal
Industry with similar studies of other

industries to follow. These studles will |}

set a pattern for enforcement activity,

Robinson-Patman Act

The Commission is committed to un-
dertake a study of its previous Robin-
son-Patman orders, It will attempt ta
discover whether those orders, have in
fact, contributed to the maintenance cf
competition. The study will also seek t3
determmine whether new marketing
techriques have been deterred or en-
couraged.

Conclusion

This speech represents an unusually
frank appralsal by the new Chalrmaa
of the probable actlvities of the Fed-
eral Trade Commission. As such, it i3
valuable to business men and thelr
counsel. :

No Alternative to Profit

“Those who decry major concern
with profit should recognize that, in a
free soclety, no alternative to profit has
yet been devised by which business can
be successful. Furthermore, an unsuc-
cessful business is in no position to help
either iisclf or society.”—Robert W.
Sarnoff, chariman and president, RCA
Corp,
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THE EGG & THE LAW

"HE grocer's case Is the consumer's
actlon arena, Here she makes the
duilar declsion that can make or break
not only the family food budget but
even whole food industries. She makes
that decision without having to worry
abuut the wholesomeness of the foods
she chooses, Usually there is a wide
selection of foods from which to choose
and there is a vast amount of informa-
tion available to assist her in making
that choice,

Egg Products Inspection Act

The recent Egg Products Inspection
Act strengthens that decision. For the
most part, the Act deals with the one
in ten eggs that is processed into liquid,
dried, or frozen form. In a sense, this
one is a “subtle” egg. Americans are
familiar with it in a host of products
from the convenient cake mix to the
distiuguished Chinese egg roll.

As for the other nine of every ten
cggs produced, two of these are really
strangers to the retail market. They are
used by restaurants and institutions and
to fill the needs of hatcheries.

But the remaining seven—the shell
eggs that every food shopper knows so
well—are very “unsubtle” in their re-
frigerated cases, They are generally
well marked as to grade and size—cer-
tainly an aid to decislon on the part of
the knowledgeable consumer.

The Egg Products Inspection Act does
mere fo guarantee clean and sound
shell eggs than has any other Federal
leg slatios to date, The Act requires
that by July 1872 all shell egg plants
pirking for the consumer shall be
chovked at least each calendar quarter
to ‘nsure that only sound, clean eggs
ar. going to retail stores.

How 1o Choose

liut what of choosing among the
qu.lity levels, and the size and price
Vi .r_:'nces that complicate retail shop-
ping

The grocer’s sign reads: U.S. Grade A
Extra Large, 64¢—U.S. Grade A Large,
8¢—U.8, Grade A. Medium, 53¢,

Confusing? Not necessarily,

Three standards of quality—AA (or
Fresh Fancy), A, and B—are applied to
artons of eggs packaged in plants op-
eraling under the Federal-State cooper-
hlive grading program.

The official U.S, Department of Agri-
ulture grade shield on the carton tells
hat carton's story—a history of Fed-

From the USDA Consumer News

eral-State supervision through the
grading and packing operations, and
quality and size certification at the time
of grading.

USDA's grading program for shell
eggs is a voluntary program conducted
by the Consumer and Marketing Serv-
ice's Poultry Division, and Is pald for
by the user,

Use, Size, Quality

One guide for choosing among the
respective quality grades of AA, A, and
B, is use. When appearance counts, as
in frying or poaching, you'll want the
firm, high yolk and high thick white of
U.S. Grades AA or A, US. Grade B
eggs, with their less attractive, flatter
white and yolk are good food general
cooking and baking.

There are six USDA sizes for eggs,
each based on the minimum weight per
dozen. Most retailers, however, stock
only the three most plentiful sizes—
Extra Large (27 ounces per dozen),
Large (24 ounces), and Medium (21
ounces).

Although size and quality grade are
unrelated (large eggs for example may
be of high or low quality, and high
quality eggs may be either large or
small), both do influence a third, and
very important decision-making factor
—price. And there is a way of getting
more for your money!

It there is less than a T-cent price
spread per dozen eggs between one size
and the next smaller size in the same
grade, the larger size is the better buy.
For instance at 64 cents per dozen, U.S.
Grade A Extra Large eggs represent a
better buy than 58 cents U.S. Grade A
Large. Large eggs at 58 cents would be
a better buy than Medium eggs at 53
cents,

Processed Eggs

That takes care of your shell egg
shopping, but don't forget that “subtle”
processed egg. It's always there, too—
egg products are an important ingredi-
ent In the cake and pudding mixes,
macaronl, mayonnaise, ice cream, and
bakery products that have so popular a
place in the American diet. And that
popularity means satisfaction with and
confidence in the wholesomeness of
these products.

The Egg Products Inspection Act will
assure you of that wholesomeness. It
requires that by July 1971 all egg proc-
essing plants operate under the manda-

tory continuous inspection of a USDA-
licensed Federal or State inspector,

This safeguard of wholesomeness
comes at a time of experimentation and
expansion. For several years food proc-
essors have been testing and merchan-
dising new convenience and specialty
egg llems, such as instant scrambled
eggs, packaged chiffon pies, and canned
eggnog.

The Egg Products Inspecticn Act will
parallel the growth of this changing
industry with constant protection of
the consumer's right to an Inspected
and wholesome product.

Although most egg products are proc-
essed into other foods (e.g., cake mixes),
frozen and dried egg products are avail-
able at the retail level in some areas.
Camping or sporting good stores, for ex-
ample, and other specialty markets,
may carry dried-egg solids for use by
campers or hunters.

Today's heaviest user of egg products
is the large quantity food buyer and
the commercial manufacturer of food
products, USDA, too, is buying dried
egg mix to supplement the diet of
needy families with the egg's nearly
perfect protein plus vitamin A, fron,
riboflavin (vitamin By), natural vitamin
D, calcium, phosphorus, and thiamine
(vitamin B,).

Egg products are versatile. They help
{o meet the complex needs of quantity
buyers, institutional feeders and th=
American family. Certainly a tribute to
the economy, efficiency, and nutritional
value of this space-age food!

Food Science Book Catalog

The 1971 Catalog of the AVI Publish-
Ing Co., Westport, Conn. 06880 may be
obtained free of charge by writing to
the company.

This 80-page catalog presents com-
plete information about more than one
hundred books concerning production,
processing, preservation and nutritive
values of foods and feede The table of
contents Is organized into 47 catcgories,
such as Agricultural Engineering, Agri-
culture, Baking, Beverages, Canning,
Cereals, Cooking, Diary Products, Mac-
aronl Products, ete.

Thelr text "Macaronl Products, man-
ufacture, processing and packing,” by
Dr. Charles Hummel, is in its second
edition. It contains eleven chapters, 287
pages, and sells for $20, $21 out of the
U.S.
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WANTED TO BUY—Noodle Plant and/or
used noedle making and drying equipment,
Write Box 283, Macaronl Journal, Pele-
tine, lilincls 60067

WANTED—Subscribars to the Macaroni
Journal, $6 for 12 monthly issves. Add
$1.50 for foraign postege.

Correction

The address of William H. Oldach,
Inc., packers and distributors of frozen
and dried egg products, was incorrectly
given in the Buyers' Guide, page 45,
April issue. Their correct address s
P. O. Box 337, Flourtown, Pa, 18031,

Joe Juno with Cello-Foil

Joseph D. Juno of Roslyn, Pa., has
been retained as Director of Regional
Sales by Cello-Foil Products, Inc.,, Bat-
tle Creek, Mich.

Mr. Juno is well known to the maca-
roni and dry grocery fields having been

Complete line of
Noodle Cutting,
Capelletti and Gnocchi
Machinery

Drying Units ® Cutting Machines
{Nest)

Continuous Production Presses and
Shoeoters: 25 to 230 Lb, Per Hour
Complete Line of
GIACOMO TORESANI
MACHINES

"We Invite Your Inquiries”

SeBROOK Machine

Div. of Volipl & Sen, Corp,
544 3rd Ave.
BROOKLYN, N.Y. 11215

e et Bl R

Phene: (212) HY 9-3922
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Good Houssheeping Seal to Gelden Graln,
Use of the Good Housekeeping Seal of Ap-
proval on its full line of Rice-A-Roni prod-
ucts hos been eamed by Golder. Grain Mac-
aroni Co., one of the nation’s lorgest proc-
essors of packoged dinrers and Itallon
foods. Shown occepting congratulations
from Scott Montgomury, right, San Fron-
clsco manager for Cood Housekeeping Mag-
azine, ore Vircent DeDomenicc, center,
Golden Grain chlef executive officer, al
Dominic Forte, national sales manager.

one of the ploneers in the sale of lami-
nated materials to the industry. He
brings with him some fifteer yoor. ex-
perience in the packaging field, eight
of which were devoted to the sale of
materials to the noodle industry. His
territorial responsibility will be Eastern
United States.

On the Promotion Front

Thomas J. Lipton, Inc. is offering a
premium with its Lipton Main Dishes
this spring. A Wittnauer clock timer,
with a $10.95 retail value, will be offer-
ed via tear-off pads and posters, for
$11.95 and one Main Dish box top.

The Complete Pasta Cookbook, con-
taining 334 paeges of Italian recipes, is
offered by Buitoni Foods Corp. for 50¢
and the Jabel from a specially marked
spaghetti-sauce jar,

C. F. Mueller Co. is offering Lenten
case deals of 50-60¢ off. The deals vary
by geographical regions, according to
deals offered by regional competitors.

Skinner Macaroni Company is offer-
ing simulated pearl necklaces and other
jewelry items as premiums in a promo-
tlon advertised i Good Housekeeping
magazine and 1eglonal newspapers.
They are also offcring case-off allow-
ances to retallers fecturing the offer.
Point-of-purchase maierial includes
full-color urder-blank puds, dump bins
and four-color posters.

During March, Skinner promoted la-
sagna, which Alan Pascale, marketing
manager, calls “the fastest growing
product in the pasta field.”
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Diet Foods Attract
Scarcely a Nibble

Joe Cappo writes in the
Chicago Daily News:

Despite the talk about calorie-con-
sclous Americans, the diet-food busi-
ness is struggling through lean times.
And that's not just a pun, either.

It's not funny particularly for Steph-
en J. Slage, national sales manager for
Foodways National, marketers ol
Weight Watcher brand foods,

Working under an exclusive licensing
agreements with Weight Watchers In-
ternational, the fabulously successful
welght-reduction program, Foodways
manufactures a full line of frozen din-
ners, sugar substitutes, low-calorie
bouillon and other items for dieters.

But even with the valuable Welght
Watcher name and virtually no com-
petition in frozen, low-calori» mesls, |
Foodsways will be happy to racx Y a 77
modest $5 million in sales in 1871,

Since he took over the job six months
ago, Slage's primary aim has been to
establish solid, national distribution. In
effect, that means fighting with thou-
sands of other frozen-food products to
gain a few inches of space In super-
market freezers,

“Am 1 satisfied? No, I can't say that
I am, yet,” Slage said. “But the situn- |
tion, at least the distribution, has im-
proved, Most of the big chains are
carrying Welght Watcher dinners now.
Maybe they don't have the whole line,
but they have some of them.”

Welght-Control Centers

One solution still in the planning
stage is establishment of “welght-con-
trol centers” in supermarkets, This
would be a combination freezer and
shelf area that would stock Welght
Watcher foods as well as low-calorie
products put out by other companies.

On the consumer end, Foodways
marketing plan begins with a concerted B
pitch to the more than 2 million men:-
bers of local Weight Watcher Internc-
tional chapters. The message: The frc-
zen dinners are the only products for-
mulated to the organization's stricl

Kicking off
a new product?

To make your package a winner, put Diamond Packaging
Products on your leam. We olfer a complete service —
Irom design Ihrough top quality printing. We work with
you 1o plan lhe enlire packaging program from slart to
completion. Even point-ol-purchase and merchandising
aids. Plus experienced counsel on the righl kind of filling
specifications. and closing equipment. This is Tofal Capability. Lel us

When this market is firmly secured,
perhaps within the next ypar, Food-
ways hopes to mount a major con-
sumer campalgn.

“But the Welght Watcher members
have to come first,” Slage said. “They
have to know that the products exist,
and they have to be able to buy them
at the corner store. Just think. If each
member spends only $1 a week on
Welight Watcher foods, we'll hit $100
million in annual sales. Then I'll be
satistied.”

demonstrate how il can work effectively for you, Call us.
There's a Diamond man who can carry the ball for you.

D AMOND PACKAGING PRODUCTS DIVIBION
FCIAMOND NATIONAL CORPORATION
733 THIRD AVENUE NEW YORX,N. . 10017,/12121 687-1700
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