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gratulatory messages sent by the leading firms that consti-
tute the Billion-Dollar Macaroni-Noodle Industry, and the
cheering lelicitations and helpful advertisements of the lead-
ing suppliers of the industry's many needs . . . on this
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A "SPEAKING LI

“I helieve I'li take this kind," says Mrs. House-
wife, when she looks at your product and likes
what she sces,

Clear windows that show her the product—
actually—and far more attractively than a pic-
ture could—are a feature of Rossotti Singl-VU
and Doubl-VU Cartons. This revealing, sales-
appealing advantage of Rossotti transparent
packages docs not detract from their sturdiness.
Fashioned for casy filling at the factory, they
are light weight but rigid—hold lh_:il' shape—
stack easily—keep brittle or fragile contents
from breaking—have the durability nccdecl. to
withstand the ordeals of shipping and handling.

When Rossotti modernizes your packages, or
develops new ones for you, they not only stand
out from competition in appcnrnn_cc:vnluc but,
also, in selling cMectiveness. This is because
your design is the product of a sound study of
your problems — enalynis of the n:urlmt.
your competition, your customers’ buy=
ing habits and your praduct advantages.
The result is a package that attracts the shop-
per's eye, then “talks” to her like a skilled,
trained and scasoned salesman!

If you are interested in packaging l!m! wil
keep “talking” your product off dealers shelve
and into consumers’ honies, write (o us for com-
plete information, today.

225017

ROSSOTTI LITHOGRAPHING CO,, INC. - NORTH BERGEN, N. J.
ROSSOTTI WEST COAST LITHOGRAPHING CORP.
5700 THIRD STREET, SAN FRANCISCO 24, CALIF.

BOSTON 9, Mass.: 200 Milk Street « ROCHESTER 5, 72 Somarshire Drive
JACKSONVILLE 9, Fla.x 6302 Sapphire Drive ¢ CHICAGO 11, liL: 520 North Michigan Avenue

Industry (onforence

 fune 23 and 24, 1947

At French Lick Springs Hotel, French Lick, Indiana

America is a practical democracy—the world's best!

In this country, for instance, business is still permilled to regulale itsell
within some limitations, Despite some hangovers ol warlime resirictions ve
are not told too definitely what we can do or when it is to be done. Business
in America is slill the most free in the world.

Leading businessmen consider it .a privilege lo lake part in conlerences
wherein the welfare ol their particular business is the prime objective. Maca-
roni and noodle manulrcturers should be equally ready to altend the one or
two conlerences or coaventicns sponsored each year where the more acule
and pressing problems of the day are studied and remedial action taken by
the group aiter due deliberations.

The Annual convention of the National Macaroni Manulacturers Associa-
tion has been announced to the trade from the headquarters office. It will be
held at French Lick Springs Hotel, French Lick, Indiana, Monday and Tuesday,
June 23 and 24. The Board of Directors will meet the preceding day to wind
up their year's aclivities,

The affair is an industry-wide conlerence, open to every manulacturer and
interested supplier of machinery, malerials or services. The National Associa-
tion iz the sponsor and welcomes all to take part therein without obligation.

The Program Commillee Is planning morning and allernoon sessions for the
two days, sélecling Irom the many lopics suggested those that seem most
timely and of the greatest import. Anyone having suggestions for convention
action should pass them on to Secretary M. |. Donna, Braidwcod, Illinois, not
later than May 15.

The Swcretary states that, based on requests for accomm.odations al the
French Lick Springs Hotel, the advance registration is breciking all records,
even though only one general announcement has been sent the trade. An-
other ansouncement will give more delails and it is expected that more accom-
modatiorns will be requested when it reaches those whn have not yet made
their roum reservations.

Fieach Lick is localed in a beautiful section in Southwestern Indiana. It
can be reached by train from New York and the Easl, also from Si. Louis
and the West via the Baltimore & Ohio Railroad. Passengers alight at Mitchell,

. Indiana, where they are met by buses for the linal leg of their trip to the

hotel. Those traveling by way of Chicago will find accommodations over the
Moncn-Pennsylvania Railroad, that takes them to the hotel entrance. Look for
complete details in [ulure announcements [rom the headquarters olfice.

It seems unnecessary to urge a businessman fo atlend to his own business—
and that is what he'll be doing at French Lick in June, if he is in the macaroni-
noodle business . . . but an invilation to do so is not out of place. All are in-
vited! The date and place ol the Industry conference has berm made known to
all. It will be a pleasure 1o greet you at French Lick, June 2!i and 24, 1947.

C. W. WOLFE, Prasident
National Macaroni Manulncturers Association.
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REGULAR use of Dr. Loebel's MIll Spray Insecticide will clear your plant of
insects. Dr, Loebel's is designed to kill the toughest crawling insects . . . weevill, h;eﬂles,b:?:
moths, In every stage of development. No need to close down for fumigation, for r;" oe A
can be safely used while plant Is in operation. Dr, Loebel's is 25% stronger than n: nur;j'r."y:
sprays or mill Insecticides, and yet It is relatively non-goisonous and bears th: lfJn :n:rr —
Label certifying it is not dangerously flammable. It is odorless and may be used freely in
plants. Write today for more information.

HUNTINGTON LABORATORIES, INC.

HUNTIMGTON, INDIANA

A ‘Z% W/EEVIL, BEETLES, MOTHS, MITES, WORMS

DR.LO
RAY INSECTICIDE
MILL SP bl ek

April, 1917 T

THE ELEC-TRI-PAK!

Unamatched accuracy plus geatle handling that
aliminoles breakoge —Iwe of the cdvan-
ioges the Minnesola Macoreni Co gels
trom thewr Tnongles Elec-Tri-Pak Weighars
illustroled These models are semi-eulomatic
and 1el o poce for the eperator.

Other semi-oulemaohic and completely
aul fic modely are lable o1 handling
15 1o 8D o more pockoges per minute—
cans, corlans, bogs =2 ox. 1o 3 Ibs. Write
for 20 PAGE BROCHURE

Feadguarlers for Wigh Speed Precision
Weighing and Filling Egtaﬁmcm‘

MY NReN T Joed

[\BRA9Ing departments show con-

clusively that relatively few are realizing lowest possible
costs. Excessive overweights, breakage, spillage, excessive
hand labor all take their toll. Many packagers fail to rec-
ognize this because they are not familiar with the advances
which have taken place in packaging equipment in recent
years. For example, new Triangle Elec-Tri-Pak Weighers
are handling praoducts never belore successfully packaged
by machine and making savings that just were not possible
a few years ago. It doesn't cost anything to lind out
—write for literature and outline your requirements

TRIANGLE PACKAGE MACHINERY CO.

915 N. SPAULDING AVE., CHICAGO 51, ILL.

Welghers, Flllers Carton Sealers, Auger Packers
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WHICH IS BEST FOR YOU?
BOTH WAYS SAFELY ENRICH YOUR
MACARONI AND NOODLE PRODUCTS

ystl

To users of the
CONTINUOUS PROCESS:

The "VEXTRAM " method is the way to enrich
macaroni and noodle products accurately, eco-
nomicallygeasily in the continuous process.
Blue Label "VEXTRAM" safely enriches maca-
roni produes to Federal Standards because it
feeds accurately and disperses so evenly by the
continuous process. Two ounces per 100 pounds
instead of one make dispersion even more ac-
curate and uniform,

To users of the
BATCH PROCESS:

The “B.-E-T-§" method is the way to enrich
macaroni and noodle products accurarely, eco-
nomically, easily in the batch process.

Orange Label *B-E-T-§" safely enriches maca-
roni products to meet Federal Standards. Two
tablets per 100 pounds instead of one allow
more accurate dispersion to insure safe and
adequare enrichment.

Galn these advantages by using

#B-E-T-5"' in the batch process: IVEXTRAM

has these important properties:

1. ACCURACY— g noyina-—buter fesding

each *B-E-T-5" tablet contains

1. nccun“cy—w!ﬂchm nutrients to enrich

50 pounds of semolina.

no need for measuring—no

2, EcoNnMY— danger of wasting enrichment
3 Ilr:n:‘:::;nllnwu “B-E-T-5" 2. ECUNUMY— "_‘l:::::l"r‘l::":lz‘a"’;?w =
& EASE-— ; in a small amount of water and

add when mixing begins. just set fesder at rate of two

3. EASE-—- ounces of “VextraM" for each

“B.E.1.5% plonesrad the lablel method of enrichment which Iy 100 pounds of semolina.

now vied univeriolly la the boking Indusivy.

Write today for any information you need. Our technically _@_ Addross Inquisias to—
trained representatives will gladly belp you with any WINTHROP Special Markets Division
enrichment problem. ‘w— WINTHROP CHEMICAL COMPANY, INC.

170 Varick Street, Now York 13, N. Y.
“YaxtraM” Blus Label and “B-E-T-5" Orange Label are stocked for quick delivery at our branches and warshouses
In New York, Chicags, Kansas City (Mo.), Denver, Los Angeles, San Francisco, Portiand (Ore.), Dallas and Atianta.

S o
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PACKAGES BY
MILPRINT

~__-YOUR PRODUCTS’
2= BEST SALESMEN!

The absence of clerks In
new sell-service slores puls a greater stress
on the ability of your package to sell itself.
A dynamic, colorful, eye-appealing package that
tells its own slory at a glance is your best
salesman — selling your product and your name
to the consumer. Consult Milprint loday for a
better gelling package.

=,

PACKAGES ILLUSTRATED: Printed #'9 PT ™~
Cellophane bag and reinforced Cellophane wrap. |
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Die for Continuous Press

Die for Stalionary Press

LOMBARDI MACARONI DIES are the only die mukars producing Stainless S!sal Dnn which they guarantee
ONE HUNDRED PER CENT, and many of which hcve been mld to U. S. Planis and shipped in numbers to

Europe:m firms.

Revolution. in
MACARONI DIES

MACARONI DIES must keep in step with changes in
ever-improving PRESSES.

Sensing this, Frank Lombardi and his son, Joseph,
have been carmrying on extensive and expensive ex-
periments to perfect a Special Stainless Steel Die that
will be equally suited to the Standard Macareni
Presses as well as to the Continuous Automatic
Precses.

The new Stainless Steel Die now available is
equipped with special Stainless Steel Pins, The new Die will not
bend under pressure, nor will its parts corrode. It maintains its orig-
inal smoothness and produces producis of an even thickmess for
years.

To the lelt are shown two dies (lop and middle) for the Contin-
wous Automatic Presses being given a final inspection by Joseph
Lombardi, designing engineer, and at bottom, a die for Standard
Presses.

SAMPLE ORDERS,
C. F. Mueller Co.' Mo

Marcaroni, Spughottl :

146-184 Baldv-fin Ave. ' %ﬁﬁ;’:ﬁ
Jersey City Egg N‘oodlu

Purchase Order | Purchase Order | Purchase Order

No. 10128 No. 11264 No. 12152
Date—Dec, 12, 1945 Date—June 18, 1946 Dat-—Dec. 4, 1946
Ship: Bhip: ~ .° Bhip:

2—Stainless Bteel Dics 1—11%; Stalnless Btee! 4—Steinless Steel Dies,
::‘T“:l"u;‘:h;':'}"l:’:“"‘:"“ Dk—u’r:e e ‘::tvl:l:l 1,629 holes, |iu"ul die
extrusive part of the die 21';5' '::":::' :‘ h:}:: 1 be 18 mow

of Spaghetti at t
trusive part of l.he dll M
to be 1.65 mm. e

ol the Spaghettli should
be 1.65 mm. instead of
1.6 as _swamped on the
die, he number of
holes must be 1,609 to
the die.

L2
v

N

y ‘Headquarters For Reliable Guaranteed Stmniess Steel Dies

LOMBARDI MACARONI DIES

805 Yale Street

Los Anyeles 12, Calif.

® Chances are it's one of your fine macaroni.
noodle products, if you're packaging in the
kind of containers that attract impulse
buyers and self-sc rvice shoppers. Handsome
Dobeckmun celi .phane containers give
you just that kind of packaging. Printed
in exceptionally attractive multicolor, these
versatile bags and wrappings make your
products stand out on merchants’ shelves . , .
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help clinch first sales . . . and assure repeats
becanse they are easy to identify and
remember, '

Dobeckmun also provides multicolor printed
sheets and roll stock for your own wrapping
equipment, aml double edge sheets for long
macaroni products, Ask us for samples anil
design suggestions.

The Dobeckmun Company, Cleveland 1, Ohio

pOBECKMUN

P Self-selling puckages In

prot

ossed films ond folls 4

Branches In Boston, Chicago, Cincnnatl, Los Angeles, New York, Philadelphia, San Franclsco and Seatile,
Waest Coast Division, Berkeley 2, Callfornia, Reprasentatives averywhers,
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” MINNEAPOLIS

DURUM GRANULAR FLOVX

Mt_mufadured by
MINNEAEng MILLING CO.

ERAL OFFICES:
MINNEAPOLIS, MINNESOTA

ACHE TAS €0.. WML

It's a new and improved high

extraction product as requested
by the National Macaroni Man-

ufacturers Association.

It's your assurance of better
macaroni foods and continued

consumer demand..

MINNEA\POLIS MILLING CO.

MINNEAPOLIS, MINNESOTA

he
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The Signs of the Times

APRIL is a month of considerable cuncern to the Maca-
roni Industry because of the ocevrrence in this month of
many things of current or historic interest,

As this issuc of Tur Macarost JourxaL is being
readied for distribution to an ever-increasing number of
interested readers in this and in many foreign countries,
recording tops in circulation every April, a review of some
of the other natural highs and a few extraordinary ones
will show clearly the signs of the times as viewed from
the angle of the macaroni industry.,

$3.00 Wheat. March wheat futures on the Chicago
market on March 17, 1947, broke all previous price rec-
ords, reaching a top of $3.05 a bushel, the second time in
the nation's history that wkeat sold over the three-dollar
mark. It was also the second time in 99 years that this
all high price was recorded, the first time being in 1918
shortly after the cessation of hostilities of Waorld War T,
The second, as stated, was March 17, 1947, Some mar-
ket watchers chose 1o term the $3.00-plus wheat price as
unnatural, except that it was the result of the desire of
short traders to get wheat for delivery before the end of
March. Be that as it may, the all-time high carried all
other grains to new highs also, and affected the food retail
market so that higher prices of bread and meat will con-
tinue for many wecks to come.

$6.30 Granulars, Though durum wheat did not keep
pace with bread wheat in the latter's spectacular rise in
March, the price of granulars also was tops on wheat's
high date, March 17, when this basic raw material sold
for about $6.30 a hundredweight in Chicago. The cur-
rent high price of granular is considerably below the all-
time high, of abcut $8.60 a hundred pound sack reached
in 1918, following World War 1.

High Hogs. On the meat side of the family larder,
pork set the record rise in March when hogs sold on the
Chicago market for $30 a hundred pounds, This was
practically double the prices quoted early last Fall. There
was considerable talk of a dollar-a-pound pork chops if
anyone was sufficiently pork-hungry to pay that outra-
geous price for those delicious cuts,

15¢ Bread. The rapid rise in wheat brought alout in-
creases in all wheat flours and naturally a reflection of
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those increases into the price of a loaf of bread. Some
bakers found it necessary to increase their prices as much
as one cent a loaf in March. Retailers were then de-
manding 14 1o 15 cents for a loaf that st Fall sold for
a dime or more,

Macaroni Firm. Always one of the most economical
foods, macaroni and kindred foods held firm at prices
that have prevailed very much since the first of the year.
A survey of the Chicago market shows manufacturers’
sales at from $1.90 40 $1.95 per 20 pound bex, bulk.
There was a slight flurry in prices carlier in the year wher
demand was off considerably and when a few firms are
reported to have given way to temptation, Prices on other
macaroni products vary little from the January prices
of similarly-packed goods of equal quality,

Used Sacks, 30c. A few purchases of used cotton
sacks for as high as 30 cents are reported.  The Govern-
ment threat to bar the re-use of sacks has apparently not
effected that markel, though paper sacks, which will prob-
ably substitute for cotton, show an upward price trend.

The 28th. While prices are rocketing and causing no
end of worry to some individuals, I wders in the Industry
are inclined to enter wholeheartedly into the 1947 celebra-
tion of the birthday of Tue Macarkoxt Jovrsar which
is being observed this month . . . it's 28th. Though first
launched as a private organ in 1903, it chooses 1o mark its
birthday from the year 1919 when it became the official
organ of the national organization of the industry. In
April, then, this trade magazine is celebrating the com-
pletion of 45 years of scrvice to the industry, of which 28
are as official spokesman of the Association and the In-
dustry,

The 44th, Organized in April, 194, the National
Macaroni Manufacturers Association is jointly celebrating
its birthday . . . its 44th as the continuous representative
organized group of a business valued at but a few hundred
thousand dollars in 1904 but which in 1946 produced the
worlda's highest quality macaroni, spaghetti and egg noodle
products well in exeess of one billion dollars,

These are some of the Signs of the Times that mo-
mentarily concern the interested macaroni industry leaders

in April, 1947,

* ”?\"""
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Ll. S. Macaroni Consumption

Upward Trend Noted In Line With Increased Production

The masuiacture of macaroni and
noodle products on a commercial basis
became of sufficient importance after
the Civil War to attract the attention
of Government bureaus and outstand-
ing food authorities, The production
of egg noodles remained a houschold
task for m;ulf' years after the fivst
macaroni-spaghetti actory was estab-
lished in Brooklyn. From that small
beginning in the 1870's the industry
has increased almost as rapidly, but
not so extensively, as the automobile
business following the turn of the cen-
tury.

The industry developed slowly dur-
ing the last quarter of the Nineteenth
ceruury, faclories being small and
usually operated by immigrants from
TItaly. People of German descent were
nore interested in the production of
noodles, and before the turn of the
century had outgrown the kitchen sta-
tus and several modern plants were op-
erating, producing commercial noodles.

As the industry grew in importance,
the Governnient took an interest in
the production of suitable raw mate-
rials and in the 1890's, the Department
of Agriculture purchased a quantity
of durum wheat seed from Russia and
distributed it to farmers in the various
parts of the country which the offi-
cials felt were best adapted to its
growth., The Northwest, with its
weather peculiarities, found that du-
rum wheat thrived when other wheats
failed to yield a paying crop, and thus
became the U. S, durum center.
North Daketa now grows more than
90 per cent of the U. S, durum wheat,
with South Dakota, Minnesota and
Montana producing the remainder of
the crop.

In the carly years, Americans who
knew macaroni products, showed a
preference for Italian or French mac-
aroni and German noodles.  Just be-
fore the outbreak of World War 1 (in
1913), this country imported a total of
113000000 pounds, mostly from
Ttaly.  World War 1 gave the small
macaroni industry its greatest impetus.
The industry expanded greatly to sup-
ly Americans with the products that
!m:l heretofore been imported. By
1920, the number of plants  had
reached nearly 300, and the value of
all its output’ was estimated at more

than $50,000,000.

The consumption of macaroni, spa-
ghetti and egg noodles has always been
low when compared with the big con-
sumers in Italy, France and other na-
tions in Europe. During the lush

1920's, consumption was estimated at
about five pounds per person, A sur-
vey in 1929 made by the National
Macaroni Manufacturers Association

.brought out the astonishing fact that

macaroni products dishes were served
less than once in a fortnight in the
average American homie, that while
some of the immigrants ate it daily,
some farmers and urban families rare-
ly served this grain food,

In 1929-1930 the National Associa-
tion attempted a nation-wide advertis-
ing and publicity campaign, pledging
over a quarter billion dollars for a
three-year campaign with almost every
operator  promising  to  contribute.
While the total money pledged was
never colleeted, the agency in charge
did put on a campaign that was more
wroductive than either the agency real-
ized or the sponsoring manufacturers
would admit. In its second year the
campaign collapsed because n? unwill-
ingness of a number of firms 1o meet
their pledges. The agency folded up.

The effects of the advertising cam-
paign continued to benefit the industry
for years so that before the outbreak
of World War [1, figures based on
limited data available placed the aver-
age American consumption between
six and seven pounds, The World
War 11, with its scarcities and ration-
ing, boosted this to a little more than
cight pounds per person per year
based on what are considered - most
reliable data,

The 1946 production by the 300
plants composing the Industry, is fig-
ured at slightly less than 1,110,000,000
pounds. Using the estimated popula-
tion of 135,000,000, the average per
capita consumption last  year was
slightly more than eight pounds,

What and how definite is the con-
sumption trend? Is it upward or sta-
tionary? Naturally macaroni men are
interested in the correct answer, biit
on what can such answers be based?
As a whole, the macaroni-noodle man-
ufacturers have done very little to help
answer the questions, except for some
puesses, wishful thinking and hope
that information may come from some
outside source, without revealing tou
much the individual production figures
which are guarded too closely by some
for the general good,

However, there are some outward
signs that are encouraging. There is
some talk about bettering public rela-
tions by means of a more aggressive

publicity campaign, even of renewing .

some advertising activities that have

too long remained the prerogative of
the individual firms—nothing in a co-
operative way by the Industry as a
whole or by any progressive group or
groups.

Leading  macaroni  manufacturers,
many through their advertising n;icn-
cies, are anxious to obtain some defi-
nite information on the consumption
trend and the industry’s future pros-
peets.  In this connection it wou :l_lw
well to quote from a very interesting
survey made by Director of Research,
Benjamin R, {amhs for the National
Association.  We quote, in part, from
the report made by him to the New
York Convention and reported in the
July, 1944, issue of Tur Macaron1
JoursaL, feeling that a repetition of
these facts and data may be of new
interest to all who are cancerned in
the macaroni-spaghetti-noodle  con-
sumption trend,

“In 1942 when the Food and Drugs Ad-
ministration held a hearing in Washington
concerning Standards of Tdentity for mac-
aroni and urg nowdle products, the ques-
tion of enrichment was presented by one of
the Government witnesses,  The Industry
introduced no evidence whatever at this
liearing concerning the enrichment of our
products with vitamins and minerals. We
presented no evidence for the reason that
thie testimony took a new and unexpected
turn and we were not prepared at that time
to present material which would bring out
facts concerning the consumption of mac-
aroni products in the United States,

The witness who appeared for the Goy-
ermment stated that macaroni aml noodle
products_constituted only a very small part
of the dietary and therefore, no material
benefit woull” result to the consumer by
the enrichment of our products. This wit-
ness stated that even among Ialians unlr
a small amount of macaroni was consumed.
He admitted, however, that the investiga-
tion that he made was among a few ltalian
acquaintances and that his statements were
not based on any investigation beyond in-
terviewing these few friends,

Because of the importance attached to
this particular phase of our problem I have
made an investigation of a number of lal-
jan families in several of the large Italian
communities in this country and the follow-
ing is the result of this investigation:

The Italian population in the United
States and in a few of the most populated
states is as follows:

Total United States. ... 4,594,780
New York ... veveess s 1,590,895
Pennsylvania .. o 600,500

New Jersey ...... s 499,383
Massachusetts . 333902
Minois ........ . 270,861
California .ooveeivrnenes ooes 247,797

This is as of the Census of 1940. It in-
cludes all Italians in the United States born
in Italy and all Italians horn in the United
States and having at least one parent born
in laly., It therefore includes only Frst-
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and second-generation Halians, It can be
seen, therefore, that this does not include
all_persons in the United States that have
Italian eating habhits,

The survey made by me, with the assist-
ance of a group of manufacturers and other
workers, shows the following results:

A ;;rmlp of 56 families living in and
aroun Long Island City, N, Y., consist-
ing of 169 adults and 52 children, reported
that they cook on an average of 419 pounds
of macaroni per week, Filween families, or
208 per cent of the total, cooked macaroni
seven times Ipu.'r week and 45 families, or 80
per cent of the group, cooked macaroni three
times or more per week,  The average per
capita consnmption was L1606 pounds per
week or G003 pounds per year, Forty-one
families Dlanched the product after cooking.

. Another group of 14 families residin
in Columbia Heights in Drooklyn, N, Y., un:i
consisting of 6% wdults and 14 ehildzen,
cooked an average of 130.5 pounds of mac-
aroni per week, One family cooked mac-
aroni seven times per week and 11 families
or 781 per cent of the group cooked
macaroni three or more times per week.
|_ average per capita consumption  was
1.572 pounds per week or BL74 pounds per
year. None of these familics blanched the
product after cooking,

A group of 9 familics in Louisville,
Kentucky, consisting of 22 adults amd 6
children, cooked 37.5 pounds of macaroni
per week, none cooked macaroni seven times
per week, but 6, or 66.6 per cent of the
group, cooked macaroni three times or more
per week.  These families had an average
per capita consumption of 1L.34 pounds per
week or 0908 pounds per  year.
blanched the product after cookin
ilar results were oltained  from group
of amilies in New Orleans aml o gronp
of I8 families in St Lounis. Al of the
above are families of workers in macaroni
plants,

Sim-

A survey was also made of 350 familics
of Italian origin who were not workers in
macaroni plamts.  These 350 families were
divided into 3 groups in order 10 determine
the approximate average consumption by
groups. The first group consisted of B0
families, the second group consisted of 120
families and the third group consisted of
150 families. The first group consisting of
331 persons cooked 405 pounds of macaroni

er week, the secomd group consisting of
514 persons cooked 721 pounds of macaroni
per week and the thied group consisting of
0605 persons cooked 702 pownds of macaroni
per week.

The first group of B0 families had 19
families or 237 per cent who cooked mac-
aroni seven times per week and it had 52
families or 65 per cent who cooked mic-
aroni three times or more per week. This
group had a consumption of LZ2} pounds
per week or 63.05 pounds per capita per
ear, The sccond group of 120 families
ad 46 families or J8.3 per cent who cooked
macaroni seven times per week and it had

familics or 733 per cent who cooked
macaroni three times or more per week.
It had a consumption of 140 pounds per
capita per week or 7295 pounds per capita
per year,

The third group consisting of 150 fam-
ilies had 34 families or 2200 per cent who
cooked macaroni seven times per week and
it had 112 families or 74.0 per cent who
cooked macaroni three times or more per
week, It had a consumption of 1.25 pounds
per_capita per week or 0447 pounds per
capita per year,

In all there was a total of 459 families
consisting of 1895 persons who cooked
2,705.6 pounds per week, Out of this group
124 families or 27 per cent cooked macaroni
seven times per week, amldl 333 families or

72.5 por cent cooked macaroni three times
or more per week,  The whole group had
a consumption of 1427 pounds per capita
per week or 7020 pounds per capita per
year.

The results of this survey show that mac-
aroni_constitutes a very important part of
the dietary of the Ttali tion in this
country. A number of families consumed
one pouml of macaroni per person seven
days in the week; therefore, probably more
than 30 per cent of the caloric intake was
in the form of macaroni,

A sllr\'ri' wits made also of a number of
lalian bakeries in the Dalian districts of
New York City and this survey showed that

‘e snnd e Rt s R L i
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all the bread sold o halians s of the
hearth-baked type which consists of a large
proportion of crust.  Nune of the bread was
foumd to be enriched with vither vitimins
or minerals.

Premd and macaroni constinte the Lirgest
carbohydrate food consumed by the Tahan
population and none of it is enriched with
cither vitamins or minerals.  Since a lirge
portion of th n s i lowe-
meome hracket it wonld appear to e most
essemtind 1o bave the products which are
wsed by them in the Targest amounts en-
riched with the same vitamins and minerals
contained in the bread and onr consumed
by other gronps of the papnlation.

Development of Report Forms for the 1947

Census of Macaroni Manufacturers

J. C. Cap!, Director of the Census

We are now developing reporting
forms to be used in taking the 1'H7
Census of Manufacturers, as required
by law. In order to provide compre-
hensive and useful data, one of the
primary requirements is, of course, a
satisfactory form for the collection of
information.  For that reason we are
circulating the enclosed sections of the
proposed reporting forms among rep-
resentative manufacturers amd trade
groups in order to obtain their sugges-
tions,

All of the proposed reporting forms
will include eertain standard questions
covering number of employes, wages
paid, inventory changes, cost of ma-
terials, and other significant informa-
tion which, as in the past, will be asked
of all establishments,  However, be-
cause of the great diversity of manu-
factured products, special  schedules
must be designed for particular in-
dustries or industry groups 1o take

care of the different products and -

processes 1o be covered, so that the in-
dividual manufacturer will not he
quericd on products made outside of
his industry.  The need 1o bring 1o-
gether this wide range of product in-
formation into a meaningful picture
of the Nation'’s manufacturing activity
will necessarily impose definite limita-
tions on the amount of detail that can
be presented.  Nevertheless our aim is
to make available the most useful in-
formation possible within the limits
of our resources,

We realize fully that formal meet-
ings with interested industry groups
are often desirable in order 10 facili-
tate the development of reporting
forms. However, the 1947 Census of
Manufacturers will cover 469 separate
industries. The great number of in-
dustries to be covered precludes the

possibility of such meetings in oy
cases.  Therefore, we will appreciate
receiving your views in writing before
the  date specified on the  attached
drafts. Your comments will receive
careful attention,

Some of the questions you might
consider in your review of the pro-
posed sections of the reporting forms
are:

Has important  information heen
omitted ?

Are the products listed the most sig-
niticant

Are the statements as to what is de-
sired clear?

Can most firms supply the informa-
tion ?

In closing, | should like to make a
few general observations about  the
Census of Manufacturers. This Cen-
sus was first taken in 1810 and was
conducted  biennially — from 1921
through 1939, but becianse of the war,
none has been taken since 1939, The
need for authoritative and comprehen
sive information on the tremendins
changes that have taken place in manu-
facturing since 1939 is widely recog-
nized,

The Census for 1947 will e sim
ilar in most respeets 1o those taken be
fore the war. It will cover all manu-
facturing establishments and will pro-
vide the tools for measuring manufie-
turing activity and for appraising the
changes that have taken place in man-
ufacturing since the prewar period. In
short, the next Census of Manufactur-
ers should contribute more than ever
to the needs of business, the general
public, and government for accurate
and timely statistics.
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Use of Unlaundered Bags to he Barred

State of Minnesota to Declare As Adulterated All

Foods Contained in Improperly Cleaned Sacks

On February 24, 1947 over the sig-
nature of R. A. Trovatten, Commis-
sioner, by Henry J. Hoffmann, Chicf
Chemist of the Department of Agri-
culture, Dairy and Food of the State
of Minnesota, all members of the mill-
ing, baking and macaroni-making in-
dustries were informed that effective
April 15, 1947, the State intends to
enforce the regulations regarding the
cleanliness of the sacks or bags in
which food products or food materials
are shipped in the state. The regula-
tion reads:

Subject: Re-use of sacks or bags.

Effective April 15, 1947, flour is to be
sod or delivered nufy in new or properly
cleansed sacks or bags.

Chapter_495, Laws of 1921, Section 4,
Sanitary Food Law, reads in part as fol-
lows:

“For the purpose of this act an article
of food shall be deemed to be adulterated,
... If it consists in wholc or in part of a
filthy—vegetable substance—."

Chapler 495, Laws of 1921, Section 43,
Sanitary Food Law, reads in part as fol
lows:

“No person, firm or rurrornlion shall
operate any bakery—or any place where an
ft 1 products are manufactured, packed,
stored, deposited, collected, prepared, pro-
duced or served—or sold for 8tl¥ urpose
whatsoever if the same is in a flthy, un-
clean or unsanitary condition, or is permit-
ted to be in a Althy, unclean or unsanitary
condition,

“Therefore, Nour might be deemed to be
adulterated if it were packaged in containers
that have not been properly cleaned. How-
ever, the use of new bags will avoid the
possihility of adulteration,

“1f bags or sacks are to be re-used they
must be properly laundered so as to be clean
and sanitary, Laundering shall mean the
proper use of soap, water and other suitable
cleansing agents. A mere blowing and
shaking operation shall not be construed to
be laundering.”

The Minnesota Department of Agri-
culture is secking the co-operation of
all associations whose members use cot-
ton or jute sacks for flour, semolina
and other grain products, In a letter
to the National Macaroni Manufactur-
ers Association chief Chemist Henry
J. Hoffmann sa;'s:

“You will note that the State Department
of Agriculture, Dairy and Food in Minne-
sola ﬁt barring the re-use of sacks for pack-
ing flour, semolina and other cereal prod-
ucts for human consumption unless such
bags have been properly aundered. It ap-
pears that this matter is receiving consid-
erable attention not only by people located
in Minnesola but also by the people located
without the state as wefl

“This Department feels that we are only
doing what should be done in correctin,
certain practices that have been indulge
in by the milling and baking industries for
some years. e are anxious to obtain the
support of the industries located without

the State as well as from industries in the
state. It is realized that processors of food
who continue using re-used sacks without
proper laundering, have an advanlage over
their competitors as to the final costs of
their products, It is for this reason that
1 am asking your office to co-operate with
this Department in getting ths members of
your Industry, whether they are located in
or out of the State of Minnesola to com-

ply with the new order.  Semolina or flour
packed in new or properly laundered bags
will assure a manufacturer of macaroni
products a far cleaner product than one
that has leen made from semolina or semo-
lina-flour that was packed in re-used sacks
that were soiled and open to severe criti-
cism."

Trade Reaction

In a bulletin ‘to its members, the
headquarters office of the Association
explained the order of the State of
Minnesota and asked that every effort
be made to comply as far as possible
with the aims of the Department of
Agriculture, Dairy and Food of that
State. Several manufacturers have
wrilten asking for further informa-
tion. Some are wondering just how
their business will be affected since
their semolina and flour travels inter-
state. Some feel that a State Bureau
can well make rules governing ship-
ments in Minnesota “but not for the
rest of the country.”

Most  out-of-state  manufacturers
want to comply with the new regula-
tions and are wondering about the me-
chanics for so doing. Should the ten-
dency be towards the use of paper
bags? Should a manufacturer launder
all_ his sacks returned for re-use?
Should the industry suggest that all
semolina mills be asked to set up
laundering facilitics, charging a nomi-
nal fee for proper cleansing? Because
the shrinkage of both grain and cotton
sacks is such that after laundering the
sacks will no longer contain the orig-
inal hundred pounds, should it be made
a practice to order new sacks of larger
dimensions 1o allow for the launder-
ing shrinkage with the result that the
shrunken sack will still contain 100
pounds after full shrinkage—or should
the industry buy sacks of pre-shrunk
materials?

The durum millers are deeply con-
cerned but do not wish to be put in a
position of opposing an order. How-
ever some of the legal departments of
several mills have interpreted the rul-
ing as (1) not applying to out of state
shipments, (2) not applying to semo-
lina or granulars, even those for de-
livery within the state. The Minne-
sota Department is not in agreement
with those legal intgrpretations, stat-
ing that—"
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“If the legal departments that examined
the ruling vi February 24, had carefully
,2ad the law, they would have noted that the
jJaw does not specify flour, but that it
reads in g ort, as follows: 'For the pur-
pose of th ¢ act an article of food shal be
deemed tc be adulterated—if it consisls in
whole or 11 part of a filthy—vegetable sub-
stance.

“Shortly after the notice of February 24
was mailed to the trade,” continues the in-
terpretation by Henry J. Hoffmann, Chiet
Chemist of the Minnesota dc?nrtmcm, “a
number of the larger mills inquired whether
or not this Department would interfere with
the "Larking of flour in their mills in sec-
ond-hand bags when such filled bags were
then to be shipped outside the state, From
the facts obtainable it arpcnml that many
of these mills were packing four in used
bags under existing contracts. The millers
were notified by this office that it was not
the plan of the Department to interfere
with their existing contracts but that we
did not approve of the packing of flour in
re-used bags unless such bags had been prop-
erly laundered. Further, they were ad-
vised that we would not interfere with the
flour packed in re-used bags for out-of-state
shipment at this specified time. They were
advised, though, that flour so packed was
subject to the Federal Food, Drug and
Cosmetic Act and therefore, 1f flour was
packed in soiled bags and shi;l)pcd in inter-
state commerce, the flour could be seized by
the Federal Government,

“While the natice of February 24 was
addressed to the members of the milling and
baking industries relative to the re-use of
flour sacks for packaging and marketing
flour, surely it is just as important that
semolina, durum flour, grauul:rs or any
other cereal products, yes, even other f
products, be fmlccd in clean and unsoiled
containers. If the legal departments of
millers or manufacturers, who concluded
that the order did not apply to semolina
or durum, had read the part of the ruling
above quoted, they would not have made
the oral opinions reported,

“This Department has in the past several
weeks taken action against semolina, durum
flour, ‘malt, brewers' corn flakes and white
flour when such products have been packed
ar stored in soiled and filthy bags. In
fact this office,” continues Chief Chemist
Hoffmann of the Minnesota Department,
“will 1ake action against any [ product
regardless of what it is, if it is deemed to
be in violation of the adulieration section
or_the sanitary section of the food law of
this state. We will apply the law to all food
products.”

The several mills heard from are
most anxious to observe all sanitary
laws and some have gone to great
lengths to explain how carefully they
have been doing that very thing.

“\We have been and are most particular
about the condition of the sacks sent us for
refilling. When a shipment of used bags is
received from a macaroni customer, they
are put into a special gas chamber and
heated to a temperature that will awaken
any bugs that might be lying dormant be-
cause nf the cold temperature in transit to

(Continwed on Page 16)

o e

7 T T T TR TR ol ; " e P e upatad .2 Bt T s e ey
L AP T3 A N AN Dl (o ot el i 7 1 R T L T

I i '
g & i {)
ek 3 3 s it i e s N ot B vo o e A s {14

S ———

T LT biet gt g {887 e 0 g e AR 0 § TTun gt p9s 10y b
IR 5

April, 1947 THE MACARONI JOURNAL

How General Mills' Durum Detectives Guard The Uniformity of Your Products

|
" Maki M i
" Making Macaroni
N,

Show

' 1ts TRUE COLORS

You know how important color is in determining Durum
Products quality. Color comparison is no matter of guess-
work wi}h General Mills, Far from it. The equipment you
see above—specially developed in General Mills research
laboratories—compares colors of macaroni test products
scientifically. It guarantees the selection of bertter durum
mixes, assures more uniform products for you.

From wheat to sack, General Mills double-checks the
quality of its Durum Products all along the way. Durum
samples are taken from wheat still in the fields, in freight

cars, from blending bins, from the mix as it goes to the

mill, at each step in the milling process.

These samples are milled in a special test mill, made into
i dough, put through miniature macaroni equipment, tested
for color and other important qualities.
For you, this exacting test procedure means production

guesswork is oxt, You can depend on General Mills—
today, next month, or a year from now—to supply you

with the most in quality and uniformity from the wheat
availo ole,

General Mills, Inc.

DURUM DEPARTMENT
CENTRAL DIVISION CHICAGO 4, ILLINOIS
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Use of Unlaundered Bags
To Be Barred
(Continued from Puge )

the mill, After this, the gas is forced into
the chamber and into every rnrt of the bags,

“They are then removed from the gas
chamber, sorted for cleanliness and those
needing it are put throw h *the cleansing
department  or suction chamber whercby
all foreign matter is removed. Bags that
appear caked are put aside for laundering,
and the torn sacks sent to the repair depart-
ment . . . everything being done to salvage
usable sacks that can be made as sanitary
as new ones, We feel that our customers
want old sacks re-used only if it is possible

for us to put them in perfectly sanitary
condition.”

Paper Bags Not the Cure

Other millers are of the opinion
“That the Minnesota Department of
Agriculture is evidently a little drastic
at this time, as cotton and grain sacks
are at the all-time high in price, and
that only recently has it been possible
to buy new ones, It is true that some
have turned to new paper sacks that
are non-refllable, but that is hardly
the complete answer, Our experience
is that too many macaroni men com-
plain that there is too much loss, par-
ticularly of semolina or granulars be-
cause of their free-flowing characteris-
tics; also that paper sacks have a ten-
dency to break right in two and that
it is impossible to repair tears to pre-
vent loss of contents. A possible so-
lution might be to have the bag com-

anies make bags of pre-shrunk heav-
tor materials so that after laundering,
the bags will still contain the normal
100 pounds for which they are in-
tended.”

A macaroni manufacturer who is
anxious to have all sanitary laws en-
forced, as are probably all manufac-
turers, reports a recent lest on the
laundering of old sacks. He made ar-
rangements with one of the nation's
outstanding launderies to Jaunder sev-
eral hundred cotton sacks and grain
bags. The charge for this service was
$3.28 a hundred, about 3'4 cents a
sack, which he felt was quite reason-
able, However, the laundry manage-
ment made it clear that the fee charged
would depend on the condition of the
cacks . . . those badly caked or requir-
ing more water rinses would necessi-
tate a higher fee for cleansing. Other
manufacturers report that they are
paying from five to six cents a bag for
laundering  including those that are
casily laundered and those that require
several rinsings.

This same manufacturer measured
the laundered sacks and finds that the
shrinkage is from 15 1o 20 per cent of
the original space conlents, which
means that in a laundered sack that
was originally slightly oversized to per-
mit tying at the top would hardly carry
more than 85 to 90 pounds after laun-
dering, with the tops sewed instead of
tied.

Looked at from every angle, the

macaroni men can expect to pay out
a considerable sum if the planned reg-
ulation is strictly enforced, Take the
case of an average firm that uses, say
50 carloads a year, The usual car con-
tains about 60,000 pounds of semolina
or 600 bags of 100 pounds each.

the firm used cotton or grain sacks and
is required.to launder them before they
can be refilled, it will have to pay out
nearly $20, fifty times a year. On the
basis of the estimated 1946 production
of over 1 billion pounds, 10,000,000
sacks would be required to transport
the raw material from mill to factory
cach year. At 4c a bag for laundering,
the total bag laundering bill would be
nearly $400,000—an imposing sum in-
deed!

_1f the switch is to be made to paper
sacks as some recommend, the indus-
try would be required to invest over
one million dollars annually for such
sanitary containers, 1f new cottons
or grain bags are lo be used to escape
the laundering bill, the amount in-
volved is beyond reason. Whatever
may finally be done, the action will be
costly,

Tt has been suggested that the mat-
ter be given special attention at the
June convention of the Association,
where the views of all who are inter-
ested may be presented for considera-
tion and the establishment of a uni-
form policy that will reduce ‘the cost
as far as it is possible while still com-
plying with all reasonable regulations
10 puarantee the purity of the products
as finally offerced to the consumer. Tt
is further suggested that a fair mod-
erator be named to preside over a pan-
¢l consisting of all interested parties
and that the matter be thrown open
for a free and full discussion of how
best to set up the mechanics that will
benefit all concerned.

The National Association is being
commended by most of the trade, with
some condemnation too, for bringing
this important matter out into the
open. 'hu- purpose of the bulletin on
the subject ‘was to urge compliance
with the new order by the State of
Minnesota as far as it was practical
and reasonable. No one favors the
continued use of soiled or contami-
nated sacks, but the industry should be
given the opportunity of straightening
out the matter, voluntarily, before more
drastic compulsory action is taken
cither by Minnesota or the Federal
Government.

Laundering Is Expensive Cure

While the test made by one of the
nationally known laundry firms shows
that the laundering fee would be about
$3.82 a hundred, there should be added
10 this the loss of the bags that were
rendered non-usable because of the
rigors of laundering. The test covered
two bundles of used sacks that had
been carefully selected for return to

the mill for refilling. The same care
was exercised in selecting the bags as
has been the practice for years. None
were included that were deemed im-
ractical for rvﬁlﬁnf under the cleans-
ing process the mill usually put them
through before refilling.  The launder-
ing process made thumb-holes out of
needle-pricks, - So, the laundering re-
quirements of the Minnesota Depart-
ment of Agriculture, Dairy and FFood
places a heavy burden of additional
cost on semolina and durum buyers.

Shrinkage of ordinary grain or cot-
ton sacks in the laundering process is
not the only loss, as the final check of
the test reported above shows, The
laundered sacks not only reduced the
content capacity materially—in many
cases as much as 1212 per cent—but
enlarged the needle holes so much in
so many instances, that a goodly per
centage of the laundered sacks were
no longer usable,

Herbert F. Krimendahl Is
Executive Vice President

W. B. Stokely, Jr., president of
Stokely-Van Camp, Im:.l,) announces
the election of Herbert F. Krimendahl
as executive vice president and a di-
rector of Smkcly-{’an Camp, Inc, to
fill the vacancy caused by the recent
death of John B, Stokely.

Mr. Krimendahl, who was president
of the National Canners Association
in 1940, has heen associated with the
Stokely-Van Camp, Inc., organization
since the summer of 1944, when nego-
tiations were completed for the acqui-
sition of the business and assets of
Crampton Canneries, Inc., of which
company he had served as president
since 1921, Mr. Krimendahl has been
engaged in the canning business al-
most continuously since he left the
Ararr at the close of World War 1
in 1919, Mr, Krimendah! also served
as cheirman of the board of directors
of The W. R. Roach Company until
it was merged into Stokely-Van Camp,
inc.vn April 30, 1946. From March,
124 (o August, 1942, Mr. Krimen-
it served in Washington, D. C,,
w.b the War Production Doard as
Admristrator of Tin Conservation,
Ouder M-81, and has been consultant
to tie Board since that time. He also
sei o#s as a consultant to the Canned
Geaods Scction of the Department of
Agriculture,

Mr. Krimendahl will move his of-
fice from Celina, Ohio, to the head of-
fice of the company at Indianapolis,
Indiana,

Mr. Stokely also announced that
Edward G. Stokely had been elected
president of Stokely-Van Camp of
Canada, Ltd., a subsidiary of Stokely-
Van Camp, Inc, and that Alfred J.
Stokely had been clected a director and
vice president of that company.
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MAKE FAR BETTER NOODLES WITH

breaktast freh eggs

It takes select, breakfast-fresh eggs to
make fine quality noodles. That's why
Armour is 8o very careful of each egg
ll'ml goes into Cloverbloom Frozen Eggs.
You can see and taste the difference in
noodles of finer texture and better flavor,

Proof of Cloverbloom qualily

From the selection of breakfast-fresh egge
to the quick freezing of the finished prod.
uct—Armour guards the quality. Constant
scientific tests are made. Every trace of
shell and fibre is removed. Every batch
has a deep color, a low bacteria count
and fine flavor, Every batch has a solids
content of 45% or more.

For quality noodles, rich in color

"Make your next contract with Armour to
assure finest quality in your finished
product and to save time and labor,
Armour produces Cloverbloom frozen
whole eggs, whites, sugared and 43%
solids dark color yolks; spray-powdered
whole eggs, whites and yolks. Uniform

quality—no waste—ready to use wh
need them, L

ARMOUR Creameries

UNION STOCK YARDS .

CHICAQGO 9, ILLINOIS

by
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Following the February 24, 1947,
meeting in Pittsburgh, of all the man-
ufacturers of Western Pennsylvania,
New York and Maryland, sponsored by
Horace Gioia, Director of Region No.
3, a much larger meeting was held in
New York Cit{ on March 13, that not
only approved the action taken at
Pitisburgh but went several steps fur-
ther in an almost spontancous decision,
by manufacturers of fancy and odd-
shaped macaroni products, to reduce
the number of styles of those that are
considered impractical and uneconom-
ical, to limit the number of packages
to the bare necessities, and to act in
unison to eliminate the meaningless
Ttalian names of cerlain shapes, sub-

Luigi Abbunate
C. Ambrette

Sam Arena V. Aerna & Soms
Andrew Belfi Semolina Mrearoni Co.
Andrew Cardinale Cardinale Macaroni Co.
V., Carpentieri Casserino & Carpentieri
Erich Cohn A. Goodman & ]

R, Coneglio
. Co.
V. J. Cuneo La Premiata Macaroni

Corp.
G. D, DelRossi G. D.‘l)clRussi Co.
John B, Filippone National Macaroni

V. Giatti

Alfonso Gioia
Horace A. Gioia
Don Givler

B, R. Jacobs
Sidney A. Kurtz
Peter La Rosa
V. C. Lantona

Colonial Fusilli Mfg.

0. ;
Consolidated Macaroni
Mach. Corp.

Paramount Macaroni

g Co.
DeMartini Macaroni

0,
Alfonso Gioia & Sons
Gioia Macaroni_Co,
Grocery Store Products
Director of Research
Kurtz Bros., Inc.
V. La Rosa & Sons
Dante Macaroni M{g.
Co.
J. V. Lojacono Liberty Macaroni Mfg.
Frank Lazzaro, Dryers
Waorld Packing Co.
Refined Macaroni Co,
C. F. Mucller Co,
Prince Macaroni Mfg.

Frank Lazzaro
A. H. MacAlister
1. Marchese

. Fred Mueller
Joseph Pellegrino

. Piscitello

Quality Macaroni Co,
L.. Roncace

l’lg_!m!clphin Macaroni

0,
John Rezzolla Indiana Macaroni Co.

" Brooklyn, N. Y.

Alfred Rossi
Charles Rossotti

A, Sanacori
joseph Santoro
oseph Scarpaci
C. J. Travis

Sam Viviano, Jr.
James..J. Wilson
C, W.. Wolfe

Girard M. Zeller
John P. Zerega

Procino & Rossi Corp.
Rossotti Lithographing

o,
A, Sanicori & Sons
{us, Santono Co,

lay State Macaroni Co,

Keystone Macaroni
Mig. C

. Co.
Vimco Macaroni Prod-

ucls
Jacobs Cereal Products

al
Megs Macaroni Co,
David Kerr, Inc,

A. Zerega & Sons, Inc.

Also Robert A. Rodgers and J. W.
tions not reported.

stituting for them Americanized
names,

At the New York meeting, a spon-
soring committee was named to attend
a meeting of the Mid-Western manu-
facturers in Chicago to get their co-
operation and to urge similar action by
manufacturers in other parts of the
country as a matter of good business,
This commiltee consists of Peter La
Rosa of V. La Rosa & Sons, Brook-
lyn; Horace Gioia of Gioia Macaroni
Co. Rochester, N. Y., Sam Yiviano,
Jr. of Vimco Macaroni Produéys, Car-
negie, Penna., and Charles C. Ros-
sotti of Rossotti Lithographing Co.,
North Bergen, N, J.

Association Director Albert Rava-

Brooklyn, N. Y.

Brooklyn, N. Y, ruary 25,
Peter LaRosa
Joseph Giordano
o0s. A, Pedace

Norristown, Pa,
Georgiaville, R, 1.

Tiroo! l{n. N Y.
New Britain, Conn,
L. L City, N. Y

Sam Viviano, Jr.
N. J. Roth J

Connclisville, Pa. Hevimed Bugixs

Providence, R, 1.
Passaic, N. ).

Brooklyn, N, Y.

Rochester, N. Y.
Rochester, N. Y.
New York, N,
Washington, D, C,

Horace A, Giola®

Gioia Macaroni Co.
* Association Director and Presiding officer.
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Americanizing Names of Macaroni Styles

Eastern Manufacturers Recommend The Elimination of Impractical Fancy Shapes
to Reduce Manufacturing and Distribution Costs

rino of St. Louis was asked by the
commitiee to call and manage the Mid-
West meeting which was set for Fri-
day, April 16, 1947, at Hotel Conti-
nental, Chicago. A call to conference
was issued to all manufacturers and
Association members alike, and with-,
out obligation, by Secretary of the As-
sociation, M. J. Donna, A large at-
tendance is expected.

Among manufacturers and allieds
in attendance at the New York Meet-
ing March 13, 1947 at Hotel New
Yorker, according to the list submit-
ted by Director of Research B, R, Ja-
cobs who issued the call were the
following:

The following manufacturers in Region 3, attended the
meeting in the William Penn Hotel, Pittsburgh, Pa., Feb-

V. LaRosa & Sons, Inc. Brooklyn, N. Y.
V. LaRosa & Sons, Inc.  Brooklyn, N, ¥
| Bmc'kwa{ Macaroni Co. l!ruckwa*
Joseph J. Rezzolla Indiana , P
Salvatore Viviano Vimco Macaroni Prod. Carnegie, Pa.
Vimco Macaroni Prod. Carnegis, Pa.
Roth Noodle Co.
Bochm Noodle Co.
Charles C. Rossotti Rossotti Lithographing North Bergen, N, J.

'Iic. Pa.

facaroni Co. Indiana,

Pittsburgh, Pa.
Pitshu h: Pa,

Rochester, N. Y.

The manufacturers of Italian style macaroni products
in the central states who met with the Special Committee
from the East at Hotel Continental, Chicago, April 18,
1947, were in general accord with the program to elimi-

ﬁ:ﬁ, ﬁ;‘.,';"kp‘{'- nate cerlain odd shapes that are not economical or prac-
Buffalo, N. Y. tical,

Buffalo, N. Y.

North Bergen, N. |

Trenton, N, ).

Brooklyn, N. Y.

Lcrscy City, N. J.
owell, Mass,

They went on record in favoring the retention of a
few shapes that the eastern manufacturers had decided to
discontinue. It was agreed there that a special session
of the Convention next June be devoted to the discussion
of the question with the makers of Italian styles specially
urged to express their views,

Those in attendance at the Chicago mecting were:

Rochester, N. Y, .
Philadelphia, Pa. Albert Ravarino
Horace A. Gioia
Frank Viviano

Henry D. Rossi
Albert Rossi
Wi, Palazzola
Wm. Russo
Glenn G. Hoskins
Chas. C, Rossotti

Indiana, Pa.
Aubum, N, Y
North i]crgm, N. ]

Brooklyn, N. Y.
Brooklyn, N. Y.
Everett, Mass,
Lebanon, Pa.
Carnegie, Pa.

New York, N. Y.

Harry Walson

Charles Presto
Maurice Ryan
Harrisburg, Pa. C. L. Norris |
Baltimore, Md. Ernest Ravarino
Brooklyn, N. Y. .

Louis S. Vagnino

Slattery, conncc- Edwin_J. Sullivan
M. J. Donna
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Mound City Mac. Co.

St. Louis, Mo.
Gioia Mac. Co.

Rochester, N. Y.
St. Louis, Mo.

V. Viviano & Dros.
Mac. Co,

Peter Rossi & Sons
Peter Rossi & Sons
A. Palazrola & Co.
A. Russo & Co.
Hoskins Service
Rossotti Lithographing

o,
Rncsmtli Lithographing

0.

Roma Mac. Mfg. Co.
LQualit Mac, Co.
The Creamette Co.
Ravarino & Freschi,

Inc,
Faust Mac. Co.
NMMA Office
Secretary NMMA

Braidwood, 111
Draidwood, TIL.
Cincinnati, Ohio
Chicago, i,
Chicago, 1l

North Hergen, N. J.

Chicago, 111

Chicago, 11l

St, Puui, Minn,
Minneapolis, Minn,
St. Louis, Mo.

St, Louis, Mo.
Braidwood, 111
Braidwood, 'TIL
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WE INVITE YOU...

to visit us at our new offices

and to inspect this new and

most modern home of G.T.A. |

Amber Milling Division
of

Farmers Union Grain Terminal Association

New Offices Mills at '
1667 No. Snelling Ave. Rush City, Minn.
St. Paul, Minn.
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Isn‘t this a better way
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to meet competition?

EOD SALES ANALYSTS PREDICT more competition ahead for all
kinds of food products,

Hacaroni and noodle manufacturers, looking ahead, are devising ways
to meet this increased competition,

What better way to get housewives to reach for your product than to
{ give it extra “nutrition appeal”?

Many mothers today no longer buy just food. They want better nutri
i tion. They're looking for the word “enriched” on products they buy.

Today—you have the privilege of enriching your macaroni und noodle
products—of placing the word “enriched” on your package where all
can see it

And you can earich easily and simply. There's & product developed
especizlly for this purpose—Fleischmann's Fortified Yeast with Iron,

rrr——

For beich mixes, this product is supplied in a 1.4 b, package, sufficient
for a 140 Ib, batch.

For continuous mixes, it is supplied in bulk. It flows easily and lends
itself for use in metering machines which are available,

Fleischmann's Fortified Yeast with Iron enriches macaroni with the
vitamins: thiamine, ¥iboflavin, and niacin—and with iron—in amounts
specified in the government definitons and standards. This product
also contains vitamin D and the factors of the B-complex natural to
the yeast.

We will be glad to assist you in any problems you may have about
entiching macaroni and noodle products. Write to us in confidence.

STANDARD BRANDS INCORPORATED

:Bulk Pharmaceutical Department * 595 Modison Avenve *  New York 22, N. Y.




Your Publicity
WHAT DOES IT DO FOR YOU?

Richard S. Bond, Recipe Service Company

and Bond-Barclay Syndicate

Who am I, anyway? Every once in
a while you have probably read some-
thing about a man named “Bond” . a
“Betty Barclay Service” when our
friend Donna decided 1o write about
the publicity efforts of the Associa-
tion—or perhaps to mention me or my
services in a personal talk, But 1 have
really been that invisible partner of
the Macaroni Institute supporters with
a name that became more and more
familiar as the years passed, but with
a face and form yet to be seen.

Bricfly, I am a publicity man, spe-
cializing on food publicity. T have
been operating for almost a quarter of
a century, turning out recipe sheels,
food stories, mats and photographs for
co-operative associations, national ad-
vertising agencies, general advertisers
and even for other publicity organiza-
tions which might [:c called competi-
tors, But instead of sending my mats
in a careless manner 1o mat-using pa-
pers that may or may not use them, |
have developed my own syndicate
through which publicity goes out to
ncluu{’ subscribers who in most cases
send tear sheets proving the material
is being used. i

Away back in 1935, Mr. Donna tried
out a recipe on my monthly recipe
sheet, and a little later, a recipe on a
holiday mat. Tn 1939 1 sent out my
first two-column mat for him, entitled
“The Macaroni Family” . ., and from
that time on, we have held quite close-
ly to mat publicity which has brought
us in real returns.

But what does such publicity accom-
plish? Do women read it? If they
read it, do they try the recipes and thus
use macaroni, spaghetti or egg noodles
that they would not otherwise have
used? These are questions you should
ask yourselves as you spend money on
publicity mats,

No person can truthfully say that
he' can answer all questions of this
kind. Many things must be guessed at
or hoped ?nr. But 1 have learned a
great deal about the reading habits of
our ladies during the quarter of a cen-
tury 1 have been sending out food pub-
licity. I have learned that they are
more interested in the food columns of
newspapers and magazines than in any
other feature contained in the publi-
cation. Time after time polls have
been taken and in almost every in-
stance, the food page led the poll.

Severa) years ago I asked one of
my large subscribers to prepare an
editorial asking his readers whether
or not they wished him 1o continue his
food page. He was swamped with let-
ters from all over the country, with
not one negative vote, The women
actually clamored for a continuation
of this material,

Around the same time [ featured a
new garden flower that was a pet of
one of my clients—offering a free
package of seeds to anyone who would
write for it. The returns were sur-
yrising. One shopping paper with a
arge circulation—a paper that some
might regard as of little publicity value
—ran the story, Over seven thousand
of its readers wrote in for seeds—and
this was but a small pereentage of the
letters received as a result of this pub-
licity. This was not fowd, but it proves
conclusively that women read stories
that have to do with their home or
their garden,

It is such experiences as this that
make us feel food publicity is valu-
able. Women are constantly looking
for new recipes for new (fishcs for
their tables, 1f we ignore this demand,
editors will occasionally use recipes
calling for our product, but these re-
cipes may not be the kind we want to
have publiahcll. They may be good

publicity for us, or they may be bad. .

But if ‘we constantly furnish cditors
with macaroni, spaghetti and cgg
noodle recipes that have been tested
and found good, editors will naturally
use more of such recipes than they
have been using. Our percentage of
the total food recipes used will jump,
and the consumption of our product
will naturally increase. Furthermore,
these fested recipes cannot harm us.
They mast help the sale of our prod-
ucts,

That’s the story of what your pub-
licity does for you. You can make
that story a more enjoyable one if cach
and every one of you will see to it
that each good macaroni, spaghetli or
cgg noodle recipe that comes to your
attention, is passed on to your Sec-
retary so that he can forward it to me,
We want the best recipes we can gel.
Our editor friends know that our
stories and recipes are publicity, but
they are also wise cnough to know
that any story, featuring any recipe is
publicity, whether or not it comes
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Richard 8, Bond

from a publicity man. And they know
their women want recipes and it is
their duty to furnish them, The ones
they furnish must be so good that
their readers will have no complaint to
make, but will rely upon them to fur-
nish more and more recipes of this
type.

T have been syndicating food stories
and recipes for almost twelve years
for your Association—and 1 lave yet
1o recive the first complaint fron, vither
editor or woman reader regarding a
recipe calling for any macaroni prod-
uct. 1 hope I may be able to say this
again, if 1 am still your secret, but
not silent, partner when another twelve
years have passed. Send me good re-
cipes and T'll syndicate them to the
ladies.

Joins Heinz Company

Dr. H. H. Mottern, nationally
known food research chemist, has been
named director of research of H. J.
Heinz Company, it has been an-
nounced.

Dr. Mottern joined the Heinz re-
search staff in 1945 after 16 years of
food rescarch work with the United
States Department of Agriculture. He
was one of the pioncers in the devel-
opment of the processes of deacration
and flash pasteurization of citrus
juices, .

During World War 11, Dr. Mot-
tern's introduction of Apple Honey
proved to be a boon to cigarelte manu-
facturers who were hard pressed for
suitable humectants,

PLANT LUNCHROOMS

Industrial plants which provide lunch-
rooms on the premises find they reap two
important benefits: (1) reduction in per-
sonnel turmover, (2) easier recruiting
of new workers.—Pathfinder News Maga-
zine.
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CARTON SEALER MODEL A-3%01.19

#e OUTSTANDING FAVORITE o/ . MACARONI INDUSTRY

The overwhelming majority of manufacturers
of macaroni products use one or more CECO
Adjustable Carton Sealers. This versatile, port-
able machine is ideal for gealing macaroni car-
tons because it can be adjusied instantly for
any size carlon without tools, and by unskilled

help. A CECO Adjustable Carion Sealer will
produce beller-looking packages, small or large
quantities, at a saving in labor and upkeep that
will pay for its low initial cost in a year or less.
We can make delivery to mee! your most ur-
gent requirements. Send for details,

CONTAINER EQUIPMENT CORPORATION




It Is Less Hazardous to Haise Prices

Than to Cut Prices

* Since the termination of the war
more than a year ago most of us have
been subjected to a number of sur-
prises as well as disappointmeits in re-
gard to prices and business. Prices
were higher during the war, many
items were difficult and even impos-
sible to procure, and, as eyery reader
doubtless recalls, plans wefe made by
the government burcaus and by nearly
everybody else to do things "different-
ly" than after World War No. 1. In
general, the aims were: prices were
to be reduced; wages were to be in-
creased ; there was to be no inflation;
everybody would live happily together
in Willkie's One World; and so on. In
fact, this writer was so certain that
prices would be reduced that he wrote
an article on “The High Cost of Cut-
ting Prices.”” The article apparently
aroused considerable interest as the
writer has reccived some “fan mail”
concerning it,

But, we were fooled. Prices, have
increased instead of being reduced, and
now a great many of our executives
are wondering about the cost of rais-
ing prices in the event that velume
drops due to higher prices. The writ-
er has been asked, “How about it?l Is
it as hazardous to raise prices as it is
to reduce prices?"”

The answer is “No.! It is not as
hazardous to raise prices, initially, as
it is to cut prices, Of course the
writer is considering this from the
selfish viewpoint of the average busi-
nessman, and not from the patriotic
national viewpoint. Raising prices
«does assist in promoting inflation, and
as this writer sees it, labor is largely
responsible for the present skyrocket-
ing trend, aided by vote-seeking poli-
ticians. Executives and owners of
businesses are just about helpless be-
cause their combined vote doesn’t
amount to much when compared with
labor's vote.

But going back to the cost of rais-
ing prices, as was shown in the writ-
er's above-mentioned article:

Cut your price 5 per cent and you will have to
increase your volume 25 per cent.

Cut your price 10 per cent and you will have
to increase your volume 67 per cenl.

Cut your price 124 per cent and you will have

to increase your voulume 100 per cent

Cut your price 15 per cent and you will have
to inc.ease your volume 150 per cent.

Niimia i e 2
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Here Is Mathematical Proof

W. F. Schaphorst, M.E.

This table is based on a nor-
mal profit of 33%4 per cent. It looks
serious from the very beginning.
Some readers have dcclarcdc&m the
table is incorrect, but it isn't. Cut
your prices a mere 10 per cent and
you will have to increase your vol-
ume 67 per cent in order to “make
up” the loss due to price cutting, pro-
vided your profit is 33}4 per cent,

On “the other hand, now,. in the
event that you lose volume for one
reason or another 1o the extent of 10
per cent, and your profit is 30 per
cent, it is necessary merely to raise
your profit to 34 per cent on the re-
maining 90 per cent of volume in
order to make up for the loss in vol-
ume., That amdunt of increase would
scarcely be noticeable to your cus-
tomers. Here is a table that tells the
story, based on a normal profit of 30
per cent:

e milme lotn, 2610 e Sl Jea ol

Fc:i- a volume loss of 20 per cent, your profit,
based on cost, must be 40 per cent.

For a volume loss of 30 per cent, your profit,
based on cost, must be 49 per cent.

For a volume loss of 40 per cent, your profit
based on cost, must be 62 per :em.' ‘

For a volume loss of 50 per cent, your profit,
based on cost, must be B5 per cent.

For a volume loss of 60 per cemt, your profit,
based on cost, must be 136 per cent,

For a volume loss of 70 per cent, rofit
based on cost, must be 333 per :mt.m“r L !

The above increases in profits, as
will be noted, are not at all serious
in the carly stages of reduced volume,
Thus, as alreaﬁy pointed out, where

the reduced volume is 10 per cent,
you merely step the profit up from
30 per cent to 34 per cent, which isn't
much. If the reduced volume is even
20 per cent you step up the ‘profits
from 30[::1- cent to 40 per cent, which
isn't so bad either. But from there
on conditions become worse rather
rapidly. Thus if the volume is re-
duced 40 per cent you must more than
double your profits on you¥ costs, and
such an act would very likely be no-
ticeable to your customers and might
cause further falling off in volume.

In an effort to be of assistance so
that any reader can do his own com-
puting, here is a step-by-step method
that you can readily apply to'your own
business. It is quite possible that your
normal profit 1s not 30 per cent
Maybe it is 20 per cent, Maybe it is
50 per cent. Whatever it is, the meth-
od shown in the accompanying table is
applicable.

at's the method. The answer, as
in the table below, is 34 per cent. Now
try this one yourself in order to make
certain_ that you have leamed how to
apply the above “method:” If your
normal profit is 50 Ber cent and your
reduced volume is 20 per cent, what
must your profit be on the remainin
80 per cent of volume, based on cost
he answer is 72 per cent. Did you
et the answer? Next, if you worked
it out correctly, apply the method to
your own business and your own con-
ditions,

The Method ‘Q Problem

A—What was your profit before your volume was reduced? ekl gt

If it was 30 per cent, put it down as 030, ....eviinniss 0.30
B—Add 110 Avvvev siorssnanissssonnsossisssrassners yresse 14 30=130
C—What {s the reduction in volume? If it is 10 per cent,

put it down as 0.10....cuviiinins P A SV 0.10
D—Multiply B by C 130X .10=0.13
E—Subtract D from 1.... 1— 13=087
F—Divide Aby E.oovvviiirernoneissninrisnasieisniins veree Jo+ B7= .34
Eggs Are Eggs Cape Towners have only in their

Hostesses in Capetown, South Afri-
ca, have a simple solution for menu
problems. All they do is serve one
ostrich egg which provides a good meal
for twelve or more people, Restaurant
and hotel proprictors in view of Cape-
town’s acute shortage of hen's eggs are
likewise delighted with the economy in-
volved when they see the number of
omelettes that can be made with one
ostrich egg.
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present emergency taken to cating os-
trich eggs, but they have long been a
favorite with the African Bushmen and
the Hottentots. Can it be that these
primitive people are quicker to recog-
nize the large economy size than our
own advanced civilization? If this
should become a profitable commercial
venture, the ostrich will have moved
from the millinery store to the grocery.
.. . Belter Foods. '
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The Coming Boom in Association Advertising

Vincent 10, Clausen, Vice President in Charge of Merchandising

A great boom in association ad-
vertising has begun,

Every few days we hear of new
groups that are starting campaigns or
are planning to do so, Of course in
some cases these are a resumption of
campaigns that were sidetracked by
the war or by the depression. In
others, old campaigns are being re-
newed on a broader scale, A number of
the campaigns, however, that are get-
ting under way are by groups that
never did much of this sort of adver-
tising.

Of course it isn't anything new for
associations, institutes and councils to
advertise. Such groups have been ad-
verlising in increasing numbers for
many years. And the tremendous re-
sults that have been achieved by this
advertising are well known,

But many advertising men, and [
am among them, believe that associa-
tion advertising is only in its infancy.
There is so much educational work
which should be undertaken by bui-
ness, and which can be done econcm-
ically only through co-operative en-
deavor, that the association advertis-
ing movement is bound to grow enor-
mously in the years just ahead. Some
authorities even insist that every busi-
ness should participate in some kind
of a co-operative promotional cffort,
regardless of the advertising it may
be doing on its own hook,

3 Times for Promotion by Association

There are three fundamental busi-
ness conditions that call for co-opera-
tive advertising:

(1) When competition is coming
from outside the field, Very often the
severest and most-difficult-to-deal-with
competition does not come from com-
panies in the same line of business.
Rather it comes from the outside, from
people who are trying to horn in on
the older industry, with new products,
new processes, new  materials, new
vogues, new ideas or with newer and
supposedly  better ways of doing
things. In many lines, outside com-
petition is today the dominant compe-
tition, the competition against which
management is obliged to level its most
consummate sclling strategy.

No matter what kind of business you
are in, the chances are that thousands
of designers, inventors, scientists and

Excerpts from complete article that appeared
in Printer’s Ink, January 1947,

Hixson-0'Donnell Advertising, Inc.

product developers are burning the
midnight fluorescents, thinking up
ways to put you out of bhusiness,
Hundreds of well-equipped and well-
staffed laboratories are busily en-
gaged. in developing new products
which may render your product ob-
solete. It is almost a sure bet that
somewhere somebody is trying to re-
move the pillars from under your busi-
ness,

We discover this sort of competition
on every hand. At one time wood was
almost the only fuel, Then along came
coal and it soon had wood on the
ropes. Next another outside compet-
itor arrived in the person of fuel oil.
Now gas is the invader. DPresently
clectronic heat and other new types of
heaters will be sharing the fuel market,
The history of power is a record of the
rise of one new source of power after
another—wind, animal, water, steam,
hydzz slactric Diesel, et cetera. And
now comv: ict power and rocket power.

Similar illustrations could be re-
peated almost endlessly. In fact I have
a filing case drawer full of samples,
Oulsi(t- competition is the competi-
tion that most of us will have to deal
with from now on,

The best way for an industry to
cope with outside competition is to
join hands and to face it with a united
front. Tt cannot be defeated by ig-
noring it or by running away from it.
Invading competition calls for co-
operative action. It usually offers an
ideal opportunity for association ad-
verlising.

And when an industry does unite in
this way to face an intruder, it usually
finds that it is not only able to hold its
own bul in many cases to increase its
previous markel substantially. It has
opened up new uses for its products

and adopted more aggressive selling |

methods, Smarting under the attack
of the invader, the old industry fre-
quently modernizes itself, diversifies
its lines and adopts more forward-
looking policies,

We have learned that rarely does a
newcomer gobble up the entire mar-
ket of the old industry. At best it
gets only part of the old market. And
if the old industry is sufficiently alert
1o its opportunities, its business may
actually increase,

The function of co-operative ad-
vertising is to keep the function of the
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industry's products before the markets
and to sce that it gets its rightful
share of the business that is available
or that can be created.

(2) When a field is composed of a
large number of small producers. ' We
find this situation most frequently in
the farm field, among fruit and nut
growers, dairymen, et cetera,

The campaign of the California
Fruit Growers Exchange is the most
conspicuous example of this kind of
advertising. Also from all angles it
is one of the most successful co-
operative campaigns that has cver heen
conducted. In the first place it de-
monstrated that suceess in co-operative
advertising consists of doing many
things besides advertising. Most of
these things are of a merchandising
nature, The Exchange has accom-
plished wonders in getting the trade to
follow through on the advertising and
in developing an  effective, many-
pronged point-of-sale effort.

Also this campaign has shown con-
clusively that small producers can en-
gage in many activitics co-operatively
that they cannot cngage in single-
handed. “Such activities as research,
product improvement, utilization of
wasle, the development of by-products,
the introduction of better methods of
grading, packing, shipping, ct cetera,
The work of the Exchange has made
citrus products a major article of
diet. It has stretched a scasonal spe-
cialty into a through-the-calendar big
industry. Tt has changed the break-
fast habits of the nation.

It has shown that where the expen-
diture is adequate and is intelligently
directed, the business of the organ-
ization can be vastly expanded and the
cost of selling can be reduced to low
levels.

(3) The ever-increasing complexity
of advertising. Perhaps the main rea-
son why there is likely to he a large
increase, in the number of association
advertisérs is that the size of the ad-
vertising package is getting  bigger
every year. That is, the number of
things that an advertiser must do to
make his advertising effective, is grow-
ing all the time. His chief advertising
effort must be backed up and rein-
forced with an ever-mounting varicty
of supplementary helps,

(Continued on Poge 28)
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MERCK ENRICHMENT PRODUCTS

MERCK & CO,, Inc.

Manufactioring Chiemishs

New York, N. Y.«  Philadelphia, Pa.

Elkton, Va. + Los Angeles, Calif.

In Canoda; MERCK & CO., L1d,, Montreal

RAHWAY, N. J.

St Louis, Mo, «  Chicago, Ill,

Toronto

Valleyfield

b T g ey

AT YOUR SERVICE
TO MEET THE
OPPORTUNITY

OF ENRICHMENT

Merck & Co,, Tne., foremost in en-
richment progress from the very
heginning of this basic nutritional
advance, brings its technical skill
and varied experience in fol en-
richment 1o the service of the ma-
caroni and nowdle manufacturer.

Concurrent with the  estublish.
ment of new Federal Standuards of
Identity, Merck hus specifically de-
signed two enrichment products 1o
facilitate simple and economival en-
richment of your products:

(1) A spevially designed misture for
continuous production,

(2) Convenient, casy-to-use- walers
for hateh production,

Here are two enrichment products

planned to assist you in making a

preferred product, aceepted by nu-

tritional authorities and a vitamin-

conseious public,

The Merck Teclnical Swff and
Laboratories will be glad 10 help
you solve your individual enrich-
ment problems,

MERCK ENRICHMENT PRODUCTS

Maerck provides an eutstanding service for the

milling, baoking, cersal, and macaronl In-

dustries,

® Mearck Enrichment Ingredients (Thiamine,
Ribofavin, Niacin, lren)

® Marck Viiamin Mixtures for Flour Entichment

® Merck Brood Enrichmant Wafers

® Marck Vilamin Mixiures for Corn Producis
Enrichmant

® Merck Vitamin Mixtures and Wafers for
Macarenl Enrichment

N4 fﬁ’rmmn(y o
d‘arnt'{y and Reliabilily
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The Coming Boom in
Association Advertising
(Continued from Page 26)

Obviously the contents of each ad-
vertising package will not be the same.
Some advertisers will engage in more
of these supplementary efforts than
others, In nearly every case, though,
the number of these things an adver-
tiser should undertake will be more
than his appropriation can stand. As
a result Ins advertising  investment
may be s!m':ul too thin. He may do a
better job on some of them than on
others., However, unless he is for-
tunate and has a very big appropria-
tion, his advertising effort as a whale
is likely to be inadequate and spotty.

Here is where the association comes
in. Many of the advertising jobs that
its members can't cfficiently carry on
individually are turned over to it. This
relieves their advertising burden and
enables them to concentrate wore ef-
fectively on the tasks that they can
best do for themselves.

Educational promotion for
whole industry

Experience has demonstrated that
cducational work is one of the activi-
tics that chn be successfully assigned to
the association. In many fines of busi-
ness education of the market as to the
uses and advantages of the product, is
the primary purpose of advertising.
To do a proper educational job the in-
dividual advertiser may have to devote
a large part of his appropriation lo it
—and then he may have little left over
to plug his own products, Besides,
his educational promotion may help his
competitors as much as it helps him.

But where the educational work is
made an association function, the indi-
vidual can give more of his appropria-
tion to playing up his trademark and
to tying in his business with the gen-
eral campaign. And the association
can do a belter educational job. It can
oul more emphasis on it. It can make
its selling appeal less selfish.

Many big industries are composed
of a handful of large companies and
of a relatively large number of small
and medium-sized concerns. In such
cases even the large companics are
usually unable to stretch their sizable
appropriations over all of the promo-
tion that has to be done. And the
smaller concerns suffer because their
small appropriations don't allow them
to do more than go through the mo-
tions of promoting the sale of their
products.

Such industries offer an ideal situa-
tion for association advertising. The
big companies can turn over much of
their educational work to the associa-
tion campaign and thus be free to do a
better job in promoting their own
businesses. And the smaller concerns
are able to make their limited appro-

priations go further. They can con-
centrate, on the aclivitics that they feel
it is most necessary for them to do.
Besides they can have the benefit of
more attractive surplcmcn!ary aids and
merchandising helps which they could
not afford otherwise. Where an asso-
ciation campaign is adctLumely inte-
grated it provides an a

skillfully produced merchandising
helps for the use of all members,

Public relations Jor whole indusiry

There is another task which an as-
sociation can do better than an unor-
ganized industry, That is industry
public relations. Industry public rela-
tions include a number of things be-
side advertising and merchandising.
Important are its relations with gov-
ernment, and with legislative: bodies,
The small advertiser is badly handi-
capped in such relations; in fact so is
any individual company, no matter its
size, It is a job that can best be car-
ried on by an association.

Many associations have been highly
successful in conducting big “adver-
tising package” campaigns. But prob-
ably the most successful of them all
was the “Save the Surface" campaign,
which was sponsored for many years
by the National Paint, Varnish & Lac-
quer Industry. 1 believe it deserves
superlative rating, because it accom-
plished so much.

Here is a typical big industry, Tt is
mavde up of a few large manufacturers,
a score of medium-sized manufactur-
ers and many small manufacturers,
There was so much to do in an ad-
vertising way that few units in the
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industry were able to do anything like
a thorough job, The big adverlisers
devoted so much of their space to
selling paint that they didn't have
enough left to sell themselves, The
smaller concerns were not able to do
a maximum job either in sclling them-
selves or in selling their industry.

The national association’s campaign
drew all elements in the trade into the
campaign, including manufacturers,
distributors, salesmen, retailers, con-
tractors, et cetera. It took over the
educational work for the industry and
operated an effective program for both
the public and the industry, It left the
sponsors, both big and small, free to
push their owa brands and trade-
marks and to co-ordinate their enter-
wrises with the association’s campaign,

he net result of the campaign is that
it increased the industry’s sales by
hundreds of millions of dollars,

A summary

To sum up, I believe we are in for
a great increase in association adver-
tising, both in numbers of campaigns
and in the scope of their activities, I
believe this for three reasons:

(1) Because of the growth in out-
side competition,

(2) Because small producers and
small units in business can solve many
of their merchandising problems only
through united action,

(3) Because the number of activi-
ties in which an advertiser must en-
gage today is so large that some of
them can better be performed co-
operatively through an association cam-
paign, -

Brazil Macalroni
Industry Maligned

Serious objection . raised to the
conclusion reported by George P. Mar-
tin of H, L. Raclin & Sons, export
brokers of Chicago, who classed the
macaroni industry in Brazil, South
America, as a business “on a small un-
organized scale.”

A strong objection comes from the
managing partner of Masses Alimen-
ticias Aymore, Lid,, of Rio de Janeiro,
Brazil. 1t reads:

“M. J. Donna, Esq,,

Natianal Macaroni Manufacturers Associa-
tion,

"0, Box No. 1,

Braidwood, Illinois, U.S.A.

Dear Sir:

\We lhave read your ‘Secretary’s Message’
in the October number of the MAcAroNi
Journal and have noted the declaration
made by Mr. George P. Marlin regarding
the macaroni industry in this country.

Mr. Martin states that his ‘unqualified
observation of the business was that the
manufacture of macaroni products in Brazil
is on a small unorganized scale mainly by

individual restaurants, food shops and pas-
try peolpe.’

We can only reply that Mr. Martin could
not have made any enquiries at all re-
garding the macaroni industry in this coun-
l?l as his statement is the exact opposite
of the truth.

Our company has two very modern [ac-
tories, one in Rio and another in Delo
Horizonte in the State of Minas Geraes,
with a total capacity of about 300 tons of
macaroni, noodles, ctc, per week, and as
we have been operating here for about 24
years, Mr, Martin must have heard of our
existence had he made any inquiries at all.

Beyond ourselves there are mnn{ impor-
tant macaroni factories in practically every
big city in Drazil.

We therefore take strong exception to
Mr. Martin's remarks which are wholly un-
justified and incorrect,

Regarding his statements to the effect
that his [riends in Iirazil have recently been
asking him to supply them with macaroni,
we have to inform you that this is solely
due 1o the shortage of flour that has pre-
vailed in this cuunl?' during the current
year. Now that suppfies have improved the
macaroni factories are again increasing their
production which, except for the recent
temporary shorlage, has always been suffi-
cient for the needs of this market,

We trust that you will see that the er-
roneous information published in the Mac-
ARONI JOURNAL is corrected.”
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MEATLESS RECIPES

What do you serve on a mealless day? That, as
many housewives can tell you, is a question whose
answer is far more important to them than is the answer
1o the other currently popular query, favorite of countless
radio and juke box vocalists. “What do they do on a
rainy day in Rio?"

Ask any conscicntious home cook and she'll tell you
that on meatless days one of her main problems as
chief cook and meal planner is to think up enough
nutritious and appelizing meat substitute dishes to
keep her family properly and happily fed on such
days, as meat just isn't in the cards—the menu cards,
that is.

One of her best tried-and-true standbys, of course, is
one, or all, of the macaroni products, energy fot_)ds wl'_uch
can always be refied upon to provide the main ingredient
in a wide varicty of main dishes on a dinner or luncheon
menu.

Just as all the year round macaroni, 5pnghctli‘ and egg
noodles serve as a fine base when combined with meat,
fowl, cheese and other ingredients, so are they a best
bet when used with eggs, cheese, fish, vegetables and
other foods in the non-meat category. There is no end
to the culinary uses to which they can be put.

Whether you are or are not, for instance, one of those
fortunate housewives who own one of those _modem
time-savers, the pressure cooker, you'll delight in some
of the recipes which are prepared by one method as well
as the other and are equally good either way.

Take, for instance, the combination of egg noodles,
canned tomatoes and raw mixed vegetables, qupcd off
with cheese sauce and a hard-boiled egg, for which you'll
find the recipe below. Tt's a delicious one-dish meal cer-
tain to please the entire family. It's also a boon 1o the
housewife who, busy with Red Cross or nlhc_r human-
itarian or civic duties, can prepare it before leaving home,
then finish it up in a jiffy when she returns. It's a three-
minute job with the aid of a pressure cooker, and only a
little longer if prepared in the trusty old iron skillet:

Quick Noodle Supper Dish

1 tomatoes 4 c. mixed vegetables, diced
* :(t;p;%t‘m ;"/:( m:,:r)n (celery, carrots, onions amd
14 Ib. egg noodles Trrm pepper)
1 tsp. salt Jash of pepper

Hard cooked eggs and clieese sauce as desired.

Place the ingredients in a pressure cooker in the order listed,
Allow to cook under pressure for 3 minutes. Release steam and
serve at once, topped with wedges of hard cooked egg and cheese
sauce. Serves B (If pressure cooker is not available, cook in
heavy skillet with tight-fitting lid until vegetables and noodles
are tender.)

It's a matter of only a few minutes to turn out this
delightfully new and novel Tuna, Corn and Macaroni
fritter, which, served with broccoli or another vegetable
on the side, is a full-sized ncal:

Tuna-Com-Macaronl

1 small can flaked or grated 1 egg
tuna fish (drained) 2 10 4 tbs. flour
1 c. canned cream style com V5 tsp. salt
Dash of pepper
14 Ib. elbow macaroni cooked in boiling salted water until tender.
Jrain,

Combine the ingredients in order listed, using enough flour to
make the mixture hold together. Shape into patties and fry until
brown in shallow fat. Serve hot with or without a tomato sauce,
Serves 6 to B,

g o B W L TRV,
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Homemaker Magazine
Features Macaroni
Products as Meat
Stretchers

The Homemaker Magazine published
monthly by the Institute for Better
Cooking, and enjoying a wide circu-
lation among home economists, food
page editors, hotel and restaurant chefs
and housewives, carried a timely fea-
ture article on Macaroni Products as
Meat Siretchers, as a 2-page feature
in its March, 1947, issue, Its introduc-
tory slatement is that “A little meat
goes a long way served with spaghetti
and noodles.”

« The feature is illustrated by four
photographs  of  selected  recipes—
Spaghetti Goulash, Hamburger with
Spaghetti and Meat Sauce, Layered
ii;mghclli Casserole and  Baked” Lgg

oodles wih Chicken ala King—pho-
tos courtesy Nationa! Macaroni Insti-
tute,

“The night you have bought only
enough hamburger for two is always
the night those friends drop in just
at dinner time—and stay—and stay,
Well, just relax! What if the meat
shop is closed.  You cin stretch the
meat for all with those good old stand-
bys—macaroni, spaghetti and noodles,

“Warning: In your zeal to make the
meat go further, don't cook too much
spaghetti. Don’t forget that both maic-
aroni and spaghetti double their bulk
when cooked, while noodles increase
at least one fourth,”

Three Macaroni Products
as War Rations

Among the large number of war ra-
tions developed by the Quartermaster
Corps for feeding servicemen during
the war are three that contain maca-
roni products, namely: Ground meat
and Spaghetti, canned ; Meat Balls and
Spaghetti, canned, and  Meat  with
Noodles,

] Cmnhi.nc spaghetti, creole sauce and shrimp if you'd
like to give the family a main dish that's delightfully di-

ferent:

Spaghetill with Shrimp.Crecle Sauce

Vi Ib. spaghetti cooked in boil-
ing salted water nntil tender.

2 ¢, mixed diced vegetables
(carrots,  omnion,  celery,
mushrooms, green  pepper,
limento—use 3 or more)

Y hl. qrick melting  chicese,
cut in small pieces

Saute the mixed vegetables in the shortening. Add 2 or 3 ths.
waler and simmer until tender, Add this with the remaining in-
gredients 1o the white sauce. Cook in double boiler until favors
are blended and cheese is melted, Serve on mounds of the hot

freshly cooked spaghetti, Serves 6 to 8.
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Shrimp Creole Sauce
3 ths. hutter or shortening
Drain 2 ¢, shrimp (fresh cooked or
canned)
3 e, medinm white sauce
J b, sherry wine, i desived
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Fine for Fast Days

By BETTY

When meat {8 scarce, too expen-
slve for your pocketbook, or when
It 1s n meatless day in your home,
that's the time you worry, “What
to serve for a main-course dish?"
Is the question.

Meat Is a protein food, but other
foods are rich In proteln, too.
Macaroni, spaghettl and egg noodles
(The Energy Trlo) are aiwnys ex-
cellent substitutes. Fortunately,
these healthful foods blend wilh
fish, eggn, checse and vegetables so
that It I8 onsy to prepnre moups,
salads and even maln-course dishes
for meatlese days. You'll have
plenty of proteins, plenty of car-
bohydrates and plenty of minerals
and vitamins as well.

Try the following reclpes, They're
fine for fast days:

Butter-Cheese Egg Noodles
(This makes an excellent
accompaniment for flsh)

% Ib. egg noodles
3% Ib. cheese (grated)
14 cup butter
Add egg noodles to 1 quart ot

bolling salted water In top of a

BARCLAY

double boller. Cover and simmer
tl water hns cooked out. Add
butter, cheese and senson to taste,
Mix well,

Creamed Spaghettl

1% pound spaghettl

2 tablespoons shortening
1 pint milk

2 tablespoons flour

Boll spaghett! in 2 quarts of
salted water untll “chawey", —
not “mushy"”, Drain. Melt shorten:
ing In pan. Blend in the flour and
stic in milk while bringing it to a
boll. Seanson to taste and pour over
hot spaghett, Makes 4 liberal
portions.

Macaronl with Anchovies

% pound macaroni

1 small can anchovy flllets

2 tablespoons butter or olive ofl
Boll macaronl In snlted water

and draln, Hent contents of can of

anchovy flllets In butter and pour

over cooked and dralned macaronl.

Toss macaronl untll all strands

become flavored, Scason and serve

hot. Makes four Hberal portions.




Plague Presentation Promotes More Congenial

Relations With Durom Farmers

To encourage the production of
more quality durum wheat from which
the better grades of semolina are
milled, the National Macaroni Man-
ufacturers Association in a well-con-
ducted campaign of publicity and pro-
motion has made a standing offer of a
beautiful plaque for annual presenta-
tion to the prize exhibitor at the Du-
rum Show held each Fcbruary at
Langdon, the world’s durum center,

The plaque this year was presented
to Tom Ridley, a Langdon, North
Dakota, durum grower who exhibited
the best 1946 sample, by a special com-
mittee consisting of C. L. Norris of
the Creamette Co,,  Minncapolis,
Minn., and Maurice Ryan of the Qual-
ity Macaroni Co., Saint Paul, Minn,
Commenting of the beauty and time-
liness of the plaque, Victor Sturlaug-
son, president of the show says:

“In behalf of the Durum Show
Management, I wish to express our
sincere appreciation to Mr, C, L. Nor-
ris and Mr. Maurice Ryan for the fine
contribution these gentlemen made in-
cident to our program, for their pres-
ence and for all of the other splendid
help given us,

“We join Mr. Tom Ridley in being
very proud of the beautiful plaque

resented by the National Macaroni

Tanufacturers Association. The fine
co-operation given will foster a more
intimate and congenial relationship be-
tween the durum growers and your as-
sociation for the mutual benefit of all
concerned.”
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Increased Durum
Plantings
11 Per Cent More Acreage
by Early Estimate

A note of encouragement comes
from the durum wheat sections of
North Dakota. A bulletin from the
State Agricultural Department of the
State College, Fargo, North Dakota,
reports an anticipated acreage of 2,-
517,000 acres 1o Lc planted to durum
wheat as per planting intentions sur-
veyed. This is an increase of 11 per
cent over last year's acreage.

The bulletin notes that the seed is
not yet in the ground and that the an-
ticipated acrcage may be radically
changed by weather conditions between
the date of the survey and sceding
time, The increased interest among
wheat growers in_the natural durum-
growing parts of North Dakota is en-

couraging to the macaroni makers
who have made known their willing-
ness to pay premiums for good durum
wheat.

Liquid, Frozen, and
Dried Egg Production.
February, 1947

The quantity of fiquid egg produced
during  February totaled %S,(HQ,()O(}
pounds, compared with 72,680,000
pounds during Fcbruary last year.
Larger quantities were used for dry-
ing but the qu.ntities frozen and used
for immediate consumption were
smaller than last year.

Dried egg production during Febru-
ary totaled 12,749,000 pounﬁs. com-
pared with 8,362,000 pounds in Febru-
ary last year. Production consisted of
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11,704,000 pounds of whole egg, 151,-
000 pounds of dried albumen, and
894,000 pounds of dricd yolk. Pur-
chases of dried egg through March
14 for shipment to the Umted King-
dom totaled 29,157,000 pounds out of
a tolal commitment of 33,000,000
pounds. i
Frozen egg produced during Feb-
ruary totaled 34,323,000 pounds, com-
pared with 46,383,000 pounds during
February last year—a reduction of 20
per cent. Commitments to purchase
frozen egg by the Department of Agri-
culture through March 14 totaled 29,-
095,000 pounds, of which offers
amounting to 9,395,000 pounds have
been canceled. Storage holdings of

. frozen egg on March 1 totaled 73,-

508,000 pounds, compared with 117,
903,000 pounds a year ago, and 86,-
454,000 pounds for the 1942-46 aver-
age.
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FRIGID'S “Fresh from the
Nes_t" eggs are gathered in the
Spring months of the year and
dell:larad daily to the “Frigi-
deg” plants, which are located
in the heart of the “Grain Belt.”
Before packing, Frigidegs are
carefully candled and broken
by experts, and the packing
supervised by specialists in this
particular line of work, using
modem methods and special
equipment.

‘ Not only are the Frigid
"YOLKS" free from all fibrous
and membrous matter, but the
gkins from the yolks are also
removed, resulting in a perfect
homogeneous, uniform emulsi-
lis:ulion in our yolks, smoothly
binding all the ingredients to-
gether.

to the

on

Its 28th Anniversary

/=
sTRICTLY FRESH

U.5. PAT. OFF. o
AN A A I

LOOK FOR THIS TRADE-MARK

Frigid Food Products, Inc.

Extends Its "Greetings and Best Wishes”

MACARONI JOURNAL

The Essentials of Quality
EGG YOLKS

are:

. Purity
. Quality
. Uniformity

Cleanliness

Good Flavor

Low Bacterial Count
High in Nutritive Value
Free from Adulterations
Dark Color

FROZEN STRICTLY FRESH

“A QUALITY PRODUCT FOR A QUALITY PRODUCER"

' FRrIGID FOOD P

CLEVELAND

NEW YORK
554 W. 28th Street

DETROIT

RODUCT

INCORPOR
TOLEDO

A

ED

. . BATTLE CREEK
29 Bolivar Road 1599 E. Warren Ave. 335 Morris Sireel 681 W. Michigan Ave.a i

PIONEERS AND LEADERS IN THE FROZEN EGG INDUSTRY
Order your year's requirements now while the packing scason lusts.

L A contract nowe will insure a steady
supply of Spring-Fresh FRIGIDEGS throughout the year. e
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How to Keep Your Customers

What's the secret of keeping cus-
tomers?

In order to keep a customer, you've
got to keep him happy. And you can
Eo a long way toward keeping him

appy if you conduct the various func-
tions of your business strictly accord-
ing 1o the fundamentals of good pub-
lic relations.

Frequently these days, many busi-
nessmen are skilled in the technical as-
pects of their work. They are thor-
oughly familiar with the mechanics of
granting credit, accounting, providing
customer service, and so forth. But
when it comes to the matter of "hu-
man relations"—dealing with the cus-
tomer in such a way that he leaves
the establishment with a smile on his
face, then all too often Mr. Business-
man is a complete and miserable flop.

Why is this so? Because many of us
simply grew up in an age when all
that was thought necessary for suc-
cessful operation of a business was a
firm knowledge of its technical side.
Additionally, 5urin|.i the last few years
many business people have slippc(i' into
faulty public relations habits merely
because it was the casiest way, and be-
cause lack of competition permitted
them to get away with it

Increasing competition on nearly all
fronts is now rapidly putting an end

10 this situation where the business-

man can ignore the human relations
side of the picture, however. The per-
son who cxpects lo be i business
three, five, or ten years fron: now will
do well to give thought to the human
angle as well as the techrical. In
short, proper attention to the maiter of

ublic relations can go far toward
|:elping the businessman not only keep
his old customers but also attract new
ones.

What is the first rule of good public
relations? Driefly put, it's simply a
matter of looking at your business re-
lationships from the standpoint of the
customer. To illustrate let's show
how this particular “you” psychology
can be applied to the various func-
tions of your business:

Handling Complaint:  When a cus-
tomer comes in and voices a complaint
about your business, you can handle
the sitiation in two basic ways: You
can, for instance, look at the matter
strictly from your own point of view,
tell the customer he is wrong, and gen-
erally be rude, Or, by using the “pub-
lic relations approach,” you can at-
tempt to see how the customer fecls
about the matter—why he fecls he has
been wronged; and generally take a

Merrill Morris

sympathetic attitude toward the com-
plaint,

TFurthermore, one actually need not
cancede any more by using the second
approach than by using the first! Dut
by employing public relations psychol-
ogy, the businessman indicates he is
sorry the customer feels he has been
offended, and he (the businessman)
then attempts to make whatever
amends he can. In this way, any sug-

estions made to the customer will
all on sympathetic and co-operative
cars. But were the customer angered
(by the businessman's maintaining an
“1" antitude, instead of a “you" atti-
ude), then probably no suggestion—no
matter how fair or reasonable—would
meet with customer favor, [It's sim-
ply a matter of putting to work the
old adage: You can catch more flies
(customers) with a drop of honcy
(“you" approach) than with a gallon
of gall (*1" approach).

Making Collections: When a cus-
fomer owes you moncy, you can go
after him in two ways: You can tell
him to pay up or :Ise. Or you can po-
litely call the matter to his attention,
and explain that in order for you to
continue in business it is necessary

“that all accounts he paid up with rea-

sonable promptness.

By using the latter approach, you
not only attempt to see the picture from
the standpoint of the delinquent cus-
tomer, but you also try to gain his co-
operation by explaining your side of
the picture to him,

Since most delinquent customers are
not real deadbeats, but merely careless,
or a little bit “short” at the moment, or
do not fully realize why bills must be
paid on time, the “explanatory” ap-
proach to collections is a valuable one
to use from the public relations stand-
point. The majority of delinquent
customers are well worth retaining on
the customer list. Consequently, the
modern busincssman makes his collec-
tions all the while keeping “public re-
lations” in mind, and while maintain-
ing a strict “you” attitude,

Granting Credit: At the time a cus-
tomer opens a charge account with you
(either formally or informally), there
are certain factors to be borne in mind.

First, you want to be reasonably
sure you will be able to collect for any
obligations the customer ultimately
becomes responsible.  Secondly, you
want to handle the credit-granting sit-
uation in“such a way that the custom-
er's friendly attitude toward the store
is maintained. Since the former is a
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technical aspect of business which we
are not concerncd with here, here are
tips dealing strictly with the latter fac-
tor:

1. Avoid assuming a patronizing
attitude when granting credit.  Just
because a customer wanits to open a
charge account is no sign he should be
insulted.

2. 1f credit must be refused, don't
be content with a flat “you can't have
a charge account here!”” To give this
sort of answer makes the customer
feel like some low variety of worm,
and costs ‘you a business friend,
Rather, indicate indirectly and ftact-
fully 1o the applicant that at the pres-
ent time you are unable to extend cred-
it, but that if he would like to reapply
at some future time you would be glad
to reconsider his application.

3. For public relation's sake, cut
the red tape of credit granting to a
bare minimum. Business in the Unit-
od States is rapidly degenerating into
a hodge-podge of filling out forms.
Since you don't like to fill 'em out, it's
logical your customer doesn’t either.
For public relation’s sake, avoid any
unnecessary time-wasters,

4, If credit is to be granted, grant
it with a smile on your ;':lce. Make it
obvious to your customer that you're
rlad to have him on your charge list.

srant  eredit  cheerfully—or  don’t
grant it at all!

Customer Services:  Many  busi-
nesses maintain “customer _services”
which are ineffective. Why? Because
although technically these so-called
services may operate well, the human
angle has been entirely forgotten.
Examples of business services which
are operating satisfactorily from the
technical standpoint, but unsatisfac-
torily from the ‘“public relations”
standpoint, are: (1) The delivery
truck driver who curses other motor-
ists, (2) the customer washroom which
is dirty, ctc.

Advertising: Ways to conduct your
advertising from the “you” or public
relations standpoint include:

1. Running occasional “service to
the public” advertisements, Give John
public some information which he can
really put to good use, or which will
help him in some way.

£ Running advertisements  which
hold strictly to the truth, Constant at-
tention to this policy will tend to give
the public confidence in your concern,
Stand behind your advertising.

(Continued on Page 60)
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WALLACE & TIERNAN COMPANY, INC., AGENTS FOR

THE MACARONI JOURNAL

You'lL WANT TO TAKE ADVANTAGE

ADDED SALES APPEAL THAT ENRICHING IN ACCORD-

WITH THE NEW FEDERAL SYANDARDS OF IDENTITY

YOUR MACARONI AND NOODLE PRODUCTS. TO
HELP YOU INCORPORATE ENRICHMENT INTO YOUR PROCESS EASILY,

MAKERS
AND

TYPE 6 N-RICHMENT-A IS AVAILABLE IN
TWO CONVENIENT

EASILY-HANDLED

FORMS = QUICK-DISINTEGRATING,

SQUARE WAFERS FOR
BATCH MIXING AND A POWDERED PRE-MIX FOR CON-
TINUOUS PRESSES. BOTH FORMS ARE EASY TO USE, CON-
VENIENTLY ‘ B packaceD, ECONOMICAL, MANUFACTURED TO
EXACTING Tt

STANDARDS AND WHEN USED IN ACCORDANCE
WITH DIRECTIONS WILL ENRICH YOUR PRODUCTS TO THE MINIMUM FDA
REQUIREMENTS. YOU'LL FIND, TOO, THAT THE
STAFF OF N-A ENRICHMENT SPECIALISTS WITH THEIR
YEARS OF EXPERIENCE IN FLOUR AND CEREAL PRODUCT TREAT-
MENT ARE WILLING ASSISTANTS IN SOLVING YOUR TECHNICAL PROBLEMS
ON ENRICHMENT. IN ADDITION, N-A'S TECHNICIANS AND LABORATORY
FACILITIES ARE ALWAYS AVAILABLE TO WORK WITH
YOU AND YOUR OWN CONSULTANTS. WHY NOT CALL

OR WRITE TODAY FOR DETAILED INFOR-
MATION ON N-RICHMENT-A AND N-A'S FIELD SERVICE?

NATIONWIDE

- <
s

NOVADEI-AGENE i

BELLEVILLE 9, NEW JERSEY

~ fot unilorm ensichmenl




The Swiss Macaroni Industry

of Today

By H. Dots
Ilalang Macaroni Manufacturing Company
Muttenz {Basle)

In the Novemher, 1945, issue of
T Macakost Joursat an article
by A. Montag, 1shkon, was published,
concerning the Swiss Macaroni Indus-
try during the war period. It men-
tioned therein that_our industry was
working at about 25 per cent of the
prewar volume due to the introduc-
tion of our rationing system. The ar-
ticle deseribed furthermore how prices
of semoling went up 220 per cent as
compared Lo the prewar period, and
how fresh, frozen and dried-cgg allot-
ments were cut to 50 per cent. In
1943 we had 10 mix our semolina with
25 per cent soft wheat flour. In 1943
imports of all raw material were non-
existant so that year became the black-
est for our indusiry.  Since we were
not allowed 1o streteh our output with
artificial or replacement products, we
were not able to dodge the downward
trend of our volume of production.
You can therefore easily imagine what
hard times we had,

The hope for a better future, ex-
sressed at the end of this write-up,
s not come true as yel, nearly two
years after the enil of the war. I

H, Bots, Production Manager

Our cnterprise has a_daily e=tput
of 15,000 kilograms which ropresents
about 12 per cent of the total macaroni
sales in the whole country. At the
came time we have the biggest sales

Bird's Eye View of Delang Macaronl Manulacturing
Company's plant al Multens, Basle, Switzerland, the

maost modern in Switzerland.

the information we have in hand is
to be helieved, it does not look cither
as if the situation will be much better
within the next few months.  The
Swiss wheat imports are still very ir-
regular and far between. The ration
of macaroni per capita is actually not
more than 300 gr. a month, as com-
pared to 900 gr. before the war. At
the same time our bread ration re-
mains one of the smallest in Furape.

volume of all Swiss manufacturers in
macaroni products made with  cggs.
Consequently we also had the biggest
consumption of eggs before the war.
Unfortunately eges are still rationed
at present for our purpose.

Switzerland produces as a rule three
major qualities:

1. Superior quality (without eggs).

2. Simple egg products (normal
semolina plus dried-cggs).
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Edward Daland, President and General
anager.

3. Fresh egg products (special sem-
olina plus fresh eggs, actually replaced
I frozen egps).

The superior quality is manufac-
tured in certain products such as spa-
ghetti, macaroni and special forms like
rigatoni, as “Tipo Napoli,” ie, with
a specially chosen durum wheat, which
we can only get in very small quanti-
ties or not at all, at the present time,

Our firm was founded in 1850, de-
veloping from a bakery with a maca-
roni department  (manufacturing by
hand) 1o the big enterprise as it now
stands.  We used the war period 1o
change around our whole technical set-
up Dy maodernizing our machinery,
We installed new continuous automatic
presses.  This change did not take
place so much because our machines
were out of date, but more in order
o enable us to push our output to
the utmost limit, as well as to better
the quality of our products. At the
same time we were able to diminish
our overhead by deereasing our cost of
procuction this to such an extent that
the tendency of our co-operative so-
civties 1o start their own  factories
(trend already mentioned in the article
of Mr. Montag) can be checked.  We
are actually capable of surpassing all
advantages the co-operative societies
would have by starting on their own,

Our factory is situated in a big field
so that we are able to use fresh air
to dry our products. No other indus-
tries heing in the neighborhood, there
are no odors to disturb or ruin our
drying products.

Twenty years ago we used Lo export
quite a lot 1o the U. S. A, but your
prohibitive import duties put a very
cffective stop to that part of our busi-
ness.  We know that it will never
come back. However, we had hoped
that the Swiss Macaroni Industry
would be asked to participate in the
reconstruction in Europe after the

(Continued on Page 74)
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“WITHOUT A DOUBT

MULTIWALLS ARE THE
BEST CONTAINERS

FOR FLOUR"

.)r/y.i //. // J»f)/r//ﬂ e e ‘7}"(.;//' ////.

LIBERTY BAKING COMPANY, PITTSBURGH, PA.

M’upuﬁcd and prominent figure In the baking Industry, Mr, Watters has
long been an advocate of more sanltary bakery methods. In the following state-
; ment he tells why he calls multiwall paper bags the best containers for flour:

“Pee pul Multivwalls on trial in our
bakery for nearly a year, After eareful study,
I'm convineed they've without « doubt the
best all-around containers for flour,

“Here's why: Tnthe fivst place, Multi-
walls are by far the most sanitary eontainers
for the shipment of flowr, And they do away
with the unsaritary practice of reusing bags.

“Secondly, they eliminate the nui-
sance and exrpense of cleaning, baling and
shipping bags baek to the mills,

“Third, they help keep our bakery
clean by reducing flowr dust,

“Fourth, they deliver all the flour we
pay for. We wo longer find a lot of flowr on
the floor of iveoming box ears. Multiwalls
eliminate that toss,

“Lastly, we get a nice cash return by
selling used Multiwalls to wsed bog dealers.”

Mr. Watters' statement typilies the views
of a growing number of progressive hakers.

MULTIPLY PAGTECIION = MULTIPLY SALEARILITY

ST, REGIS SALES CORPORATION

(Sales Subsidiary of 31 Regis Paper Company]

NEW YORK 171 230 Park Ave. CHICAGO 1: 230 No. Michigan Ava.

BALTIMORE 2: 1925 O'Sullivan Bidg, SAN FRANCISCO 4; ) Montgomery 31,
ALLENTOWN, Pa: 202 Forr Bldg.

OFFICES IN ODTWER PRINCIPAL CITIES — IN CAMNADA

$T. REGIS PAPER CO. (CAWN.) LTD., MONTREAL « YANCOUVER
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A Big-Town Boy Makes Good

They come from the country, click
and presto!

But those who make good don't
always come from the country. Here's
an account of one who was born in
New York City who made good in a
big way. It's dynamic Alfred F. Ros-
sotti, head of the largest supplier of
labels and cartons to macaroni-spa-
ghetti-noodle makers everywhere, Ros-
sotti Lithographing Company, North
Bergen, N, |

1lis brother Charles (Charles C.

Rossolti), is better known 1o the mac-

aroni industry and this by agreement.
In everything connected with that in.
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dustry, be it entertainment or leader-
ship in activities aimed at improved
containers and hetter labels, Charles is
permitted to receive the full light of
day.

When it comes to activities in the
firm's line of business, Alfred grabs
the limelight and most deservedly so.
Here are some of the titles and honors
he has carned among lithographers:

Past President of the National Associa-
tion of Lithographers Club;

Past President of the Lithographers Club
of New York;

Director of the Lithographers Wational
Association;

Member Research Committee of Lithog-
raphers Technical Foundation;

Member Educational and Al]\'i.ﬂ)a) Com-
mittee, New York Trade School Commit-
tee. ..

all this in addition to being president
of his firm.
Recently he won for the first time

AR WIS ) sl P
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the Rossotti ‘Memorial Cup of Tiro a
Segno of N, Y. which has been in
ompetition for fourteen years in con-
junction with the live pigeon activi-
ties of the club—a cup offered by his

The Rossoiti twins, Arlene and Lorraine.
who are nearing seven. A brother. Ed-
ward, Is now a year old.

Mr, and Mrs. Alired F. Rossolti

firm in honor of his deceased father,
and which is shot for each year in
Pennsylvania, He won the cup by
killing 24 out of 25 birds.

He was recently presented with a
beautiful scroll by his fellow members
of the National Association of Photo-
Lithographers “in_appreciation of his
ontstanding contribution and guidance
rendered the members” of that organ-
ization.

Overproduction of
Food in 19477

Are there any prospects that there
will be an over-production of humian
foods in 194772 What can food can-
ners do in anticipation of what later
|lmy>hc the correct answer to the ques-
tion ?

What food canners will do in the
months ahead will decide how much
of theiv production they will sell? not
only i 1947 but in the years follow-
ing, Watson Rogers, Washington,
D. C., president of the National Food
Brokers Association, told the Canners'
League of California at its recent an-
nual meeting. Listing his suggestions
for a sound sales program he called
for a tremenduous drive to promote
the sales of canned goods as aggres-
sively as the present trade drives which
push fresh produ e and meats,

“It is agreed that in 1947 and the
years ahead people will continue to
cat, but that will not answer your ques-
tion of production. For nol only are
your products competing with each

8

other for the houswife's dollar, they
are now facing the competition in the
grocery store of food items never be-
fore sold there, That is why so many
food men are urging caution in regard
to the amount of the new pack. May-
be there is a danger of overproduc-
tion of food in 1947  and maybe there
isnot. Idonotknow. Dut I feel that
a good part of the answer lies with
you. From a long time point of view,
the problem of the 1947 pack is a tem-
yorary one, but the solution you adopt,
if soundly based, cannot only solve
the 1947 problem but also set a profit
pattern for the years ahead.

“Another basis for a successful year
is the quality of the foods canned.
This factor stands out above all others
in the minds of food men all over the
country. If f'uu are to maintain the
leadership achieved you must main-
tain your great canning reputation by
continually canning high quality mer-
chandise.” Your past performances are
being challcngoJ by the accomplish-
ments. The great majority of you
have already accepted that challenge

. and many more of you should.”

v
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CARAVETTA

Quality
FOODS

ww,,/

33-35 W. Kinzie St.

Both Prepared Especially for One of Man's Most Natural Food Combination—
SPAGHETTI, MACARONI or £EGG NOODLES

We also manufacture Ravioli packed in jars or cans with delicious sauce, or

CARAVETTA FOODS CO.

ENRICH
your
SPAGHETTI
DINNERS

Caravetta's Famous (E) Grated Cheese

Grated Komano Cheese Sharp ® Grated Parmesan Cheese Mild
Grated American Cheese

Caravetta Tasty (E) Spaghetti

with or without Mushrooms

with GRATED CHEESE and 3AUCE

in brine solution.

Write for Samples and Prices

Formerly Ehrat Cheese Company, Inc.
Chicago 10, lllincis




Three years after the turn of the
century, Felice Maldari founded the
nucleus of the Macaroni Die Makers

in the United States, uses the senior *

member of the successor firm in sub-
mitting the historical facts that fol-
low.

In a dark and dingy basement at 371
Broome Street, New York City, the
firm bearing the name of Felice Mal-
dari was born, With crude tools and
a hand-driven drill press, the founder
struggled with the problems presented
in the manufacture of copper dies.

Ralph Maldari

In 1905 Donato Maldari arrived in
the United States and joined his broth-
er. Together they arduously made
cul:pcr dies using what we now con-
sider primitive methods. Two years
later they were able to move to larger
quarters, which were quickly equipped
with a motor-driven drill press and
lathe,

With hand work thus supplemented
with machinery, the Maldari Brothers
heeded the cries of economy-minded
macaroni manufacturers and turned
their efforts towards finding a mate-
rial which would outwear copper.
Up to this time production output was
not of prime importance, for the in-
dustry was in its infancy, and com-
petition was negligible.  With more
and more macaroni plants springing
into existence, however, the spirit of
competition was fanned—naturally
resulting  in  increased  production,
With this a! -ent of increased produc-
tion, copper dies wore rapidly, and
repairs and replacements became in-
creasingly necessary. Thus, a deter-
mined search for a material to outlast

The Firm of Donato Maldari

copper subsequently ended with the
use of a bronze alloy,

Expansion again became necessary
in 1909, when two basements and a
small store were required. In 1910
Dominick Maldari joined the firm, and

Danlel Maldarl

under the guiding hand of the cldest
brother advancement was steady and
certain.  In the year 1913, with great
pride and Jignity, the name of Mal-
dari stood bold and clear over large
new quarters at 127 Baxter Street,
New lx’urk City., The three brothers
and their colleagues thus busied them-
selves making macaroni  dies—both
copper and bronze, for the popularity
of copper had not died.

After an absence of some twenty
rears from his native country, Felice
faldari longed to return to his boy-

hood surroundings—and thus the man
who really started from the bottom,
ardously Dbuilding the foundations for
a time-honored name, sailed to his
cherished land and retired from the
Macaroni Industry. .

In the year 1924, the now nationally
known name of I°. Maldari & Bros.
was incorporated, and two years later
the plant was moved to its present
site at 178-1B0 Grand Street, New
York City.

That same year Dominick Maldari
was forced to retire from the business
because of poor health, and the heavy
burden of responsibilities fell upon the
shoulders of the remaining brother—
Donato Maldari.

Realizing the futility of carrying
the firm under an incorporated name,
the followin 7 year, at a meeting of the
Board of Directors, F. l\lnﬁlnri &
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Donato Maldari

Bros., Inc., was sold to Donato Mal-
dari—and this individual proprictor-
ship now carries the name of Donato
Maldari.

The war years were truly trying
ones for Donato Maldari. With his
son, Ralph, serving with the Armed
Forces, full burden and all responsi-
bilities were again thrown on his
shoulders. With his innate desire to
serve the Macaroni Industry as he had
been doing throughout the years, war
work was repeatedly avoided because
it was his sincere belief that he was
in the very midst of war work making
and repairing macaroni  dies.  As
Government priorities clamped down,
it became increasingly difficult to ob-
tain necessary materials—and every is-
suc was bitterly contested with proper
authorities. With his entire produc-
tion facilities being used solely for the
Macaroni Industry, Mr. ~Maldari
took his fight to Washington, D. C,,
where he enlisted the aid of B. R.
Jacobs. The Priority Board subse-
qucmly classed the business as “essen-
tial,” with the ensuing result that top
priorities were designated for material
procurement, Thus Mr. Maldari won
his fight, and he continued through the
war years 10 utilize his production
facilities solely for macaroni die work.

In 1939 Ralph Maldari joined the
firm, but soon afterwards was forced
10 take a leave of absence to serve with
the Armed Forces. During his affilia-
tion with the United States Army Air
Corps he was stationed at various
points in the United States and subse-
quently in England with the Eighth

ir Force. He acted as an envoy of
good will, visiting the different maca-
roni manufacturers whenever the op-
portunity presented itself, A picture
of himself in Scottish kilts published in
Tue MacaroN1 JourNAL brought an
invitation from an English macaroni
concern—and also brought joy to the
heart of Editor Donna, for it proved

(Continned on Page 56)
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Consolidated Macaroni Machine Corp.

CONTINUOUS AUTOMATIC NOODLE DRYER
Model CAND

We illustrate herewith our latest model dryi i i
: ¢ ! rying unit, which has been especially designed
:ic:ulhe continuous, autgmahc drying of Noodles. We also make similar apparatus for lhe({:?m-
ous, automatic drying of Short Cut Macaroni. Full specifications and prices upon request.

In addition to the equipment shown on th i i i
Loyt Rl n these pages, we still build standard mixers,

IMPORTANT. We have a very choice selection of secondhand, rebuilt mixers, knead-

ers, hydraulic presses

156-166 Sixth Street

and other equipment to select from. We invite your inquiry.

BROOKLYN, N. Y., U. S. A. 159171 Seventh Sireet

Address All Communications to 158 Sixth Street

&
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Consolidated Macaroni Machine Corp.

CONTINUOUS PRESS FOR LONG AND SHORT CUT GOODS
Model DAFS

From Bin to Sticks without handling.

The Press shown above is our latest innovation. . It
is the only continuous press consisting of a single unit
that will produce both long or short goods,

It can be changed from a short to a long goods press,
or vice versa, in less than 15 minutes.

Built also without culting apparatus for producing
long goods only.

156-166 Sixth Street

A4 All C

This type of press is especially adapled for small
plants which have space for only one continuous press
that can produce both long and short cut products.

Produces a superior product of uniform quality, tex-
lure and appearance.

Fully qulomatic in every respecl,

BROOKLYN, N. Y., U. S. A. 159-171 Seventh Street

Ications to 158 Sixth Btree!
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Consolidated Macaroni Machine Corp.

CONTINUOUS AUTOMATIC PRESS FOR SHORT GOODS
Model DSCP

The machine illusirated above is our latest model
Continuous Automatic Press for the production of Short
Cut Goods of all types and sizes.

By making some improvements in this Press, we
have eliminated the delects which existed in our earlier
models.

The Short Cut Goods produced by this new model
are superior in every respect.

156-166 Sixth Street

This product is a revelation.
It is outstanding in quality, appearance and texture.

The mixture is uniform, producing that translucent
appearance throughout, which is so desirable in maca-
roni products,

Production—Over 1,000 pounds net of dried products
per hour.

Designed for 24-hour continuous operation.

BROOKLYN, N. Y., U. S. A. 159-171 Seventh Street

Address all communications to 158 Sixth Street
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Consolidated Macaroni Machine Corp.

LONG GOODS PRELIMINARY DRYER
Model PLC

The Dryer illustrated above is our latest innovation—an Automatic, Continuous Dryer for
the Preliminary Drying of Long Cut Macaroni, Spaghetti, etc.

All types and sizes of long cut goods can be preliminaried in this dryer. A retum or
sweat chamber is incorporated in and forms a part of the dryer.

Although it has been specifically designed to be used in conjunction with our Continuous,
Automatic Long Goods Macaroni Press, it can also be used in connection with the standard
hydraulic press where the product is spread by hand.

When used in combination with our Automatic Press, the only handling required is for
placing the sticks on the trucks preparatory to their being wheeled into the finishing dryer
rooms, after the product has passed through the preliminary dryer. No labor is necessary
for transferring the loaded sticks from the press to tho dryer as this is done automatically.

Practical and expedient. Fully automatic in all respects.

156-166 Sixth Street  BROOKLYN, N. Y., U. S. A. 159-171 Seventh Street
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Consolidated Macaroni Machine Corp.

GANGED NOODLE CUTTER
Model GNC

Double Calibrating Brake

HE machine shown above is our very latest

model noodle culter and has been specially
designed for plants requiring a very large produc-
tion. It has been designed to facilitate and expe-
dite the changing of the cuts with the least loss ol
time. All the culting rolls are mounted in a single
frame and the change of cuts can be made in-
stantaneously, All that is necessary to effect a
change is to depress the locking atlachment and
rolate the hand wheel, which will bring the proper
culting roll into culting position.

Any number of rolls, up to five, can be fur-

nished with this machine. This assortment will
take care of all requirements, but special sizes
can be lurnished, il desired.

It has a length culling knife and a conveyor belt
to carry the cut noodles to the collector for con-
veyance to the noodle dryer or to the irays.

All cutting rolls and paris which come in con-
tact with the do*gh are of stainless steel to pre-
vent rust or corrosion.

Machine is direct motor driven and motor and
drive are furnished with the same.

156-166 Sixth Street BROOKLYN, N. Y., U. S. A, 159171 Seventh Street

Write for Particulars and Prices




Sales Training Methods

Companies with relatively  small
sales organizations use individual
training methods (personal confer-
ences and field training) more exten-
sively than group training methods.
Conversely, the classifications made up
of companies with large sales organi-
zalions make very exlensive use of
group training  methods—company
sales schools, sales meelings, group
conferences, and conventions, There
are, however, many exceptions to this
general rule, A company with a small
sales organization, for example, may
use company sales schools because the
character ng the product demands in-
tensive training over an extended peri-
od. On the other hand, a company
employing a large sales force may use
field training because the sclling tech-
nique can be best presented that way.

Cerlain basic principles governing
the use of the various training meth-
ods are as follows:

1. Outside schools (meaning those
operated by an outside organization
or institution) are of little value in
sales training. 1 say this despite the
fact that 1 have had charge of the
business administration courses at one
of the midwest United States universi-
ties. Usually such outside schools of-
fer a very limited program, while their
offerings are very general in character,
Such schools should not be used as the
principal training method because they
cannot give adequate consideration to
pertinent facts bearing on_the com-
pany, its product and market,  Still
they can be used as a supplementary
training method when it is desired 1o
give the trainces a thorough grounding
in salesmanship principles. Occasion-
ally outside organizations are com-
missioned to prepare a training pro-
gram and conduct a sales school, In
such instances the outside school has
the characteristies of a company sales
school. It has advantages similar to
company sales schools and can be used
in practically the same manner and
under the same circumstances.

2. Correspondence courses should
never be used for initial sales train-
ing. The salesman should always have
a persomal connection with his com-
pany during the training period. This
personal connection generates enthusi-
asm for the company and appreciation
for its product. Nevertheless, cor-
respondence courses can be used very
effectively for supplementary and con-
tinuation sales traming.

By Ralph Barling Harshman

3. Conventions are not particularly
effective for sales training. 1f minute
and detailed training is necessary to do
a constructive selling job, and if the
training must continue over an extend-
ed perind to acquaint the salesman
thoroughly with the product and mar-
ket details, conventions should not be
used, The convention method should
be confined to instances where detailed
training is not vital, such as when the
training can be given quickly by for-
mal lectures, without the salesman
actively participating in them.

4. Sales mectings and group confer-
ences are always in order as sales
training program features, especially
when the salesmen can assemble either
daily or weekly, Generally speaking,
sales meetings and group conferences
should not be used for initial sales
training. The principle under which
they function presupposes that the
salesman have some knowledge of the
product and the market,

5. Personal conferences and  ficld
training usually go together in the
sales-lraining program. Of course they
may be and quite frequently are used
independently. When used together, the
sales procedure is presented and prac-
ticed “in the field,” and the “reasons
why'" and other pertinent facts are dis-
cussed during the personal conference,
Companies with relatively small sales
organizations usually employ these
methods, although they are applicable
to large companies if a sufficiently
large staff of field representatives is
available to contact the salesmen regu-
larly.

Field training can be used for both
initial and continuation sales training.
Personal conferences are best suited
for continuation sales training, since
conferences, as a rule, do not last long
cnough to give adequate initial sales
training. It is not advisable to use
field training for initial sales training
if the product is complicated or tech-
nical, and if, 100, a detailed knowl-
edge of what it will do for the buyer
must be absorbed before a constructive
selling job can be done. TIn such cases
it is :l(ivisnblc to give sales training
through other means, after which the
salesman can be trained in selling tech-
nique out “in the field.”

Sales Training Media

Definite rules can be established for
the use of each medium, as follows:

46

and Media

Sales Manuals: There are times
when it is not advisable to use sales
manuals. In the first place, sales man-
uals are usually costly publications.
In companies with f)usn than one
hundred salesmen, the sales manuals
should not be used unless they can be
produced less cxpensively than by
printing. Furthermore, snfes manuals
are obviously too expensive where
there is a constant change in text ma-
terial. The real value of a sales man-
ual lies in the fact that it is both per-
manent in character and conveniently
usable, If parts of the manual must
be changed too frequently, it loses its
permanency and cffectiveness as a
sales-training medium, The salesman
must know when he turns to the man-
ual that it contains the latest informa-
tion,

Letters: These, both personal and
general, have a definite place in any
sales training program. They have,
however, little value in initial sales
training unless the content of the let-
ters has not been incorporated in the
sales manual or some equally perma-
nent medium, Letters are exceedingly
valuable in continuation sales training
—personal letters for individual sales
problems, and general letters to ac-
quaint the sales organization with cur-
rent changes and developments in the
products and markets, When letters
are used for reference, they should
be adequately indexed and properly
filed.

Bulletins: These are a most valuable
asset to any sales-training program.
Companies with relatively small sales
orpanizations can use bulletins advan-
tageously if the cost of a sales manual
is not justified. Large firms can also
use bulletins as a supplement to other
training media until it is practicable
to incorporate the bulletin material
into the sales manual. The type of

roduct may be a factor in determin-
ing whether or not bulletins will be
used. 1f there are numcerous changes
and developments in the product, and
if market conditions change rapidly,
bulletins are useful to convey this
timely ‘information guickly to the sales
organization, For these reasons, bul-
letins are particularly useful in contin-
uation sales training.

House Organs: These are closely
related to bulletins and can be used
in a similar manner and under like
circumstances. As a rule, house or-
gans are more ambitious productions

(Continued on Page 48)
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When once you g‘aet Lt---
---%ou'ue QOt it!

In this matter of the seasoning and flavoring of your Maca-
roni products, when once you've hit on just the right taste
combir.ation that keeps customers coming back for more, you
can duplicate it accurately, day in and day out—IF YOU USE
STANGE CREAM OF SPICE SEASONINGS. Stange's rigid
laboratory control MEANS production control for you, and the
best example of how the Stange Control System works is in the
dehydrated soup mix business.

. Stange seasoned the first successfuly marketed dehydrated
soup, and today over 90% of the entire volume of these prod-
ucts contain Stange Cream of Spice Seasonings. This rigid
laboratory control means that every ounce of Cream of Spice
Seasoning always has the same amount of natural spice
flavoring power—it never varies.

Let the Stange stalf of flavor technicians help you with your
seasoning problems — whether for dehydrated, frozen or
canned products—they'll create a flavor blend for you that will
be tailor made for you and you alone. And when once you
get it, you've GOT it, for the Stange Control System repro-
duces it for you.

STANGE PRODUCTS:
Cream of Spice Seasonings
Peacock Brand Certified Food Colors
N.D.G.A. Anti-Oxidant

WM. J. STANGE GO.

2534 W. Monroe Street Chicago 12, lllinois
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Sales Training Methods should employ this medium. Even in - sales organizations. The -exception

(Continued from Page 46)

than bulletins and their scope more ex-
tensive,

Sales Literature: This is directed to
the sales organization, conveying spe-
cific sales information. In the majority
of cases the information carried by
this medium is prepared to supplement
previous information. Thus the use of
this medium, whether by small or large
firms, is practically limited to contin-
uation sales training.

Advertising Literature: This is not
unlike sales literature except that it is
directed 1o the ]'Arnspcctivc purchaser
rather than to the sales organization,
The subject matter contained in this
medium is not as detailed as it is in
sales literature, In advertising litera-
ture, the need for the product, “reason
why" appeals, and product features
are stressed in an outline form, Com-
plete details cannot be given in this
medium, Like sales literature, this
medium should also be used solely for
continuation sales training.

Demonstration  Sales  Portfolios:
These should be confined to cases
where the product is of such a charac-
ter that a standardized sales presenta-
tion of the need for the product, or of
the product itself, can be made, If
these product needs vary, there is no
Dlace in the sales-training programs for
a cales portfolio of the demonstration
type. On the other hand, if the sales
portfolio is made up of sales and -
vertising literature, then the use of
this medium would be the same as that
for sales and advertising literature.

Trade Papers: They can offer only
the most general I%‘pc of information
regarding the product or the market.
They have some value for continuation
sales training.

Charts: These can be used by all
classes of companies. Their best ap-
plication is in instructing  salesmen
through group meetings. Large groups
cannot get close to a product, If the
product is pictured n detail on a
chart, the groups can get practically
as much information concerning the
product as if they were making a
minute inspection of i, The use of
this medium also depends on the type
of product manufactured. 1f the prod-
uct lends itself to illustration and dia-
gram presentation, the medium can be
used with the greatest satisfaction,

Catalogues: The use of these as a
training medium is determined mainly
by the type of product made. As a
general rule, only those firms produc-
ing a large number or variety of prod-
ucts of a relatively simple character

such cases, they should be used only
to supplement other sales-training me-
dia,

Films: The size of the sales or-
ganization will determine the use of
these. Tilms are costly to produce, so
as a rule, they cannot be justified on
the grounds of expense for fairly small

prevails with films of a dual character,
when they can be used for both sales
presentations and sales training, The
value of films for sales training lies
in the fact that they introduce the
visual as well as the auditory sense
into the training process—and also be-
cause they put action into the sales
slory.

“I'imes” Pantry Roll

Macaroni-Spaghetti-Noodle  manu-
facturers throughout the country, but
expecially those whose brands are dis-
tributed in the Chicago trading area,
will be interested in the information
obtained from the Chicage Times Pan-
try Poll, No. 5, as of December, 1946.
It is a continuing panel study of gro-
cery brands in 401 homes, families that
are members of a permanent panel
of representative Chicagoans whose
homes are inventoried three times a
year.

The study employs a field crew of
approximately thirty workers, all of
whom are graduate students or seniors
in the Medill School of Journalism
at Northwestern University. Supervi-
sor of these Uni\'crsily students, some
of whom have participated in similar
market analyses for as long as four
years, is Charles L. Allen, Assistant
Dean and Director of Rescarch, Medill
School of ‘]ullrlmiism, Northwestern
University, Evanston, 1llinois.

The Chicago Times Pantry Poll “is
not a diary kept by the housewife, it
is not done by a mail questionnaire,
and it is not done by asking a house-
wife what brand of product she pre-
fers. It is, on the contrary, an actual
record of the brand of merchandise
found on the pantry shelves and in
all other places that are in or adjacent
to the kitchen or pantry. Interviewers
not only record the brands of products
stored in original containers but also
investigate cvery cannister and other
home containers in which grocery prod-
ucts may be kept, In the ease of home
containers, the housewife is asked to
identify the brand of merchandise.
She is never asked what brand she
likes best, but simply what brand is
actually stocked at the present time.”

Among the many significant market-
ing facts contained in the poll, the
following concerning macaroni prod-
ucts will be of interest to manufac-
turers and distributors of macaroni,
spaghetti and egg noodles, packaged or
canned :

Tirands

Packaged Al AR C&D
Products Families Families Families
% Stocking Any lrand...72 73 7
1 Fould’s ...... .28 2) 2
2 Cl 14 16 1
icC 13 4 1
16 8 8 9
5 wl ) 9
6 7 9 6
5 5 6
4 4 4
4 3
1 3 k]
1 2 3
] 2 2
1 2 2
14 Fi 1
1 2 2
16 | 1
17 1 2
18 G 1 1 0
19 ] 1 1
2 1 1 2
2 1 3
2 1 1
2 1 2
2 1 1
2 1 1
2 1 2
27 Seld 1 1 2
28 Streit ., | 1
OTHERS 6 Vol
Spaghetti Dinners
% S_'u:hlnT Any Drand 15 17 14
1 Krafv Diinner ... 7 8 7
Chef Boy-ar-dee . ] 7 5
3 Venice Maid .., 2 1 1
4 Il Monico . 1 1 1
5 Ifalian Dinner 1 1 1
OTHERS ] 1 1
Canred Spaghetti, Noodles
% Stocking Any Brand....17 20 4
1 Chel Hoy-Ar-ldee ...... L] R 5
2 Franco- American
Camphe . ] 9 2
i 4 5 3
C ] 2 3
. 2 3 1
3 3 1
1 2 0
| 2
Mein Nowdles ,....... 1 1 1
10 Encore e 1 2 1
OTHERS ....cvviieure ] 1 3

Packaged Spaghetti, Macaroni,
and Noodles

Explanation: Three separate per-
centages are shown for each brand of
a product, First—All Families—the
401 families visited that had a partic-
ular brand of a product in their homes
when the inventory was made; second
—A & B Familiecs—for 184 families
visited with estimated family incomes
of $3,000 or over; and third—C & D
Families—for 217 families visited
with incomes under $3,000,
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Do you have this

ITI QloHT BALANCE Wiry
HE

Yoy srpike 1

(Cellophane

Shows what It Protects—at Low Cost

RLE. 4. 5. PAT.OIE

BETTER THINOS FOR BETTER LIVINOG

++« THROUGH CHEMISTRY

BALANCE

in your package?

s a combination of important ad-
vantages that makes Du Pont Cellophane
the balanced packaging material. There’s
transparency for the sake of sales . . . mois-
tureproof protection for the sake of quality
—and for economy’s sake, low cost. Your

package needs this balance!

We hope the day will soon come when con-
verters and ourselves can meet all require-
ments for Cellophane. In the meantime, let "
us work with you on your future packaging
plans, E, 1. du Pont de Nemours & Co. (Inc.).
Cellophane Division, Wilmington 98, Del.
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The Quarter Century Club

Macaroni Firm Honors Twenty-Five
Year Employes

Nine employes of the Foulds Divi-
sion of Grocery Store 'roducts Co.
were honored March 3, 1947, and a
Juarter Century Club was organized.
The nine have been workers for the

compiny 25 years or more,

He mentioned the employe benefit
plans put into operation tfurmg the Tast
year or two and said that others are
1o follow, He congratulated the recip-
ients of the watches on their long
and faithful service and Mr, Maly said

Nine employes of the Foulds plant at Liberiyville were honored this week.
Each hos been with the company 25 years or more and was presented with a
gold wrist waich. Pictured above are: C. F, Greenwood, J. W. Flamank. Vene
C. Wheoeler, Mayme B. Rogan, John Suydam, C. . Carllon, John |. Jasger, Ed-
ward Schneider, C. |. Maly.

At noon several officers of the com-
pany came to Libertyville from New
York 1o present cach of the nine with
a Hamilion gold wrist watch. The
presentation was made at the large
plant in the presence of all other em-
ploves,

The nine and the years of service
are: Ldward Schoeider 35; John J.
Jacger, 3; C. F. Greenwood, J0;
Charles J. Maly, 29; Vene C. Wheeler,
26; John J. Suydam, 26; C. ]. Carlton,
25; Mayme B, Rogan, 25.

The presentations were made by
Jack Ross, president of Grocery Store
Products Sales Company, Inc., W. E,
Roys, vice president in charge of all
production, Charles J. Maly, vice pres-
ident of Grocery Store Products Sales
Company, Inc. and general manager
of Foulds Division. Each redipient of
a testimonial responded.

Mr. Ross pointed out that all offi-
cials of the sales company “‘graduated”
from the Foulds plant at Libertyville,

that within the next two or three years
there will be a dozen or more workers
who will be cligible for membership
in the Quarter Century Club,

Paul S. Cassarino
Honored

Newly elected State Representative,
Paul S, Cassarino, associated with
Cassarino and Carpentieri Macaroni
Company, New Britain, Conn,, was
feted by his business associates, per-
sonal friends and fellow legislators at
a testimonial dinner given in his honor
last month at “The Hedges" according
to a prominent article that appeared in
the hometown papers.

Responding to many speeches by his
friends, State Representative Cassa-
rino made his position known on two

P e g

Don Givler

Vice Presideni, Grocery Slore Products
Co. owner and operator of the Foulds
Plant at Libertyville, M.

Officers of the company who made the
presentation are W. E. Hoys, New York,
former president of the Libertyville grade
school board and vice president of Grocery
Products Sales Company, Inc., in charge of
all production, Jack Ross, New York, pres-
ident of the Grocery Store Producis Bales
Company. and C. ]. Maly, vice president of
Grocery Store Products Sales Company
and general manager of Foulds Division
in Libertyville,

hills being considered by the State
legislature. He was and is opposed to
the proposed state sales tax for the
simple reason that 80 per cent of his
constituents are working people and
“a sales tax would work too great a
hardship on them.” He strongly fa-
vored legislation that would give a cash
bonus to World War 11 Veterans,

Among the guests were two rep-
resentatives of A, L. Stanchfield, Inc.,
Clifford W, Kutz, sales manager and
Fred T, Whaley of Chicago.

5@k 4esresine 4 sers Pob b pens 00N, nlis atd

April, 1947 THE MACARONI JOURNAL

OUNCES o
POUNDS...

P '-.‘ e CARTONS or CASES
e 1 8 4 S | PAa Ck OMA r / c

FILLS, WEIGHS, SEALS
AUTOMATICALLY

Yuu get a wide range of package forming, filling,
weighing and sealing equipment from PACKOMATIC
—wealth of package and shipping case handling know-
how to save you time, labor, money.

If you have a packaging program up or contemplated,
ask for PACKOMATIC'S recommendations before you
commit yoursell,

Package filling equipment for units from ounce 10
pound weights—shipping case gluing and scaling equip-
Automotic lelevcoping Valumetili Hllu- Tll Weight E(Iio for filling “I"".In. AyliEmmage. of emeae{hees by I‘{\CK.().
tor patkaging emi and lree Nawing diy 1ound and rettongular melal, MATIC 10 help you speed your wares to market, For

produity poper and glows centainary more than a quarter of a century, PACKOMATIC has
been working with America's top Might enterprises, and
today sonie of the nation's best known product identities
are being efficiently and economically handled by PACK-
OMATIC equipment,

You will find personal PACKOMATIC counsel avail-
able 10 you without cost or obligntion through 14 stra-

Aviematic Cose Imprinter for m tegically located contact offices. Consult your classified

Avger PachersWalgher printing end or wide ponels (or both)

end nen.lree Nowing p! al paper shipping coies telephone directory for the office nearest you, or write

J. L. FERGUSON CO,, Jolicr, 1.

CKOMATIC

INERY
PACkaging MACH VU FeRGuSON 02

s NHew Yerk « Besten s Philadelphie » Boltimere
land o Danmver o San Fromciscs o Les Anm
Seattle » Partlend « Tamps o Dallas o Hew Orleans
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The President’s Conference on Fire
Prevention

Faced with an average annual toll
of 10,000 deaths from fire, together
with property loss which exceeded
$560,000,000 in 1946, President Tru-
man is sponsoring a nation-wide effort
to cope with the fire menace,

The President’s Conference on Fire
Prevention is now past the formative
stage and a volunteer staff is at work
Iire wring for the meeting, which will
b held May 6-8 in the Departmental
Auditorium in Washington,

Representative  of _municipal and
State governments, Federal agencies,
and of non-official organizations with a
basic interest in fire prevention have
been organized into a co-ordinating
committee to draft an agenda for the
Conference and to appoint committees
which will prepare recommendations
1o be submitted to the Conference as a
whole.

Especially because of his past ex-
perience as Chairman of the Presi-
dent’s Highway Safety Conference,
held last May, President Truman has
appointed Major General Philip n.
Fleming, Federal Works Administra-
tor and Administrator 6f the Office of
Temporary Controls, to be General
Chairman of the fire prevention con-
ference, W, E. Reynolds, Commis-
sioner of Public Buildings, Federal
Works Agency, has been named Chair-
man of the Co-ordinating Committee,
and A. Bruce Biclaski, assistant gen-
eral manager of the National Board of
Fire Uml:.'r\\'ritcrs, has been named
Executive Director.

“The action program adopted at the
President’'s Highway Safety Confer-
ence is Dbeing increasingly applied
throughout  the country,” General
Fleming said, “and the ratio of traffic
fatalities to miles driven has been
preatly reduced. T am confident the
same sort of concerted effort will dras-
tically reduce fires, which, during the
last cfcc:ntlc, have resulted in an average
of 10,000 deaths a year,

“The fire toll has been rising since
1934, and 1946 was the most destruc-
live year in our recent history with a
property loss of $561,487,000, This
was 23 per cent greater than in 1945,
December, 1946, showed the heaviest
fire loss for any single month in the
last 16 years, $58,094,000. This un-
necessary, appalling waste of lives and
property can be reduced by an all-out
mation-wide cffort.

“The Highway Safety Conference
found that education, enforcement and
engineering are the keys to highway
safety. 1 believe these “three E's”
also are the keys to fire prevention.
We need  widespread  education in

methods of fire prevention and control,
more adequate laws and their rigid
enforcement, and better engineering to
make buildings fire resistant.”

A staff under Commissioner Reyn-
olds' direction, with offices in the
Federal Works Agency Building, will
handle details relating to the Con-
ference, Invitations will be sent to
governors, mayors and city managers,
State fire marshals and municipal fire
chicfs, and law-enforcement officials,
and to representatives of non-official
organizations working in the fire pre-
vention field,
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Commitices will be appointed to
make advance studies of special as-

ects of the fire prevention problem,
including enforcement, law revision,
building codes, inspection, firefighting
services, education and publicity, and
to draft recommendations for the Con-
ference, General Fleming said.

More than 2,000 delegates are ex-
pected to attend the Conference, rep-
resenting Federal departments, State,
county and municipal governments and
business and civic organizations with
a basic interest in the fire prevention
problem,

The Conference will be in session
for three days during which, it is
hoped, a co-ordinated program will be
formulated that will revitalize the na-
tional cffort to reduce death and fi-
nanciz! loss from fire,

Handy Heat Sealer

Practical home and shop packaging
moved within easier range of all as the
Dobeckmun  Company,  Cleveland,
Ohio, introduced an inexpensive in-
stant hand-heat sealer, especially de-
signed for use with heat-sealing films,
foils and papers. With the addition of
this new appliance to the Dobeckmun
line of heat-sealing bags, wraps and
roll stock . . . they are in a position
1o offer a complete packaging service
to home and commercial users,

The new heat sealer weighs only 14
ounces and is held easily in the palm
of the hand. Made of brown moulded
plastic, it may be plugged into any
convenient light socket for continuous
operation after five minutes’ heating
time, An automatic temperature con-
trol with built-in thermostat holds the
heat at approximately 260 degrees
while connected to the outlet . . . re-
quiring only 150 watts to operate,
which is less than the demands of a
strong reading lamp.

The time required to seal the numer-
ous heat-sealing  package materials
varies  slightly. ¢ 260 degrees
temperature  which the scaler main-
tains is sufficient to seal all of the, bet-
ter-known materials . , . variance be-
ing controlled by the length of time the
jaws are allowed to dwell on the clo-
sure. Pliofilm, for instance, requires
less time than cellophane by a fraction
of a second . while heat-scaling
aluminum foil will take two or three
times the “dwell” for a tight closure.
A tough heat-resistant, white plastic
cover on the cast-aluminum  sealing
jaws prevents gumming and sticking
for greater scaling efficiency. The
sealer is approved hy the Underwrit-
er's Laboratory . . . retails for $7.95
and carries a one-year guarantee,

Yackages of Cellophane, Pliofilm,

Polythene and other types of heat-
scaling fNexible materials are easily
formed by sealing the opening. Any
shape or contour of scaled package
may be formed from roll stock. The

resull is a package impervious to the
penctration of air, water, dust, mois-
ture, moths and other injurious mat-
ter. Films especially recommended for
use in connection with the heat sealer
are DuPont's cellophane; types MST,
MSAT and MSAC . . . Sylvania’s
types TBS and PMBS cellophane . . .
Goodyear's  Pliofilm . . . Polythene
sheeting and other types of recom-
mended  heat-sealing films, foils and
papers.

Food preservation through use of
this quick sealer promises 1o benefit
greatly because of the tight closure
formed by the scaling jaws weldirg
the film from both sides at the same
time for an absolute seal to prevent
excessive dehydration and the infiltra-
tion of contamination from without,

OYSTERS FROM JAPAN

A million baby oysters will be imported
from [ln an by Pacific oysler growers to
re-sect s from DBritish Columbia to
Coos Bay. Pacific coast beds suffered last
summer from low temperature water.—
Pathfinder News Magazine,
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ongratulations. Jo
The Macaroni Journal

on your

Twenty-Eighth  Anniversary
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MILLERS OF DISTINCTIVE DURUM SEMOLINAS

Offices Mills
500 Com Exchange Bldg.
Minneapolis. Minn.

Minneapolis,

Minn.
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A Shining Example of Packaging
Efficiency

Made Possible by a St. Regis Packaging System

This case history reports the ex-
perience of a relatively small manu-
facturer, operating under restricted
production schedules caused by a se-
rious shortage of materials. Even with
comparatively small output, this manu-
facturer achieved outstanding savings
with the 100-1S St Regis Packer and
multiwall paper valve bags showing
that small manufacturers as well as
large oncs can benefit by the multiple
advantages of this fast, modern, eco-
nomical packaging system.

Founded in 1863, the Stevens Soap
Corporation of Brooklyn, N. Y., is
an old established firm guided by
progressive, modern ideas.  Evidence
of this fact is found in the company's
adoption of a modern St, Regis ack-
aging System for its product—"Pride
of the Kitchen" soap powder. Stevens
not only manufactures the packaged

wder, but also the basic soap. In
its waterfront plant, the company
treats the mixed vegetable oils or cot-
ton seed oils thoroughly to insure
purity. Then, by mixing with a cau-
stic, the oils are saponificd. From this
solid state, the soap is transformed
into soap powder, which is sold
through jobbers as a general cleansing
agent for use in restaurants, hotels,
and laundries, It is also used as an
ingredient in abrasive cleaners.

The Old Way...

Formerly, Stevens packed its soap
powder in 100-Ib. drums, but there
were so many difficulties that a new
packaging method had to e found.
One problem was that the cost of
drums had been moenting  steadily,
causing numerous complaints  from
customers, Secondly, shortages of la-
bor held back production since the
drums had to be filled and closed man-
vally. A third difficulty was the ex-
cessive amount of slorage space re-
quired for both full and empty drums
—always a problem in small plants.

.« » Gives Way lo the New

To overcome these problems Stev-
ens installed a St. Regis 100-LS pack-
er in 1944 and adopted multiwall pajer
valve bags. The immediate results
were reduced costs, increased output
with minimum labor, and valuable sav-
ings in storage space.

8190 Savings in Containcr Costs—
Container costs were slashed from
$14.00 1o $2.60 per ton with multiwall
paper valve bags.

Savings in Labor—All packaging
and loading is now handled by a three-
man-crew instead of a five-man crew
as formerly required. Morcover, with
casy-to-handle 1Tulliwalls, this reduced
crew loads 50% more material in a
given time,

Packaging Costs Drop—The savings
in container and labor costs resulted
in a total reduction of BO% in pack-

*aging expenses.

Output up 1405 —One man operat-
ing the St. Regis 100-LS packer fills
sixty 100-1b. multiwall bags, or 6,000
1bs. per hour, compared to the previ-
ous output of 2,500 Ibs, per hour in
drums.

Savings in Space—Another impor-
tant gain reported by the firm was the
saving in storage space. One hundred
empty multiwall bags take about 4
cubic feet of space, and filled Multi-
walls use 20% less space than drums.
This saving has proved valuable for
truck and rail shipments, too, since
Multiwalls permit more compact load-
ing in the same amount of space,

Elimination of Dusi—A further ad-
vantage was revealed when the St
Regis system eliminated dust from the
packaging operation.

But these six advantages are not all.
Officials of the company reported that
unloading of a shipment of empty
drums always slowed down production
schedules . . . but compact, empty
Multiwalis were quickly unloaded.

Enjoyed South
American Tour

Evans J. Thomas, manager of the
Durum Division of North Dakota
Mill and Elevator with offices in Chi-
cago is back from a two months’ tour
of South America. He was accompa-
niced by his wife, on what he terms a
combination business and pleasure trip,

Commenting en the trip, Mr. Thom-
as says: “The trip became advisable
after Mrs. Thomas and 1 were in the
wreek of the Golden Triangle, Penn-
sylvania Railroad's fast train between
Pittsburgh and Chicago on the night
of December 12 in which 20 people
were killed and about a hundred in-
jured. We felt that a restful boat
ride through the Southern Hemisphere
would be the best kind of nerve quicter,

R L AN G Ly Com . A MU i Ay -y,
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“We sailed from New Orleans on
January 24 aboard the S§ Del Norte,
which is a new luxury liner that was
making its second voyage to South
America. Going down we stopped at
Martinique, French West Indies; Rio
de Janeiro, Santos and Sio Paulo,
Brazil; Montevideo, Uruguay, and in
Buenos Aires, Argentine,

“We were in Buenos Aires ten days,
at Rio de Janeiro three days and one
day each in the other ports. The total
trip was 48 days, and we arrived in
New Orleans, the home port, late
March 13,

“Most of the South American cities,
particularly Rio de Janeiro, Siio Paulo,
Montevideo, and DBuenos Aires are
beautiful to sce, hav' g mostly modern
architecture and being sea coast cities,
which makes them good resorts for
salt water bathing, and for relaxation,
This being their summertime and Car-
nival season, similar to the Mardi
Gras in New Orleans, made it most en-
joyable for all of the passengers.”

Elected to Board

S panaldad

Eugene Hulshizer

FEugene Hulshizer, Secretary and
Account Executive of Duane Jones
Company, Inc, has been  clected
a Director of C. F. Mucller Company,
Manufacturers of Macaroni Products.

MODERN KITCHEN FAVORITE ROOM

It never was hard to lure most people
to the kitchen for snacks and chats. But
with one of the new sets of kitchen tables
and chairs bheckoning the family, this room
triumphs over any of the others.

Kitchen sets are living up 1o a super-
slickness set by new refrigerators, stoves
aml  sinks, Tfll’)‘ do it with neat lines,
gleaming trim and practical surfaces that
even the most carelsss housewife won't
damage.—Pathfinder News Magasine.
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America Largest Macaroni Die Makers Since 1903 —With Management Continuously Hetained in Same Family

Successor o
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Hamburger Spaghetti

Model Food Plant Produces Glorified Hamburgers in Cans X

A Modern Hamburger Plant
Claridge's Food Plani Is “Tomorrow's Structure™ Come True

The home preparation of the fa-
mous Spaghetti with Hamburgers is
made casier for millions of American
homemakers by the innovation of the
Claridge Food Company, Flushing,
Long Island, New York, which recent-
ly completed the building of the two
ultra-modern plants pictured above,
All that the busy housewife need now
do is to prepare her favorite brand
of spaghetti or egg noadles according
to the directions on the package and
add a can of prepared hamburgers to
set before the hungry members of
the household what is considered to be
the ideal meat and wheat meal.

Recopnized  for  farsightedness in
having originated the idea of putting
hamburgers in the class of gastronom-
ic delights and packaging them, al-
ready cooked, in cans, the firm has
now acquired pioneering status in the
ficld of specialized plant operation,
The unique buildings have an exterior
of stainless steel with walls of glass-
tile. which permit all f.oors to be flood-
ed with daylight without the more
powerful rays of the sun being ad-
mitted.

It was with the aim of giving va-
riety to canned rations that the gov-
ernment commissioned Claridge to
give the boys a “taste of home" by put-
ting up the popular hamburger in such
a way that it would reach the froms
with the familiar flavor intact and be
ready to heat and cat. A period of ex-
haustive research and experiment was
rewarded with success, The resulting
canned product met with such great
enthusiasm, as scores of overseas let-
ters atlested, that it was decided to
continue production for the home after

the war., The recipe was adjusted and
improved for family appeal and the
present product is described as being
made from carefully chosen cuts of
100 per cent beef, with each hamburg-
er being big, plump and juicy and
broiled to epicurian standards. The
sauce in which they are packed is a
private recipe and is considered an
achievement in the culinary art of
France, where it originated. Served
with spaghetti, um! um!

Firm of Donato Maldari
{Continued from Page 40)

that his MAcaroxT JorrNAL was wide-
1]{ read in all parts of the world.

alph returned in November, 1945, to
again take up his duties with the firm,
and is now busily engaged acquiring a
fundamental knowledge of production
of macaroni dies.

In February, 1946, C. Daniel Mal-
dari became affiliated with the firm—
thus making the family union com-
]1Iele. Dan graduated from the Col-
ege of Engineering at New York Uni-
versity as an Industrial Engineer, and
was working on his Master's Degree
when the world conflict broke. Dur-
ing the period of hostilities he left
school nd accepted an appointment
by the United States Army Ordnance
Department as a production engineer
—with the specific task of bolstering
production output, trouble shooting,
and setting up inspection lines at indus-
trial J')Iants within the jurisdiction of
the New York Ordnance District, He
subsequently became affiliated with the
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United States Army Air Corps as an
Engincering Officer, and was instru-
mental in setting up a Production Con-
trol System within First Air Force
while stationed at the Richmond Army
Air Base,

After his release from the Army,
Dan joined his father and brother, and
is now busily engaged in learning the
business,

In keeping with the modern trend,
plans for modernization of plant and
roduction facilities were drawn up.

Vith the greatest boom in its history,
the rmduclirm facilities very hc:n'iey
overburdened, such a task presented a
Herculean problem. To shut down
for a period of time was impossible,
for the Macaroni Industry, being in
the midst of an unprecedented boom,
was in dire need of dies. Thus mod-
ernization became secondary to produc-
tion output. Despite this decision, im-
rovements become evident dnily. and
it is anticipated that modernization of
equipment will be completed in the not
too distant future with no stoppage of
work,

Modernization throughout the Mac-
aroni Industry, being supplemented
largely by new automatic presses de-
signed specifically for mass production
output around the clock, again brought
up the old problem of wear and re-
pairs on dics. Thus, as copper was
supplemented by bronze, so now is
bronze being supplemented by stain-
less steel, Rescarch in the field of
stainless steel goes on unceasingly, and
improvements in material, tooling, and
yroduction methods are constantly be-
ing exploited.

Thus, as time continues its unwaver-
ing onward march, the name of Mal-
dari holds a time-honored place in the
Macaroni Industry. Through the un-
faltering efforts of Donato Maldari,
the firm has acquired an enviable dis-
tinctive name built soldily on honor,
integrity, and good will,

McCall's Appoints New
Food Editor

The appointment of Miss Helen
McCully as Food Editor of McCall's
Magazine has been announced by Otis
Wicse, Editor-in-Chief of the publica-
tion. Miss McCully has been for the
past several years food copywriter
with Kenyon & Eckhardt on Wesson
Qil, Snowdrift, Knox Gelatine, R. B.
Davis Company, Cocomalt, Borden's
Instant Coffee accounts, Previous to
that she was with Federal Advertising
working on Durkee’s products and
Rockwood Chocolate. At one time,
Miss McCully was assistant to Alieda
Van Wesep, (ﬂreclor of advertising and
publicity for Lord & Taylor.

Associated with Miss McCully in
the food department of McCall's is
Miss Mildred Inwood and a staff of
graduat:: home economists.
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"Safety Kink" for
Cutting Flat Belts

Here is a good trick for cutting first
belts that was shown to him by one of
the ablest Lell men the writer ever
met. It appears that the method is
not known to many belt users as it is
not published in belting manuals or
elsewhere, The “old method” when
cutting a belt, is to use a square anel

make the cut “absolutely square” with
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the sides of the belt. However, if
done in the manner sketched here it
is not necessary to make the cut square.
The most important thing is to simply
make the cut “straight.”

To do this, give the belt one turn
as shown in the sketch and lay the
ends one exactly over the other, in
perfect alignment. Then, by making
the cut “straight” cven though not
square with the sides, it will be found
that the ends will make a perfect fit.
The cut may make various angles as
indicated by the dotted lines and hy
the angular cut shown in the sketch,
The angle makes no difference.

To be sure it is usually best prac-
tice to cut the belt square, or as near-
ly square as possible. By cutting it
square belting material is more likely
to be saved than when the cut is angu-
lar. But to be doubly sure about it,
even if a square is used, it is an ex-
cellent safety measure to give the belt
one turn as recommended here and
then if the square itself is not true, or
if an crror has been made in one way
or another, the error will be automat-
ically rectified.

"Homemade” Equipment

“"he writer was invited to visit a
comparatively small plant not so long
ago in one of these Lastern slates.
The state won't be mentioned because
the name of the state is of no import-
ance, and besides the writer does not
want anyone to resent this truthful
article.

The most impressive thing about the

plant was the. abundance of “home
made” transmission equipment which
certainly was not very efficient. Han-
gers were made entirely of wooden
two by fours, nailed together. Each
hanger creaked loudly, and cach one
creaked in a pitch entirely its own,
out of harmony with the others. For-
tunately the shafting didn't run at a
high speed or the noise would have
been unendurable. Even as it is this
comparatively small factory is far
noisier than other factories that are
many times larger in size,

As for the bearings—they were
made of ordinary pipe sawed off and
bolted to the wooden hangers by means
of metal straps. Of course there was
no such thing as “fit" between the
shaft and bearings. They operated
with extreme looseness and rattle.
They were not babbitted, Allogether
the rattling, creaking and shrieking re-
minded the writer of the noise one
hears on Broadway in New York City
every election night,

Transmission of that sort, to be sure,
is decidedly ‘inefficient.  Power is ob-
tained from a stream- that flows past,
but that power is insufficient for the
entire needs of the plant and they are
obliged to buy additional power from
a central power station, The execu-
tives probably think that they are get-
ting most of their power for “almost
nothing.” But not so. By installing
up-to-date  hangers,  bearings, and
shafting, the plant could be speeded
up, production increased, power saved,
and noise eliminated, and they would
then have a factory of which they
could be proud. As it is now con-
stituted and operated they certainly
are not proud of it. They “wish” they
could speed up. They “wish” the plant
were less naisy. ’].}hr:y “wish" ||ll?‘
could compete more readily with mod-
ern factories,

It should be obvious to every reader
that this brand of “cconomy” is very
expensive,  With  such  out-of-date
equipment it is exceedingly difficult to
compete in the open market, The
writer is willing to wager that they are
losing enough money because of poor
transmission equipment alone, to pay
for several complete installations of
modern transmission equipment each
year.

Homemade equipment is not to be
scorned, but it has its limitations, If
homemade equipment is “rickety,” as
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it too often is, it is apt to be symbolic
of a rickety business organization.

Explaining Why Nuts
Should Fit

Many users of nuts never think of
the fact that a non-fitting nut should
not be used on a bolt, especially if the
bolt is important and if it must re-
sist much of a pull. In fact, to always
play safe, nuts that do not fit should
never be used,

This sketch shows that a nut of a
certain thread, say 12 threads per inch,
can be placed on a bolt of 10 threads
per inch, It depends upon the thick-
ness of the nut, If too thick you can
get it on only part of the way. How-
ever, (oo many poor workmen think,
“Well, if it will go on part way, why
doesn't it go on all of the way?" and
then force it on with a wrench, In
forcing it on, the threads on both the
nut and bolt are ruined.

CONTACT POINTS

In cases of this kind it is evident
from the sketch that only one thread
can be in contact, and that isn't in con-
tact all the way around because of
the varying pitches. And if the nut is
so thick that another thread comes in
contact the second contact will be on
‘he “other” side of the thread so that
when the nut is forced on, it does
nothing more than oppose its own self,

Nor should nuts be used that are
too big, even though they have the
same thread and seem 1o fit excepting
that they are very loose. Where nuts
fit in that way they are held by the
“lips" of the thi.ads only and it
doesn't take much of a blow or pull
to shear those tips off, as you have
perhaps learned through experience.
So, in a nutshell—never use a nut that
doesn't fit.
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Depression or Progression?
Mrs. B. M. Kiefer, Secrelary-Manager
National Association of Retail Grocers

Everywhere we go these days we
see the old wiseacres shaking their
heads and murmuring: “We're in for
it. There is another depression in the
making.”

And before we know it, we are apt
to be shaking our heads in unison and
beginning to feel a sinking sensation
not only in the financial department but
in the pit of our stomachs.

But let's just look at a few facts
and sce if they justify this talk that is
so prevalent,” Let's sce if we aren't
doing ourselves and our nation a dis-
service with our negative thinking and
talking.

First of all, let me quote the latest
report at this writing from Dun &
Bradstreet. Their Trade Review of
the Week, for the week ending March
7, 1947, is divided into three columns
—retailing, wholesaling, and manu-
facturing. The heading on the first
column is “Volume Up Slightly.”
Over the second column is the head-
ing “Dollar Volume Rises,” and over
the final column it says, “Production
Level High"

That surcly does not sound like de-
pression.

But let me add to that the predic-
tion made just a day carlier by Mr.
Paul S. Willis, president of the Gro-
cery Manufacturers of America,
Speaking in Mississippi, Mr. Willis
said that business conditions are “‘gen-
erally good to excellent” and predicted
that the $24,000,000,000 business done
in the retail food stores of the country
during 1946 would actually be sur-
passed by the 1947 total. He based
his prediction upon the fact that we
now have in this country high employ-
ment, high wage rates, increasing pop-
ulation, improved diet, and a need for
restocking food inventorics.

That surely does not sound like de-
pression.

Now, there are cerlain factors in
the food situation which are a source
of worry to the independent retailer
and which have undoubtedly given rise
1o the feeling of insecurity which ex-
presses itself in this general talk of
depression. However, the factors must
be considered as problems which can
be solved rather than signs of an in-
evitable depression.

So let us look more closely at the
food situation today and sce what we
as part of the food industry can do
to keep business on an even keel at a
time when there is considerable inter-
national confusion. Above all, let us
stop talking depression and begin talk-
ing confidence in our nation and our

Mrs. R, M. Kisler

industry, for talk is a potent weapon
which you may by misuse turn upon
yourself,

In atmlyning the situation at present,
many are inclined to alarm when they
see the statement, for example, that
food volume has fallen slightly; that
prices have risen in some commodities
to bring the index up to an all-time
high; that consumers are resisting cer-
tain high-priced items,

But isn't all of this a healthy sign,
actually, indicating that the consumer
is shopping judiciously rather than
tossing money about with wild aban-
don and thus encouraging economic
instability? As a matter of fact, it is
the policy that all of us as retailers
should adopt until prices are stabil-
ized—a conservative, practical policy,
but one geared to meet keen competi-
tion and to please a demanding public.

Most of us will admit that some
prices are too high. But they are the
minority, for when prices advanced on
certain foods, hundreds of others re-
mained stationary, Thus, when food
prices fall, there will be no sweeping,
over-all reductions, but, rather, slight
downward progress on a limited num-
ber of items. .

Nor is it cither reasonable or de-
sirable that prices should fall any con-
siderable amount in the food industry.

In the first place, costs of produc-
tion have advanced consi(lernﬁly. In
the case of canncd vegetables, for ex-
ample, many canners have already con-
tracted for their acreage at prices as
high or even higher than last year.
Their labor costs more. Their tin costs
them more, Carlons are more ex-
pensive and even freight rates are up.

Then, if priccs decline to any great
extent, what will .he results bc¥ Un-
employment, clog: d plants, bankruptcy,
low incomes, high governmental re-
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lief appropriations—and as surely as
day follows night, depression,

But we can avoid all of these things
by solving those problems I mentioned
before.

First of all, we must so improve our
methods of operation at every level in
this country l‘ml we can produce more
in the course of a day's work, thus
making possible reduction of prices
without reduction of wages. This
means not only making more but sell-
ing more and accomplishing more,

In short, we need an honest day's
work for an honest day’s pay, wheth-
er that day be eight hours or whatever
it may be, It does not mean driving
yourself or your employes, but con-
tinuously increasing cfficiencies in
every way so that no cffort is wasted.

This means first of all appraising
ﬁpur store and bringing it up to the

ighest standards of attractivencss and
service, Next it means pricing goods
competitively, and emphasizing sales-
manship and showmanship. It means
training your employes so that they
not only fit their jobs but are happy
in them. And, ﬁnnfl , it means making
those employes vital parts of your or-
ganization by asking for their ideas
and suggestions and making use of
their individual talents and abilities,

In short let our entire operation be
one of progression—steady, consistent
progression. Let us stop talking about
the misfortunes that might befall us
and get to work to keep them from
happening.

Here in America we have a stand-
ard of living, a way of life, an indi-
vidual freedom, and ‘a national ideal
which have brought us greatness un-
surpassed by any other nation on carth,
They are worth working to preserve.

How to Keep Your
Customers
(Continued from Page 34)

3. Contributing advertising space to
charity drives, Boy Scout activities,
community-interest events, cte. Al-
though advertising of this sort will
seldom “pull” business dircctly, it will
set up you and your business as gen-
uinely interested in the welfare of the
community,

Letter Whiting:  Many business-
men who succeed with their face-to-
face public relations fail utterly when
wring letters. Avoid being overly
formal in letters. Avoid stiffness.
Strive to make all letters seem friend-
ly. Write directly to “you” Check
all out-going letters for this “you” at-
titule. Write with a smile on your
face, and carry this into your cor-
respondence,

L o
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The Lanham Act Affects All
Registered Trademarks

By M. S. Meems

Speculation is very active as to the
yrocedure to be followed under the
Lnnhnm Trademark Act which be-
comes effective July 5. The Commis-
sioner of atents and his assistants are
busily engaged in preparing the new
Rules of Practice which will probably
be ready for the printer in a month or
two. Until that time activitics are at a
standstill,

Many inquiries are being made by
trademark owners as to how their
trademarks and registrations will be
affected.  The new law does not com-
pel the registrant to transfer his regis-
tration to the new Act, or to register
a 1905 trademark under it, and such
registrations may run their full length
of twenty years and when renewed
will automatically come under the new
Act.  However, it is recommended
that 1905 registrations be transferred
to the new Act as soon as possible so
that the five-year period for render-
ing the registration incontestible may
be started promptly.

It is different with 1920 Act regis-
trations, as these are not refewable
and must be re-registered.  If the 1920
registration has been running for five
years or more, the mark will be con-
sidered  distinctive of the  owners’
poods, and may be applied for under
the principal register of the new law.
Therefore it is recommended  that
owners of registrations, as well as
their attorneys, carefully examine into
this question, as this 1s a great im-
provement, and will afford much
greater  protection to such  marks.
After July, 1920, registrations may no
longer be used to stop importations of
goods under the same or similar trade-
marks, which is another reason for re-
registering such marks under the prin-
cipal register.

Al applications  for _ registration
pending in the Patent Office at the
effective date of this Act may be
amended if practicable, to bring them
under the provisions of this Act, 1M
such nmcm‘mcnt is not made the pros-
ceution of such applications will pro-
ceed and registrations thereon granted
in accordance with the Acts under
which they were filed.

The word “Commerce” in the new
Act, means all commerce which may
be law fully regulated by Congress, In
other words “Comeerce” means “in-
terstate commerce,”

Under the present law no opposition
could be filed to a published mark after
thirty days from the date of publi-
cation. This has been changed, and
under the new law an extension may

be granted, if good reasons are pre-
sented. Also if one inadvertently neg-
lects to renew his resignation within
the twenty years given it, he may have
three mnntfm thereafter within which
to file the renewal, by paying the ad-
ditional fee provided,

No one can predict just what will
happen when the new Act goes into
effect, and many questions which will
naturally arise will have to be settled
by the Courts before there will be a set-
tled practice.  The Act and the year
of waiting for it to become effective,
with the written articles on the subject,
and the many inquiries that have been
made, have certainly helped to make
trademark owners more interested and
more conscious of their duties under
their trademark rights,

New Weigher Auto-
matically Fills and
Releases Containers

An improved Model G2C Elec-Tri-
Yak Weigher, for weighing and filling

a wide range of dry products, such as
crackers, Macaroni ['roducts, potato
chips, candies and grocery staples, into
consumer-size bags or other style con-
tainers, has been announced by the
Triangle Package Machinery Com-
pany, Chicago. This machine is said
to provide higher production with less
operator fatigue than the previous
model, The weighing and filling cycle
is started by feeding the material to be
packaged into a waist-high hopper at
the rear, designed for convenience in
loading from the floor. A belt convey-
or carries the product to electrically
vibrated feed plates. These, in turn,
discharge dircctly into the container,
which is placed on the filling spout by
the operator, When the proper weight
is reached, the filled container is au-
tomatically deposited on the package
conveyor and then carried to the clos-
ing station. This automatic operation
is the primary improvement over earl-
ier models, which required the opera-
tor to release the filled container by
operating a foot pedal. Production
averages up to 40 packages per minute,
depending on the type of product and
size of container. Weights are ex-
tremely accurate, Models are available
that will handle 1 oz to 1 1b. or 2 Ibs,
to 5 Ibs. Adjustment controls are
provided for changes in weight, vnl-
ume or kind of product to be handled.

Down

or Up

An occasional peep at what others think about the things that con-
cern us, will enable ws to see how others sce the problems that cos-

front all business. The following

cxcerpts from a recent editorial

in Clients’ Service Bulletin of the American Appraisal Company
should interest all sellers. . . . Editor.

Down Amongst the Competition
or up Where It Isn't?

- » .
Sooner or later we will retum to a buy-
ers’ market, where the templaticn to sacri-

. fice principle to expediency is always pres-

ent. It is not too soon to again brush up
on the pitfalls present when the sales
“heat" is really on, when we are prong to
forget that—
“Nobody ever made a thing so bad that
somebody couldn't do it worse and sell
it for less”

There are many ardent worshippers at the
shrine of “Give Iflc customer what he thinks
he wants” They also say, “Eighty per cent
uf the people neither read nor think. Play
down to them ; appeal only to their physical
senses, never to their intelligence.”

1t is interesting even if depressing to let
one's imagination follow through to the
destination this philosophy could take us.
This is particularly true if everyone is to
be his own interpreter of “what the cus-
tomer thinks he wants,”" and if too many
of the interpreters themselves neither “read
nor think” and use only the yardsticks of
“sight, touch, sound, taste, and smell” to
appraise things,

At best, the purveyor of only “what the
customer thinks he wants” is down ir the
mud with competition of the most numer-
ous and ruthless sort. If price or cheap-
ness in goods is what he thinks the customer
wants, the ultimate answer, of course, is
the ultimate in junk.

Low appraisal of public desire tied up
with the slogan “Give 'em what they want”
can result in the ultimate in filth in litera-
ture and drama, and noise in music. Night
clubs catering to the epideninis trade have
nearly reached their ultimate already,

If “cighty per cent of the citizenry neither
read nor think” and are influenced only by
their physical _senses, why attempt to tal
dotm 1o them? However low we go in our
ballyhoo to reach them, some competitor
will go lower. Why not concentrate on the
twenty per cent who do read and think, who
resent frash in whatever package it comes,
who influence the eighty per cent if influence
can be absorbed winmut mental or physical
effort?

Why flounder around in_the mire where
the competition congregates? Why not work
exclusively in %uahly altitudes where com-
petition is rare?

g

T St R S R A
oy

1 T f

T T T R A R R T TN T U N A

L

SR TR | El LTI e Y Lk 1 b Mot s
S N L e L L

April, 1947 THE MACARONI JOURKNAL

REAEETERREE) Novuis wld B qesanobods u, mebd widbdld Floyearde

Commander
Durum Granular Flour
and
Durum Flour

"You command the best when you demand

Commander Durum Products.”

COMMANDER MILLING COMPANY

MINNEAPOLIS, MINNESOTA

Noodle Yolksl

Fresh Frozen « Dark Color + High Solids

"BEACON BRAND"

BEACON EGG CO.

W. H. OLDACH, Distributor
Telephone Garland 5-1700

American and Berks Sts. Philadelphia 22, Pa. |
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New Comhat Ration

Spaghetti and Meat Balls

Joe E. Brown Takes the Place of An Entire
Company of Men in Testing Food

A new combat ration, designated as
the E ration, has been developed by
the ]Quartcrmaslcr Food and Contain-
er Institute for the Armed Forces
which should be popular with all GI's,
Before deciding what should go into
the new E ration, the Quartermaster
Corps asked 9,691 combat veterans
how they felt about the various com-
ponents in the old wartjme C and K
rations,

As the result of the information re-
ceived from these thousands of sol-
diers, the Institute developed the new
Combat Ration which has ten different
meat items, including canned ham-
burgers and meat balls and spaghetti,

Top this off with a dessert of canned
peaches, pincapple, apricots, or fruit
cocktail, butterscotch cookies, coffee,
fudge, and cigarettes—and there you
have a picture of the Army's new
Combat E Ration.

The Guinea Pig Club

“The Guinea Pig Club,” two mem-
bers of which are shown testing the
new army ration food, spaghetti and
meat balls, originated at the Institute
in 1943 with twenty members. It now
has a membership of two thousand, in-
cluding some of the nation's food ex-
perts, prominent American business-
men, as well as scientists from seven
foreign countries,

Purpose: To pass judgment on
sample foods under development to de-
termine acceptability; to supply inde-
pendent opinions on foods for col-
lective evaluation,

Facts: The club has never lost a
member while serving in the line of
duty.

Membership Requisites:  Sense of
humor, open mind, adventurous spirit,
strong stomach,

Acceptability

Food acceplance rescarch in which
“The Guinca Pig Club” plays a prom-
inent part, has three broad phases.
Simply stated, they are: Food habit
studies, taste procedures, and consum-
er preference studices, reports the War
Department's Quartermaster Food and
Container Institute for the Armed
Forces, 1849 W. Pershing Road, Chi-
cago, Illinois,

Program now wnder way comprises:
(1) Food habit studies on the opti-
mum frequency rates with which

Volunteering “for Operation Guinea Pig.” Joe E, Brown and Ed-
ward Everstt Horton test the Army recipe for meal balls and
spaghettl for the Quariermaster Food and Conlainer Instituls in Chi.
cage. The Guines Pig Club, which originated at the inatitule in 1943
with 20 members, now has a membership of 2.000. The Institute reports
that the club has nover lost a member while serving In the line of duty,

foods can be eaten, national versus re-
gionally preferred foods, food variety
preferences, food preparation prafer-
ences, racial, sexual, and age differ-
ences, food idiosyncrasies, and food
patterns,

(2) Appetite and hunger studies on
investigations of how thirst and appe-
tite function, foods that inhibit or ac-
celerate thirst and appetite, belly-filling
properties, satiety, taste and odor
thresholds, the significance of spicing
and blandness and the separation and
delineation of the psychological and
{:h\'s'mlugiml factor affecting accepla-

ility.

(g) Flavor preference studies un-
der controlled laboratory conditions
for the purpose of working out rapid
and reliable methods for screening
products to ascertain food preferences,
and to assist in product development
and improvement.

(4) Statistical thenry for the design
and interpretation of experiments.

Facts About Food Testing:

(1) About 20 per cent have suffi-
ciently accurate taste perceptions to dif-
ferentiate between canned Ercml stored
for two weeks at 70° %, and a similar
item stored for the same length of time
at 100° I,

(2) A pood taster will be right 12-
13 times out of 15, whereas a guesser
will be right about 50 per cent of the
time. Some people are taste “blind.”

(3) The most accurate test is made
under conditions that will not preju-
dice the taster: environment; pre-
knowledge of food, origin, or prepara-
tion ; extraneous food odors ; color dif-
ferences. This type of food test is
called a “blind test.”

(4) Food tests are often compara-
tive: A freshly prepared item is
matched with a canned, dehydrated,
frozen, or other processed item that
has been subjected to varying or spe-
cific conditions of packaging and stor-
age, clc.

Milprint's New
West Coast Plant

Milprint, Inc., one of the nation's
foremost printers of transparent ma-
terials, announces the completion of
their new West Coast specially bag
plant at Vancouver, Washington,

Charles A. Westberg, of Milwaukee
kas been selected to direct the activi-
ties of the plant which, at first, will
concentrate on the printing and wax-
ing of Glassine paper bags of the type
produced for potato chips. Later on,
Cellophane bags are to be added.
When full operations are under way,
it is expected that forty to one hun-
dred people will be employed on two
shifts.

The new Milprint plant structure
itsclf is composed of a one-story rein-
forced concrete building so scientifically
constructed that there isn't one sup-

rting post in the way of vital print-
ing miachinery. Transportation facili-
ties leave nothing to be desired.
There's a deep water channel for
occan-going vessels plusa railroad spur
which can be readily served by five
transcontinental roads.

This brings to nine the total num-
ber of Milprint plants in the United
States—three are situated at Milwau-
kee, the Company's national headquar-
ters, and nthers are at Philadclphia,
Los Angeles, San Francisco and Tuc-
son, with a paper mill located in cast-
ern Wisconsin at De Pere.
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Engineers
and Machinists

Harrison, N. J. - - U. S. A.

Specialty of
Macaroni Machinery
Since 1881

Presses
Kneaders
Mixers
Cutters
Brakes
Mould Cleaners

Moulds
All Sizes Up To Largest in Use

255-57 Center St.
N. Y. Office and Shop  New York Gity

Millers

SEMOLINA
DURUM FLOUR
DURUM GRANULAR

CROOKSTON MILLING CO.

Since 1903

of High Quality

Sold from Coast to Coast

Crookston, Minnesota
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Statistics on Macaroni Production

The Bureau of Census, U, 5. De-
partment of Commerce, has just an-
nounced plans for the 1947 Census of
Macaroni Manufacture which will pro-
vide production facts and figures in
the past biennium, Tt will be the first
of its kind since 1939, the survey hav-
ing been discontinued during the war,
Heretofore, this Government survey
produced ahout the only factual fig-
ures, available for the Industry be-
cause every manufacturer, willing or
unwilling, did as the Government re-
quested—filed forms provided. New
‘orms, more simplified than those used
heretofore, are heing prepared for the
1947 Census,

As the war progressed, some of the
clients of Glenn G. Hoskins, Indus-
trial Consultant, with offices at 520
North Michigan Avenue, Chicago, re-
quested that he make a compilation of

Glenn G, Hoskins

1WIF-1941 Avg. 1077 Index 131% | 1943 Index 143 1044 Tndex 121%
Month Prod. 617,614,107 | Prod, 860,569,918 | Prod. 982,540,145 Prod. 119,913,009

% Pounds L Powunds % Pounds o Pounds
Jan. .76 59,358,095| 7.87 67,726,852| 9.8 06,581,726| B.28 67,888,802
Feh, 8.2 56,377,493| 0.10 78,311,862| 9.58 04,127,375| 7.79 63,871,228
Mar. 712 52,311,800( 8.42 72,459,987| 9.75 08,797,693 7.23 59,279,715
o 108,048,207 218,498,701 286,508,794 191,019,743
Apr. 6.67 15,196,861| 6.83 58,776,925 9.28 00,884,991| 6.14 50,342,662
May 619 16,009,998 6.39 4,990,418 9.08 80,214,672| 548 53,130,367
June 6.2 16,213,282| 6.70 57,658,184| 7.92 778720 7.32 60,017,637
2nd Q. 137,420,141 171,425,521 217,916,866 163,490,666
July 7.65 51,837,479| 6.88 59,207,210 6.83 67,107,512| 7.7 63,379,280
Aug. 719 52,786,139 8.08 9,275,678) 7.58 74,476,566| 9.39 76,169,924
Sept. 10.40 70,471,868 8.85 76,160,438 7.85 76,912917| 9.51 77,973,733
3d Q. 175,095,486 204,643,526 21 51695 217,522,937
Oct. 12.27 #3,143,251|10.07 B6.639.91] BA)  B1,%45,619| 10.29 84,369,055
Nov. 9,24 62,611,543 10.45 $9,929,556] 7.4 72,118,468 10,33 4,697,020
Dec. 7.57 51,295,388 10.39 89,413,214| 6.67 6s.003,402| 9.61 78,791,646
ah Q. 197,050,182 266,002,161 219,307 1 0 247,039,721

This Dulletin replaces Bulletin 7, dated Felruary 7, 1946,

At the end of each month durin, the year 1947, production figures will be sent to clients for inser.

tion in the blanks provided on the following table.

“i943 Index 130% | 1996 Index 165.4%
I'rod. 1,069,275,061 | Prod, 1,107,221,450
% Pounds % ounds
7.87 84,150,947 8.25 91,345,770 ... Jan.
K.06 B6,183,56%9| B.68 96,106,822| ... Feh,
R16 $7,252,845| 8.30 91,899,380 .... Mar,
257,548,361 279,351,972 ... st Q.
.00 B5,542,005| B.AG 93,670,935 0. Apr.
816 87,252,845) 717 79,387,778 ... May
B.A6 90,460,670| 7.04 77,948,300 ... June
263,255,520 251,007,008 ..., and Q
7.94 84,900,440 6.2 69,422,785 July
7.78 8,189,600, 8.26 91,456,492| ..., Aug.
B.44 90,246,815] 8.52 94,335,267| ... Sept.
258,336,855 255,214,544} ... ird Q
9.43 100,832,618| 9,88 109,393,479| ... Oct.
9.13 97,624,813| 9,97 110,389,979 .00t Nov.
8.57 91,636,873| 9,20 101,864,373 +0ue Dee,
290,094,324 321,647.831) ... 4th Q.
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production figures for the great good
that they derive from them, Learning
of the service, the Editor requested a
copy of the most recent production
statistics for publication in Tue Mac-
ARONT JOURNAL as a matter of inter-
esting news,

The statistics of macaroni produc-
tion compiled by Glenn G. Hoskins or-
ganization are derived from weckly
reports supplied by a large number of
macaroni and noodle manufacturers
from all over the United States. In
explanation, Mr. Hoskins, former
oresident of the National Macaroni

anufacturers  Association,  says:
“The 100 per cent index for the base
period for the five prewar years, 1937
to 1941 inclusive, was derived from
a combination of United States census
statistics and information supplied by
manufacturers. The ycars ?‘)42 to
1946 inclusive are based upon weekly
reports and adjusted to industry-wide
totals by taking the relation between
the production of the rclmning plants
in the base years and the production
of those plants in future ycars,

“For example; If reporting plants
showed an index of 163.4 per cent for
1946, the 'otal industry production for
1946 is calculated by multiplying 667,-
614,107, the average production for
the base years, by 163.4 per cent to
rive the 1946 production of 1,107,
21,450."

Engagements
Announced

Grass-Earlin
The Chicago papers recently car-
ried the following announcement of
interest 1o the many friends of first
Vice President, A, Irving Grass of the
National Macaroni Manufacturers As-
sociation and head of the 1. J. Grass

Noodle Co. of that city:

Mr. and Mrs, A, Irving Grass of
the Soutl: Shore, announce the engage-
ment of their daughter llyne Joan to
Alvin Morton Karlin, son of Mr. and
Mrs. Irving Karlin of the South Side.

Mr. Karlin served in the army three

years,

Motta-Bossingham

The Joliet Herald-News, Joliet,
1llinois, last month carried the announ-
cement of the engagement of Miss
Frances Motta, daughter of Mr. and
Mrs. Frank A. Motta of that cily to
{nmcs E. Bossingham, son of Mrs.
Vm, J. Bossingham. The wedding is
set for May 3 at the St. Francis Catho-
lic Church, The bride-to-be is the
eldest daughter of the well-known
secretary of the Champion Machinery
Company of Joliet.
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FROZEN

Processed to meet

EGG YOLKS

by

Sherman White & Company
FORT WAYNE, INDIANA

Guaranteed 45% solid content
Guaranteed Uniform Deep Color

all Pure Food requirements

Always High in Quality
Laboratory Controlled

You too Lan. Make More Profit.!

—_FOLLOW THE EXAMPLE OF
THESE PROGRESSIVE FIRMS —

A Partial List of Recent Installations of Champion De-
signed Flour Handling Equipment to work in conjunction
with the new Automatic Preses an’d Sheet  Forming
Machines,

SCHMIDT NOOULE COMPANY

Detrolr, Michigan

THARINGER MACARONI CO.
Milwaukee, Wis.

PHILLIPS PACKINQG CO.
Cambridge, Md.

FORT WORTH MACARONI CO.
Fort Worth, Texas

ANTONI? PALAZZOLO & CO.

Cincinnati, Ohio

KENTUCKY MACARONI CO.
Louisille, Ky.

SCHONEBERGER & SONS

Chicago, linois

P. ROCA & COMPANY, SUCR‘.‘

auco, Puerto Rico

ROBILIO & CUNEO
Memphis, Tenn.

FAUST MACARONI COMPANY

5t. Louis, Mo.

V. VIVIANO & BROS.
MACARONI MFG. CO,, INC.
St. Louls, Mo,

by installing MODERN

 CHAMPION

FlourHandling Equipment

. « . especially designed to assure that
steady even flow of finely silted, clean,
aerated flour so necessary to the successful
operation of the new types of Continuous
Automatic Presses and Sheet Forming Ma-
chines.

Our engineers will gladly assist you in se-
curing these operating advantages by fur-
nishing plans and recommendations for
such modermn installations. All the facls are
yours for the asking, and without obliga-
tion. Just address your letter to:

CHAMPION MACHINERY CO.
JOLIET - ILLINOIS

MAKERS OF MODERN EQUIPMENT FOR THE MACARONI INDUSTRY
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Because They Could
Trust Him

“You'd never pick that man out as a
bang-up salesman, would you?" the
salesmanager asked me. We were
standing outside the meeting hall wait-
ing for a sales convention to start,

He was right: 1 wouldn't. The
man he pointed out to me didn't look
bright. He was big, ungainly, and you
could tell at once he was as slow in his
head as he was on his feet.

“Hest man [ ever hired,” the sales-
manager continued, “Most consistent
producer. Worth any two of my other
salesmen.”

“You can't always tell by looks,” 1
observed. Tt seemed a sn?u thing to
say.

“Wait till he gets inside so he can't
overhear me, and I'll tell you about
him. It's an interesting case.”

e

“1 had to hire him in the first place,”
the salesmanager began. “He was a
friend of one of my friends and 1
couldn’t turn him down. But I could
tell at a glance he wouldn't make the
grade. He was—and is—the slowest
salesman 1 ever hired. He could hard-
ly learn our line, couldn’t remember in-
structions. 1 felt like firing him a
dozen times the first month. 1 only
refrained because of my friend.

“And then, afier two or three
months, things began happening.  Or-
ders, 1-mean. He sent 'em in from
unexpected  spots, from spots we
hadn't had business from in years,

“1 began wondering what was be-
hind it, and sent my assistant around
with him for three days to find out,

R DIGEST OF
SUCCESSFUL
SELLING IDERS

THE SELLING

(REGISTERED)

BY CHARLES H. ROTK

Then the secret was clear. He was as
persistent as a bird dog. He con-
ceived his job to be to walk a beat like
a policeman, and he did.

“Presently his customers began ex-
pecting him, and found they could sct
their clocks by his calls. They began
poking a little fun at him for being so
regular, and he rather enjoyed the role
he was being cast in—the good depend-
able citizen. He took more pride in
being on the job, in being on time.

"155 I say, I wouldn't trade him for
any two other men on the force,
couldn't afford to, as a matter of fact.”

“His carcer proves what, do you
think " 1 asked.

“That any man can sell if he can
get his prospects and customers 1o
trust him,” my friend explained, and
I saw the point.

Be a Causationist

Psychologists say that one of the
first signs of immaturity is too great a
reliance on and belief in luck.

Practically all leaders are what
Ralph Waldo Emerson once referred
to as causationists. Said he:

“All successful men have agreed on
one thing—that they were the causa-
tionists, They believed things went
not by luck but by law.”

Please keep that word causationist
in mind. It's your word as a sales-
man ; it describes your function in life,
You are a causationist, causing things
to happen to your customers,

It's the Repeatis That Count

The old salesman told me that he
had watched maybe 2,000 salesmen
come and po during his forty years
in selling, and that he had never seen
a man make good until he saw clearly
the real function of selling,

“And that is what?" 1 asked him.

“The ability to make repeat sales,”
he said. “Any fool can sell something
to a man once. The test of a good
salesman is his ability to make his
ﬁrc-l:lun(lrcdlh sale to the same pros-

ect,

“How does a man hecome a repeat-
er, as you call it?"

“By taking care of his customers
better than other salesmen do.”

PHRADE

“Give me some particulars, won't
you?"'

“Gladly.”

Then the old fellow gave me the fol-
lowing rules for becoming—and re-
maining—a_repeater:

1. Meet the customer's require-
ments accurately—not approximately,
but accurately, and every time,

2, Sell quality.

3. Don't overload him. That will
cause him to lose confidence quicker
than anything else you do,

4, Give service—go out of your
way to show him how important his
business is to you.

5. Keep him informed. If price
changes are in the offing or if you have
any other information, don’t let him
find out about it from someone else:
tell him first.

6. Stick to facts. It's casg to get
away from facts, in your cnthusiasm.
Refrain. Even if it hurts your imme-
diate prospects for making a sale, stick
1o facts,

7. Show your appreciation for his
business, We all like that. Don't
gush over him but don't be cold with
him. DBe warm, friendly, human, Be
grateful.

8. Really like him. Cultivate his
friendship and like the man, like being
with him, like talking to him.

“It's a pretty large order, being a re-
peater, isn't it?" 1 observed when I
had contemplated this list,

“When was salesmanship anythin
but a large undertaking?"' he parriuf.
He had me there.
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FULLER ADHESIV

There is a Fuller plant or warehouse near you.

Three manufacturing plants and eleven warehouse
stocks assure you prompt service on your requirements
of case sealing adhesive, carton glue, tightwrap adhe-
sive, tube glue and other items.

Your inquiry to one of the main offices listed below
will receive prompt attention.

H. B. FULLER COMPANY H. B. Fuller Company of Mo.

255 Eagle St. 920 Central Ave. 915 Broadway
St. Paul 2, Minn, Cincinnati 2, Ohio Kansas City 6, Mo,

R e R s S S

g g .
Rt S S e S

e e e e
R i R S

—

DARK EGG YOLK

We Have Catered *o the
Finer Noodle Trade
for
Thirty-Three Years
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Du Pont Cellophane Starts | The result is a cook book which can  Lightweight Packaged
i be utilized by cafeterias, restaurants, 7
Twentieth Year of Adver- luncheonettes, hotels, schools, institu- Moaterial Conveyor
tising in Saturdcxy tions and caterers, as well as by deli-

Evening Post

When the first Du Pont Cellophane
advertisement  (see illustration) ap-
peared in the Saturday Evening Post
exactly twenty years ago, Cellophane
was an industrial specialty,  Today,
the demand for Cellophane as a stand-
ard packaging material is universal
and continuous national advertising has

layed an important part in broaden-
ing its acceptance,

Current DuPont Cellophane adver-
ticing (see illustration) cmploys a
unique method of featuring the Cello-
phane theme line.  The slogan “Shows
what it Protects” is repeated in invert-
ed form, “I'rotects what it Shows" to
make it more emphatic and memorable,
A colorful poster treatment of human
interest situations and the balloon tecs
nigque is being used to gain immediate
attention and get the Cellophane story
over at a glance,

Consumer surveys indicate that the
protective element in food packaging
is becoming increasingly important
and this fact, coupled with the knowl-
edge that women want to see what they
buy, suggested the slogan  phrase
“Shows what it Protects.”

New Recipe Book on
Delicatessen Cookery

The guesswork has at last been
taken out of delicatessen cookery with
the publication of a new large quan-
tity recipe bo ‘t by the National Asso-
ciation of Retail Grocers,

For Dorothy Glenn, noted homie
economist, who has compiled this cook
book entitled “Large Quantity Reci-
pes,” has included in it not only a wide
variety of interesting and nplwlizing
dishes, but a great number of hints as
to preparation, display, packaging, and
stlling of delicatessen foods,

In preparing the book, she has
drawn upon the resources of univer-
sity, government, and industry for the
newest and most exact data available,
and, in addition, has carefully checked
all figures for accuracy.

catessen operators, The recipes it con-
tains are templing, even though they
are given in terms of gallons, quarts,
and Ii()(] servings.

Of equal importance with a reliable
recipe, Lliss dlenn points out in dis-
cussing operation of the delicatessen
department, are high quality ingredi-
ents, moderate seasoning, absolute
cleanliness, adequate storage and re-
frigeration spae, and proper ventila-
tion. Tt is also wise, she believes, to
prepare foods when possible in family
size units and 10 prepare the item sev-
cral times a day rather than to cook a
large quantity and allow it to stand for
hours, subject to deterioration in many
ways,

Current Express Rates
Held Inadequate to
Pay Radilroads

Income from current express rates
will fall short of providing adequate
compensation for the services per-
formed by the railroads in transport-
ing express traffic to the extent of not
less than 70 million dollars annually,
the Railway Express Agency stated in
a supplemental petition for increased
express rates filed recently withi the
Interstate Commerce Commission,

Present express rates were author-
ized by the I.C.C. for the period of one
year iwgiiming December 13, 1946.

he Express Agency states that the
original petition for the interim rates
was based on increases in the Express
Agency's costs, which amount to a to-
tal of 63 million dollars annually, due
to substantial wage increases to ex-
press employes, payroll taxes and in-
creased costs of materials and equip-
ment,  Since then, the Crosser amend-
ment to the Railroad Retirement Act
has added another 6 million dollars in
annual costs by increasing payroll
faxes from 6)4 per cent to 834 per
cent, making a total of 69 million dol-
lars annual increase in the Express
Agency's operating costs, -

The rate increase requested in the
supplemental petition is to provide ad-
ditional revenue to enable the Express
Agency adequately to compensate the
railroads for handling cxpress traf-
fic. The petition also states that since
1922, there have been no adjustments
in express rates and charges specifical-
ly to cover increases in costs incurred
by the railroads in handling express
traffic.  Since 1922, the petition states,
the railroads used by the express com-
pany have incurred large increases in
the costs of transporting express traf-
fic which are not reflected in existing
express rates.

A new lightweight portable power
conveyor for handling bags, Ilmxus.
crates, carlons, baskets, and all kinds
of packaged material has been an-
nounced by Material Movement In-
dustries, 310 S. Michigan Ave.,, Chi-
cago. It is called Model P-10-8-34

Tote-All Packaged Material Zephyr.
Made of special lightweight alloy
steel, which is corrosion and abrasion
resistant, the 10-ft, model weighs only
291 Ibs. complete with power unit and
undercarriage. Can be casily moved
by one man from one conveying job to
another,

Power is furnished by electric mo-
tor coupled direct to gear reducer,
Over all conveyor depth 1s 5% inches,
Belt width 8 inches.  Rear wheels of
undercarriage are solid—{ront wheels
are swivel casters. Lither end of 10
ft. model may be raised to 6 ft. height.
Recommended carrying capacity—40
Ibs. to the foot, distributed load.

The Tote-All Packaged Material
Zephyr Conveyors are an addition to
the complete line of Tote-All Bulk
Material Zephyrs and standard Tote-
All Bulk and Packaged Material Con-
veyors,

Who Gets the Best
Treatment?

It's always a question in a sales-
man's mind about how far he should
go in giving service 1o a new customer.
How much shall he neglect his old
customers, in order to keep a new cus-
tomer sold on him?

William Feather tells aboul a suc-
cessful salesman who attributed his
success to the practice of concentrating
on the buyer after getting his first or-
der.,

“He pointed out that there is a ten-
dency to greet an untried salesman
with suspicion as to the merits of his
service, The salesman uses every pre-
text to gain admittance, for the time
being neglecting his other prospects in
an cffort to please the new customer,”
records Mr, Feather, and adds: “This
is sound practice.”

Soit is.

April, 1947 THE MACARONI

JOURNAL

* Corrugated Boxes
* Solid Fibre Boxes
* Folding Cartons

* Kraft Grocery Bags

GAYLORD CONTAINER CORPORATION

General Olfices: SAINT LOUIS

* Kraft Wrapping Paper

Frozen Spaghetti Sauce and Meatballs

The C. & J. Frozen Food Company of Columbus, Ohio,
announces that it is prepared to distribute its frozen
spaghetti sauce with meathalls and is arranging with the
leading wholesale grocers in Ohio to handle this handy,
ready-to-serve meat and gravy that housewives will find
so convenient in serving the famous and popular Spa-
ghetti with Meat Balls, The firm is a partnership com-
posed of William Cardi and William Jacobs of Colum-
bus, Ohio. ]

The combination spaghetti sauce and prepared meat-
balls can be stored in the refrigerator for use when need-
ed. Selling agents have been appointed in all the lead-
ing Ohio cities, in Pittsburgh and Detroit.

Firemen Injured in Macaroni Plant Fire
$50,000 Blaze Hits Oakland Macaroni Company Factory

A stubborn and spectacular fire of unknown origin in
the 3-story frame factory that contained the Oakland
Macaroni Co. at 1056 Seventh St., Oakland, Calif., caused
damage estimated at $30,000 and injured one of the fire
fighters last February 27, The injury was slight—a cut
on the arm from (lying glass.

The blaze broke out shortly after the employes re-
turned from their luncheon recess and it soon spread to
the stock room, destroying tons of finished products in
cartons and boxes,

Co-owners of the macaroni factory are John Laveroni
and Alfred Pastorino who succeeded in saving the rec-
ords of the firm by making several perilous trips into
the burning building w0 retricve the books and papers.
The building was badly gutted, the stock practically
destroyed, the mac''..cry damaged by the flames and the
contents otherwise water-soaked,

Jacohs Cereal

Inc.

Products Lahoratories

Consulting and Analytical chemists, special-
izing in all matters involving the cxamina-
tion, production and labeling of Macaroni,

Noodle and Egyg Products.

Vitamins and Minerals Enrichment Assays,

Soy Flour Analysis and Identification.

Rodent and Insect Infestation Investigations.

Macaroni and Noodle Plant Inspections.

Benjamin R. Jacobs, Director

156 Chambers Street
New York 7, N. Y.




THE MACARONI JOURNAL

Keeping Employee Records 5t. Regis Paper Co.

By Charles Phillips

Whether you hire one person or a
hundred, for efficiency's sake, it's a
“must” that you keep some sort of
employe records, Moreover, an cffi-
cient record system can save you much
wasted time and effort, because it
provides needed information, at your
fingertips, when you require it.

The ideal employe record system,
regardless of the number of employes
you hire, should enable you to obtain
desired knowledge about any individ-
ual in your establishiment in a mini-
mum of time, and with the smallest
; amount of difficulty possible,

i Many employers find a small 4x6-

i inch card file : dequate for their em-
ploye record-keeping needs. A single
card is given over to the record of
cach unuhnyv in the establishment.

On this card, of course, should ap-
pear such basic information as name,
address, and telephone number of each
employe, This information can be ob-
tained at the time of hiring, or at the
time the Aling system is actually set

| up. Employes within the organiza-
tion should be checked periodically to
determine whether or not change of ad-

_’ dress or telephone number has oc-
curred,

Approximate age (at the time of
hiring) and sex of each employe
should appear on his card. The date
at which the card was first filled out
should also appear on the card, as
should the employe’s social sccurity
number.

Most important, especially if you
employ many workers, is a notation
of jobs held * . . jobs held within your
organization, that is. This informa-
tion can often save you much trouble
and many a headache when you want
to upgrade, promote, or transfer an
individual within the concern. A quick
check of the cards, and you can soon
determine who within the organiza-
tion would be a reasonable prospect

{ for the change you desire to make.

For best results, cards should be
typewritten—not in ink, Hasty hand-
writing is often more or less illegible
—especially after it has had time to
age a bit.

Colored tabs  affixed to employe
cards can be used to advantage, when

i searching the files. For instance, all
men can be tabbed one color, and all
women another. Or, a code indicating
the types of jobs which an individual
is capable oll doing can be worked
out, Color tabs can alto be used to
indicate department or section of your
concern in which an employe is cur-
rently working. Such a code can also
be used to indicate salary level, et
celera. Naturally, as an organization

increases in size and complexity, the
more helpful a color-coding system
will hecome,

The above record-keeping setup is
not a catch-all system, n} course, But
then no system is! However, it can
be used to advantage by many an or-
ganization to keep track of its em-
ployes. Individual concerns will find
it helpful 1o modify the suggested sys-
tem to fit specific requirements. Fur-
thermore, many organizations will find
it advisable to supplement the system
with additional employe records kept
in individual file folders. Meanwhile,
the fingertip record system will serve
most needs of quick, ready reference,

Caruso Foods, Inc,,
Appoints Plomt Manager
And Assistant Treasurer

Caruso Foods, Inc., division of Air-
line Foods Corporation, announces the
appointment of Frank di Dari as plant
manager. Mr, di Bari has been active
in the macaroni business for many
years and comes to Caruso Foods with
an unusual background in this field.

He will supervise production at the
mammoth Caruso plant located at 43-
82 Vernon Boulevard, Long Island
City, N. Y.

‘]:m-rll W. Slattery has been ap-
pointed assistant treasurer_of Caruso
Foods, Inc., Long Island City, N. Y.,
a division of Airline Foods Corpora-
tion. Caruso Foods, Inc., manufac-
tures spaghetti, macaroni, egg noodles
and soup mixes sold under the famous
brand name of Caruso.

Mr. Slattery comes to Caruso Foods
with ten years experience in the mac-
aroni manufacturing field. He is a
member of the National Association of
Cost Accountants,

“H'Ydry" Ix,k

A new quick-drying ink, which is
completely Tacking in odor, has been
[lc\"l'lﬂ[)(.'(f for use in printing of wrap-
pers and packages for food. The
product bears the trade name “Hy-
dry,” and will be found of special
advantage to foods that are easily
tainted by odors of ink.

As perfected to this point, the odor-
less ink cannot yet be used success-
fuly on cellophane, pliofilm, or cellu-
lose, acetate, though the inventor, Gen-
eral Printing Ink Company, New York
City, hopes to perfect an ink which
van be used on such films.
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Reports New Highs in 1946 Net
and Sales

Net income of the St. Regis Paper
Company (New York) and subsid-
inries for 1946 set a new high at $5,-
563,604, more than doubling the $2,-
211,411 total for 1945, while net sales
climbed to a new peak of $82,782,180
from $52,500,824 in the previous year,
reports Roy K. Ferguson, president.

Roy K. Ferguson

In his annual statement to stock-
holders, Mr, Ferguson says that this
year's plans call for further moderni-
zation of plants and completion of
projects now under way, and predicts
that 1947 sales volume will exceed
$110,000,000.

The 1946 net it come was exclusive
of $1,500,000 profi realized un the sale
of investments and which was credited
to contingency reserv»,  In the pre-
vious year there was a similar profit of
$2,000,000.

Pointing out that there have been
“increased demands” for the compa-
ny's printing, publication and convert-
ing papers, multiwall paper bags, bag
filling machines, pulp and plastics, Mr.
Ferguson said, “Plans for 1947 call
for further modernization of plants,
replacement of obsolete equipment, de-
velopment and installation of mechan-
ized high-speed units, as well as com-
pletion of other projects now under
way."”

STEEL SCRAP HIGH

The steel shortage and frantic buying
have sent steel scrap prices higher than
the quoted delivered_price of new ingots.
Tron scrap brings $5 to $10 a ton more
than the quoieq‘; price of pig iron. In-
creasing steel supplies may end this fan-
tastic situation in_about three months.—
Pathfinder News Mogazine.
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Chicago, 111, Grand Forks, N. Dak
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Having Completed

28

YEZEARS
of
FAITHI'UL AND UNTIRING
DEVOTION
to
YOUR GREAT INDUSTRY
and

THEIR SUPPLIERS

Oshkosh Corrugated Box Mfg. Co.

MINNEAPOLIS, MINN.

OSHEOSH, WIS.

DAVID BECKER CO.

Packers of

Fancy Quality

NOODLE YOLKS

1220 NORTH MAIN ST.

ST. 1.OUIS, MISSOURI
PHONE . . . GARFIELD 0219




Armounr Builds One of World's Largest

Spectaculars on Chicago’s Lakefront

Grant Park, Chicago’s famous lake-
front park and playground and Michi-

n Avenue, soon will be dominated
by one of the world's largest ‘'spec-
taculars.” The giant electric sigh will
be built on the roof of the Illinois Cen-
tral building at Roosevelt and Michi-
gan Avenue,

To the three-quarters of a million
people who daily travel South Michi-
[.::m Avenue and the Outer Drives, the
hig sign will flash—ARMOUR
“STAR” MEANS BEST IN FOODS
in letters 15 feet high. In continu-
ously moving letters 10 feet high, im-
portant spot news will be interspersed
with more detailed An:our selling
messages.

This moving message, 100 fect above
street level, will be pTainly visible to
everyone on Michigan Avenue, as far
north as the Wrigley "3uilding. Above
it, for an additional 173 feet, will tower
the main body of th: display.

A 30 foot clock, the minute hand of
which weighs 1,000 sounds, will serve
as the timepicce for hundreds of
thousands of perple daily going to
trains, bus depo.s, air lines and also
Chicago’s largest parking lots.

In the giant Armour speclacular,
Chicago's lakefront show place will
acquire another "World's Wonder” to
rank with Soldier's Field, the world’s
largest outdoor auditorium, the Field
Museum, the world's greatest museum
of natural history, the famous Shedd
Allll:’llﬁum and the Adler Planetarium.

Zach night the Armour spcctacular
will burn as much electricity, in its
24 miles of luminous tubing, as do 150
average suburban homes., To hook up

AHMOLUR

the Iightin%ﬁcqui ment of the 80 ton
structure, 20 miles of wiring are re-
quired. A 9 by 14 fool compartment
will house the control equipment,

Macaroni, Spaghetti
De Heavy Duty.

Macaroni and spaghetti are general-
ly believed to be typical Italian foods
but history credits their invention to
the Chinese.

However, the Italians must be cred-
ited with developing the pzste products
into a national dish. Even before the
14th century, macaroni products were
enjoyed by the people of that country
and for many years Italy held the se-

A Continuing Table of Semolina Milling Facts

Quantity of Semolina milled, based on reports to Northwestern Miller by

ten Minneapolis and Interior Mills.

Production in 100-pound Sacks

Month 1947 1946 1945 1944
JANUAEY o oo awanivsinsan = vueanss .1,032916 984,608 878,487 721,451
February ...ooovvncninrniinns 664,951 743018 732026 655472
Miveh: & nnaauury Aesy Sasaae 760,294 741624 795998 692,246
April. cavinamesasanas pay 6/2899 823981 608,947
MOy o svivamnai ey seae 379,861 992,675 704,071
JOATO s 6w o capismratsas vl 628,518  B59.867 656,214
JUIV cricocntaaiscoesiiiniin maime winsimns 638758 751,280 716,957
AUBUSE o vobivannssanssrsarvins 788374 694,782 89,515
September ....iiiiiiaeiiienan 705,292 883662 895478
Oetober «oivivvsossunisaimsinamn 980461 1,101,092 919,220
November ...ovvvvevnansinnans 884,042 1,116434 965,527
December ....... R Y e reere 968,885 928,760 921,851

Includes Semolina milled for and sold to United States Government.

Crop Year Production

A T AR B i R 7423973
........................ ..7,935221

uly 1, 1946—March 31, 1947.........
uly 1, 1945—March 30, 1946 ........

4
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cret of its manufacturing method.
Since then the knowledge of the proc-
ess spread through uﬁwr Iiuropean
countries and eventually to the United
States where it is produced in many
sections of the country,

In the past few years, when this na-
tion was faced with wartime food short-
ages, macaroni and spaghetti worked
overtime to provide nutrition and fla-
vor to countless daily meals, The pos-
sibilities of combining macaroni prod-
ucts in recipes with dairy products,
meats, fish, cheese, cggs and vegetables
made this food particularly desirable
as a dinner feature,

Macaroni and spaghetti products
come in different shapes, They may
be short and fat, long and thin, and
plain or twisted, Many fancy styles
are also made and these are especially
attractive for use in soups or salads.

For Sunday dinner serve a chicken
soup for a first course, spaghetti with
a tomato sauce and meat balls, string
beans for a main course, lemon mer-
ingue pie for dessert and a beverage,

Airline Foocis Doubles
Quarterly Dividend

Directors of Airline Foods Co
ration at a meeting held on Saturday
éDc::mber 7) doubled the quarterly

ividend on the Class A stock and
the common stock by declaring a divi-
idend of 25 “cents per share payable
January 2, 1947, 1o stockholders of
record, December 23. |, The initial
quarterly dividend on the common
stock paid last July 1 and the Octo-
ber 1 dividend each were 124 cents
per share,

Jerome S. Jennings, president, said
that the directors felt warranted in in-
creasing the dividend on the common
stock in view of the company's im-

roved position resulting from a large-
y expanded distribution of its prnd-
ucts and the generally favorable out-
look for Airline Foods Corporation.

The Swiss Macaroni
Industry of Today

(Continued from Page 36)

war, by sup(;:(llying war-swept countries
with our products, Unfortunately our
desire was not fulfilled, although we
were ready to produce to the utmost.

Our last hope is that the wheat de-
liveries, for which we depend mainly
on the American Southern States and
Canada, wiii soun increase to the pre-
war standard so that our authoritia:
can stop the rationing, Ouly in this
way can our industry use one hundred
per cent of its facilities,
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With. the
COMPLIMENTS

of. the

Waldorf Paper Products Company

ST. PAUL, MINNESOTA

| INCREASE Y
Be Suwre with. SUNLIGHT wi(t)hUR PROFITS

PETERS PACKAGING MACHINES

A‘n you overlooking the possibilities of machine operalions in
P ging your 1 and spaghelli products? I you are
now selling up and closing your cartons by hand, it will pay you
lo invesligale the use of PETERS economical packaging machines
fo eliminate hand methods,

PETERS aulomatic and semi-automatic units are showing aub-
slantic]l savings In many plants formerly using hand labor, Lel
us show you how they can speed up your production schedules,
reduce your labor cosis and increase your overall profit,

Send us samples of the carlons you are now using. We will
be pleased lo send you complele inlormation on the mos! econ-
omical and eificient unils to meet your requirements,

Your Customers Appreciate Quality
In Your Goods.
Make Certain Of Their Approval.

Use Cudahy's SUNLIGHT
Frozen. and. Dried
YOLKS

and
Frozen and. Dried
WHOLE EGGS

Write or Wire

UNIOR FORMING AND LIN UNIOR FOLDING AND CLOS-
NG MACHINE, Sets up 3540 1“0 MACHINE., Closes 35-40
cartons per minute. Requires one cartons per minute, Fully auto-
operator. Can be made adjustable matic. LPm also be made adjusi-
to handle several carton sizes. able to handle several carton sizes.

The Cudahy Packing Company
' 221 No. LaSalle Street
Chicago 1, Illinois

4700 Ravenswood Ave.

C!\icago, i

PETERS MACHINERY CO. “
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RETROSPECTIONS

by Edwin ]. Sullivan

Gleanings from April Journals

Five Years Ago

Tenderoni Inc., the macaroni manu-
facturing plant located at Joliet, Tlli-
nois, was sold to Stokely Brothers
Company of Indianapolis, according to
an announcement made April 2, by
R. S. Scotland, president and founder
of Tenderoni Inc, The plant had been
in successful operation for more than
twenly years, llirsl as the Joliet Mac-
aroni Company and then as Tenderoni
Inc.

According to the April 1, 1942, cs-
timates by the Crop Reporting Board
of the U, S. Department of Agricul-
ture, the prospective acreage of spring
wheat to be seeded in 1942 was 15,-
287,000 acres. This was a decrease of
8.7 per cent from the 16,741,000 acres
seeded in 1941,

Experiencing a slight lessening in
semolina demands by macaroni manu-
facturers with the cl)nsu of the Lenten
rush, millers found shipping orders
hard to obtain on the opening April
wrices quoted at Minneapolis as fol-
ows: No. 1 semolina, bulk, fo.b.
Minneapolis—$6.25 to $6.36 a bbl.
Standard—$5.95 to $6.05. Granular
$5.85 10 $5.95.

Ten Years Ago

V. LaRosa & Sons, of Brooklyn,
N. Y., announced an enlarged radio
program effective April 4, 1937 This
date marked the sixth consecutive year
of the firm’s radio advertising which
began in 1932 over a single station and
enlarged 1o a chain of ten stations for
1937, covering all of the stations from
Pennsylvania northeastward to Maine.

According to reports, the macaroni
industry had been happily free from
the wave of sit-down strikes that had
swepl the country since the opening
of the new year. However, the Na-
tional Macaroni Manufacturers Asso-
ciation warned manufacturers that they
were not imwme to these strikes and
that they should co-operate with an act
through their trade association in or-
der 1o provide self protection against
possible strikes,

In answer to the macaroni manufac-
turers' complaint about the prevailing
keen competition, a study of the sit-
uation revealed that the macaroni con-
sumption in the United States had in-
creased very little during the past two
decades, while domestic production had
more than trebled during the past
twenty years,

Twenty-Five Years Ago

Due to pressure from a group of
macaroni manufacturers who felt that
the standard requirements for maca-
roni products were too harsh, it was
learned that the Department of Agri-
culture would soon reopen this ques-
tion of standards with the idea of low-
ering the bars somewhat,

The Pillsbury Flour Mills Company
was awarded a court verdict against
John Falcome, baker and macaroni
manufacturer of Syracuse, N. Y. The
complaint against the macaroni manu-
facturer was that he had refused to
accept flour purchased by him. The
decision of this case proved that it
would have a great bearing on any
other similar suits based on the valid-
ity of contracts.

Leaders in the macaroni industry
agreed that there was a general need
for co-operative advertising of mac-
aroni products if consumption was to
keep pace with production.  After
studying various suggestions, it was
recommended that this should be start-
ed in a modest way and well within
the prospective income, by advertising
through trade journals and by means
of store cards, pamphlets, inserts,
wrappers, cle.

Half a Ton of Butter
From One Cow

The “accumulation of good germ
plasm” in the Holstein dairy herd at
the Beltsville Research Center is re-
vealing itself in practical and measur-
able form—in the milk pail, says the
U. S. Department of Agriculture,

In its annual report the Bureau of
Dairy Industry notes that within the
year three cows in the herd made rec-
ords of production of more than 1,000
pounds of butterfat in three milkings
a day for 365 days. Two of these
cows were repeaters—that is, they had
made a record of 1,000-pounds-plus in
the previous lactation, Each had pro-
duced more than a ton of butterfat in
two lactations. Thus, although there
arc only seven cows listed on this
honor roll which covers the last five
years, there are ning records in the
table.

The Burcau points out that it has
followed the proved-sire system of
breeding since the herd was estab-
lished in 1919, The report notes: “A
herd that has produced seven cows
capable of producing miore than 1,000

pounds of butterfat on three milkings
daily adds emphasis to the value of lﬁc
proved-sire system of breeding, es-
pecially when it is considered that only
about 61 cows in all Holstein history
have reached the 1,000-pound mar
under these same conditions and fewer
than 400 Holsteins have produced
1,000 pounds of butterfat when milked
3 or more times a day."”

New, Full-Reversible
Front Wrap-Around
Apron...Cuts Laun-
dering in Half!

Here's a unique wrap-around apron
for women . . . Hattie Snow's “Dou-
ble Feature” with a fully reversible
front that laps over 100 per cent—
does not flap open when walking, does

not gap when sitting. No other wrap-
around on the market offers all its fea-
tures. Made of soft, sturdy cotton, it’s
Sanforized for permanent fit.  Every
seam is double-stitched, and bar-tacked
at points of stress. “Double Feature”
is tailored to fit into every industry
where wrap-arounds are used . ., and
styled to please the wearer! When
one front is soiled, just a simp'e one-
sccond switch offers a shining, clean
front . . . one laundering for two
wears! An efficient time and money
saver, it serves equally as well over
clothes, Available with coverall cap
to match, “"Double Feature” is a
product of the Randles Manufacturing
Company, Ogdensburg, New York—
specialists in women's industrial work
wear. .

..... . Ao 4 Blacsenidids by sadi, oF
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PAPER BOXES
for. Distinctive Packaging

BRADLEY & GILBERT CO.

INCORPORATED
640-650 SOUTH SEVENTH STREET

Louisville, Kentucky

ESTABLISHED 1856 "SINCE BEFORE THE CIVIL WAR"

The Emulsol Corporation

is Proud to Offer to

STAR DIES
WHY?

Because the Following Results Are Assured

SMOOTH PRODUCTS—-LESS REPAIRING
LESS PITTING - LONGER LIFE

THE MACARONI INDUSTRY

Highest Quality Uniformly Controlled
SPECIALTY EGG PR/ODUCTS

e N o W and e i T S e

EMULSEPT

Odorless, stable, non-irritating, non-chlorine  on
caustic, highly potent — yet sale, concen

trated germicidal sanitizing agent

Oblain particulars from Emulsol’s "Enow-How"
Organizalion

59 E. Madison St., Chicago 3, lllinois  State 8951

THE STAR MACARONI DIES MFG. CO.
57 Grand Street New York, N. Y.




by

it
i
|
il
¥
y
ks
{

THE MACARONI JOURNAL

Tip Your Hats, Gentlemen

Ernest H. Kalz

Six years ago, “a housewife walked
into a retail store,” (April, 1941 issue,
page 48) “looked at the packaged
noadle display, and instinctively select-
ed the nmuﬁcs which attracted her
('}'ll."

That woman was a professional
buyer. Six years added experience,
and six tough buying years at that,
have made her more professional at
selecting foods that give her quality
food volume as cconomically as pos-
sible,

To any cconomist, that procedure
spells “value purchasing.” It is par-
ticularly interesting to note that our
housewife has added some learned in-
stincts to her basic eye-attracted selec-
tion. She has learned that the deep
rich orange color of quality egg
noodles means eggs; and eggs, she has
learned, mean nutrition on the highest
plane, She learned that a fine smooth
nodle meant clean high-grade flour,

Yes, our favorite professional buy-
er has graduated into the class of logi-
cians ; and as long as she is certain of
her premises, she will continue o
serve quality egg noodles on her fam-
ily lal:ru; and what experienced dieti-
cian can deny the intelligent logic of
combining high quality flour and eggs
into a dish offering the valuable nutri-
tion and exceptionally palatable eating
pleasure of vgg mmdfus:‘

What now, does all this mean?  Are
foresighted egg noodle manufacturers
and their suppliers content to sit back
and rest upon the laurels of past
achievement and be satisfied with the
knowledge that they are very impor-
tant cogs in the food machine of the
world?  The writer thinks not,

A foresighted executive can neva
be comfortable remaining in  iatus
quo. His foresight hints. and often
compels, a future pattern that can
only be satisfied by progres sion,  The
world is unquestionably ecuged in a
great food revolution. The problems
and changes affect comparative carbo-
hydrate  volume, nutritional  value,
quality, packaging, storage pot ntial,
palatability, cost, ete,, and our present
yroduct must keep pace with time and
its inevitable changes in our food pic-
ture,

The egg-noodle manufacturer, as
standardized as he may like to think
his product to he, is no more staile
or fixed than the rest of the worla
with which he revolves, and so he, as
well as his suppliers, will do well to
keep one eye to the future and a
mcLu:I ear to the tone of the times.
As a leader in possibly the world's
greatest industry, the food industry,
he will be wise ‘o pull the cart along

*The author is associated with the S, K. Prod-
uce Company, Chicago, lllinois.

the roads of his own choosing rather
than ride and be jostled and thrown
from the cart.

Taking a look into the crystal, we
again find our housewife ten or twenty
or fifty years from now marketing in
the retail store, She will still be se-
lecting through her innate eye appeal.
She will still be susceptible to all the
cleverness of psychological selling and
advertising. But it would be pure
folly to ignore the fact that she will
know better than ever what she wants
and who is offering it to her most eco-
nomically. The less our housewife
knew in 1941, the more predominant
was the price factor; the more he de-
mands in good wholesome quality
food (because she now knows what
she knows) the less price alone will he
the determining factor, Logician, did
we call our professional housewife?
Perhaps a “practicing economist” will
soon be closer to the truth; and the
writer has few doubts that the noodle
manufacturer and his suppliers will be
up there in front with other represent-
atives of the food industry in recog-
nizing and respecting “Mrs. House-
wife.”

“Tip your hat twice gentlemen.”
First, because our customer is a lady,
and second, because she will drop you
a hint of the future.

Driving Suggestions
To Salesmen

Salesmen usually travel by auto-
mobile in making their daily rounds.
Many hundreds of thousands of them
crowd the city streets and country
highways daily, and their example, if
good, may be the means of saving
thousands of lives annually according
to the Industrial Department of the
National Safety Council if in this
civilized country only that group of
business people would heed the safe-
driving instructions promulgated on a
Pacific Isle by army officers, There
are ten such “orders” of the day. Why
not use one as a slogan per month
for the next ten months?  Salesman-
agers might write them on the black-
board in the salesroom; attach them
to salestmen's tre cands; or use some
other cqually efficient method of get-
ting them over to the salesmen?

“You can often prevent a traffic ac-
cident by a courteous or generous ac-
tion when the other fellow has made
a mistake.

“Be prepared for the ignorant or
reckless driver who fails to stop at
‘Stop’ signs. Slow down at every inter-
section where vehicles are approaching
or clear sight-distance is not available,

April, 1947

“When some driver insists on ‘hog-
ging' the right-of-way, let him take it

“When a driver tries to pass you
and misjudges the space aveilable,
drop back and let him into line,

“If an approaching driver, in pass-
ing other cars, has difficulty in getting
back into his own lane, slow down for
him,

“When some driver foolishly tries
to pass you on a hill or curve, drop
back and let him into line.

“If a driver is over-anxious to get
around your car, pull over and let him
go on his way.

“Always expect the unexpected
from any driver near you,

“Watch out for pedestrians, both on
the operr road and at streel intersec-
tions; nearly half of all traffic fatali-
ties involve pedestrians.

“Keep your temper, no matter how
much cause the other fellow may give
you to lose it. You can’t be angry
and opervate your vehicle skillfully at
the same time,

New Sales Representative

J. E. Robinson has been appointed by
Container  Equipment  Corporation,
Newark, New jt:rscy, 10 represent
them in Pennsylvania and West Vir-

iy

]. E. Robinson

ginia. A graduate engineer of Car-
negie Institute of Technology, “Rob-
bie" was associated with Walter H.
Burnes  Company, Inc,, Dittsburgh,
food brokers, for six years, In 1941
he entered the armed forces as a com-
missioned officer. He served in the
Corps of Engineers, U. S Army,
until his discharge in November, 1946,
as Licutenarnt Colonel, Mr. Robinson
has received complete and thorough
training at the “CECO" main office
and plant. His home is in Pittsburgh
and he will conduct his activities from
this centrally located city.

April, 1947
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CHICAGO'S OLDEST
MANUFACTURER OF A .
.. COMPLETE CORRUGATED LINE

il

rozen Eg¢ Yolks

Also Sugar Yolks, Whites,
and Whole Eggs

Top Quality and Color

Your inquiries solicited

Producers Produce Co.

Springfield, Missouri

Jhe
MENGEL COMPANY

INCORPORATED

o

Corrugated
Shipping
Containers
*

Factories

Winston-Salem, N. C.
Fulten, N.Y.

Louisville, Ky,
New Brunswick, N. J.
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The MACARONI JOURNA

Successor to the Old Journal—Founded Fred
Becker of Cleveland, Okle, in 190

Trade Mark Registered U, S. Patent Ofice
Founded in 1
A Publication to Advance the American Alacaroni

Indust
Published Monthly by |h? National Mascaroni
Manulactiurers Association as its Official Organ

Edited by the Secretary.Treasurer, P. O, Drawer
No, 1, Draidwood, IIL

PUBLICATION COMMITTEE

seessens President
++oVice President
General Manager

BUBSCRIPTION RATES
gnlled States and Pos, ,,$1.50 per year In advance
er North American
Countries ...0

++$2.00 per year in advance
s di 00 et veat in s

l’rvciun Countries dvance
ﬁnlle Copies .., 15 cents
ack copies ..00e +«35 cents

BPECIAL NOTICE
COMMUNICATIONS—The Editor __saolicits
news and articles of interest to the Macaroni
Industry.  All matters intended for publication
must reach the Editorial Office, Draidwoud, Ill,
no later than FIRST day of the month,

THE MACARONI JOURNAL assumes no
responsibility for views or opinions expressed by
contributors, and will mot knowingly advertise
irresponaible or untrusiworthy concerns.

The publishers of THE MACARONI JOUR-
AL reserve the right to reject any malter
furnished either for the advertising or reading
columns.

REMITTANCES—Make all_checks or dralts
thlc to the order of the National Macaroni
anulaciurers Association.

ADVERTISING RATES

Display Advertising.ocoeeess Rates on Application
Want Ads.seieoacstannsnenns 50 Cents Per Line
Vel, XXVIIl April, 1847 Ne. 12
N
-

“ piedge allegiance lo the Flag of the
United States of America, and to the re-
public for which it stands, one nalion in-
divisible, with liberty and justice for all”
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Welcome—New
Member

The Creamette Company Limited,
Winnipeg, Canada, joined the Nation-
al Macaroni Manufacturers Associa-
tion last month. Robert H. Williams
is the executive vice president of the
new  member-firm and  his  brother
George Williams, the general manager.
Both are planning to attend the 1947
convention of the Association and In-

dustry at French Lick, Indiana, June'

23-25,

Memb-r-Firm
Changes Name

Smith's Cereal Foods Limited of
York, England, a member of the Na-
tional Macaroni Manufacturers Asso-
ciation, classified as an International
Member, reports that in March it was

amalgamated with Nourishment
(York) L.T.C. The firm is mocern-
izing its plant which 1s 'ocated at 41-65
Ambrose St., in York.

The directors of the firmare: C, A.
Smith, chairman, IF, Smith, Managing
Director, G, W. Smith, E. Smith and
G. Smith,

'GMA 1947 Meeting Dates

The GROCERY MANUFAC-
TURERS OF AMERICA, INC,, has
announced the dates for its 1947 meet-
ings, as follows:

June 9, 10, 11—Mid-Year Mecting,
Skytop Lodge, Skytop, Pennsylvania.

November 10, Ii. 12—3%h Annual
Mecting, Waldorf-Astoria Hotel, New
York City. !

Many “of the leading macaroni-
noodle manufacturing firms are mem-
bers of this organization and regularly
send representatives to both affairs.

St. Regis Quarter
Century Club

The Toledo multiwall paper bag
plant of the St. Regis paper Company
held a testimonial dinner March 7 for
nine of its employes who have served
the company lwcmg-ﬁvc years or
more. A total of 256 years' service
was represented by the group,

Fach of the employes was presented
with a Certificate of Award for Loy-
alty and Service and a 25-year pin.
Telegrams of congratulations were re-
ceived from Roy K. Ferguson, presi-
dent of St. Regis, E. R, Gay, vice-
president, W, . Hahn, in charge of
multiwall bag production in all plants,
and Alex Smalley, labor relations ad-
visor to Mr. Ferguson,

The names of the employes and
their years of service follow: Albert
Flick, 34 vears; Frank L. Plush, 30
years ; Curl Thompson, 30 years ; Mol-
lic Spencley, 29 years; John H. Dea-
con, 27 years; Iiti)stm Frantz, 27 years;
Albert Hauser, 27 years; Arthur G.
Hartman, 27 years and Grace Wouod,
25 years,

—_—

The henpecked salesman was being
transferred o a new city, noted for
its hot summer climate. Some of the
boys were seeing him off,

“It gets very hot there at times,”
one reminded him, “Aren’t you afraid
the climate might not agree with your
wife?"

The <alesman looked at him re-
proachiully: “Tt wouldn't dare," he
said.

WILL SACRIFICE complete pure egg noo-
dle and chow mein noodle plant localed
in N.Y.C. Principals only. Box No. 5.
¢/o Macaronl Journal, Braidwood, Il
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Western Tour by
B. R. Jacobs

Extensive Study of Plant Semilation
Under Way by Assnciation end
Government

In anticipation of moves that will be
made later by the Government to see
that all food plants are in the most

Benjamin R, Jacobs

sanitary condition, the office of the
National Association's Director of Re-
search in Washington, D. C., under
the direction of Benjamin R. Jacobs
is supervising a drive to acquaint all
macaroni-noodle manufacturers with
the provisions of the regulations whose
enforcement are to be more strict in
the future, Researcher Jacobs has
been advising all manufacturers at na-
tional and scctional meetings of what
will be expected of plants that process
foods for human consumption, and in
order to bring the message to those

who have been unable to attend the’

meetings and to hear his message per-
sonally, he has planned a trip that will
enable him to contact personally manu-
facturers from coast to coast.
His itinerary follows:
Cincinnati, Ohio—March 19-21
St. Louis, Mo.—March 21-25
Memphis, Tenn.—March 26-27
New Orleans, La.—March 29-31
San Antonio, Tex.—April 2-3
Xl Paso, Texas—April 4-7
Tucson, Ariz—April 9-15
Los Angeles, Calif.—April 17-21
San Francisco, Calif —April 23-30.

RAVIOLI - NO ODLE
wx+ SPAGHETTL v
MACHINERY

and Cheese Graters
For the INDUSTRY * INSTITUTIONS ete.

Models available in every price rangs

- gy .
AURELIO TANMZI ENGINEERING COMPANY

430 JCFYERsOM STREL T BRAODOKLYH H Y
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Horse Sense
From Ollie The Owl

Around my neck of the woods an old
bird once ran a hot dog stand. 1le
il no education, couldn't read or
write but all day long he kept chirping
that he had the best barking beef in
town and soon he was selling hot
dogs like hot cakes, He was so busy
he couldn't listen to the radio and be-
fore long he had a bank roll that could
choke a hawk,

“Guess I'll send my son to college,”
he mused.  “Don't want him to be as
dumb as me.”  So, son went to college,
came home for his summer vacation,
found Dad still feathering his nest
with hot dog sales talks.

“Listen, pater,” twittered Junior,
:']!ulicr watch your step, civilization
is going to pot, conditions are terrible,
inflation is coming, and with burcau-
crats, the atom bomb, high taxes,
strikes and high prices, it looks like an
Iron Curtain for Free Enterprise,”

“Gosh," eried the old man,  “I never
knowed it.  That's what you get when
you ain't had no educatien,”  So, he
cut down his orders for hot dogs, quit
telling the world he had the best in
town and sure cnough, business got so
bad he had to shut up shop,

But, son went back 1o college, and
the old man was happy. “Ain't educa-
tion wonderful,” he cried. “If my
son hadn't told me that things were
in such a mess, 1'd still be hollering my
dammnfool head off and losing my il
feathers in that hot dog stand.”

A lot of birds get lost in the woods
because they listen to the cuckoos and
don't mind their own business,
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OUR PURPOSE:

OUR OWN PAGE

ELEVATE : : INDUSTRY -

i National Macaroni Manufacturers 2
ORGANIZE Association Then-- %

HARMONIZE MANUFACTURER

Local and Sectional Macaroni Clubs

OUR MOTTO:

No. 2
Peter LaRosa, V. LaRosa & Sons, Brooklyn, N. ¥, <
C. Frederick Mueller, C. F. Mueller Co., d‘“" City, N, 1.
C. W, Wolle, Megs Macaroni Co,, Harsisburg, Pa,

Reglon No. 8.

ll'u‘rno:t Gioia, Gioia Macaroni Ca., Rochester, N. Y.
R"’hn No. 4

A, Irving Grass, I, rl. Gnl! Noadle Co., Chicago, 11l
Joseph Matalone, Chicago Macaroni Co., Chicago, 11l

Region No, §
Peter, J. Viviano, Delmanico Foods, Inc., Louisville, Ky.

OFFICERS AND DIRECTORS 1946-1947 i
C. W, WOLFE, President....c.ivaniannnsinss Megs Macaroni Co., Harrisburg, Pa.
A. IRVING GRASS, Ist Vice Presiden I f Grass Noodle Co., Chicago, IlI
C, L. NORRIS, 2nd Viece President. he Creamette Co., .\Ilnnul;mlur Aficn,
n. R l{ﬂl:nhl. Director of Research.. 010 Vermont Ave. N.\V., Washington 5, I, C,
M. J. Donna, Secretary-Treasurer +eo % O, Nox Np. 1, Draidwood, 1llinois
Reglon No, 1 Rl‘lnu No. 6
Joseph Pellegrino, Prince Macaroni Mig. Co., Lowell, Mass. J. I, Diamond, Gooch Food Products Co,, Lincoln, Nebr,
Reglon No. 7
Reglon E DeRoces, San Diego Macaroni Co., San Diego, Calil

Reglon No. 8 .

Guido P, Merlino, Mission Macaroni Ca., Seattle, Wash,

Reﬁlnn No. 9

C. 1.. Norris, The Creamette Co., Minneapolis, Minn,
At-Large

Frank Traficanti, Traficanti Nros., Chicago, IIL

Albert ll.unmmI Ravarino & Frexchi, Inc, St Louis, rh.
Louis S. Vagnino, Faust Macaroni Co., &y, Louis, Mo,
Albert S. Weiss, Weiss Noodle Co., Cleveland, Ohio
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“Be Prepared”

It is most restful to concentrate, momentarily at least,
on the more pleasant side—the observance of our Twenty-
Eighth Anniversary to which the April, 1947, issue is
especially dedicated,

More readers would reap the many benefits of this rest-
ful observance if more of them would take a greater per-
sonal interest in such industry affairs—as a welcome
change.

To those who aided materially to help make this fea-
ture edition imposing and historical, we say—Thank You!

There are always opportunities for the willing. The
next event to be generally observed by the whole Indus-
try is the annual conference in June, Four things domi-
nate the thinking of those in charge of the plans for the
convention at French Lick Springs Hotel, French Lick,
Indiana, June 23-25 . . . Macmines, MATERIALS, PRAC-
Tices and I’roMoTION,

During the war the direction of effort was away from

merchandising to production. With the return to the
buyers' market of peacetime, more and more attention
will be given to—(a) the almost endless modernization of
the plant’s mechanism ; (b) action that will insure a steady
flow of better raw materials; (c) a change in business
practices to enhance public relations all along the line, and
(d) the creation of increased demand and consumption
by Americans of American-made macaroni, spaghetti and
egg noodles,

No, it is not too early to begin the serious considera-
tion of the four fundamentals of a better business future,
by the individual, the Association and the Industry, too,
inscfar as they will affect the policy-making plans. “Be
Prepared” may well be the theme of the 1947 Industry
Conference and the four fundamentals—Machines, Mate-
rials, Practices and Promotion-—the main topics before
and at the June convention, ‘
M. ]J. DoNNa, Secretary.

EXTRA YARDAGE WITH THE WIND!

Vitamin enrichment can add sales yardage to your product

Now that the Federal Standards of Identity
are in cffect for the macaroni industry, you
can ride the wind of consumer acceptance for
greater sales yardage.

Here's how the wind blows: A recem
survey* proved that 77.4% of the American
housewives questioned favor food they know
to be “enriched” with vitamins.

Your best bet: Lnrich your whole line

. (% g 0
now! Already, flour millers and bakers have We imvite you 1o consult our statf

5 of techmcal experts. Wnite tos
ubtained extra sales yardage through the cur-

rent enrichment |1I‘U}:I’ill]1. J/f‘/(’/lff’l' ‘{_‘qu':’:"-n”

ROCHE

HOFFMANN-LA ROCHE, INC.
Roche Park, Nutley 10, New Jersey

Feature the potent one-word sales messige
“"ENRICHED" on your packages and get that
added yardage.

*Fawrett Women's Gromp




Smoothing out the rough spots

All the way from buying the durum If there's one thing you can count on
4 wheat right down to the final, actual today, it's that Pillsbury will give you the
testing of its performance in spaghetti- finest durum products that can possibly

'l making, any “rough spots,” any pos- be milled under present conditions.
sible shortcomings in quality, are caught

and “smoothed out” by Pillsbury’s lab-

oratory and milling specialists.

PILLSBURY'S
DURUM
PRODUCTS

Pillsbury Mills Inc., General Offices: Minneapolis, Minn.
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