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That's because it's predictable packaging Because il's the kind of pack-
aging only pr.ofessionals can produceg. Because it caplures

(] the bright look of newness to sell on sight ' | eye-catching visuals with
buy-it-now, serve-il-today appeal | | trademark designs lo say nice things
about your product [] color usage in exciling, altention-winning ways.

_ That's why modern macaroni marketers across”
the country know that ROSSOTTI delivars
BETTER MERCHANDISING THROUGH PACKAGING!

Wrile us today for details; there's
an obliging sales office near you.

< LITHOGRAPH CORPORATION
WL Executive OHices:

“NORTH BERGEN, NEW JERSEY

ROSSOTTH Gliliﬂﬁl‘lll Lll;HUGI!lPH CORP. ROSSOTT! MIDWEST LITHOGRAPH CORP.
SAN FRANCISCO 24, CALIFORNIA CHICAGO 10. ILLINOIS

i )
Sales Offices: ROCHESTER * BOSTON ¢ PHILADELPHIA « PITTSBURGH
ORLANDO ¢ HOUSTON ¢ LOS ANGELES * SEATTLE e« SAN JUAN

»
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&
We're proud to be part of so vital an industry« ... a"gdﬁ

Executive Offices: North Bergen, New Jersey

Aprit. 1967




et

The

April
1967
Vol. 48
No. 12

Macaroni Journal

Official publication of the National Macaroni Manufacturers Association,
139 North Ashland Avenue, Palatine, lllinois. Address all correspondence

regarding advertising or editorial material to Robert M. Green, Editor,
P.O. Box 336, Palatine, llinols, 60067,

O#‘t‘?ﬂ

President .........
1st Vice Pres. ...
2nd Vice Pres. .

$l'ncl¢mi

Eastern Area:
Robert I, Cowen
Vincent F. LaRosa
Joseph Pellegrino

Central Area:

Albert Robilio
Ralph Sarli

Western Area;

Paskey DeDomenico  Ernest Searpelli
Vincent DeDomenico

Al Large:

Saverio Arena
Arvill E, Davis
Kenneth J. Forbes
Raymond Guerrisi

Past Presidents:

Fred Spadafora
Albert Ravarino

Emanucle Ronzoni, Jr. C. W. Jack Wolfe

Horace P. Gioia
Lloyd E. Skinner

Executive Secretary ,
Director of Research .

..... .+ .. Robert I, Cowen
¢+ eveaa. . Peter J, Viviano
++++,.Vincent F. La Rosa
+««..Vincent DeDomenico
+++es...Robert M, Green
++ss+..James J. Winston

Lester R. Thurston, Jr,
H. Edward Toner
Paul Vermylen

Peter J, Viviano
Robert H, Williams
Albert S, Weiss

Nicholas A. Rossi
Jerome L. Tujague
Robert William
Walter Villaume, Jr.

Peter La Rosa
C. Fred Mueller

Louis S, Vagnino

jn 3‘:’5 jddue.'

Page
Macaroni Journal Celcbrates Its 48th Anniversary,. 6
How Mueller Maintains Its Position in the Market .. 8
Victor Henningsen, Sr. Honored ............... 12
Warnings Sounded on Eggs ............. Aoty 14
Leeds—A New Durum Wheat Variety ..o0vvinn.. 15
Semi-Annual Durum Report ........ R LA, 20
Macaroni Around the World ....... e s 24

Observations from Europe .................... 29

Technological Developments ............ AR |

New Packaging Ideas .....

LR I I A

..... 41

People Arc the Prime Concern at International Mills 44

Effective Plant Sanitation ......... sssssnivssnel 46

Beyond the Line of Duty—George Kahn sales tips.. S0

BUYERS' GUIDE ,......... trereneane 4 54-56-58

Index to Advertisers ........ I AL R St |

Subscription rates
Domestic

£5.00 per year

Foreign $6.50 per yeor
Single Copies 75¢
Back Coples $1.00

The Macaronl Journal Is registered with U.S. Patent Office.

Published monthly by the National Macaroni Manufocturers Asso~
ciation as its officlal publication since May, 1919,

Second-class postage pald at Appleton, Wisconsin,

THE MACARONI JOURNAL

Business

Says WhO? Says too many people.

You've probably heard it yourself many times.

N
T

.

is business.

It's used to justify almost anyrhing.

But how many times have you ever qucstion.cd this
attitude or raised your voice in protest? An idea 1
like this takes root just because not enough people

do anything to stop it.

1f you have ever asked yourself “Why doesn t
someone do something about it?" you're talking to

the right person. You.

It won't be casy. Sometimes you'll need cn_callraigf:-
ment. The kind you'll find in your place of worship.

Here you'll discover you're not alone. That, in o
itself, can give you the strength to say Says who?
once in a while when it needs to be said.

Religion in American Life

APRIL, 1967

Published as a public service in cooperation with The Advertising Council




CELEBRATES ITS 48th ANNIVERSARY

WE pride ourselves on the progress
we have made as individuals, as
companies, as an Industry. Yet it is
amazing how similar are the problems
that !teep cropping up today with those
experienced ten years ago, twenty
years ugo, forly years ago,

In 1937

Thirty years ago, in an invitation
from Philip R. Winebrenner, president
of the National Macaroni Manufacturers
Association, to Industry members to
attend a convention In Cleveland, he
listed some of the problems that were
bothering the macaroni business at that
time. They included:

® a new Food and Drug bill;

the unfavorable price trend;

the Robinson-Patman Act;

the distirct drift {0 lower quality;
the unfair and unfavorable pur-
chase contract now in use;

the proposed NRA (National Re-
covery Administration);

the aggressive plans of competing
industries who hope to place their
products upon the dinner table
where macaronl Is now served;
the increasing use of artificial
color;

the unrest of labor;

and many more items equally dis-
turbing,

Meeting the Challenge

Mr. Winebrenner then asked: “Who
it prepared to say whether or not our
conditions will be aided or aggravated
by:

® o new and enforceable set of

standards;

an enlarged executive personnel
for the Assoclation;

a Trade Practice Conference under
the auspices of the Federal Trade
Commission; :
a well concelved and directed pub-
licity campalgn;

mure regional meelings;
intelligent research of our prod-

ucts to be carried by one of the
accepted institutions;

compiling of statistics so that ev-
ery manufacturer will know peri-
odically how his sales compare
with the industry as a whole;

a consumer’'s survey to determine
what the publle thinks and wants;

® a more ambitious Assoclatlon pro-
gram requiring a larger budget.

“It is fitting for us to turn our eyes
to the future in an attempt to visualize
the needs which must be filled and the
methods by which we will fulfill them.
These problems are very real — these
problems are still yours.”

Wheat Prices in 1847

Ten years later, in the postwar period
of April, 1947, the Macaronl Journal
looked at the signs of the times and
found $3.00 wheat. It was the second
time in 90 years that bread wheat had
hit so high a figure, the first time being
in 1818 shortly after the cessation of
hostilities of World War I. Durum
wheat did not rise as spectacularly as
bread wheat, and granulars were sell-
Ing in the spring of 1947 at $6.30 a
hundredweight, Minneapolls,

While the rapid rise in wheat brought
about Increuses in flour and bread,
niacaronl prices held firm. The use of
uniaundered bags was to be barred;
paper sacks were showing an upward
price trend.

Meetings were held In February and
March of 1847 In Pittsburgh, New York
City, and Chicago, to consider reducing
the pumber of styles and shapes there-
by conserving packaging materials and
eliminating uneconomical items. Also
up for consideration was americanizing
names of macaroni styles,

Sales Salute in 1857

Ten years ago, the Macaroni Journal
gave a salute to salesmen, recognizing
their return to promirience as the buy-
er's market changed to a seller's mar-
ket.

Durum Legislation

Senator Millon R. Young—“Mr.
Wheat" from North Dakota—intro-
duced legislation to permit durum
growers to plant extra durum in 1857
to alleviate the shortages that had oc-
curred because of 15B rust. His actions
were supported by a delegation of
macaroni manufacturers and durum
growers who carried their message to
‘Washington.

Resenrch and Recitations

The market research class at North-
western University in Evanston, Illi-
nols, combined learning with experi-
ence and went knocking from door to
door to get first-hand consumer com-
ments on macaroni products.

They concluded: "It is apparent that
it is necessary to educate the consumer
in relation to the caloric content of
macaroni products as opposed to other
meat substitutes, as potatoes, rice, and
bread; and that the job Is not to edu-
cate new users, but because practically
everyone uses macaronl products, the
job is to get them to use them more
often.”

Their final contribution was this little
jingle:

“Spaghetti makes o lovely 1neal,
Spaghetti tastes so good, it's just ideal
For parties, snacks, and lunches,
When all your friends drop In by

bunches.

“It's easy to fix, only takes a while,
And on your face there will be a smile
As you enjoy this tasty treat;

Try spaghett, it can’t be beat!”

Pleass Read On

So, while the basic problems of ma-
terial supply, processing, governmental
regulation, the. development of con-
sumer acceplance, and the like con-
tinue, the approaches vary and some of
the detalls change. Peruse the pages
inside to see how we are approaching
our problems in this year of 1967,

Tie MACARONI JOURNAL

ADM maintains over 70,000,000 bushels of grain
storage capacity to assure you top per'for'mquzlce
durum products, precisely like the last batch you
bought . . . and the batch before that

where top performance counts,
you can count on ADM
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How Muellers Maintains its Position in the Market

by H. Edward Toner, president, C. F. Mueller Company, at the N.M.M.A. Winter Meeting

HE program indicates that I am to

speak on how Mueller's maintains
its position in the market. This, to me
at least, is a timely subject since this
year we celebrate our 100th Anniver-
sary.

Our basic sales philosophy ecould be
symmed up in one brief sentence—
V/ork, Work and more Work, However,
Bob Green would not permit me to
stop there!

We believe that any successful opera-
tion is based on p.ople. Our organiza-
tion, we believe, is made up of experi-
enced, motivated, dedicated people—
working as a team.

We believe that every Department
in our operation—production, purchas-
ing, traffic, Industrial relations, sales
and financing — shares responsibility
with each of the others for the con-
tinued success and growth of the Com-
pany.

Importance of Quality

Our Company, from Ils very begin-
ning, has stressed quality, This means
the Purchasing Department must fur-
nish the finest of raw materials; man-
agement must furnish adequate engi-
neering talent and the most modern
and technological advanced equipment.
We place great emphasis on quality
control and sanitation,

Balanced Program

It is essentlal to our continued suc-
cess, in our view, that we have a bal-
anced program,

This means not only quality products
but attractive packaging, compelitive
price, appropriate level of advertising
and promotlon, service to our custom-
ers, and to the consumer.

On this latter item—I will give you
one example—when we receive a com-
plaint (and I gay this modestly—they
are few in number) we send a repre-
sentative to call on the customer—not
a mimeographed form letter. You
would be amazed at the good will thus
engendere .,

The proper halancing as Indicated,
produces, i our opinion, trade ac-
replance and consumer demand,

We believe that our Divisional Man-
agers and salesmen are professionals.
It is essent.al to encourage individual
initiative and to create an atmosphere

8

H. Eéward Toner
President, C. F, Mueller Co,

in which people w:ll gladly work with
enthusiasm and determination.

Despite a moderate amount of turn-
over in our sales force, which I am
sure you all experience, we feel it to be
well trained in marketing techniques
and basle education, Moreover, we
stress in our training that our men be
well-mannered. People do not buy from
Ill-mannered salesmen. Nor do they
buy from clowns. These men know the
“whys" and “hows” of new develop-
ments in their fleld. We belleve the
more facts you tell, the more you sell.
They have belief in their role and their
Importance to us. We hold them in high
esteem and try to Instill pride in their
chosen fleld.

We live in a time of such rapid
chany and growth of knowledge that
only i person who continues to learn
and Inquire, can hope to keep pace, let
alone play the role of gulde.

Fortunately we do not believe that
«!l the knowledge in this complex mar-
keting fleld of today resides at 180
Baldwin Avenue, Jersey City.

Marketing Services

We, 03 some of you know, have the
benefit of the A. C, Nielsen service, the
advice of Sid Johnson, a consultant
well known to many of you, plus the
research and marketing facilities of our
Agency, Needham, Harper & Steers,
However, we use research for illumi-
nation, not as a drunkard uses a lamp
post for support. Moreover, we profit,
as do all of you, through the work the
Ted Sills Agency does for the Institute,

However, marketing tools are only as
good as the people who use them,

Most of you here today are concerned
with marketing. Part of our basic phi-
losophy is to establish the proper mix
of advertising and promotional dollars
and then coordinate them so that they
work together, not separately,

Increased Advertising

In advertising, for instance, we have
continually raised our budget during
the last ten years. In doing this we
have: (1) been consclous of the increas-
ing cost of media, and (2) of the need
to protect the future of our continually
growing case volume. Ideally, we try to
advertise in accordance with our share
of market.

Our twelve sales divisions receive
advertising dollars in accordance with
the potentialities existing in each divi-
sion determined by population, con-
sumption levels, competition and our
knowledge of conditions existing in
each.

In connection with our advertising,
I would like to stress that both we and
our advertising ogency look upon the
primary mission of advertising as that
to give truthful and Informative de-
scriptions of our products. We believe
that in the long run such advertising
will be more persuasive to the con-

. sumer than untrue, distorted and biased

advertising.

Tifore and during each advertising
program we exert every effort through
our Agency and our own salesmen to
tell all in the ..de (at least those who
will listen) that we do advertise (and
fairly) and that we advertise year-
after-year-after-year—because we do.
In this communication area, our Agen-
cy wrings about as much merchandis-
ing effort out of our media as is ob-
tainable.

Our Budget for irade and consumer
promotion is based on the job that has
to.be done ot a particular time ond in
a given division. It is based on the
number of new products to be intro-
duced (and here we have been back-
ward), the distribution level of recently
intreduced varleties and importantly
the trend in sales of our standby bread
and butter products like Mueller's El-
bow Macaronl (the biggest seller in all
America—by far).

(Continued on page 10)
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There’s NO MAGIC to producing
fine quality Extrusion Dies .. . | | |

just know-how, experience and a

sincere desire to satisfy our customers.

D. MaLbARI & Sons, InC.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215

{ Continuously Refained In Same Fewily

| America’s Larges! Macaroni Die Makers Since 1903 - With Manag

ArniL, 1967 > ’ 4 .




et TS

Mueller’s Marketing
Philosophy—
: (Continued from page 8)

Fair Dealing

Here I would like to mention that we
pride ourselves on fair dealing. Every
customer of ours knows that he is get-
ting exactly the same treatment as his
competitor,

On trade and consumer promotions,
we have over ke years consistently
raised our budgets to keep step with
our accelerated growth and new prod-
uct activity.

We probably spend less for Trade
and Consumer Promotions, deals if you
prefer, than others in highly competi-
tive segments of the grocery industry—
including the macaronl segment. I say
probably because it Is very difficult to
get a "fix" on promotional or deal mon-
ey spent by others In the grocery In-
dustry.

Now, a little more about our sales
philosophy!

First, we try to move our products
right through to Mrs. Consumeér. We
are not content to scll merchandise to
warehouses at the wholesale level and
assume distributors, be they whole-
salers or chains, will move it on to the
shopping baskets,

With net profit margins for chains as
low as .66 per cent of the sales dollar
and warehouse stocks comprising from
6,000 to 8,000 items distributors can
only hope to do a good job of distribu-
tion in general.

Move Category

Our sales organization of 85 men pro-
vide a merchandising service tailored
to move the entire macaroni category,
all brands, all items, to the consumer
at the greatest benefit to the distribu-
tor. In this efforl we try to present
each brand to Mrs, Consumer in accord-
ance with Its retail movement and each
item in accordance with its importance.
But, above all we try to do this fairly—
fair to the retailer, ourselves and com-
petitors. We are not proud when we
discover some over-zeulous Mueller
man “hogging" the shelf at the expense
of other brands , ., and I might say that
the retailer is not impressed either, In
Wall Street they say: “Bulls and Bears
make money. Hogs never dol”

You who have your own sales force
know it i3 not an easy thing to recruit,
orientate, train, motivate and may I
sny accommodale each individual,

At least I know that our top sales
people have tried in all these areas and
I feel they have done a creditable job,

While we believe we have strength
at the direct level, one thing we are
sure of—wherever we have strong re-

toil representation we continue our for-
ward progress.

Bandit Shows Flare
For Business
A bandit with business knowledge
recently robbed C. F, Mueller Co., Jer-
sey City, New Jersey of $24,640.
Police said the bandit—young and
well dressed entered the company of-
fices and told a receptionist he had an
appointment with the firm's president.
Told the president was out of town,

he nsked to see the treasurer, Richard
Post.

Post took the man {o his second floor
office. The bandit then drew a revolver
and demanded the company books.
After inspecting them, he ordered Post
to write a check for $24,640,

Post said he couldn't write such a
check without the accompanying signa-
ture of a second company officer. Jo
the bandit had Post call in assistant
treasurer Edwin Gillis and have him
cosign the check.

After oblaining Gillis' signature, the
bandit told Post to inform the bank
that a messenger would be arriving to
cash the check. He also ordered Post to
furnish the messcnger and Post com-
plied. Neither Gillis nor the messenger
was aware a robbery was in progress.

When the money arrived, tiie bandit
took It and ordered Post tc hand over
his car keys. When told Fost didn't
have one, the robber ordered him to
“borrow one from a friend.” Post did.

Then the holdup man ordered Post
Into the car and drove away.

He parked near a medical center,
ordered Post into the car trunk, and
fled.

Police sald the company didn't learn
of the robbery until an anonymous
phone call informed them Post was
locked In the trunk of n car near the
hospital,

Lowell W. Andreas

In ADM Management Unit

Archer-Danlels-Midland Co, realign-
ed Its top executive echelon o give two
mojor stockholders a greater volce In
management.

Lowell W. Andreas was named exec-
utive vice president and to n new man-
ogement unit, “the office of the presi-
dent.” Mr, Andreas will share that office
with John H. Daniels, who will con-
tinue as president and chief executive
officer, However, {he company's two
major operating groups in the agricul-
tural and chemical fields will report di-
reclly to Mr. Andreas. All staff func-

tions will be under direct control of
the new “office of the president" unit,

The new management unit, Mr, Dan-
lels sald, was needed “because of the
increasing scope of agricultural and
chemical operations In this country and
abroad.”

Family Holdings

Mr. Andreas was elected a director
last November. He and his brother,
Dwayne O. Andreas, own about 8 per
cent of the company's 1,572,519 shares
of outstanding common stock.

The 120,300 shares owned by the two
brothers are held through a family-
owned company and were acquired In
1845,

Dwayne Andreas was elected a direc-
tor last February. He is chalrman and
chief executive officer of First Inter-
oceanic Corp, a private investment
company for members of the Andreas
family. He was formerly executlve vice
president of Farmers Union Grain Ter-
minal Assoclation, a large farmer co-
operative,

Prior to being named executive vice
president, Lowell Andreas resigned as
manager of Honeymead Products Corp.,
a division of Farmers Union Grain,

In another switch of executlve per-
sonnel, Erwin A. Olson, chairman, who
has headed the company's agricultural
operations since 1059, withdrew from
the latter post. He remains as chairman
to “devote full time to long-range plan-
ning and acquisition programs,” Mr.
Daniels explained.

Earnings in Narrow Range

Over the past 15 years, Archer-Dan-
lels-Midland earnings have fluctuated
within a narrow range. In flscal 1068,
ended June 30, the company reversed a
four-year downtrend during which
earnings had sunk {o $1.76 a share from
$2.70. And dividends, which had been
maintained unchanged at $2 a share
since 1053, were cut 20 per cent In
fiscal 1885,

In fiscal 1006 earnings were $4,045,-
464, or $3.14 a share, up from $2,765,000,
or $1.76 a share, in the preceding fiscal
year,

For the six months ended Dec. 31,
1966, the company was able to report o
modest further galn In per-share earn-
ings—$1.72 against $1.66 in the like
1965 perlod, But second fiscal quarter
earnings dropped more than 10 per cent
to 97 cents a share from $1.09 a share a
vear before.

“In the ordinary business of life,
industry can do anything which genius
can do, and very many things which it
cannot."—Henry Ward Beecher

THE MACARONI JOURNAL
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ASEECO

The Name ASEECO — Automated Systems and Equipment Engineeripg.Compan e
ineering and experience acquired in many years of believing that a produc ;
i de better and more economically

y — embodies

Originators | e science, e
and matter how good and economically made today — can be m

through "*Automation.”

This belief has made ASEECO's products successiul and its work rewarding.

i EECO for its many clients,
of ifi manufactured and services performed by AS or its man, .
Ot Plant Layout and Automation Engineering, including

Pioneers

Ma'ny have been expanded to include complete .
Erection, *'Start-Up'" and Training of operating personnel,
i o The quality of products manufactured by ASEECO and the caliber of services rendered rhal.r;
B Today's resulted in many repeal uiders, as well as a continuous increase of r.lew cuslome:ls. Weit::;;emgLI
Automated | Catalog will give ASEECO'’s present and prospective customers a brief cross section o
Devices nuity and diversity of ASEECO's operations.
and LIST OF THE PRODUCTS MANUFACTURED
SyStems VERTI-LIFT Bucket Elevator

VIBRA-CONVEYORS & SCREENS
CAN & BOTTLE CONVEYORS

AUTOMATIC CHECK WEIGHERS
AUTOMATIC NET WEIGHERS & FILLERS (Multiple Head, High Speed) ’

BULK WEIGHERS & FILLERS 3

FEED-O-METERS (Continuous Feed by Volumie)
STOR-O-VEYORS (Moving Belt Storage)
TRACE-A-VEYORS (Moving urgetu :
DEHYDRATORS & DRYEQEES
PRESSES & DRYERS forlg
AUTOMATIC CONTINUOUSIS:ER o
CARTON SET-UP, FILL & CL SE Aty
lnullnuvln.u & Sales Offices

LIST of SERVICES =~ -
Plant Engineering, Layout & Dia_fti_ng' L A g i
Site Selection & Construction Supervision
Evaluation of Sub. Contracts & Eldsl
Machinery Selection & Proc
Erection and Installation
Electrical Engineering & C
Plant “Start-Up"* & Final A
Training of Operating Per
Service alter Sale

TSI S e
S RIS T STl s b M L Uzl LT T

Manufacturing & Warehouse Facilities

See Aseeco "'One Responsible Firm — Onr Supplier

1830 W. OLYMPIC BOULEVARD TEL. (213) 285-9091)
LOS ANGELES, CALIFORNIA 90006
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industry-wide Fact Finding Conferen
held recently in Kansas City, :

Mr, Willlams Makes Prese:

Harold Williams, presiden
stitute of American Poultyy’
presented the Institute's I
lce Award for 1967 to
during the annual Instil
ship Breakfast, In maki
Mr. Williams declared:

Industry Service Award this
man who has remained quiet
nified in all the turmoil of t}i+ b

People who know him best will :

you, ‘I've never heard him raise his“%gq

volce.'

“He has never had to ralse his volce
to make a point. He has never forced
his opinions on anyone else. He has
found out what the facts are. He has
stated them quietly and has acted ac-
cordingly.

“He Is a man of enormous energy
and keen intellect. Whatever he puts
his hand to, he wants to improve it,
wants to do it better.

Technological Coniributions

“He has never been just a trader., He
is a developer, He has never accepted
the idea that anything Is impossible, If
there Is technical knowledge he lacks,
he hires men who have that knowledge
and gives them free rein to make the
most of their talents. As a result:

In 1034 he spray-dried egg whites
commercially.

In 1838 he pasteurized whole eggs
and egg yolks.

In 1944 he stabilized and gas-packed
whole egg.

In 1857 he heat-treated and pasteur-
ized egg whites.

“He produced, commercially, odor-
less, high-whip spray albumen. This
opened up the cake-mix market. The
manufacturers of mixes have used more
egg solids than any other branch of the
food industry.

“When most men of his age are
thinking of retiring, the winner of our
award is directing the development of
a new egg separating machine, three
new dehydrated food products, an in-
expensive high-protein food for mass-
feeding and new techniques for de-
hydrating poultry and egg products.

“In a hotly competitive field, he has
ulways been willing to share with

12

“A year later, he was sent to Shang-
hal, China to buy and pack eggs for
shipment to this country. One shipment
he made filled two tralns when they
were unloaded at Vancouver to be
shipped onto Boston. Two years later,
he set up a plant in Shanghal to pro-
duce frozen and dried egg products.
This was the beginning of his interest
in the dehydrated food field.

“For the next six years, except for
the time he spent In service in Warld
War 1, he spent half his time in China,
half In the United States. He establish-
ed his first drying plant in the United
States in 1030. His Shanghai plant was
sold to the Nationalist Chinese in 1047,

“Recently, under his guidance, his
company has made significant advances
in the European market as a major
supplier of egg products on the Con-
tinent In competition with Communist
China. They also opened the British
market to U, S, products.

Diversitied Organization

“Today, his company has become a
highly diversified organization, In addi-
tion to its egg products, it has become
a world leader in the production of de-
hydrated chicken for use In conveni-
ence foods.

“On the personal side, the winner of
your award has found time to take an
active part in his church, to become a
skilled sllversmith, a knowledgenble
collector of American art, and an ama-
teur musician,

“He has always been active In in-
dustry affairs. In the days of the NRA
and the OPA, he was a member of their
Egg Advisory Committees. He was a

Victor Henningsen, Sr. Honored

Victor W. Henningsen, Sr., chairman others in th
of the board of directors of Henningsen basic ye b
Foods, Inc., was honored at the annual

member of the Secretary of Agricu'-
ture’s Research Advisory Committee,
tHe was president of the Natlonal Egg
bducts Association, which later be-
® 8 part of the Institute, He was a
f the Institute and has now
o ¢ ed on the board by hls son.
. Was & ‘director of the National Poul-
w r & Egg Assoclation, which
ﬂé b jnelme a part of the Institute.
I8 . was ona of the founders of the Egg
ncll, which was opened as a
"ol the Institute. He has been a
force in this industry,
{'30\ I8 leading the egg and poultry
: into tomorrow. He is Victor
ngsen, Sr., chairman of the
Henningsen Foods."

International Milling Co.
Acquires Egg Business

International Milling Co. announced
it is diversifying into the cgg and poul-
try business by acquiring Neuhauser
Hatcherles Inc. and Maumee Valley
Egg Farm, both of Napoleon, Ohlo,

Internatlonal, a food and feed proe-
essor, will exchange an undisclosed
number of shares of common stock for
the assets and liabllities of the two
organizations, which together employ
150 persons and have annual sales of
about $15 million.

Neuhauser and Maumee operate 20
hatcherles in the area where Ohio, In-
diana and Michigan adjoln, and four
feed plants and an egg hatchery In
Ohio. Maumee, Neuhauser and its sub-
sidiaries, Grohlo Industries Inc.,, Kop-
penhofer Bros, and Delta Feed Co.,
hatch more than 3.5 million layer
chicks a year and produce about 15
million dozen eggs a year.

“We feel Neuhauser Is in a solid,
basic industry with good future profit
potential,” said Darrell M. Runke, vice
president of Internatlonal's Supersweet
Feeds dlvision,

This is the first acquisition Inter-
national has made for an exchange of
common stock.,

Frozen Egg Noodles-n-Beef

Egg Noodles-n-Beef casserole with
beef gravy and celery is being market-
ed east of the Mississippi by On-Cor
Frozen Foods of Chicago. The casserole,
which is packed In an aluminum foll
tray, weighs two pounds and retalls be-
tween $1.20 and $1.39.
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Warnings Sounded on Eggs

Supermarkets will stage a revolt and
take over egg production, distribution
and retailing, if present channels fail to
upgrade production and handling.

So warned Irvin R. Rinehart, director
of corporate development, Godfrey
Company-Sentry Foods, Waukesha,
Wisconsin, at the annual fact finding
meeting of the Institute of American
Poultry Industries,

“There are too many fingers in the
profit ple in the egg industry, so pro-
ducers would be well advised to set
themselves up directly with the retall-
ers or at least contract their volume
through one additional step, the proces-
sor, who In turn goes directly to a
supermarket,” he said.

Plain Talk

“Most eggs reaching today’s- super-
market are not as meticulously handled
as they should be. Too many of the
pullets we produce are not fit for the
production of top quality eggs. Too
many of the laying flocks are poorly
managed, disease ridden, and many
flocks lay tco long. All of which con-
tributes to the ultimate low quality of
the finished product.

“Eggs stay in the house too long.
They walt too long to be picked up
and delivered to the processing house,
Temperatures are often disregarded
somewhere along the line,” Mr. Rine-
hart complained.

“All of these things contribute to the
supermark ‘i being second rate to the
house-to-house peddler in reputation
for quality of eggs.”

In making a plea for more promotion
money, L. M. Sandberg, meat products
director of Super Valu Stores, Minne-
apolis, cited a dwindling share of the
business held by frozen fryers at Super
Valu. He sald money s needed to create
consumer acceplance.

Super Valu suffered a serious loss of
fryer business from 1060 to 1064, he

said, The company resumed promoting
ice pack fryers In 1064 with full force,
But it took until 1966 to regain its 1859
tonnage for ice packs.

Although consumers are suspicious of
frozen fryers at retall, more than 80 per
cent of all fryers bought subsequently
are frozen at home, Mr, Sandberg sald.

Promoie Brand Names

Retailers should glve top quality eggs
a brand name and promote them as
worthy of a premium price, C. O, New-
ell, Swift & Company, recommended.

“We belleve there is a profit incentive
to the retaller in handling such an egg.
For example, in a glven store where the
egg volume averages 100 cases a week,
the extra gross profit would be $1,560
per year, provided only 20 per cent of
the volume was sold at a five cents a
dozen premium,” Mr, Newell said.

“Most stores give customers only a
cholce of egg sizes but not a cholce be-
tween an advertised brand and a price
for private brand,” he noted.

He sald the =gg industry is in for
“overpruduction and lower average
prices this year. How long this situation
will last will probably depend on what
happens to egg type chick hatchings.
If cutbacks in hatching occur quickly
and are severe, as happened in 1965, the
effect on the decrease in haich could be
fell by the end of this or early next
year,"

Poor Prognosis

He described as poor the outlook for
reversing the downward' trend in per
capita egg consumption this year, “egg
prices are sure to suffer and the decline
In per capita consumption will be halt-
ed only temporarily, A solutlon must
come by consumer demand being cre-
ated by advertising and promotion and
not forced by too much production,”
Mr. Newell said.

Eggs—the fundamental cells of life
from which comes every living animal.

Egg Bolids Production in Pounds
(USDA Biatistical Reporting Service)
Jan.-Dec. Jan.-Dec. 1968 as
Product 1988 188 % of 1985
Whole 8,785,000 8,104,000 83
Albumen 13,505,000 13,671,000 101
Yolk 13,412,000 12,908,000 98
Other 13,275,000 16,800,000 127

Total 560,077,000 51,484,000 103
Japanese Prefer Yellow Yolks

Japanese people prefer to ea
with bright yellow yolks. faoust

So what's that got to do with grow-
I‘ng ial?fngn"ln Ilmperial County, Cali-

ornia? Quite a lot, sa
California Growers. b

Alfalfa, besides providing m
other vital food ingredients, cgntnlnaunz
yellow pigment called xanthophyl.
When fed to laying hens, this color 15
transmitted to the yolks of the eggs,

Last year 50,000 tons of dehydrated
and pelletized alfalfa were shipped to
Japan from a single plant near Braw-
ley, California. Japanese feed manu-
facturers buy more than 80 per cent of
this plant's annual production of alfal-
{a pellets.

The pellets not only are used to feed
laying hens, but also are fed to fryers
and broilers, and to swine and cattle.
During 186(, the Japanese bought $2,-
200,000 worth of the pellets from the
Brawley plant alone.

Japan is the largest importer of U, 8,
agricultural producis, with annual

purchases amounting to almost $1 bil-
lion,

Hatchery Production
Egg-type chicks hatched during Feb,
were estimated by the U.S, Dept. of
Agriculture at 46,000,000, 13% more
;,h::h in Feb.'.a 1966, The Feb. egg-type
atch was above a
rgriir year earller in all
The largest regional increase from
Feb., 1866 was 22% in South Atlantle,
followed by 20% In the West North
Central region, 18% In South Central,
15% in East North Central, and 2%
in both North Atlantic and West.

Production and Disposition of Liquid Egg b
y Class or Products
(Total for All Commercial Egg Breaking and Egg Drying Pll:u)

Jan.-Dec.

(Figures in 1,000 pounds)

For immediate Used P
l."-'."“““’l’l’“‘;ﬂm for drying Frozen Total
Plain Whole @ ( e 1068 1965 1968 1965 1068
Whole Blends (a) i - (a) @) @) 174850 169,270
b S R R () (@) (@) (a) 116,168 128,984
Aiumen 15,199 i sl 01,655 191,196 187934 200,827 208,254
Plain Yolk . TS5 104165 104790 80400 72307 109764 184,762
Yolk Blends @) ::; " S e w 0B 4875
a
el LW M0 WM W TS 6ie  1man  1sgare
Total ' :
44384 40310 216,000 224642 368300 356440 628702 621,382

(a) Breakout by use not shown to avold disclosure of individual plant data,

14

THE MACARON! JOURNAL

Leeds - A New Durum Wheat Variety

by L. D. Sibbitt, Associate Professor, Cereal Technology Department,

HE durum wheat variety picture is

an ever changing one for many dif-
ferent reasons. Producers choose the
variety or varicties they believe are
best sulted lo meet the needs and prob-
lems of a particular area, Often their
need is for early maturity, more disease
resistance, higher yiclds, stronger
straw, " resistance to Insects, resistance
to shattering or guperior quality to gain
a market preferérice,

Rust Development

The change in the races of stem rust
in tke Northern Great Plains may oc-
cur very suddenly. The year 1050,
which marked the first major buildup
of race 15 B and the threat which this
posed for the future, was of great sig-
nificance not only to the wheat pro-
ducers but to the milling and macaroni
industry generally. While race 15 B had
been known for some time, it had not
been observed in the major wheat pro-
ducing areas of North America prior to
1950. None of the varieties grown or
available at that time were resistant to
this virulent race of rust and to meet
this situation, new sources for rust re-
sistance were sought. It was fortunate
that the North Dakota Agricultural Ex-
periment Statlon, in cooperation with
the USDA, had earlier begun a crossing
program for durums using the resist-
ance to race 16 B found in Khapll, and
another wheat which had been intro-
duced from Palestine.

To more rapidly increase the quan-
tity of seed and to decrease the time
required for release of new varietles,
the program of southern winter seed
increase was greatly expanded. Small
quantities of northern grown seed were
planted In Arizona and Mexico. The
harvest from these increased plots was
returned in time for spring planting in
the Upper Great Plains, thereby pro-
ducing two crops of wheat per year.
This program has been tremendously
successful In producing new wheat
varieties in a shorter time than hereto-
fore was possible,

1856 Releases

Langdon, Ramsey, Towner and Yuma
were released simultoneously in 1050
and were among the first wheats to be
released under this accelerated variely
development program. They were nlso
the Arst durums to be released with

ApmiL, 1967

North Dakota State University, Fargo, North Dakota

15 B rust resistance. Each of the va-
rieties displayed different agronomic
and quality characteristics, and it soon
became apparent that Langdon was
glving the best results for the growers.
Fortunately, it was also the best of the
four for the production of pasta prod-
ucls. Soon new races of rust began fo
attack this variety and it lost its popu-
larity with the growers. Doublless, a
grower who relied solely on Langdon
for his income would have been bank-
rupt by 1865.

Wells and Lakota

In 1960 Wells and Lakota were re-
leased. Although the parentage of both
wheats was the same, these progeny
were distinctly different. Both Wells
and Lakota are resistant to leaf rust
and to 15 B stem rust. Wells Is slightly
lower in test weight than the other
commercial varleties, and both are low-
er in semolina yield and welght per
1000 kerncls. The gluten strength of
Wells, as measured by the Farinograph,
is moderately weak. Lakota ls lower
than Wells in test weight butl possesses
a much stronger gluten, However,
Wells is preferred from the producers’
standpoint, in fact, it is so widely ac-
cepted that Wells represented about 88
per cent of the 1906 durum acrenge in
North Dakota. In addition cxcellent
pasta products are produced from this
wheat variely, and as far as we are
aware there have been no s:rious proc-
essing problems which can be directly

Len D. Sibbitt ot bench press with Dr. K, A.

attributed to this moderately weak
gluten.

Keornel Size

Upon examination of our export po-
tential during a recent trip to Europe
by Dr. Gilles, it became apparent that
foreign buyers placed a great deal of
importance on the weight per 1000 ker-
nel test and kernel size (1), The U. 5.
durum wheats were discounted for
these quality factors. When Wells and
Lakota were released both our depart-
ment and the plant breeders were
aware of this dcficiency in these va-
rieties. However, the desirable charac-
teristics nppeared to outweigh the un-
desirable factors. Also, the United
States was exporting very little durum
wheat at that time.

A program was immediately Initiated
in on attempt to find a new variety
which possessed the desirable charac-
teristics of Wells and in addition had
lurger kernels. Nursery and Field Plot
samples which numbered in the thou-
sands were carefully screened to obtain
o wheat that had higher test weight,
higher weight per 1000 kernels and
good macaroni processing character-
istics. Two such wheats were found and
were subjected to nccelerated agronom-
ic and quality tests. Although both
were excellent from a quality stand-
point, one was deflcient in ngronomic
characteristics and was soon discarded.

(Continued on page 18)
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E\-ury Shipment from Amber Milling has
the unmistakable amber color that identifies top
quality Semolina and Durum Granular. When you
find top quality. it is the same color ns Amber
Venezin No. 1 Semoling and Imperin Durum
Granular. Protect your  brand name — specify
Amber . .. uniform color, granulation and quality.

Huge modern concrete elevators with tremen-
dous storage capacities enable Amber Milling to
buy top Durums whenever ... and wherever they
are offered. Reserves of top Durums assure con-

stant supplies of fresh nilled - Amber No. 1
Semoling and Imperia Durum Gramular ... enithle
Amber Milling to ALwavs make dehivery as
promised.

The men of Amber Milling know JCHERRE to
locate top Durums, and How 1o blend and nall
them to assure uniformly superior color and qual-
ity n every shipment, Look for Amber . . .1t
means quality when you buy. helps vou 1o man
tain uniform quahity i yvour products To gt the
whole story, call Gene Kuln ... MIdway 60414,
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Leeds—A New Durum—
(Continued frora page 15)

It Is a relatively simple matter to
develop a new durum wheat variety
with rust resistance., The major prob-
lem is to develop a wheat that has good
overall agronomic characteristics cou-
pled with good milling and processing
properties. Therefore it Is il:aperative
that a new wheat variely be acceptable
o all parties concerned. If perchance a
new wheat is not acceptable to the
producer in the various characterigtics
he looks for, such as yleld of bushels
per acre, rust resistant, plant height,
strength of siraw and others—he will
not continue to seed it. On the other
hand if a miller and a macaroni manu-
facturer find the new wheat or semo-
lina deficient in the qualily character-
istles he looks for, he will not continue
to purchase it. It is definitely a two
way street,

Procedure

Here Is dlagramalic form is how rap-
idly a polentinlly new varlety is de-
veloped (2).

A B
x
1st generation * 1 seed

2nd generation 200 seeds

i)

3rd generation 40,000 sceds
1

Patential
New
Varieties

The parents A and B are crossed in
the greenhouse and produce one sced
which has the combination of genes
from the parents. When this seed is
planted it is possible to obtain at least
200 seeds. Because of the heterozygous
nature of these 200 seeds, it is possible
that in the third generation each of
these individual seeds would produce a
plant that would be different. When
these seeds are planted, they could then
yield 40,000 seeds; each of which is
potentially a new variety. Therefore,
when not only one but several breeders
are in the process of crossing varieties
and nol crossing one but possibly seu-
eral hundred varieties the number of
new polential varieties becomes quite
voluminous. We do not, needless to say
test all the progeny from these crosses,
since the plan breeder will have weed-
ed out a goodly percentage which have
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failed in the fleld tests. The cereal
chemist then takes over the role of
evaluating for quality the wheats
which have passed the agronomic lests.
Those that show exceptional promise
will enter into the accelerated winter
seed increase program.

Btewari 83

In 1863 Canada released Stewart 63
which combines the field and quality
characteristics of the original Stewart
(which was released in 1943) with 15 B
rust reslstance. It entered North Da-
kota In limited seed quantities in 1864,
and had gained some popularity with
the growers up until this year, The test
welght, kernel size distribution, weight
per 1000 kernels, and semolina yleld are
better than either Wells or Lakota. The
macaronl products are fairly satisfac-
tory in color, though considerably low-
er than elther Wells or Lakota. An-
proximately 8 per cent of the North
Dakota durum acresge this past year
was seeded with this variety, However,
the field performance of Stewart 63 was
rather disappointing to many of the
growers and it is doubtful If any expan-
sion of acreage for this variety will be
made in 1867,

Leeds in 1968

On May 15, 1066, a new rust .»sistant
large kerneled durum named [.eeds
was released jointly by the North Da-
kota Agricultural Experiment Station
and the USDA (3). Leeds was selected
from the cross Br. 180 x Wells, made in
the greenhouse In 1057, This cross was
made to combine the rust resistance
from St 464 with that of Wells and to
improve test welght and kernel weight
of a Wells durum {ype.

An carly selection of this cross was
made by Dr. K. L. Lebsock through use
of winter plantings in the greenhouse
and in Mexico. Six generations (Fs) of
growth were completed Iin 3% years.
Leeds was bulked In the Fs generation
grown In Mexico in 1960-1961. It was
first grown in preliminary yield trials
in North Dakota in the summer of 1861,

Among the major needs In the durum
improvement program have been great-
er protection against stem rust, larger
kernels and heavier test weight. The
predominating varieties, Wells and La-
kota, have been sufficiently resistant to
prevailing races of stem rust, but both
have small kernels and somewhat low
fest welghts. For the past number of
vears, the selection pressure has been
directed toward development of varie-
ties similar to Wells and Lakota In ma-
turity and plant fype but with better
rust resistance and as stated previously,
Improved ftest welght and weight per

1000 kernels, coupled with good proces-
sing characteristics and macaroni col-
or.(4) Leeds represents the first such
combination to be developed In the
North Dakota-USDA program. Com-
parative pertinent quality data show
that Leeds iz considerably better In
test weight than either Wells or Lakota
and approximately the same as Stewart
63, In weight per 1000 kernels, Leeds is
much better than Wells or Lakota but
lower than Stewart 63,

Satisfactory Tests

Small-scale laboratory milling tests
show that the semolina yleld of Leeds
is better than Wells and Lakota but not
as high as Stewart 63. The color of the
macaronl and spaghetti made from
Leeds was consistently better than
either Wells or Lakota and consider-
ably better than that produced from
Stewart 63,

Wheat protein and semolina protein
contents of Leeds are higher than any
of the comparably grown varieties in
this test. Although protein content in
durum wheat is not as important from
a quality standpoint as protein In bread
wheat, it does give added protection for
an adequate proteln level If and when
a year occurs in which low protein is
prevalent.

The glulen strength of Leeds semo-
lina, as measured by the Farinograph,
was definitely weaker than elther La-
kota or Stewart 63, and about equal to
Wells, In experimental macaroni proc-
essing, no substantial differences could
be detected in either the processing of
the semolina or of the finished maca-
roni product. To further evaluate gluten
sirength, replicate millings were made
from Wells, Lakota and Leeds and the
resultant purified semolina composited
for each variety.

Laboratory scale tests and continuous
processing on a semi-commerclal ccale,
using a vacuum press, produced excel-
lent spaghetti from all varleties with-
out any Important adjustments in the
processing being made.

More Plot Samples

Additional data obtained on larger
plot samples over a period of four years
show that Leeds was consistently and
considerably better than either Wells
or Lakota in test welght, grade, vitre-
ous kernel content, weight per 1000
kernels, kernel size distribution, wheat
and semolina protein content, and in
color of the finished macaroni products.
The milling yleld as determined on
laboratory equipment is satlsfactory.
Although the gluten strength as meas-
ured by the Farinograph Is slightly

(Continued on page 20)
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iceds—A New Durum—
(Continued from page 18)

weak, no unusual problems were en-
countered in processing the semolina
in any of these {ests.

Increase Program

In 1864-65 there were four pounds of
Leeds available for seed. This was sent
to Mexico for increase and yielded four
bushels. This was grown in the summer
of 1065 in North Dakota. Fifty bushels
of the North Dakota seed were in-
creased In Arizona during the winter of
1865-66, and produced 1687 bushels.
This amount was again Increased under
contract this past summer in North Da-
kota and the current seed stocks are
43,000 bushels. It is estimated by the
fall of 1067 the seed wheat of Leeds
will be about 1.5 million bushels. Our
agronomisis expect 50 per cent of the
durum acreage will be seeded to Leeds
in 1868, and if it proves acceptable to
all partles concerned, its extensive use
will increase.

In summary Leeds is superior to
Wells in test weight, kernel welight and
stem rust resistance. Wheat and semo-
lina protein contents of Leeds are con-
siderably higher than either Wells or
Stewart 63, The semolina yield is better
than Wells but not as high as Stewart
63. The color of the macaroni or spa-
ghetti of Leeds is better than Wells and
very much better than Stewart 63.

In an overall appraisal, it is expected
that when Leeds reaches commercial
production, in about two years, it will
prove to be a major advancement for
durum wheatl from both an agronomic
and quality standpoint.
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SEMI-ANNUAL DURUM REPORT

HE Agricultural Marketing Service

of the United States Department of
Agriculture has released its semi-an-
nual durum report which reads as
follows:

While acreage planted to durum
wheat in the U, 8, was larger this sea-
son than last, the growing period was
not as favorablc and ylelds were lower
than expected. North Dakota had hot
weather in July and this tended to
hurry maturity somewhat. Production
of 19668 durum total 63,200,000 bushels,
9 per cent less than the 1885 crop but
29 per cent above average. Harvest con-
ditions were more favorable thls year
than Jast in the main producing sec-
tions. Combining was completed In
North Dakota by September 20, 1968,
unlike 1865 when only half of the crop
was harvested by that date.

It the market continues to hold, it is
doubtful if participation in the loan
will be heavy during the balance of the
crop year,

The Commodity Credit Corporation
owned 16,233,000 bushels of durum
wheat at the end of December, 1066.
Four and three tenths milllon of these
stocks were in commercial storage,
864,000 In CCC owned bins, and 11,-
000,000 bushels in all other storage po-
sitlons.

In Canada

Canadian farmers seeded 1,100,000
acres to durum wheat last spring, 35
per cent more than in 1865. The yleld
per acre this year was a record 26.7
bushels to produce a crop of 30,300,000
bushels, Supplies in Canada and the
United States are adequate to meet an-

Acreage Harvestid Yield Per Acre Production

(000's) {Bu.) (000 Bu.)

Average Average Average
State 1960-84 1165 1988 1960-84 18565 1866 1960.864 1965 1966
Minnesota 62 £3 56 281 31.0 27.0 1,797 2,883 1,512

North Dakota 1,630 1,981 2,080

239 31.0 205 40,762 61,411 55,120

South Dakota 120 103 142 187 22.0 180 2,028 2208 2,560

Montana 191 114 180 189 285 235 3978 3,021 3,760
California 9 5 5 612 57.0 60.0 554 285 300
U. 8. 2,021 2206 2443 234 304 259 40,107 00,860 63,248

CCC Holdings

On June 30, 1966, Commodity Credit
Corporation owned 36,883,331 bushels
of durum wheat. From July 1 through
December 1068 the Agency reported
sales totaling 10,352,334 bushels: 3,057,-
334 bushels for export and 6,385,000
bushels for domestic. The basic termi-
nal price support loan and purchase
rate for No, 1 durum produced in 1966
is $1.56 per bushel at Minnesota termi-
nals and at Superior, Wisconsin. A flve
cent premium Is pald for No. 3 or better
hard amber durum, while a discount of
five cents Is taken for ordinary durum.
The cash price at Minneapolis has held
well above the support price during the
first six months of the current season.

AVERAGE QUALITY DATA 1964.85 Crops (North Dakota Field Plots)

Test 1000 Wheat

Variety Wit K.Wt. Prot.
1bs/bu g %

Mindum 60.7 314 117
Wells 61.7 308 13.0
Laokota 59.7 30.1 12.9
Stewart 63 028 30.8 124
Leeds 028 36.5 14.0
' Perfect score 10.0
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Semo. Bemo, Mac,

Prot. Yield Color' Farinog.
% %
111 529 8.2
123 53.1 8.9
12.0 52.7 8.7
11.5 55.5 7.9
13.2 54.0 8.2

Lo wao

ticipated world import demands which
in recent years have averaged 45,000,-
000 bushels. In order to have durum
wheat available at the lakehead 1o meet
overseas and domestic requirements,
the Canadian Wheat Board opened the
delivery quota from November 28 until
February 28.

The visible supply of Canadian dur-
um wheat the week ending December
28, 1066 was 18,600,000 bushels com-
pared to 21,600,000 the year before on
that date. Commercial disappearance
August 1-December 28 in Canada
amounted to 15,600,000 bushels com-
pared with 23,000,000 the same period
last season. Exports accounted for 13,-
800,000 bushels, while Canadlan domes-
tic use (including milling for export)
{otaled 1,800,000 bushels.

Heavy Production

Productlon of durum wheat in 1066
in the Prairie Provinces of Canada ac-
cording to a November estimate, tolaled
30,300,000 bushels, compared with only
16,900,000 in 1865, Manitoba accounted
for 1,300,000 bushels, Alberta for 3,000,
000 bushels, with the big producer,
Saskatchewan, accounting for the re-
mainder of 26,000,000 bushels.

(Continued on page 22)
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Whether you wish to build a new plant or
modernize your present one, BuHLER of-
fers you the services of a large and experi-
enced team of macaroni manufacturing
cngineers,

The Sales Engincer who visits you to
survey your needs . . . the Project Engincer
who analyzes your operation and develops
the best drying diagram for your requirc-
ment . . . the Draftsman who draws up the
detailed plans . . . and the Head Ercctor
who supervises the installation; all these
are factory-trained and qualificd specialists
in the macaroni field,

Complete Macaroni Plants by

(BUHLER)

Why Buhler-Designed Macaroni Plants
are the World’s Most Efficient

They are also skilled at finding ways in
which you can save money through good
plant design and efficient operation.

Behind these engineers is the experience
gained from designing and operation of
hundreds of modern macaroni plants lo-
cated in practically every country of the
world where macaroni is made.

If you are interested in learning how you
can improve the quality of your product at
the same time you are increasing the out-
put and efliciency of your plant, write or
call BUHLER ., . . toduy!

THE BUHLER CORPORATION, 8975 Woyzola Blvd.
Minneapolis, Minn, 55426  Phone (612) 545-1401

BUHLER BROTHERS (Canada) LTD., 1925 Leslie St,
Don Mills, Ontario Phone (416) 445-6910

Srles Office: NEW YORK CITY, New York 10017 — 230 Park Avenue; Phone (212) 689.5446

3000 POUNDS PER HOUR. Ultra-modern Bunies equipment and techniques now make
it possible for you to produce the highest quality macaroni products at cnpm.-l_ho:: ulp to
3000 pounds per hour . . . with minimum supervision and highest standards of sanitation.
g e

Ask your Bunti representative nbout important aclvar

wes in Extruder and Dryer design.
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Semi-Annual Durum Report—
(Continued from page 20)

Tolal acreage planted to durum in the
Prairie Provinces in 1068 is estimated
al 1,135,000, compared with only 840,-
000 acres in 1965. Breakdown is as fol-
ows: Manitoba, 60,000 acres; Alberta,
100,000; aad Saskatchewan, 975,000,

Average yield per acre, as indicated
on the basis of conditions on or about
October 15, totaled 26.7 for the year
1006, compared with only 20.1 bushels
per acre in 1965. Manitoba's yield per
acre averaged 21,7, Alberta’s averaged
30.0 bushels, and Saskatchewan came
up with 26.7 bushels per acre.

Durum Wheat Exporis

(000 bu.)
July-Dec, July-Dec,

Destination 1966 1965
Algeria 7.847 0
Belgium 1,180 054
Chile 424 0
Dominican Rep. 87 0
France 3,826 4,807
Germany, West 411 240
India 1,510 270
Ireland a1 0
Ttaly 2015 1,889
Japan 347 0
Lebanon 852 1,163
Moroceo 1,604 0
Netherlands 2,923 2,074
Portugal 523 0
Spain 0 502
United Kingdom 1,851 454
Venczuela 385 629

Total 26,646 13,072

La Rosa Advertises
100% Semolina

Is La Rosa the only spaghetti in
America? That, as least, is the theme
of the new advertising campaign for
V. La Rosa & Sons introduced recently
by their new agency, Wells, Rich.
Greene. The commercials were launch-
ed in January at o privale party ot
Orsini's Restaurant given for the press
press and grocers from the New York
and New Jersey area.

Guests watched the new television
commerciuls on Orsini's second foor.
La Rosa says that in Italy, spaghetti
isn't even considered spaghetti unless
it's made with 100 per cent semoling,
And La Rosa may be the only company
in America that uses 100 per cent semo-
lina, 100 per cent of the time. That
would seem to make Lo Rosa the only
spughetti in America.

The first commercial was a series of
mouth-watering  shols of spaghetti

91

Durum Wheat Products: U. S. Production and Distribution

Durum Production Exports Exports
Wheat Semolina and Flour Macaronl, Durum Flour
{Ground) Straight Blended elc, and Semolina
Year (000 bu.) (000 cwt.) {cwi.) (cwt.)
1962-63
July-Dec. 0,881 3.207 1,515 8,224 23,450
Jan.-June 11,584 4,530 754 0,104 33,431
Total 21,465 7,827 2,209 17,332 66,881
1963-64
July-Dcee. 12,871 5,301 416 10,109 21,235
Jan.-June 13,633 5,025 522 11,028 30,650
Total 26,504 11,016 938 21,227 1,885
1964.85
July-Dec, 13,080 6,361 515 14,008 19,600
Jan.-June 14,300 5,880 490 8,400 73,710
Tolal 27,395 11,250 1,005 23,488 03,325
1965-66
July-Dee. 14,820 6,025 649 10,138 61,008
Jan.-June 14,028 5,084 N.A. 7471 107,008
Total 28,848 12,009 649 17,600 168,076
1966-67
July-Dee. *15,227 *6,527 N.A. 0,593 70,360

* December estimated,

sauces in various stages of preparation.
Recipes courtesy of Mrs, La Rosa. That
is: Mrs. Vincent S, Mrs. Vincent P,
Mrs. Vincent F., Mrs. Fillipo, Mrs. Pe-
ter, Mrs. Stefano, Mrs, Joseph and Mrs.
Philip. Another plctured n single strand
of Lo Rosa spaghetti being cooked and
suuced. This single strand idea was also
used for an unique poster. The third
spot featured comedian Jockie Wake-
field energetically and enthusiastically
devouring « HUGE plate of spaghetti.
Mr. Wakefield also narrated the other
commercials.

After everyone had seen the commer-
cials, they all sat down to a delicious
sampling of La Rosa pasta—linguine

Pictured ot Lo Rosa’s Press Party ot Orsini's Restaurant,
Lo Rosa, President of Vincent La Rosa & Sons; Mary Wells of Wells, Rich, Greene;
P. Lo Rosa, Executive Vice President of Lo Rosa; Mitch Leigh, who wrote
music for the commercials; and comedian Jackie Waokefield, who narrated
merciols and “starred” in the third,

with a wonderful clam sauce and riga-
toni with a hearty meat sauce.

Music was provided by an accordion-
ist and a mandolin player who mingled
with the guests on both floors all after-
noon. These were the same two who did
the festive Nalian background music
for the commercials themselves. The
music, written by Mitch Leigh who did
the score for Man of La Mancha, is a
happy combination of accordian and
mandolin interspersed with the voice
of an opera singer.

Has the agency that clicked for
Branift and Benson & Hedges 100's
clicked for La Rosa too . .. 7

are (from left to right): Vincent 5.
Vincent
the background
wo of the com-
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MACARONI AROUND THE WORLD

ACARONI production increascs

oround the world as the demand
for convenlence items rises. Also, the
European {rend to larger stores with
self-service merchandising stimulating
impulse buying helps the cause.

In England

In England, half as meny plants are
turning out twice the volume of ten
years ngo. Response to the Macaroni
Journal's annual survey indicates that
seven plants are producing about 17,000
fons per annum. Long rpagheili ac-
counts for 40 per cent of the production,
short cut macaroni 40 per cent, and
various shapes Including vermicelll the
remaining 20 per cent.

Consolidated Plant

One of the planis is brand new. Pasta
Foods, Ltd, at St. Albans went into full
commission January 13 with a produc-
tion capacity of 9,000 tons a year. This
potential output represents rather more
than 40 per cent of the current British
consumption and Is greater by some
2,000 tons than the total import of pasta
products which is running at an annual
rate of about 7,000 tons, 6,000 of which
comes from Italy.

Strengthened by the greailly in-
creased volume and flexibility of pro-
duction that their new plant provides,
it is the alm of Pasta Foods to help
expand the British pasta market and to
reduce the volume of imports. Some
three-quariers of the company’s output
is already directed to the food process-
ing Industry for use in soups, baby
foods, and prepackaged meals, and the
indications are that this market will
continue to grow.

Mr. Freddie Fox, managing director,
sald recently: “One only has to lock at
what is happening in America and on
the Continent to see that there is a big
area of development awaiting the pasta
industry in this country. The conveni-
ence food business is growing fast in
the U. S. and it is proving a ‘natural’
for pasta. The key to this market is
quality, and we in Britain preserve a
standard which Is as high as any In the
world and superior to many. Certainly
we offer a better overall quality than
some of the traditional pasta producing
countries.

Emphasis on Quality 3

“The prime faclor in the production
of high quality pasta lies in the choice
of the wheat that is used to make the
basic semolina. The best material of all
is durum wheat, and in Britain 80 to
95 per cent of all pasta is made entirely
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Universal Favorites: Mocaroni Salad, Pot
gnomt ond Noodles, Spoghetti with Meat
uce.

from semolina. In Italy, with the excep-
tion of some of the leading brands, the
unfortunate trend is for the industry to
use a proportion of inferlor kinds of
wheat, both hard and soft, so that dur-
um accounts only for some 50 per cent
of the semolina used in the Itallan pasta
industry. Experlence shows that the
lowest proportions of durum are used
for some of the export market.

“It is our aim to educate the house-
wife to appreciate the quality and the
Importiance of that quality in the British
made product,” says Mr, Fox.

The new plant contains four fully
automatic production lines, controlled
from a central push-button console, and
one semi-automatic line to supplement
production at peak periods.

In addition to thelr service to the
food processing indusiry, Pasta Foods,
Ltd. manufactures an extensive range
of its own branded and packaged prod-
ucts which are rapidly gaining distri-
bution through the retail trade.

In Ireland

There are two macaroni plants in Ire-
land with an estimated production of
1,000 tons per annum. Sales have been
stendy of the 8-ounce and one-pound
flexible film packs and cartons. Future

- prospecis depend entirely upon the ed-

ucation of consumers {o use more spa-
ghetti and macaroni producis.

Germany

There is concern In Germany that the
trend of macaroni sales may decline in
1967 for the approximately 130 plants

producing 200,000 tons of product, be-
cause of increases for raw materlals
created by the European Common Mar-
ket which become effective July 1.
There is already keen competition in
the area of prices and discounts. Top
producers use amber durum and fresh
eggs for the greatest percentage of thelir
products, Noodles and spaghetti are the
most popular shapes.

Switzerland

In Switzerland, some 42 planis are
producing approximately 65,00 metric
tons of noodles, spaghetti ard elbow
macaroni, Imported spaghetti (fre-
quently mislabeled) and the ivability
of too many housewives to correctly
cook macaroni products has led the
Swiss Macaroni Manufacturers Associ-
ation to prepare a 22-page booklet with
ten separate illustrations in full color of
finished dishes. The booklet gives in
formation on durum wheat; semolina
and eggs; the macaronl manufacturing
process; requirements of Swiss food
laws; types, shapes and qualitles of
macaroni; nutritional values; calorie
counts and weight information; the ad-
vantages of macaronl; how to prepare
macaroni dishes with other foods; how
to eat spaghetti; cooking instructions
and recipes.

There Is information about the Swiss
macaroni industry and their assoclation
which is celebrating its 75th annlver-
sary.

200,000 Booklets

One hundred thousand coples of the
booklet were published in German, and
has been offered In consumer magazines
and to some 2,000 home economics
teachers, who, in turn, may order cop-
ies for pupils.

The illustrations with recipes, which
are carried as separate plates, may be
imprinted with the firm name of the
association member or left blank.

This handsome educational plece
should prove to be very valuable,

Ialy

Dr. Mario Battaglia, director of the
Italian asociation for the macaronl in-
dustry, with offices in Milan and Rome.
reports that production and sales of
macaroni in Naly has been steady.
There is more variety here than any-
where else in the world, with over 150
sizes and shapes being offered, Raw
materials include pure semolina, blends
of hard and soft wheats, egg nnodles,
vegetable products, gluten additions,
and tortellini and ravioll produced with
meat and cheese stuffings,
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CLERMONT'S TWIN HEAD PRESS PRODUCES

2,400 Ibs. of SHORTGUT per hr.
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CLERMONT VMP-4-A-TH BHORTCUT MACARONI PRESS

Twin Head for Top mon“c."ou
with slow extrusion for “IG“ Q"AUTV
Large mixer and screw for “HIF“RM PR“D“CT

PHONE or
WRITE

3 J&
OR ADDITIONAL
WoRMATON  MACHINE CO., INC.

Tel: 212 EV.7-7540 280 Wallabout St., Brooklyn 6,N.Y,
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Macaroni Around the World—
(Continued from page 24)

Packaging materials run the gamut,
too, with flexible film, paper, or cartons,
then packed in shipping cases that
range from 15 to 25 kilograms. A con-
siderable portion of produrtion still is
sold in bulk in paper sacks of five klo-
grams or more,

There is a wide range of retail prices,
varying from one firm to another, and
from one zone to anaother. Competition
is keen.

Paradox in Numbers

Mr. Glovanni Cariboni of Braibanti &
Company in Milan reports that the
number of macaroni plants in Italy di-
minish as capacity rises. Going back to
1958, he finds that in that year there
were 809 factories. This number de-
clined to 730 in 1860. There was an in-
crease in 1062 to 807, but subsequent
declines in 1864 and 1966. The number
by regions, along with annual capacily,
are as follows:

HReglon 1964 1966
Number of Plants
Sicilia 180 166
Campania k! 2
Lombardia 59 52
Toscana 54 54
Emilia 34 as
Venezie a8 38
Puglie 41 33
Lazio 36 32
Abruzzo 38 41
Marche a8 37
Piemonte 26 22
Sardegna 14 10
Liguria 14 1
Calabria 10 8
Umbria 10 1
Basilicata 4 4
Totals 677 629

Making a breakdown in production
of various types of macaroni products
manufactured in Italy, here is a per-
centage comparison for the years 1964
and 1966:

1964 (%) 1868 (%)

Long Goods 47 49
Short Culs 416 44
Folded Products § 4
Specialties (with

cgg, spinach, ete) 2 3

100%% 100%
In Malta

The National Macaroni Company,
Ltd. in Marsa, Malta, reporls that sales
are steady and prospects are good if
Malta joins the European Common
Market. The Government controls raw
material purchases of Manitoba, Grade
2, from Canada, both hard and soft
wheat from Australia, and soft wheat

from Fronce. They subsidize the pro-
duction of macaroni sold in bulk, but
packaged macaroni is not subsidized
and Is a highly competitive product be-
tween the five plants producing an esti-
mated 5,000 tons.

Iszasl

Osem Food Industries of Tel-Aviv,
Israel, reports the trend of sales steady
ond future prospects going in the same
direction. There is one large plant pro-
ducing about 80 per cent of total con-
sumption, and about four or five small-
er plants in the country, Total produc-
tion is about 7,500 to 8,000 metric tons
annually. Most popular varieties are
noodles, short cut macaronl, especially
in the form of rice kernels and small
grits. They are using as raw material
flour and semolina derived from a mix-
ture of hard and medium wheat. Finish-
ed goods are packed in varluus units in
various materials and sell according to
quality, packing, and unit welght.

Capacity in Quintals

1964 1968
2,719,250 2,530,250
2,648,250 3,725,000
1,704,250 1,726,750
1,446,500 1,577,250
1,044,000 2,136,250

766,750 1,157,250
1,150,250 1,177,000
805,250 912,000
748,750 873,250
334,250 420,250
1,081,000 887,250
369,750 337,750
507,500 603,250
327,500 316,250
588,250 037,250
165,000 175,500
17,437,500 19,311,500

WETTITTA T T TR

The Osem plant is expanding by set-
ting up fully sulomatic lines for the
production, drying, and packing of long
cut and short cut products. They are
exporting some macaroni, but it has not
reached very high figures as yet. Only
semolina made from local durum wheat
is used for export merchandise.

Philippines

Wheat Associntes, a U. S. wheat mar-
keting group, reports thal macaroni
sales are up in the Philippines. The
three plants in that country are produc-
ing products made from durum wheat
and packed in paper boxes or cartons.
An 8-ounce package costs 45 Philippine
centavos. A 14-ounce package costs 75
centavos. It is noted that “if promolions
will just be pushed up, there will be a
good market here.”

Change Sweeps Japan

Change is sweeping through dietary
habits of modern Japan. According to
the New York Times, Japan is entering
the “Age of the Sandwich,” as young
people flock to hotdog stands, coffee
houses, and ice cream parlors. Other
Western style foods currently finding
favor in Japan are doughnuts, ham-
burgers, pizza, spaghetti, and pancakes.

This type of food is causing the aban-
doning of the traditional chopsticks for
the knife and fork,

Such changes are not unwelcome to
a Government which is short of rice
and has been eoger to promote higher
caloric diets with more animal protein.

Even rurel families are eating bread
for breakfast instead of the traditional
rice, Children are acquiring the bread-

(Continued on page 28)
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Macaroni Around the World—
(Continued from puge 26)
eating habit through the school lunch
program, and workers more and more
are carrying sandwiches to the office or
factory in place of the traditional box
lunch of rice preparations. Bread con-
sumption is growing about 10 per cent
a year, and Imports are rising steadily.
Bread is much higher priced than in
America—58 cents to 83 cents for a 3-
pound loaf depending upon quality—
since domestic wheat is unsuitable for
breadmaking and bakery wheat must
be imported, usually from the United

States or Canada.

Modern Bakerles

Mr. Ryochl Sugano, chalrman of one
of Japan's largest baking companies,
the Maru-S Baking Company, states
that Japan's well automated modern
bakeries are currently every bit as
meodern as their United States counter-
parts. His two plants currently turn out
about 27,000 loaves of bread daily, as
well as about 55 other products, and
are operating sixteen hours a day,
seven days a week. They soon will go
on a three-shift basis, and plans are
already under way o expand the planis
and bulid a new one.

And Macaroni Plants

Macaronl production has increased
rapidly in Japan, and some 20 plants
are currenily producing about 70,000
tons annually. Spaghetti is the favorite,
followed by short cut macareni, and
instant noodles have made a hit.

Despite the changes in Japanese die-
tary habits, the Japanese still consume
more cereal and flsh than Western na-
tions, and less meat and milk products,
while average calorie intake remalns
at only 5 per cent of that in the United
States.

In Australia

Macaroni sales In Ausiralia are re-
ported steady, with increases predicted
for canned products.

Twelve plants produce an estimated
25,000 tons per annum. Spaghetti, mac-
aroni, short goods and noodles are most
popular, in that order.

Consumer packs are one or two
pounds in cartons or flexible fillm, and
sell for 10 1o 15 cents a pound in Aus-
tralian currency.

Major problems are competitive pric-
ing and current profit margins too low
fo permit worthwhile advertising and.
promotional activities.

Canada - .. -
In Canada, the largest producer o
macaroni products, Catelli Food Prod-

ucts, Lid., celebrates their hundredth
anniversary,
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Heppy Japeness Schoolbey

Some 20 plants in the country pro-
duce about 80,000,000 pounds of prod-
uct. Exports to the United States have
been on the rise, particularly from the
Toronto market into Western New York
State and the Eastern Seaboard. Price
competition Is keen, and comparable to
that in the United States.

Catelli Buys Romi Assets
Kenneth J. Forbes, president of
Catelli-Habitant Ltd. of Montreal, has
circularized employees with a memo on
the acquisition of the assets of Romi
Foods Company of Weston, Ontario.
With the acquisition of land, bulld-
ings and machinery of that company,
they will produce not only their prod-
ucts but also products for the Catelli
brand for the Province of Ontario,
The new company will be called
Romi Foods, Ltd. and will be under the
presidency of Mr, Jack Ryan, formerly
the general manager. The newly form-

CATELLI |-,

e e

ed company will continue to sell Romi
products not only to the trade but to
processors as well, and will continue to
be competitors of Catelll desplte the
fact that they will be producing some
supplies for them,

Scandinavian Spaghetti

There are three plants in Sweden
with an annual output of about 6,000
tons. Spaghettl and fast cooking maca-
roni are the most popular items. Spa-
ghetti |s packed in plastic bags of 400
grams. Macaronl goes in cartons of 450
and 500 grams. The trend is up.

In Finland, five plants turn out 4,700
to 5,000 tons annually. Sales have been
increasing slightly. Short cut macaroni
is most popular with long macaronl and
spaghetti following. About 80 per cent
of production Is packed in 500 gram
packages. Flour is milled from Fininsh,
Russian and Manitoba wheat,

Non-Fogging Frozen Dinners

Loreiio Foods of Olean, New York
is using a new carton featuring “non-
fogging" windows, which cover 85 per
cent of the top panels on its frozen din-
ners. The cellophane windows permit
customers to see the entire dinner. The
firm markets two dipners: a twelve-
ounce breaded veal pattle with par-
magiana sauce, spaghetti, and green
beans; and a fourteen-ounce spaghettl
dinner with meatballs and garlic bread.
The dinners, which retail for 68¢ and
58¢ respectively, are sold in major East-
ern cities,

Ringos

Ringos, quarter-inch ring-shaped
macaronl, is being manufactured by
Prince Macaroni Manufacturing Com-
pany of Lowell, Massachusetts. The
product {s enriched with wheat germ,
vitamins and iron, Ringos come in 12-
ounce red, white and blue window
cartons,

Catelli plant in Montreal, where contury-old
Operations cn'm‘ across lh” ;'m':?au'."'"m"'
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OBSERVATIONS FROM

by H. Howard Lampman, Director, Durum Wheot Institute, Chicago, lllinois

Last spring Mr, Lampman was invited to
deliver a paper at the Fourth International
Cereal and Bread Congress in Vienna. The
paper “Perspectives for Cereals and Bread,
1970-1980, Urgent Research Requirements”
appeared In the Macaroni Journal for No-
vember, 1966, At the Winter Meeting of the
Natlonal Macaroni Manufacturers Associa-
tlon, he made these observations on an ex-
tended {our In Europe.

NUMBER of fruitful visits were

made with people of kindred in-
terests and associations, at the Inter-
national Cereal and Bread Congress in
Vienna, and along the route with per-
sons Interested in the production, mer-
chandising and sale of quality maca-
roni products,

Swedish-German Views

Conference at the Congress: Mr. Carl
Henrlk Galfve, Director, The Bread In-
stitute, Stockholm, Sweden, and Mr.
Werner Steller, Diplomat-Volkswirt,
Vereinigung Getreidewirtschaflicher
Marktforschung, Bonn, Germany. The
two gentlemen direct organizations
equivalent to the Wheat Flour Institute
in their respective countries. Mr. Gallve
reported that in Sweden the increasing
preoccupation of the milling industry
with convenlence foods, to the neglect
of bread, had emerged as a problem. He
cited the diversification of the Swedish
milling industry into such areas as po-
tato chips and mixes as examples.
Meanwhile, per capita consumption of
wheat products as a commodity con-
tinued to decline.

Two Routes for Bread

Mr. Steller said that in Germany iwo
routes were followed toward the goal
of increasing consumption of bread
with as many other foods as possible
to keep the product before the public
and on the family table in as many
different mealtime situations as pos-
sible. This route Included promotions
on bread and wine, sandwiches, bread
and cheese ete. This route followed the
path blazed by the Wheat Flour Insti-
tute's Sandwich Month promotion, long
endorsed ond supported by the Depart-
ment of Agriculture,

The second major line of endeavor
in Germany concerned an effort o re-
estoblish bread as one of the good
things of nature. This campalgn was
jmpossible following the war, because
the Idea of farms and nature had be-
come repugnant to Germans, since so
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H. Hnw;rd Lompman

many had taken refuge in the country
to escape Allled bombs. But as the
memory of the war dimmed, the Ger-
man marketing effort again was capl-
talizing on the lure of the farm and
country, with the bounties of natuve,
to apartment dwellers and city people.
The image of bread was being rebullt
as a sun-and-earth derived food, a
product for good health. Some bakers
were producing the “farm bread.” The
“farm bread” idea ond hand-craftad
emphasis were being used even vy
commercial bakers. Consumption in
Germany was holding steady. Even the
largest baker in Hamburg refused to
belong to the assoclation of bread man-
ufacturers and instead proclaimed his
membership in the craft bakers' as-
soclation.

Family Ritual Concept

Discussion followed concerning the
family ritual concept of bread making
as it was once regarded, plus the sensu-
ous satisfaction in home baking; the
U. 8. gourmet trend in food, coupled
with greater freedom of choice in food
selection. The sacrifice of some quality
in foods to achieve greater convenience
was mentioned, especially in regard to
the Swedish problem, plus the mother-
need for sell-expression manifest in
home-baking, doing-it-yourself, ete., tv
show love of family.

Mr. Steller also reporled Increasing
success, especially since his organiza-
tlon undertook the handling of its own
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public relations, of his effort to publi-
cize bread in German media. He said
the attitude of editors and others in
command of media had changed from
antagonism to indifference lo outright
favor which might be likened to the
American editorial position.

Mr. Galfve reported that in Sweden
the commercial bread interests and
those millers concerned with family
flour had separated their effort. An in-
dependent “Home Baking Institute,” as
well as an nssociation of those concern-
ed with macaroni products, had been
formed. Whether this division of inter-
est was good or not, he did not know.

Interest in Wheat Foundation

Both Mr. Steller and Mr. Gallve were
intensely interested in the U. S. effort
to organize a Wheat and Wheat Foods
Foundation, a movement started under
auspices of the Secretary of Agriculture
late in 1964. One phase of the proposed
Foundation seemed to have particular
appeal—the possibility that it might
serve as a vehicle for greater inter-
national communication. It was agreed
that an exchange of experience on a
regular basis would serve the best in-
terest of all concerned and would prove
of mutual benefit. Mr. Steller proposed
that an annual meeting be held, bring-
ing together the heads of varlous wheat
and bread promotional agencies of vari-
ous countries, an annual “international
conference on marketing of wheat
products.” While the individual prob-
lems might sometimes differ, the meth-
od of their solution would further the
common goal of increasing wheat food
consumption worldwide.

Ausirian Visit

Conferences Mr. Frank J. Kozian,
Director of Marketing, Knorr Foods (a
division of American Corn Products),
Wells, Austria, observed that unlike
almost all other countries, Austria
pasta consumption remained steady or
perhaps had even lost ground in the
past decade. All semolina and flour
products in Austria were, by law, prod-
ucts of Austrian mills. Since Austrian
wheat production was 135 per cent of
domestic use, and since this soft wheat
must. by law, be Included in material
supplied to macaroni manufacturers, he
admitted that perhaps the poor quality
of Austrian pasta was an adverse factor
in consumption. While Austrian durum
millers were allowed grealer latitude

(Continued on page 32)
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Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, kneading,
developing and extruding. |

NEW TYPE HIGH SPEED CYCLO-MIXER

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

NEW TYPE FLOUR FEED SYSTEM

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

NEW TYPE WATER FEED SYSTEM
Water is filtered and fed under constant

, precision control to the cyclo-mixer. Control is by micrometer

adjustment with sight flow feed. i
NEW TWIN HEAD DIE : _

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

NEW CUTTING DEVICE SYSTEM
Independent direct motor drive to cutting shaft. Wide ran

ge of cutting speeds through electronic control.
Elimination of pulleys, belts and varidrive motors. !
NEW TYPE SCREW FORCE FEEDER SYSTEM
Force feeder maintains constant feed of dough to screw under pressure,

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

Hx;}in production screw with low speed, Anti-frictional metal liner in screw housing for long wear and low
friction,
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Observations from Europe—
(Continued from page 28)

in the percentages of their mix of dur-
um {o soft wheat—up to 70 per cent—
the manufacturers of pasta of necessity
huad to take what was given him.

It would appear, despite the present
market, that Austria should share in
the world gain of pasta, particularly in
noodles, following German experience.

International Gathering

Conference: Pavan Industries, Gal-
liera Veneta, Padova, Italy, specialize
in the manufacture of machinery and
equipment for production of pasta. Con-
ferees were Mr. Mario Pavan, Dr. Ro-
berto Zaniboni, Mr. Georgio R. Ameri,
and Pavan customers: Mr. Yasuhisa
Miyamoto of Japan, and a Mrs. Maloni,
a French-born wife of an Italian engi-
neer of Leopoldville, Belgian Congo.

Dr. Zaniboni, a previous acquain-
tance, showed me the Pavan plant,
where presses, dryers and other equip-
ment were being assembled for trial
before disassembly and shipment to
various points worldwide. One dryer,
for example, was pointed out as des-
tined for the charity operation of Mon-
signor John Romaniello in Koreas,
whose Hong Kong operation already
used a Pavan dryer, Monsignor Ro-
manlello, the so-called “noodle-priest,"
has gained widespread publicity for his
feeding of refuge Chinese, using Unlted
States P.L, 480 flour and other com-
modities,

Pavan malntains, in addition to its
factory for the production of new ma-
chinery, a completely equipped maca-
roni plant with output on a commercial
scale. The plant is used for the de-
velopment and testing of new equip-
ment and refinements of machinery al-
ready in production.

The Jopanese visitor, accompanled
by a representative of his government
from Rome, was considering the pur-
chase of equipment. Mrs. Maloni, from
Leopoldville, was present on a similar
mission. Her husband planned to estab-
lish the first macaroni plant in the
Congo. She was much Interested in
problems of sanitation, and the possi-
bility of recelving supplies free of in-
sect contamination, and maintaining
stocks of material without insect con-
tamination, She was assured that
American semolina products could be
shipped and kept under the hot, humid
conditions of the Congo without con-
tamination. &

In Rome

Conference: Mr. Daniel Sheppard,
Assistant Agricultural Attache, U, S.
Embassy in Rome, said he would return

2

to the United States in two weeks for
reassignment, probably Beirut, Leba-
non. He has served in Italy for the past
four years. The Attache, Mr. Robert
Teairo, was in southern Italy at the
time. Mr. Sheppard reported that
drought conditions prevailed in south-
ern Italy, source of domestic durum.

Accordingly, Italy should constitute
a primary market for durum and/or
milled products later in the year, if
U. 8. representatives make the effort to
sell either wheat or semolina, With the
European milling preference for the
plumper kernel of Italilan Mediter-
ranean and Argentine durums, the op-
portunity to sell milled products in lieu
of wheat might well be exploited.

Interview: Mr. Armellinl Luciano,
Divisione Ricera, Barilla GR. F. 1l
S.p.A.,, Parma, Italy.

The interview was conducted through
an interpreter, With the background in
research, Mr. Armellini's questions
tended toward the technical side. He
said Barilla had used U, S. durum sem-
olina with bad results. While the color
was good, the product tended to stick
so the separate strands of spaghetti
glued together in cooking. This tenden-
cy towards gelatinization or stickiness
was intolerable, he explained, to the
Itallan housewife. Accordingly, the
company had abandoned any thought
of using U. 8. material. The tendency
of the U, S. product to stick together
in cooking had been experlenced in
both pure U, 8, semolina and blends
of U. S.-Italian semolina. His company
was Insistent upon raw material which
would make product of highest quality,
he sald.

When asked whether his company
could buy U, 8. semolina rather than
wheat (since the difficulty might origi-
nate in adulturation of the U, 8. durum
wheat at the mill), Mr. Armellini sald
Barilla had purchased some pure U. S.
semolina. But the Italian Government,
he sald, without specifying exactly how,
had created so many problems that any
thought of buying semolina of U. 8,
origin had been abandoned. But Barilla
was intensely interested in U. 8. durum
wheat, providing it could meet com-
pany standards of quality. He demon-
straled his inlerest in a number of
questions about average ylelds per
U. 8. acre, total annual U, 8. produc-
tion, exports and the reliability of the
U. 8. as an exporter. He was assured
that the U, 8. had been raising two-
and-one-half to three times the durum
needed domestlcally, and hence could
supply Italian demand (where the do-
meslic crop each year failed to yleld

enough to meet the demands of Italian
consumption, about 40 kilos per capita.)

Mr. Armellini had a copy of the In-
ternational Wheat Council's world sur-
vey on durum wheat; he had attended
the International Cereal and Bread
Congress in Vienna. He asked a num-
ber of questions concerning the devel-
opment of Leeds, a grain of plumper
berry, in North Dakota. He asked, too,
whether U, 8, millers subjected durum
to tempering—moisture, temperature
and length of time—different from hard
and soft wheat varieties—and appeared
to indicate that Italian millers milled
an almost dry berry. Perhaps this
might be the cause of the tendency, he
said, of the U, 8. product to gelatinize
or stick together in cooking.

Rely on Cooking Tesis

Mr. Armellini said it had been his
experience that the use of semolina
produced in a sample mill provided an
unreliable index of end-product qual-
ity. Accordingly, Barilla worked closely
with millers to grind small lots of sem-
olina for manufacturers to make Into
end products, testing for acceptance or
rejection. He asked whether as much
as 25 quintals (almost 100 bushels) of
U. 8. durum might be provided for such
test milling. He sald he realized 25
quintals was something more than a
handful and perhaps some charge
might be made, but Barilla was ready
to test the lot on such a basis, If it
proved satisfactory, Mr. Armellini Indl-
cated, Barilla might specify U. S. dur-

um, in which the color was admittedly
belter.

Finally, Mr. Armellini asked whether
all U. S. durum were derived from
triticum wulgare, and whether any tests
had been devised to predetermine end-
product quality from examination of
the wheat itself. His company still re-
lies chiefly on the cooking of the end-
product, as do U, S. manufacturers. He
was aware of the falllng numbers test
of bread wheat, but even here the final
determination is made by baking, as in
the cooking of the macaroni product,

Imperia

Interview: Mr. Vincenso Agnesi,
Managing Director, S.p, A, Paoll Agnesi
e Figli, Imperia, Italy,

The interview was conducted through
an interpreter, Mr. Agnesl's daughter.
He sald he had used more U, 8. durum
in the past six months than any other
Itallan firm, operating both a mill and
a macaroni plant. He used as much pure
U. S. durum as possible, while other
Italian manufacturers mixed it with
their domestic varietles. Since he was
far from the durum growing area in
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southern Italy, and weter transporia-
tion was available, it was quite natural
for him to turn to 1%. S. and Canadian
suppliers. Since he milled his own sem-
olina exclusively for his own needs, he
had no interest in the U. S, products.
His experience with American (U. 8.
and Canadian) durum had not been too
happy. While it yielded semolina of
good color, with a good yield, it showed
a tendency to work up gummy or sticky
in the press and after extrusion.

In this respect U. 8. and Canadian
durums were alike, he said, and In ad-
dition were somewhat slimy in cooking.

When asked what crop year wheat
he had purchased, he brought out U. 8.
Inspection certificates for #3 amber
durum shipped from Houston. No crop
year was indicated. Mr. Agnesi said he
believed the wheat he had received had
been long in storage, or had been stored
under Improper conditions, because the
germ was dark and bitter. He attached
great importance to the quality of the
germ. He said the germ gave Italian
macaroni its superior taste. Agnesl
manufactures a special product with
5 per cent more germ added to Improve
its nutritional value—for vitamin B,
which helps digest the starch, and for
vitamin E, which helps in the reproduc-
tive process. He used only the germ of
French durum to add to this product
because of its sweeter nuttier taste, The
best market for the “wheat-germ"” spa-
ghettl, which cost two or three times as
much as the usual kind, was in France,
he sald.

Gluten Differences

Mr. Agnesi said the gluten of U. S.
durum {although 2 per cent higher in
protein than Italian durum) was more
like hard wheat gluten in that it would
extend beyond the limits of the shorter
Ttalian gluten. This ability to stretch he
said, made the dough sticky in the dle.
1t stuck to the screw in the press, and
sometimes backed up. Tt was difficult
to work and sometimes mixed slowly,
sometimes quickly, to the correct con-
sistency for exirusion. At the die, it
stuck 1o the knife, which required fre-
quent cleaning (every 30 minutes), and
in short goods, the macaroni clumped
in 2's 3's and 4's, He said he could use
the pure U. S, durum for long goods
but in short goods, he was obliged to
mix U. 8. durum with Italian, 70 per
cent U. S. with 30 per cent Italien. In
his milling operation, he used one mill
solely for U, S. wheat; a second mill for
the 70-30 mix. The wheats were cleaned
separately before mixing them for
grinding. Mr. Agnesi showed samples
of wheat and finished products, his own
and those of competition, His products
were apparently much better in color,
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In Spain

Interview: Mr. Ramon Pages, Propri-
ctor, Fabrica De Pastas Alimenticias
Ramon Pages, Barcelona, Spain.

The interview was conducted through
an interpreter. Mr. Pages reported thal
in Barcelona and Catalonia, per capila
consumption of durum pasta was
about 13-14 kilos, while in Spain it was
about 3-4 kilos per person per year. He
attributed this fact to improved quality
and use of durum in the Barcelona
product. He said the commercial de-
pariment of the Spanish Government
forecast a national consumption of 11
kilos per person per year within the
next five years,

Production Syndicate

Because the individual pasta manu-
facturer in Spain lacks necessary capi-
tal, the practice of forming syndicates
for the production of pasta had become
common. He and two other smaller
manufacturers were presently building
a new plant with four or five times the
total present capacity. One feature of
the new plant, located on an express-
way, would be a restaurant in which a
first course would be properly cooked
pasta served at no charge as part of
the menl. Mr. Pages said 16,000 cars
passed the location every day, and he
hoped, in this way, to popularize his
product,

Al one point he indicated that it was
common, but illegal, practice to add
carotene to semolina to improve its col-
or, and he nsked whether the samples
of U.S. product had such artificial col-
or. While he did not challenge my state-
ment that the U. S. product was nol
colored, he did not seem to believe it.
Mr. Pages very proudly showed an ex-
perimental spaghetti produced from
rice and pre-cnoked in an autoclave. It
could be used merely by soaking. It had
been developed at the request of o
machinery manufacturer who wanted
to demonstrate to the Japanese the ca-
pacity of his equipment to employ
cheaper rice rather than wheat os raw
material.

Pre-Cooked Squares

Another product regularly sold by
Pages was o durum pasta square, also
pre-cooked in an autoclave, Soaked in
cold water for 45 minutes, it was said
to gain the volume and consistency of
n cooked product, ready to roll up o
filling for service as Cannelloni.

Mr. Pages was asked why he did not
print recipes on his packages. He said
he planned to do so—{o suggest a new
or improved way of serving his prod-
uet. But Calatonin, he said, was the
only real market for pasta in Spain.
Because pasta was commonly so poorly
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cooked and served, it had a bad reputa-
tion outside Calatonia.

Barcelona

Interview: Mr. Benito Torrent Jorda,
Director/Manager, Consejero Alimenti-
cins Gallo, S. A., Barcelona, Spain.

The interview was conducted through
oan interpreter. Mr. Torrent explained
that “Gallo” represented a syndicate of
pasta manufacturers, subsidiary of a
milling concern, Semolas Espona, with
plants in Barcelona, Mallorea, Cordova,
and soon a fifth company. Some nego-
tiation had also been made for amalga-
mation with the Grace Company (U. S.)
which controls shipping and food man-
ufacturing concerns in South America
and Europe.

The parent milling company had ship
docking facilities in Barcelonn and
could use durum, although any sale of
which should be made, Hir Torrent
said, through the Spanish national
agency for wheat. At one time Gallo
Company shipped to France. but
stopped when that country joined EEC.
Imports of wheat or semolina, and
other milled products, he explained,
were limited to the amount of wheat
contained in praducts exported, Mr.
Torrent was interested in U. 5. durum
wheat, providing there might be a price
advantage or other inducement to buy,
although all purchases must be made
through government ageney. Still fur-
ther, he thought some U. 8. durum
might be purchased, but through Ger-
man traders who would use the Canary
Islands and its free port to provide the
Spanish buying agency with added ad-
vantages.

Of Promotion

Proceeding to the subject of promo-
tion, Mr. Torrent sald he had always
been an enthusiastic devolee of propa-
ganda. At one time, he had taken the
lead in trying to have all pasta manu-
facturers join in a common effort for
proparandizing, but failing to gain
complete support, the effort failed.

Again he tried at the annual fair in
Barcelona to offer a below-vost meal
tabout 42¢) for pasta and chumpagne,
but fair ofMcinls refused him the space
he thought necessary to make the effort
worthwhile.

Mr, Torrent said that after all, Gallo
was selling a product that essentially
ropresented nothing more than semo-
lina and flour. So why use recipes on
packages? His company hod tried to
“box" spaghetti in o package that had a
color illustration ond recipe, but the
trinl was a failure. The box cost per-
haps ten times the transparent film he
was using and, except for the wealthy,

(Continued on page 36)
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Observations from Europe—
(Continued from page 33)

consumers refused to pay the additional
cost.

It was pointed out that a pasta prod-
uct in iltselfl way nothing, but the fin-
ished dish was attractive and appetiz-
ing. Accordingly hc might combine his
efforts with makers of cheese, tomato
paste and other ingredients in the fin-
ished dish—to sell the finished product
rather than the pasta. The bread-cheese
promotion in Germany, wine and bread,
sandwich month and similar promo-
tions were cited. He sald the Spanish
Government was purchasing pssta for
school lunch use, but the meals were su
poorly prepared that the net effort was
a loss of consumer interest.

Mr. Torrent said a plant in Cordova,
southern Spain, had been constructed
despite the fact that consumers knew
little about pasta, and that since it had
started operations the success in selling
pasta had exceeded all expectations.

Portugal

A survey of Lisbon restaurants show-
ed little or no evidence of the popular-
ity of pasta. Per capita consumotion nt
the product in Portugal is almost 15%
pounds per year, about steady for the
past five years. But in general, Poriu-
fuese cooking tends toward heavler,
deep-fat fried foods or local fish,

Both Portuguese pasta manufac-
turers, responsive to my inquiry in
Coinbra and Lisbon, expressed consid-
erable interest in promotion. In Lisbon,
the plant administrator said his com-
pany manufactured their own granu-
lars, and was in process of installing a
new semolina mill. All imported wheat
was purchased by the federation of
Portuguese millers.

Switzerland

Dr. Louls Capol, the director of the
Swiss Assoclation of Macaroni Manu-
facturers, of Bern, Switzerland, report-
ed that, following the visit of a spring
wheat survey team headed by Dr. Ken-
neth A. Gilles two years earlier, Swiss
purchases of U, S. durums had been in-
creasing.

The market for pasta, almost 18
pounds per capita, appeared to be hold-
ing steady—although fear was ex-
pressed that the sharp reduction in the
number of Italian workers in Switzer-
land might bring per capita consump-
tion down. S

Possibly because of the Swiss-based
firm of millwrights and manufacturers
of pasta procesing equipment, Buhler
Bros., the industry there shows a re-
markable degre of technical as well as
promotional sophistication.
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Germany

Interview: Mr. Schulton, Sales Man-
oger, and Mr. Fred Birkel, principal,
Theodore and Oscar L. Birkel, maca-
roni manufacturers, Endersbach bel
Stuttgart, Germany.

Mr. Schulton said that Birkel com-
mands 33 to 35 per cent of the total
Germar market for pasta products, pri-
marily In egg noodles. Egg noodles in
Germany carry 3% per cent egg solids
or similar quantities of fresh eggs.
Birkel, he said, {s dedicated to the use
of 100 per cent durum. Neither Canadi-
on nor U, 8. durum was used by Birkel
without the addition ¢f sume Argentine
or Mediterranean (not Italian) wheat,
tsually i the ratio of 85 to 80 per cent
American to 10-15 per cent Mediter-
ranean..

While German law prohibits a maca-
ronl manufacturer from owning a mill,
Mr. Schulton said that German millers
can agree upon and set a common price
for their product. Birkel would not en-
tertaln the notion of buying imported
semoliaa for fear of retaliation in some
way from th. millers' combine. Besides,
Mr. Schullon said, the duty on semo-
lina of ground product was 350 Reich-
marks compared to 150 to 200 Reich-
marks duty on wheat. At this point,
Mr. Schulton transferred the interview
to Mr. Fred Birkel.

Difficulties Anticipated

Mr, Birkel has spent a year in tha
U. 8. and spoke English fluently. He
had worked for La Rosa three months:
for Mueller three months; and had
spent the balance of the year touring
other macaronl manufacturing plants
throughout the States. He anticioated
difficulty with the EEC wheat regula-
tions effective July, 1067, when the
price of durum or of semolina in Eu-
rope would be established at one level
above the world market—which would
force prices of his macaroni products
up 10-15 per cent,

Mr. Birkel also foresaw with some
fear the possibility of a single but de-
graded (or non-durum) standard for all
finished macaroni goods sold in EEC
countries, with the gain in price used
as a subsidy for farmers, growing main-
ly soft wheat. Since Birkel products
were 100 per cent durum, such stuff
would in fact tend to lower the Birkel
standards, he said, and degrade his
product.

German and French manufacturers
both use 100 per cent durum, but the
Halians, Mr. Birkel sald, who were
most forceful in EEC negotlations, did
mix in hard wheats with durum, al-
though publicly declaring their devo-
tion to the durum standard, While per

capita consumption was dropping in
northern Italy, Mr. Birkel saild it was
galning in the South—as the economy
improved, thus giving the Italian pasta
manufacturers some sense of security
in the sale of products not made from
pure durum.

On this basis, Mr. Birkel saw no rea-
son for any steadfast adherence o 100
per cent durum amongst Italians. He
was fearful that the Italian (or non
durum) standard might prevail in EEC
negotiations. The problem was further
complicated by the fact that in EEC
negotiotions German macaroni manu-
facturers were represented by iwo as-
soclations (north and south) and repre-
sentatives of the two did not always
agree.

Job in Restaurants

Mr. Birkel expressed his disappoint-
ment concerning the quality of maca-
ronl foods as served in German res-
taurants. Macaroni might be good at
11 am,, he said, but the same product,
over-cooked, would be served at 2 p.m.
He warned against ordering pasta in a
German reslaurant.

Told of the new film produced by
durum growers, millers and manufac-
turers in the U.S, as an educational tool
for correct quantity food service, Mr.
Birkel was most interested. He asked
that a copy be made available as soon
as possible for review through the Na-
tional Macaroni Manufacturers' Associ-
ation In the US., which his firm sup-
ports. He saw the possibility of using
the film in Germany with a new sound
track.

Belgium

Interview: Mr, Clement Van der
Sand, Director General; Mr. Raoul Ton-
nemans, Sales Manager; Dr. R, Willems,
Director of Research; Ste. Ame des
Usines Remy, macaroni manufacturer
and miller, Wygamael (Brussels), Bel-
gium.

The chief concern of the Usines Remy
Company at the moment was 300 tons
of sprout-damaged U. S, No. 3 durum.
The company was experimenting to find
some way of using the stock. It had
been purchased without examination of
a sample on the assumption it would be
usable since the company's prior ex-
perience with No. 2 and the U.S. No. 3
durum so indicated. Mr. Tonnemans
said that they also assumed it would be
all right since Canadian grades were
always exactly as described and con-
sistently good.

Observations and Recommendations

It would be impossible to crowd an
itinerary of calls such as set forth In

(Continued on page 38)
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Why is net weighing

more reliable

with solid state controls?

ask Triangle

Elimiuat+s All Maintenance Prob-
lems. For the first time there are
no problems assaciated withconven-
tional electrical circuits. Excluded
are relays—transformers—vacuum
tubes. Solld State Controls have no
moving parts. Assure precision con-
trol, Permit higher operating speeds
with even greater reliability and ac-
curacy. Only Triangle offers Solid
State Controls for net weighing ex-
clusively on the Flexitron® system.

No Downtime. When a failure occurs
with standard electrical circuits
hours may be lost in tracing the
cause, Not with Solid State—for near
perfect operation is assured. |f
trouble should occur, the compact
module can easlly be replaced in
minutes with no lost production
time. Now there is no need to
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schedule routine replacement of re-
lays—an important factor consider-
ing today's heavy demands on pack-
aging equipment,

Instantaneous Switching. There Is
no electrical lag—no fatigue—no
fallure or erratic operation as with
standard electrical components.
Solid State Controls are completely
unaffected by normal line voltags
variations and can maintain an ac-
curacy of plus or minus 1/120 of a
sacond. They assure 100 percent
repeatability throughout the life of
the scale, regardless of how heavy
your preduction schedule.

For more information on this exclu-
sive control system for Flexitron net
welghing, call or write Triangle.

State Modules,

TRIANGLE

6654 W, Diversey Ave,, Chicago, |Il. 60635
Talephone: (312) 8890200

Note the compactnass of Triangle's Solld

PACKAGE MACHINERY COMPANY
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Observations from Europe—
(Continued from page 38)

this report without reaching certain
cenclusions concerning the market for
durum and milled durum products of
U.S. origin in the countries visited, and
the urgent need for service and com-
munication.

The market for U.S, durum and
milled durum products in Europe is
perhaps brighter than for other wheats.
The prospects of drought in Italy and
the Mediterranesa growing arcas, the
preoccupation of Canadian exporters
with Russlan commitments, and the
steady or expanding market for pasta
products in Europe—all suggest, in the
immediate future, the probability of
increased export of U.8. durum and its
products. The long-term prospects are
even brighter since the market has
demonstrated response to merchandis-
ing and promotion. In the past year,
several individual manufacturers have
proved their ability to increase con-
sumption—with a quality prodv.t
backed by advertising and promeiion.

There are also both advanizzes and
disadvantages in the effort »f Common
Market countries to standandize their
pasta while permitling the purchaze of
durum or milled products in the world
market. Traditional European and
Mediterranean durum growing areas
are nol capable of quick expansion nor
do European seed houses appear will-
ing to develop higher yielding varieties.

While millers and macaroni manu-
facturers have more freedom of choice
in thelr purchase of durum and durum
products, past habits and practice per-
sist in a de facto system of cartels and
Bovernment profection. With greater
knowledge of trade practice and na-
tional policies, and the confidence of
the individual manufacturer or miller
that would come from successful ex-
perience with U, 5. products—the fu-
ture of US. durum products seems
promising indeed.

New Clermont
Twin Screw Press
Clermont Machine Company of

Brooklyn, New York has developed a
short cut twin screw press capable of
producing 3,000 pounds of product per
hour. President John Amato announces
that some of the unique features in the
press are as follows:

(1) It has a vacuum flour feeder that is
capable of sucking flour through a
one-inch tube irrespective of where
the usage tank is placed. It no lon-
ger requires the usage tank {o be
over the press, This eliminates hav-

ing a high ceiling or using the floor
above for usage tanks,

It has an accuracy of feeding flour
far superior to any conventional
type. It is regulated and works in
conjunction with a sensitive water
feed.

It has a timing device to determine
the quantity of flour that is re-
quired per minute. The timing de-
vice also regulates the water so
that a proper quantity of flour and
water simultaneously enter the
pre-mixer,

(2) There is a new duplex homogenized
mixer which is used also as a pre-
mixer to thoroughly mix the water
and flour before entering the main
duplex mixer,

The homogenized mixer is
equipped with a high speed and
low speed. When used at the low
speed it operates as a pre-mixer.
When used at high speed it ho-
mogenizes the ingredients and is
capable of handling powdered eggs
or any other powdered additive
ingredients.

The pre-mixer (or homogenized
mixer) and the main mixer have
new ‘;ues of shaft and paddles.
‘The shafts are square for ready
cleaning and scraping and the pad-
dles are rectangular and are readily
adjusted and removed.

(3) The pre-mixer and the Inrge mixer
are under vacuum at all ¢!es from
inception of operatior.

(4) The twin screws are »j¥ ,aches in
diameter and have a pu: itive flight
to divert more product at a slow
speed. The screws are Teflon coated.

(5) The press requires two 15% inch
dies and the cutoff attachinent is
equipped with a Dynamatic motor
with a very sensitive speed per-
mitting a range from pastina to
Vigatonl without change of pulleys
o= belts.

(8) The preliminary shaker that works
in conjunction with the press has
four shaker screens and has a
width of 30 inches. It is equipped
with a high velocity of air and strip
heaters capable of maintaining
100* temperature In the shaker,
This in turn keeps the product in
its original shape without sagging
or sticking.

(7) There are many fine features on the
press: Instruments that assist the
operator in knowing how the press
is performing. Also equipped with
a safety feature when the press Is
in danger.

“No man is lonely while eating spa-
ghetti—it requires so much attention”
—Christopher Morley

Demaco Is Optimistic

Sales of De Franciscl Machine Cor-
poration, Brooklyn, New York, set a
record in 10866, surpassing even the ban-
ner year of 1965,

An interesting aspect about Demaco's
record sales is that it comprised a wide
variety of equipment: completely auto-
matic lines for long goods from 1,000
to 2,000 pounds per hour; automatle
lines for short cuts varying from 1,000
to 2,600 pounds per hour; static room
dryers with automatic humidity and
temperature controls; spreaders, press-
es, noodle sheeters, die washers and
automatic canning spreaders were all
Included.

Expanded Facilities

To cope with increasing demand,
Demaco has expanded its manufactur-
ing facilities and increased the number
of plant workers. A 10,000 square feet
addition, a block away from the parent
company is now utilized for the manu-
facturing of short and long good dryers.

This modern building Is equipped
with new machine tools and reflects
many savings in manufacturing costs.
At the existing plant a program of re-
placing the existing machine tools was
begun in the early part of 1868. Over
$100,000 has been budgeted for 1067 for
the purchase of a new boring mill, a
lathe and other machines.

New Export Office

New export offices have been estab-
lished In Room 65317, Pan-American
Building, 200 Park Avenue. Charles
Moulton is export manager. He boasts
that his office has one of the best views
of New York City,

He has also been gazing Into the
crystal ball and notes that some time
ago it was predicted that old dietary
habits of the world were changing with
the assistance of U, 8. capltal and
know-how. Many countries are now
initiating the construction of cereal
plants for the improved nourishment of
their people. This is particularly true
of the new African countries and those
in the Far East like Talwan and Japan.
Today, more and more governments of
the undeveloped countries are begin-
ning to realize that their first duty to
their subjecls or citizens Is to provide
for proper nourishment. The use of
macaroni as food and the use of cereal
products which are processed similarly
to macaroni can do much to alleviate
the nourishment deficiency. New prod-
ucts as “Ceplapro” and proteln flours as
“Wurrd” do provide Inexpensive, pal-
atable and nutritious products to feed
youngsters. These new products, espe-

(Continued on page 40)
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Demaco Is Optimistic—
(Conlinued from page 38)

cially when extruded in macaroni
shopes, will be the forerunners of new
food.

Mr. Moulton boasts, too, of the com-
pliments customers give his company
for service, He cites as a recent exam-
ple, n phone call one morning from
Chicago imploring them to send a re-
placement for a broken part. The part
was boxed in the factory, taken out to
Idlewild Airport, placed on a plane and
was delivered 1o the customer the same
afternoon, This Is the kind of atlention
that earns good-will,

Braibanti Announces
Construction of Giant Lines

A new milestone in macaroni produc-
tion technology was announced in Jan-
uary by the firm of Braibanti Co.,
Milan, Italy, manufacturer of macaroni
equipment.

According 1o Dr. Mario Braibanti,
president of the company bearing his
name, the firm now has under construc-
tion the manufacture of three lines,
each capable of producing 4,500 pounds
per hour of long spaghetti.

The three lines will be installed in
one of Italy's largest plants in the next
few months and upon completion of
installation and initial runs, details will
be made available to the trade. Full
technical data and production results
will be provided members of the indus-
try, as well as on-the-spot inspection.

Cobra 2000

The new presses are to be identified
ns the Cobra/2000 and their higher pro-
duction s geared to specially construct-
ed driers. A larger, specially metal-
strengthened stick has been devised to
carry the product through an improved
and redesigned version of the famed
Braibanti G.P.L. drier.

Dr. Braibanti commented that in de-
veloping the new presses with their
companion drying equipr - nt few
technical problems ensued in the short
goods lines which we composed of a
pre-drier and two driers of nylon
screen, In the long goods drylng, sev-
eral major changes weie effected, how-
cver.,

Covers Specirum

One of the interesting facls of this
new cquipment is that it covers the
widest spectrum of the industry’s pro-.
duction needs.

It is in effect an evolution that re-
sults from the manufacture an . instal-
lation of more than 1,000 lines of maca-
roni production which Braibanti has
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placed in operation throughout the
world during the past half century.

It was observed by Braibant! that
this trend in increased production
equipment portends a limiting feature
In the industry as regards individual
manufacturers. It has been noled, for
example, that the ratlo of macaroni
manufacturers diminlshes proportion-
ately to technology in equipment. In
Italy where there is the world's highest
per capita consumption of macaroni,
there were more than 3,000 producers
of macaroni goods twenly years ago,
todny there are less than 1,000 and it
is expected that within the next decade
not more than 300 firms will be pro-
ducing macaronl.

In U.8,

In the United States, the situation
differs somewhat because the limited
consumption alleviated the eapability
of large numbers of manufacturers and
most of those in the industry have
progressed with the equipment so that
the annual increase In per capita con-
sumption (5 per cent in 1066) is gener-
ally absorbed by the more modern
plants.

Technology of the future, however,
might easily require that only the large
modernly-equipped firms will produce
the mass market items, while fancy
shapes and specialty goods will be left
to the small manufacturers.

World's Largest Omelet, S+ pounds of
Egg-Vantage (approximate 600  shell
eggs), packed by Schneider Bros., Inc., Chi-
cago egg processors, in two of Container
Corporation of America's new 30-pound
Egg-Puritainers, were used recently to make
the world's largest omelet. Four chefs ond
a six-foot frying pon were needed to pre-
pare the omelet which was served to 300
guests ot a National Egg Month luncheon,

Head of the teom of chefs was Otto
Schilecker (left) of Griffith Laboratories. A
surprise guest at the luncheon, dancer Ray
Bolger (right), wos drafted to assist the
chels, He chatted with National Egg Month
Queen Jo Lynn Boykin ond Sondy Seidner,
vice president of sales of Schneider Bros,,
producers of Egg-Vantoge,

Tranin Processed Eggs

Since its founding in 1910 by Sam
Tranin and its becoming a wholly-own-
ed subsidiary of the United States Colr
Storage Corpu:ation in 19838, the Tran'n
Egg Products Company has playe2 an
important role as a souicc of supply of
good egg products for the macaroni-
noodle makers. Along with the maca-
roni industry Tranin has enjoyed a
sleady growth and expansion to the
point that it is now one of the largest
processors of both frozen eggs and
dried egg solids.

Kansas City Area

The company procures shell eggs
from the area surrounding Kansas City,
principally Nebraska, Iowa, Missouri
and Kansas. It is from this area that
Tranin gets the finest qualily eggs 1o
produce whole eggs and yolks of high
color and fat conient and whites of
good, strong consistency.

All eggs coming into the plant are
candled, washed and sanitized hefore
going on the mechanlical breaking ma-
chines to be broken. These machines
open the shell and dump its contents
into receiving cups in such a manner
as to separate the whites from the
yolks. It is from these two products
that all of the end products are proc-
essed.

From the breaking machines the egg
whites go through a series of strainers
and then are milled into a uniform
liguid. The liquid egg whites are sent
either to the drying department for
further processing into egg white sollds
or pasteurized and packed in 30-pound
tins and quick frozen in the United
Elates Cold Storage Corporation's mod-
ern quick-freezers.

Yolks

The egg yolks are separated as to
color at time of breaking, and the dark-
color yolks are reserved for the noodle-
makers. These dark yolks are strained
into a homogenous mixture, then pas-
teurized anu packed in 30-pound tins,
then quick frozen. Or the liquid dark
yolk may be sent to the drying depart-
ment for further processing. In the dry-
ing plant the yolks are pasteurized,
then pumped under pressure through
an atomizer nozzle into a cone-type
dryer. The spray or liquid yolk falls
through pre-heated sterile alr of cy-
clonic turbulence. The resultant pow-
dered yolk solids are collected and
packed in 50, 53 or 54 pound boxes or
200-pound drums, whichever the cus-
tomer desires,

Liquid whole egg is made by com-
bining the whites with the yolks in
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natural proportion to Insure correct
solids and color. Then it is pasteurized
and packed In 30-pound tins and quick
frozen or sent to the drying plant where
it is processed and dried in the same
manner as yolk solids and putked in
elther cartons or filbre drums as 1o
customer's desire.

Recent Refurbishing

Refurbishing and remodeling pro-
gram has just been completed by Tranin
costing many thousands of dollars, This
involved the tearing out of old equip-
ment and installing new stainless ste?!
dryers and collectors, plus other new
sophisticated equipment which makes
for Tranin one of the most complete
and up-to-date drying plants in the
country.

All of Tranin's plants are operated
under U.S.D.A. continuous inspection
service and all product packages bear
the US.D.A. Inspection shield. This,
plus Tranin's high caliber quality con-
trol and laboratory testing depariment,
affords the customer of an egg product
that is guaranteed to pass all Food and
Drug regulations and be salmonella
negative by test.

Machine M;ku Self-
Supporting Bags

T'I’nepolaleal’ machine developed by
Hoeflinger & Karg, Waiblingen, Ger-
many, is a fully automatic bag forming,
filling and sealing machine which pro-
duces self-supporting gusset type bags
from a preprinted roll of film. The ma-
chine, known as the SPV-5-FBS, can
produce bags up to 11% inches high,
5% inches wide, and 3% inches deep.
The bottom seal is closed with either
a flat or delta seal. Air is eliminated
and a smaller flat or delta seals the lop
of the bag. In addition, bags can be
closed by header labels or a pressure

sensitive label can be affixed over the
top delta seal.

Easy to Handle

The compact self-supporting bags are
easier to handle—can be displayed on
shelves standing up, and thus carry a
greater sales impact. The machine can
be equipped with either volumetrie
fillers or net weighers. In addition, a
high speed electronic weigher can also
be offered with the machine. This form
of package is ideally suited for a granu-
lar and [ree-flowing food such as short-
cut macaroni, shells, wheels, beans,
lentils, and rice. Each unit is capable of
producing up to fifty filled and sealed
bags per minute.

Full information Is available from
Amaco, Incorporated, American repre-
gentative in Chicago.

DLE SALES ROCKET: An Increose in
:Iog of its egg noodles, used as on in-flight
food by astronouts, is reported by Mrs. Sla-
by's Noodle Co., Berwyn, IIl. The manu-
focturer ottributes the sales toke-off to o
new, improved package (shown here) de-
signed to heighten merchandising oppeal.
The previous package used unprinted r.e_llo—
phane with o header lobel for identifica-
tion. The new bag Is made completely of
printed cellophane. A red boqnur Is plac
centrally to draw the shopper’s eye to the

“In-flight food of ASTRO-
E?G!I' ‘." A re:lpnc for chicken paprickash
is printed on the back. The bag was de-
veloped by the Package Analysls Service of
Olin Cellophane, Pisgah Forest, N.C. The
manufacturer chose Olin 140 MST-53 cel-
lophane because of its durubllhy, moisture-
roofness and sparkle, Printed film Is sup-
plied by the Color Wrcp Div. of Cellu-Craft
Products Corp., Chicago. Packaging Is done
on o Mon-O-Bag bag maker, a product of
Wright Machinery Company, Div. of Sperry
Rand Corporation, Durhom, N.C. Shipping
carfons are made by Hankins Container
Co., Div. The Flintkote Co., Chicago.

Triangle Exhibits Miniature
Flexitron Scales

The minlature Flexitron Net Weigh-
Ing System will be featured by Tri-
angle Package Machitery Company at
the America~ Management Associa-
tion's 36th N ilonal Packaging Exposi-
tion, April 10-14, in Chicago's Interna-
tional Amphitheatre.

Triangle will have operating in
Booth No. 2145 three miniature Flexi-

tron Scales on a Single Tube Bag Ma-
chine, and three minlature scales on
an automatic line. Each of these scales
is capable of operating at a range of
90 bags a minute.

Contributing to the speed and accu-
racy of the Flexitron Scales are prod-
uct accumulators, These pneumatically
operated units provide faster cycling of
each scale and near continuous opera-
tion of the feed trays.

e d1 The fire house is there,

Isl .
e ight and colorful,
hw”\‘f‘ TLLWI'I‘;S:II; glgl!:’l‘ ll:\:cj‘m"hzrtolntrodu:ed thelr new line of noodles in a se

of the most unusual and attractive packages. Each packoge Is a different structure

when empty, kids will love to build thelr own “Noodletown".

es were created by t

ond pmuﬂg ;l)‘?::l::gl’nckng!ng Corporation of Brooklyn, New York.
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liroad station, and the stores and
ot r'?'h:;?s ’?Nood'lalnwn" by Lo Rosa,
t of elgl;l
and,

he art department of V. La Rosa & Sons, Inc,
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518 soup pasta

ta for soups. Six brond new, elegant ond
:i.i.nnctlvu po'c'kogn! present the voriety of
six different shopes of pasto for soups by
V. La Rosa & Sons, Inc. .

The new line of packages with unusually
faithful vignette reproductions was pro-
duced by Foust Packaging Corporation.
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Capacities from 1000 i

to 2500 lbs, per hour //‘/

COMPLETELY RE-DESIGNED . . . jrim
the ground wp. The new Do
TPR incorporites all the basne ele-
ments which have made Bon
Extruders the tavorite thionzhout
the warld . . . plus many amprove:
ment< which put it tar ahead o
any other You can buy in North
America today?

SUPER SANITARY. Frame and ele-
ment= are completely ezl
to provide the most ~amitany In-
truder on the market. Structaral
members are completely enclosed,
while moter=< and drives are in the
open. fully aceessible. Chain IS
are open at hottom so o=t 1all-
through, can’t aceumulate, Tnside,
the one-piece miving trough his
<mooth, rounded cormers with no
place where dough ean lodae
ACCURATE BLENDING, Serew e [IF]
keeps uniform flow of both de anld
liquid materinls moving o mise
Composition of the extraded prod-
net doesn’t vary.

SINGLE MIXER. Ju<t one Large dou-
ble-<haft mixer. You can vasily in-
spect mixture at any time, No

Complete
Processing Plants
by

_.the most sanitary extruder
you can buy P

[
wy PR
w B

complicated vacuiin <caling =v=tem
nevded tor our feed and miser.,

POSITIVE FEED. Isveps ~teindy 1w
moving throneh vieuum chinmbe
inte extrusion clement=, You ean
prowves<s dozh as -olt ol hinel 2=
vou wish.

EFFICIENT VACUUM. I'roduet -
completely de-aerated i vacuum
Chamber Detween mser and extr-
aom element= Produves fine-tes-
tured dough and et you operate
with moisture content between 28
aned 30 Sinee new design vitual-
Ivoelimimates leakage, the Benene
Fatiuder necds bat 1 the vacuum
prmping ciapacity ol others...while
mevintaining a higher vacaum,

U.5.-BUILT DRIVES. Miser. vicuum
avstem, estesion clement s, etesare
made in Switzerlad, bat all mo-
tors, sprochet< chains. and elecrre
val controls are <tandavd compo-
nent= available throughout the TS

For tall intormation on nes
TPR Estrwder or other Benene
fo] prroves<ing equipment. write
or call Broes today!

BUHLER

Nate hinged chain guard on miser drowes

All motors in open for cavy neeess Specinlly
devigred chain guards ore quialy remowed

THE BUHLER CORPORATION 2425 Wewrta BlA
Minneapols Minnesota 554726 ¢ FPhoo 535140
Soles Ofice New York Ciny 230 Fard dewnue

Phone MUray Ml ¥ 5348
BUHLER BHOTHERS «Canada: LTD.

Lo Midle Ontare Phone 4160 445671
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People Are the Prime Concern
Of International Milling

People are the principal concern of
the Durum Division of International
Milling Co., according to Sal Maritato,
U. 8. durum products sales manager,

“First there Is our concern for the
customer. Our management philosophy
can be phrased in a single statement:
‘The success of our company depends
on the ruccess of our customers. “To
be able tu provide the greatest service,”
Maritato said, “we have assembled what
we belleve is the finest staff available,
with experienced, responsible individ-
uals in every phase of our durum pro-
duction and marketing activities."

Crop Burvey and Quality Control

The story of people begins at Inter-
national with one of the finest crop
survey and wheat buylng teams in the
Industry, The crop survey team serves
as the advance guard . . . trained crop
surveyors {iravel thousands of miles
each year, from Texas to the Canadian
border and from Montana to Ohio col-
lecting samples and information for the
company's grain buyers. Results of
thelr investigation are also passed
along to customers, Morrie Ainsworth—
23 years with International — is in
charge of buying durum wheat. Here,
as in each step along the way toward
qualily products, International's durum
operations are under the direction of
experienced, competent people.

Durum quality control at Interna-
tional is under the direction of Bob
Bruning—18 years' service—who actu-
ally manufactures macaroni products
on a small scale. The company believes
that testing the end product in this
manner is the best way to determine
plant performance of durum flour or
semolina. In addition, each durum mill
is served by a well-equipped lab and
staffed with skilled techniclans. Again,
an example of individual responsibility.

As o dual safe-guard on the daily
tests at the plants, International's cen-
tral research and quality control labo-
ratory in Minneapolis rechecks each
critical step. International attributes
much of the recognition and respect
that it has won within the trade to its
strict policy of quality . . . people dolng
strict policy of quality contrel ., . . peo-
ple doing their jobs, with pride in thelr
respectlve skills and in their company's
producls,

Modern Facilities

The company also hu> a policy of
continual modernization of s produc-
tion [facilities. At its principal durum
mills in Baldwinsville, N.Y. eastern-
most durum mill in the country) and St.
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Paul, Minn,, this has meant new milling
equipment and pneumatic loading fa-
cilities, The Baldwinsville and St. Paul
plants are under the management of
two men with a total of 57 years' ex-
perience in the Industry,

Dependent on Customers

Mr. Maritato pointed out, “The idea
that our success depends on the success
of our customers is also the heart of
our sales and merchandlsing activities.
Our sales and advertising people de-
velop promotional ideas and campaigns
to help our customers sell their prod-
ucls and to promote macaroni and
noodle consumption.”

The company's sales and merchandis-
ing materials have taken such forms as
posters, sales meeting kits, pennants,
bumper stickers, reprints, wall charts,
letters and calendars.

Sales Staff

Completing the link between the
durum people at International and dur-
um customers Is the sales staff, This
sales management team has 104 years
of business experience. “We think we
have the top staff In the industry, one
that has great diversity of experience
and is therefore able to provide a wide
variety of service," sald Maritato who
himself has over 17 years in the food
business,

Bill Brezden is the newest member
of the durum sales organization having
Jolned International in July, 1066. He
handles special accounts in the Midwest
and Eastern sales regions and head-
quarters at the company's Minneapolis
home office.

Brezden has spent his entire career,
25 years, in the durum business; first as
a chemist, then in production, and dur-

ing recent years in sales management.

George Hackbush s responsible for
all durum sales in the central states
area. Hackbush has spent his entire
career of 37 years with the company In
Chicago and s thoroughly familiar
with markets and customers in the
Midwest.

The eastern sales reglon Is under the
direction of Andy Rondello, headquar-
tering out of Internatlonal’'s office in
New York City. Rondello has spent the
last 13 years in the large castern mar-
ket, and is widely acquainted along the
eastern seaboard,

Dick Vessels, assistant U, S. durum
products sales manager, has 12 years
durum experience. Vessels was man-
ager of durum sales for General Mills
prior to that company's departure from
the durum business in June, 1965,

“In the end,” Maritato concluded,
“Quality Is experienced people, and we
think we have the best.”

Kraft Souce Mixes

A line of nine sauces and gravy
mixes is being Introduced by Kraft
Foods. Each mix comes in a packet con-
tained in a box. The boxes are packed
in one-dozen display cartons.

The mixes are Italian style spaghetti
sauce, brown gravy, Hollandaise sauce,
barbecue sauce, cheddar cheese sauce,
white sauce, onion gravy, sour cream
sauce and chicken gravy.

Tomato paste and water are added
to the spaghetti sauce mix, Milk or wa-
ter is added to the chicken gravy mix.
Milk is added to the cheddar cheese,
white and sour cream sauce mixes and
water is added to the other four mixes.

Introductory advertlsing will consist
of a television commercial on Perry
Como's Kraft Music Hall, ads in news-
papers, newspaper supplements and
magazines including Good Housekeep-
ing, Family Circle and Woman's Day.
The newspaper ads will feature a $1
refund offer for proof-of-purchase from
five different packages In the new line.

In-store materials will include racks
for display with related ilems, banners
and tearoff pads of refund order blunks.

Marinara Sauce

Marinara sauce is being Introduced
under the Redpack lobel in New York
by California Canners & Growers of
San Francisco. The product comes In
pound cans and sells for 39¢.

Initial distribution Is in Buffalo and
metropolitan New York. Introduction
will be supported with a ten-week
schedule of 60-second spot radio com-
mercials and newspaper ads featuring
T¢-off coupons.

THE MACARONI JOURNAL

tn

Chry sl AT L M R RS

C. Kaitis Company

12 384-0700
2039-45 N. Damen Avenue, Chicago, Ill. 60647 "ll'h;ne zA‘ve:, s:!pA ARLEE
U.S. Department of Agriculture continuous inplant inspection . No. 21,

PASTEURIZED WHOLE EGGS — YOLKS — WHITES — SPECIAL BLENDS

AFPRIL, 1967

45




ey

B i

il 3 ofad,

Effective Plant Sanitation

by James J. Winston, Director of Research,National Macaroni Manufacturers Association,

and Director, Jacobs-Winston Laboratories, Inc.,

New York City.

Management can assure itself of top quality ingredients and products by careful implementation of
these practical housekeeping suggestions,

ODERN technology to-day has

advanced to a high level and pro-
vides the necessary tools and knowl-
edge to help industry comply with pre-
vailing regulations. In the macaroni-
noodle industry, there is nothing the
trained food and drug inspector or
laboratory scientist can do that the
food manufacturer cannot do for him-
self. Fortunately, with the passing of
each year, different companies have as-
sumed more responsibilities by volun-
tarily augmenting their executive and
technical staffs, This helps them cope
more effectively with concrete prob-
lems such as quality control, produc-
tion, and sanitation.

In 1065, at the Ninth Annual Confer-
ence of the Food & Drug Law Institute
and the Food & Drug Administration,
the general theme of the conference
emphasized voluntary compliance with
regulations. Cooperation and communi-
cation between industry and govern-
ment was stressed and government wel-
comes overtures on the part of industry
1o make inquiries in order to effectuate
improvement and better relations,

I have on several occasions recom-
mended a sanitation program which
will safeguard your interests. I would
like to review the essentials for an
effective sanitation program: In the
past few years, as you realize, sanita-
tion has been extended to include the
processing of a product that will be
free from delelerious bacteria such as
Salmonella and Staphylococcus, This
was stressed at the Tenth Annual Con-
ference held under the auspices of the
Food & Drug Administration in No-
vember 1868, A report of this meeling
with recommendations was published
in the Macaronl Journal in February
1067,

The {following steps constitute an im-
portant gulde to a complete sanitation
program:

1, The sonitation program should be
supervised elther by an executive
of the firm or a tralned sanitarian,
supplemented periodically by ad-
vice from a professional sanitation
consultant, based on his periodic
surveys of the plant.

2. A detailed report as a result of a
sanilary survey should point the

James J, Winsten

way for management to carry out
the necessary improvements so as
to comply with sanitation regula-
tions, The plant should be made
structurally immune from either in-
sect or rodent harborage. Open
spaces in walls around pipes, static
corners, ceilings and wall-floor junc-
tions should be properly sealed,
using elther caulking. compound,
plaster, silicron, cement mortar or
sheet metal, as the case may be.
Doors should be repaired to come
flush with the ground to preclude
the ingress of mice.

. Machinery should be thoroughly

cleaned with precautions taken to
avold accumulation of dust and
grime, particularly in dead’ spaces.

. Incoming cars of farinaceous ma-

terials should be thoroughly exam-
ined before unloading. It Is suggest-
ed that hatches of cars be opened
about eight to ten hours after cars
have arrived in order to determine
whether there is present insect life.
Cars showing infestation should be
rejected.

. All raw materials and finished

goods should be stored on skids at
least 18 inches from walls to pre-
vent harborage of pests.

It is recommended that wooden
equipment be replaced by metallle

ones, preferably seamless and of
stalnless steel construction,

. Arrangements should be made to
employ a competent exterminator
on a regular basis who should co-
operate closely with the sanitation
leader, Careful attention should be
given to all vulnerable and critical
areas.

7. Non-toxic insecticides should be
used to supplement the work done
by the hired exterminator,
Management should be advised as
to the relatlve merits of different
insecticides—their toxicity and limi-
tations.

Use of toxic poisons should be dis-

couraged in a food plant to avold

possible contamination.

. Check personal hygiene of employ-
ees, with emphasis on the avallabil-
ity of clean toilets, pgper towels,
hot water and soap, It is also ad-
visable for girl workers, especially
packers, to wear hair nets to pre-
vent any hairs from falling into the
packed product.

8. Perlodic micro-analysis of raw ma-
terials and finished products should
be made to determine the sanitation
index. The findings in the end prod-
uct should parallel those in the
farinaceous material.

10. Good housekeeping is a prime es-
sentlal. You must insist upon “wide
awake” porter service and not dele-
gate the job to elderly retired men

. whose vislon and activities are lim-
ited. Porters should be directed by
the sanitation leader to do a thor-
ough cleaning jeb using as an im-

. portant tool a good vacuum cleaner.
It is often a good idea to map out

" a special sanitation program for

porters on a day-to-day basls, and
to direct them to clean both under
and behind equipment to prevent
the possibility of Insect breeding in
flour dust.

Inspector's Duties

I would like to review the duties of
an FDA inspector which normally fol-
low this pattern:

a. To meke an Inspectlon of the

premises,
(Continued on page 48)
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JACOBS-WINSTON
LABORATORIES, INC.

156 Chambers Street
New York, N.Y, 10007

1t is with pride that we call your attention
to the fact that our organization established
in 1920, has throughout i!: 47 years in op-
eration concerned itself piunarily with maca-

roni and noodle products.

The objective of our organization, has been
to render better service to our clients by
specializing in all matters involving the ex-
amination, production, labeling of macaroni,
noodle and egg products, and the farinaceous
ingredients that enter into their manufac-
ture. As specialists in this field, solutions are
more readily available to the many problems

affecting our clients.

We are happy to say that, after 47 years
of serving this industry, we shall continue
to explore ways and means of improving our
types of activities to meet your requirements,

and help you progress with your business.

Jamed J u/indfon
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Plant Sanitation—
(Continued from page 46)

b. To inspect the equipment used in
flour handling, manufacturing,
packaging.

¢. To inspect the raw material and
storage areas.

d. To examine and inspect the fin-
ished products.

e. To take samples of either, or both,
raw malerials ond finished prod-
ucts.

The inspector will, at this point, ren-
der o receipt for any merchandise he
takes, and the results of the analysis
will be forwarded by the FDA after a
reasonable time has elapsed.

The inspector may use ullra-violet
equipment to aid him in the course of
his inspection.

Invoices of inler-state shipments may
be submitled to the inspector at his
request.

In regard to photographs during the
course of inspection, 1 have been in-
formed by legal experts that there is
no provision in the regulations which
gives the inspeclor the right to take
photog aphs, unless he is glven permis-
sion by the monagement of the plant.

Protection against insect infestation
of food going into a storage period must
start with the raw material and be
continued through the processing,
packaging, handling, transportation and
slorage. Once an insect, dead or alive,
is present in a processed Lommodity,
the food may be considered contami-
nated.

Sanitation can be defined as a way of
life. It is the quality of living that is
expressed in the clean home, the clean
farm, the clean business and industry,
the clean neighborhood, the clean com-
munity. Being a way of life, it must
come from within the people; it is
nourished by knowledge, and grows as
an obligation and an ideal in human
relations.

Effective sanitation in food process-
ing is vital to the public welfare. A
modern manufaclurer should be cog-
nizant of his duly and should discharge
his responsibility to the public in such
a way as to cast credit on his product.

Technical Talks
At IPACK-IMA

The work of organizing the fifth edi-
tion of IPACK-IMA (International Ex-
hibition for Packing and Packaging—
Mechanical Handling—Food Processing
Industrial Machinery) which, as has al-
ready been announced, will take place
in Milan on the premises of the Milan
Trade Fair, and with the technical as-
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sistance of this organization, from the
4th to 10th October 1867 is now in full
swing.

Fifth Edition

This filth edition will be exceptional-
ly important for two reasons: the Ex-
hibition of Food Processing Machinery
(IMA) is officially recognized by the
European Committee of Food Machin-
ery Makers (Comitato Europeo Co-
struttori Macchine Alimentari—Co. CE.
MA.), which is also sponsoring the Ex-
hibition, and the Mechanical Handling
Exhibition has the official co-operation
of the United States Department of
Commerce, which has delegated the
American Trade Center in Milan to
represent it.

A series of sclentific conferences and
technical meetings at an International
level will lend interest 1o IPACK-IMA
'87. The time-table for these confer-
ences and meelings is now being pre-
pared.

Oil and Fat Symposlum

It can however already be announced
that, on the 4th and 5th Oclober, there
will be an international Symposium on
fatty substances promoted by the Ex-
perimental Station for Oil and Fat
Manufacturers in Milan, which works
al national level, and by the llalian So-
clety for the Study of Fatty Substances,
The preparatory work for this Sympo-
sium, where it Is intended to examine
problems concerning fatty substances
in relation to the Common Market,
Eastern Europe and the African coun-
tries, will be carried out under the per-
sonal direction of Prof. Giovannl Jacini,

IPACK-IMA exhibition on the Milan Fair Grounds,

who is, respectively, Direclor and Sec-
relary General of the two technical-
scientific inslitutes already mentioned.

As this is the first allempt to combine
a scientific Symposium with a special
Exhibition of oil-manufacturing ma-
chinery, [or the purpose of exploiting
European engineering production, Prof.
Jacini is taking steps o secure exlen-
sive international co-operation. On the
6th and 7th of October, a number of
meetings of a technical-scientific na-
ture, promoted by the Italian Packing
Institute, to examine from all aspecls
developments achieved in packing in
the past ten years in various flelds of
use, will be held. In addition, the win-
ners of the packing Oscars for 1866 will
be announced and the relative prizes
will be awarded.

Improve Promotional Results
There are three important ways in
which you can improve the promotion
of your product: 1) Don't confuse sales
promotion and advertising. “Advertis-
ing creates attention and interest,
while promolion creates desire and ac-
tion"; 2) Stress the benefits of your
product to the cusiomer, not ils fea-
tures. For example, instead of telling
your prospect about a “‘case-hardened
crankshaft” tell him about “longer
shaft life." Sometimes you'll find that
it's the simplest most unimpressive fea-
ture which makes the great-impact in
terms of benefits; 3) Use the prospect's
language, not trade terminology or
technical jargon. What you say about
your product or service is useless if
the prospect doesn't understand whal

you say.
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WHAT A DIFFERENGE
with CONSOLIDATED BALERS
? ‘

TEANTY

n take your cholce=cluttered,
I:‘:Ilt;llyt. un’umun and costly floor

wpace ...

ow-cost Consolldaled baling press
‘tirru.l Inrndu:u dense bales, IIIIIH{.
pafaly and scenamically, Rugged all-
steel, hydraulic Cansolidated balt T mf-
chines are simple to operate, cos Jlete
sell-cantained and occupy & mif mum o
{loor space,

rther data on Consalidated balers —
:.v:i" l'ﬂ- :l::ill.l' modals avoilable fer avery need.
Hydeoslia spetislists siats 1907

CONSOLIDATED

BALING MACHINE COMPANY

., BROOKLYN, N.Y. 11213
- 3!‘,‘.'!%?" BN 5r0van (12)
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Egg S}ﬁil'mzen Eggs
Dark Yolks a Specialty

= 1 Wakefield
Selactad Eqqe E‘g’

Plant 420

MILTON G.WALDBAUM .

Wakaliald, Nebrasks

Wite or Call Catie Waldbaum (Wakaliaid)

Dan Gardner 402-207-2211
Manufacturers of Quality Egg Products
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OR many people, the goal in life is
simply to “get by.” They don't do
any more than absolutely necessary.

Too many salesmen are included in
this category. These are men who won't
put forth a bit of extra effort that
would pay off in earnings and promo-
tion. They elther don't realize or care
about the fact that customers are acute-
ly aware of special service.

The insurance salesman who person-
ally checks on a client's claim and the
industrial seller who stays over another
day to help a customer with a problem
are usually way ahead of their col-
leagues in volume.

$25 Worth of Cellophane

When I was in the advertising busi-
ness years ago, a problem arose over
the shipping of some works of art to a
client,

I stated the problem to the duPont
Company, which promptly sent four
men fo my agency. They studied my
situation for more than an hour and
came up with a solution: Twenty-five
dollars worth of a new product called
cellophane to wrap the art objects.

Think of it! One of the world's largest
corporations sent four people to a small
advertising ngency for a $25 order, The
men’s time alone was probably worth
$150.

Did this pay for DuPont? Of course"
it did. T have told this story to business
people at least 100 times. Imagine how
many more times it was repeated by
my listeners. Also Imagine how often
duPont has performed similar service
for customers. The company, in my
case, was looking at the long term
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SMOOTH

SELLING®

by George N. Kahn

BEYOND THE LINE OF DUTY

This is No, 29 of 36 sales training articles, -

value of its action. It knew that special
attention to a small sale would build
good will and earn friends. The dollar
value of such thinking runs into mil-
lions.

Unselfish Ald

To be a success, you must go beyond
the line of duty. Ordinary selling and
servicing is not enough if you want to
hit the top of your profession. And,
more importantly, you must be sincere-
ly and unselfishly helpful to your cus-
tomers and prospects,

This means thinking in terms of his
problems and welfare. The mere filling
of an order Is not enough in this day
of tough competition. You must concen-
trate on giving the buyer more than he
gels from your competition. This is
what you must give him:

1. Constant and complete product
information. You must be his aide, con-
fidante and consultant. Be unsparing of
your time in this matter,

2. Help and understanding with his
problems., See if you can save him
money, If you're an engineer, fine, If
not, try and get engineering opinion for
him if he needs it.

3. Information about his industry.
Chances are that you get around more
than the buyer. He will look to you for
useful (to him) data that you've picked
up.

4. Assistance in merchandising, ad-
vertising and display. Make yourself an
expert on these functions to make your-
sclf invaluable to the purchaser.

6. Follow-through on each order to
be sure that the customer gets all the
benefits from your company to which
he is entitled,

The Little Things Count

In providing extra service, the sales-
man, if he is alert, can realize many
benefits from the little touches he ap-
plies to his work.

Jim Hale, an aluminum salesman,
was once interviewing a buyer who had
a son in college in the next state.

The customer casually mentioned
that he had planned to take the boy a
birthday gift of a typewriter, but was
unable to get away that week.

Jim would be crossing into the next
state, but his schedule toock him some
distance from the university town.
Nevertheless, he volunteered to deliver
the typewriter personally for the
buyer.

The buyer was overcome with grati-
tude. He was even more pleased when
he learned that Jim had not only hand-
ed over the machine to his son, but had
also taken him out to dinner as his own
birthday gift.

In recounting the incident to me, Jim
said:

“I liked the guy and was glad to do
him a favor. I didn't even really think
about what business it would bring me.
But that man remained my {riend and
customer for years. And when he left
that job, he gave me a terriffic recom-
mendation to the new buyer.”

There are many instances when n
salesman can perform little but im-
portant services for prospects and cus-
tomers. I know a men's clothing sales-
man who pitches in and waits on cus-
tomers In a retaller's store when it's
very busy,

Ed Forbes, who sells farm machinery,
once milked a farmer's cows when a
helper left suddenly.

. It is a well-estatlished fact that peo-
ple buy from salesmen with whom they
enjoy friendly, personal relations. The
salesman who is “all business” will
soon find himself hitting a plateau, This
attitude is fine if you find a buyer who
is willing to be “all business" himself,
but most are not that way, They are
human beings who, in most cases, de-
sire to create a feeling of warm, friend-
ly Intimacy in their dealings.

(Continued on page 52)
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Finest Quality
DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 246-6511

NEW RICHMOND, WIS, .
Craftman in Plestica — Packaging Machinery — Farm Feeds — Electrenics — Printing

DOUGHBOY INDUSTRIES. INC.

Congratulations, Macaroni Journal, On Your 48th Anniversary!

Quality Since 1856

INFORMATION AND IDEAS
are regular dividends for
membership in

NATIONAL MACARONI
MANUFACTURERS ASSOCIATION
Now is the time to join.

Wirite P.O. Box 336
Palatine, 11l. 60067

INTERS
FOR PROGRESS

through trade and professional assoclations

meﬂ'cioud NOODLES
with RICH GOLDEN COLOR

O offers special types of EGG'YOLK
ESEICDS and WI-?OLE EGG SOLIDS with the
DEPTH OF COLOR required for maximum
SALES APPEAL . . . TEPCO purity and high
quality contribute to superior flavor, ful-
filling the promise of product appearance.

* ample stocks for spring deliveries

® quality at reasonable price

® also, FROZEN DARK YOLKS or
WHOLE EGGS

Give us the apportunity to
show how we can serve
you. Wae invite your In-

quiry, large or small,

EGG SOLIDS

ducts packed wnder
All producis pac o d o8

USDA supervision

TRANIN EGG PRODUCTS CO.
500 E. THIRD ST., KANSAS CITY 6, MO.
Phone: HArrison 1-4300 (Area Code 816)
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Smooth Selling—
(Continued from page 50)

Berve First, Bell Later

A rewarding way to perform extra
service is to offer to help the prospect
before you even try to sell him. Ask
him, for example, if you can survey his
needs—without cost or obligation. Or
you might volunteer to examine his
displays, advertisements and merchan-
dising methods. In carrying out these
services, you can draw on resources in
your own firm, technical specialists, etc,

When you have made your study and
analyzed the findings, present them fto
the prospect. This act will have two
results:

L It will show the buyer that you
really have his interests in mind.

2. The findings will give you a
springboard from which to launch an
effective sales presentation.

While conducting the survey you
also will have an opportunity to meet
executives and employees who may be
influential In the buying decision. And
you have a chance to sell yoursell to
them.

John Rolland, an office equipment
salesman, will sometimes spend as
much as three days in a thorough sur-
vey of a prospect's situation, This in-
cludes work flow, mail handling, pay-
ing and recelving and even coffee break
time, He then delivers a report that's
as good as anything a management con-
sultant firm could produce.

“This is costly in time and effort, but
it's worth it,” John said. “From a
stranger who walked in off the street,
I became a trusted advisor. I will even
get experts from my own firm if neces-
sary, My outfit will always furnish
them because they know it pays off in
sales."

Personal Touches

Cliff Arons knows the wedding anni-
versary and birth date of every one of
his customers. He also manages to learn
when their sons graduate from college
and when thelr children get married.

Ouce he phoned a buyer to wish him
a happy birthday. Told that the man
was in Japan, CIff ordered the call to
be put through to Tokyo. That message
cost Cliff about $20, but the customer
never forgot it. The amount of business
he threw Cliff's way put him at the
top of the list in earnings.

Keep records of your customers so
you will remember anniversaries and
other occaslons. You might also find out
information about prospects that will
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help you past the Introduction, Recep-
tonists can often supply you with a
clue,

To sum up; Successful salesmanship
implies going beyond the line of duty—
giving extra service which means 50
much to prospects and customers. Sell-
ing is a personal business, and the im-
personal salesman will not get far, It
You want to move forward, do more
than is required or expected of you.

Let's see if you are putting forth ex-
ira effort to help you get and keep
customers. If you can answer “yes” to
seven of the questions, you understand
what I've been talking about.

Yes No
1. Would you stay an extra
night in town to help a
customer with a display? — —
Have you ever offered to
survey or analyze a pros-
pect’s situation? —_—
3. Do you keep a flle of cus-

tomers' anniversaries, etc.? — —
4. Do you look for facts that

will help prospects and

2

customers? —_——
5. Do you ever discuss a buy-

er's problems with him? — —
6. After getting an order, do

you follow through on it? — —
7. Are you familiar with the

buyer’s needs? —_——

8. Do you ever comment on a
customer's clothes or office

appointments? —_——
0. Does the buyer ever take
you into his confidence? —_—

10. Do you go out of your way

to make yoursel! pleasant

and agreeable? —_——
(Copyright 1064—George N, Kahn)

COMING
NEXT MONTH

Don‘t Lend
Money
to Buyers

The solesman who lends
money to a customer is asking
for trouble. Read what may
happen . . . in the May issue
of the Macaroni Journal,
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YOUR SALESMEN
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The Human Touch
by Auren Urls, International Mauagement
People are the heart, ;aind, and
muscle of any business. If they work
together In harmony, they work effec-
tively; it morale is low, production
suffers. As a result, every successful
executive or manager has to be a good
practitioner of the art of human rela-
tions. Here are some tips to keep in
mind when dealing with people, wheth-
er they're vice-presidents or truck-
drivers: 1) Treat every man as an indl-
vidual, not as a cog in a machine; 2)
Give fair, unbiased treatment. Nothing
can destroy good human relations faster
than playing favorites; 3) Make sure
every employee knows he has a chance
to be heard if he has a suggestion or
complaint; 4) Let each man know that
he is doing something of value, and that
you appreciate it; 5) A sense of belong-
Ing Is essentia); make sure that each
man feels accepted by his superior and
his group; 6) Provide strong leadership,
Most employees want the reassurance
that they are being guided in their
daily efforts by an individual with
wisdom and Impartlality,
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Long Goods Automatic Load
Horizontol Cartoner

for long goods only, or corbination of packets
for macaroni or spaghetti dinners.
f-‘*. i It packs lasagna as well.

The machine
is adjustable }
through a large range of sizes.

ot ::oodl up to 100 per min-
:t“m:: to the dexterity of the operators
loading the machine.
The machine can be equipped with automatic scales.

which move to the edge of the carton for perfect prod-

The equipment has sliding product trays ficad in tray on four sides during insertion by means

t insertion without fanning. Product is con
:: n: over-head hold-down.
Adhesive application over-all or vertical intaglio pattern.

Available extra features: no product-no carton control; code-dating; counters and the like.
vaila :

further details write or call.
:‘:;cpiona: Area 312, 677-7800

CM CLYBOURN MACHINE CORPORATION

7515 N Linder Avenue, Skokie, Hllinois

Dependable Equipment for the Packagihg Industry
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BUYERS’ GUIDE

The following firms support the industry’s trode association as associate members
and/or as advertisers in the Macaroni Journal:

DURUM PRODUCTS

AMBER MILLING DIVISION, Farm-
ers Union Grain Terminal Associa-
tion, St. Paul, Minnesota 55101, Tele-
phone: Area Code 612, 646-9433. Man-
ufacturers of Venezia No. 1 Semolina,
Imparia Durum Granular, Crestal
Durum Fancy Patent Flour, and Ku-
banka Durum Flour. See ad pages
16 and 17.

ARCHER DANILLS MIDLAND COM-
PANY, Durum Department, P, O.
Box 532, Minneapolls, Minnesota
5§5440. Manufacturers of Comet No. 1
Semolina, Romagna Granular, No-
vara Durum Granular, Goldenglo
Fancy Durum Patent Flour, Palermo
Durum Flour. See ad page 7.

DOUGHBOY INDUSTRIES, INC., New
Richmond, Wisconsin 54017. Manu-
facturers of Doughboy No. 1 Semo-
lina, Granular, Fancy Durum Patent,
and other Dulym Flours. See ad page
51,

FISHER FLOURING MILLS COM-
PANY, 3235 16th Avenue, S.W., Seat-
tle, Washington 88134.

INTERNATIONAL MILLING COM-
PANY, INC, Durum Divislon, In-
vestors Building, Minneapolis, Min-
nesota 55415. Manufacturers of Como
No. 1 Semolina, Capital Durum Gran-
ular, Capital Fancy Durum Patent,
Ravena Durum Patent, Bemo Durum
First Clear and Naples Durum Sec-
ond Clear. General offices in Minne-
apolis; sales offices in New York and
Chicago. Principal durum mills in
Baldwinsville, New York, and St.
Paul, Minnesota. See ad on Back
Cover.

NORTH DAKOTA MILL AND ELE-
VATOR, Grand Forks, North Dakota
58201, Manufacturers of Durakota
No. 1 Semolina, Perfecto Iiurum
Granular, Excello Fancy Durum

Patent Flour, Nodak Durum Patent

Flour, Red River Durum Flour, an
Tomahawk Durum Flour. .

PEAVEY COMPANY FLOUR MILLS,
860 Grain Exchange, Minneapolis,
Minnesota 55415. Manufacturers of
King Midas No, 1 Semolina, King
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Midas Durum Granular, Gragnano
Durum Granular Flour, King Midas
Durum Fancy Pratent Flour, Kubo
Durum Fancy Patent Flour, Duram-
bo Durum Flour. See ad page 23.

FORTIFICATION

DISTILLATION PRODUCTS INDUS-

TRIES, Division of Eastman Kodak
Company, Rochester, New York
14603. MYVAPLEX® Glyceryl Mon-
ostearate, a starch complexing agent
to permit manufacture of macaronl
products with increased firmness, re-
duced stickiness und greater re-
sistance to prolonged cooking. An
optional ingredient permitted by
Federal Standards of Identity.

MERCK & COMPANY, INC., Merck

Chemical Division, Rahway, New
Jersey 07065, Suppliers of regular
and custom vitamin mixtures fo
millers for inclusion in semolina and
flour mixes. Sales Offices: Teterboro,
New Jersey; Chicago, Illinois; St,
Louis, Missourl; San Francisco, Cali-
fornia,

VITAMINS, INC,, 809 West 58th Street,

Chicago, Illinols 60621. Phone: 312-
483-3900. Manufacturers of enrich-
ment mixture and defatted wheat
germ especially manufactured to im-
prove the flavor, functionality and
nutritional value of macaronl and
svaghettl products. Defatted wheat
germ is permitted for use under the
Federal Standards of Identity for en-
riched macaroni and spaghetti prod-
ucts. Sales representatives: East,
Louis A. Viviano, Jr, Jersey City,
201-434-2788; Midwest, Jack W. Rog-
ers, Chicago, 312-483-3900; West, Jo-
seph P. Manson, Tiburon, California
415-567-4182.

EGGS

BALLAS EGG PRODUCTS CORPO-

RATION, 40 North Second Street,
Zanesville, Ohio 43701. Sales office in
New York City. Packers of pasteur-
lzed frozen and spray dried high
color yolks for the noodle trade. See
ad page 55.

National Bank Building, Zanesville,

Ohlo 43702, Packers of frozen and
dried egg products. High color yolks
available. Plants in Louisville, Ken-
tucky; Bartow, Florlda; and Farina,
1llinois.

HENNINGSEN FOODS, INC, 60 East
42nd Street, New York, N. Y. 10017,
Manufacturers of whole egg solids,
egg yolk solids and egg albumen
solids, Manufacturers of dehydrated,
frozen spray dried and freeze dried
beef and chicken products. Plants in
Springfleld, Missouri; Omaha, Ne-
braska; Malvern, Towa; and Norfolk
and David City, Nebraska, Sales of-
fices in each of the major citles In the
United States, in Western Europe, In
Japan, In Mexico, and in South
America, Sre ad page 13.

C. KAITIS COMPANY, 2043 North
Damen Avenue, Chicago, Illinols
60647, Phone: 312-384-0700. Distribu-
tors of fresh-broken, frozen, and shell
eggs. State and Federal in-plant in-
spection, See ad page 45.

WM. H. OLDACH, INC., American and
Berks Streets, Philadelphia, Penn-
sylvania 18122, Packers and distribu.
tors of frozen and dried egg yolk.
Distributed from warehouse stocks
located throughout the United States,

SCHNEIDER BROS., INC. Office and
plant: 1550 Blue Island Avenue, Chi-
cago, Illinols 60808, Birmingham of-
fice and plant: P, O. Box 1590, Bir-
mingham, Alabama. Processors of
frozen eggs since 1915, Broker and
Clearing House member, Chicago
Mercantile Exchange.

TRANIN EGG PRODUCTS COM-
.PANY, 500 East Third Street, Kansas
City, Missouri 64108, Fresh-frozen or
dried egg products; speclal packs to

- customer specifications; continuous
US.D.A. inspection service. See ad
page 51.

MILTON G. WALDBAUM COM-
PANY, Wakefleld, Nebraska 68784.
Dried/whole eggs. Dried yolks (color
specified); frozen whole eggs (color

r,"‘mclﬂed); frozen yolks (color speci-
V. JAS. BENINCASA COMPANY, First

fled). See ad page 49,
(Continued on page 56)
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BALLAS EGG PRODUCTS
Corporation

* * *

Packers of

GOLDEN YOLK
Egg Yolks - Frozen Eggs - Egg Solids

* * *

All Our Eggs Are Vacu-Egg Processed
To Insure Salmonella Negative
And Highest Performance

* * *
Continuous USDA Supervision of Breaking and Drying Plants.

71 Hudson Street
New York, N.Y. 10013
212-964-0114

Zanesville Cold Storage Bldg.
Zanesville, Ohio 43701
Phone 614-453-0386
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Buyers’ Guide—
(Conlinued from page 54)

MANUFACTURING
EQUIPMENT

AMBRETTE MACHINERY CORPO.

RATION, 156-166 Sixth Street, Brook-
lyn, New York 11215, Manufacturers
of Ambrette automatlc presses for
short cut and long goods and noodle
nr{)ductlon. Automatic long goods
finizh dryers and preliminary dryers
and long goods finish drying rooms
for long goods production. A com-
plete line of all type automatlc con-
veyors. A complete line of Ambrette
high-speed mixers and automatic
flour feeder and water metering sys-
tems for both macaroni and egg
noodle production. Exchange systems
for all equipment. Catalogs on re-
quest. See ad pages 30 and 31.

ASEECO CORPORATION, 1830 West

Olympie Boulevard, Los Angeles,
California 90006. Agents for Pavan
macaroni  production  machinery.
Manufacturers of complele storage
systems for noodles, cut goods and
specialty items: Asecco-Lift bucket
elevators, vibrating conveyors and
Stor-A-Veyors.  Enjfineering and
plant layout for complete macaroni
plants from storage to warshouse;
supervision and In:tallation of all

equipment, See ad paje 11,

DOTT. INGG. M., G. BRAIBANTI &

COMPANY, Largo Toscanini 1, Mi-
lan, Italy. U.S.A. and Canada repre-
sentative: Lehara Corporation, 60
East 42nd Street, New York, NY.
10017, Manufacturers of completely
automatic lines for long, twisted, and
short goods. Production lines from
53,000 to more than 100,000 pounds in
24 hours. Pneumatic flour handling
systems. All types of specialty ma-
chines, including ravioll and tortel-
lini. Free consultation service for
factory layouts and engineering.

THE BUHLER CORPORATION, 8925

Wayzata Boulevard, Minneapolis,
Minnesotn 55426, Planning and engi-
neering of complele macaroni fac-
tories; consulting service. Manufac-
turers of macaroni presses, spreaders,
continuous dryers for short and long
2oods. multi-purpose dryers for short,
long and twirted goods, automatic
cutters, twisting machines, die clean-
ers, laboratory euipment. Complete
flour and seniviina bulk handling
systems, Saler offices at 230 Park
Avenue, Nevs York, ond Buhler
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Brothers, Ltd, 1025 Leslie St, Don
Mills, Ontario, Canada. See ad pages
18, 21, 42 and 43.

CLERMONT MACHINE COMPANY,

INC,, 280 Wallabout Street, Brooklyn,
New York 11206. Manufacturers of a
complete line of machinery for the
macaroni and noodle trade, including
bucket and cleat conveyors. See ad
page 25,

CONSOLIDATED BALING MACHINE

COMPANY, Sales Division of N. J.
Cavagnaro & Sons Machine Corpora-
tion, 406 Third Avenue, Brooklyn,
New York 11215, Department MJ.
Manufacturers of a complete line of
all steel, hydraulic baling presses for
baling all types of waste paper, car-
tons, semolina bags, cans, elc. Also
manufacture machinery for produc-
ing Chinese type noodles, dough

brakes, and cutters. See ad page 49,

DE FRANCISCI MACHINE CORPO-

RATION, 46-45 Metropolitan Avenue,
Brooklyn, New York 11237, Full range
of automatic presses for both short
cuts and long goods from 500 Ibs. {0
2,500 1bs. per hour. Continuous auto-
matic lines for long goods with new
patented automatic return of the
empty sticks to the stick reservoir of
the press. Automatie stick stripping
device with a speed up to 24 sticks
per minute. Automatic long goods
cutters and auiomatic welghers for
long goods; automalic sheet formers;
noodle cutters; high temperature fin-
ish drying rooms; new dual alr cham-
ber design preliminary dryers for
long goods. Die washers, egg dosers
and conveyors. Special canning
spreader for filling macaroni products
at a predetermined quantity directly
from the extrusion press into cans,
Consultations and factory layouts
available for your requirements, Full
line of rebuilt presses and hydraulic
presses, Exchange system for pre-
liminary dryers, ADS spreader con-
versions and screw cylinders, West.
ern representatives: Hoskins Com-
pany, P. 0. Box 112, Libertyville,
Illinols  60048. Export Manager:
Charles F, Moulton. See ad pages
34 and 35.

ZAMBONI, Via Isonzo, Casalecchio, Bo-

logna, Haly. Coiling machines, ravioli
machines, nesting machines, shear-
ing-folding  machines. Cartoning,
weighing, and bag-packing machines.
Agents in the industrial macaroni

branch: Dott. Ingg. M., G. Braibanti”™

& Company, Milan. Braibanti repre-
sentativey in the U.S.A. and Canada;

Lehara Corporation, 60 East 42nd
Street, New York, N.Y. 10017, See ad
page 27,

DIES ;

D. MALDARI & SONS, INC., 557 Third
Avenue, Brooklyn, N. Y. 11215. Spe-
ciulizing In extrusion dies for the
food industry, See ad page 9.

PLINIO E GLAUCO MONTONI, F. O.
Box 159, Pistoia, Italy. Manufaclurer
of teflon, bronze, and cromoduro dies,
See ad page 390.

GUIDO TANZI, 6917 Milwaukee Ave-
nue, Niles, Illinols 60648. Manufac-
turer of all type of dies. Specialists
in teflon dles, See ad page 57,

PACKAGING
EQUIPMENT

AMACO, INC, 2601 West Peterson
Avenue, Chicago, Ilinols 60645. De-
signers and distributors of all types
of weighing, bag-making, filling and
carioning equipment for all branches
of the macaroni trade.

CLYBOURN MACHINE CORPORA-
TION, 7515 North Linder Avenue,
Skokie, Illinols 60076. Vertical car-
toning equipment with volumetric or
net weigh filling. Horlzontal cartoners
for long cut macaroni products. See
ad page 53,

TRIANGLE PACKAGE MACHINERY
COMPANY, 6655 West Diversey
Avenue, Chicago, Illinols 60835.
Phone: 889-0200, Area Code 312, Man-
ufacturers of automatic forin, All,
seal bag machines for the psckaging
of short cut goods and noodles; auto-
matie and seml-automatic Flexitron
net weighing systems for short cut
goods; automatic scales and wrappers
for long goods spaghetti items includ-
ing a new wrapper and scale for the
handling of Italian style products. See
ad page 37.

PACKAGING SUPPLIES

BURD & FLETCHER COMPANY, Sev-
-enth Btreet, May to Central, Kansas
City, Missouri 64105 Phone: Victor
2-1122, Creative packaging engineers.

DIAMOND PACKAGING PRODUCTS
DIVISION. . Diamond National Cor-
noratjon, 733 Third Avenue, New
York, N. Y. 10017, Creators and pro-

~diicers of multi-color labels, folding
cartons and other packaging ma-
terinls; point-of-purchase displays,

(Continued on poge 58)
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TEFLON INSERTS

CAN NOW BE APPLIED
TO MOST OF YOUR PRESENT DIES.

Leading manufacturers have sewitched to this change
with excellent results on products like
® spaghetti
macaroni
noodles
elbows

mostaccioli

rigatoni
@ sea shells

With Teflon inside and outside
for all products with a hole.

6917 Milwaukee Avenue
Niles, lllinois, U.S.A. 60648
Phone: Area 312 - 647 - 9630

Guido Tanzi

the sole imitated die maker in the macaroni industry the world over
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Buyers' Guide—
(Continued from page 56)

PACKAGING SUPPLIES

outdoor posters, booklets, folders,
banners and other advertising ma-
terials. Sales offices in 22 principal
cities offer nationwide package de-
sign service and marketing consulta-
tion. Nine manufacturing plants are
strategically located coast to coast.
See ad Inside Back Cover.

E. 1. DU PONT DE NEMOURS & COM-
PANY, INC,, Wilmington, Delaware
10898. The principal films from Du
Pont used for packaging macaroni
and noodles are: Du Pont “K"® 207
cellophanes and Du Pont 2-in-1 poly-
ethylene bag films. Sales offices:
Boston, Massachusetts; New York,
New York; Philadelphia, Pennsyl-
vania; Atlanta, Georgia; Chicago,
1llinois; Prairie Village, Kansas; and
San Francisco, California.

FAUST PACKAGING CORPORA-
TION, 100 Waler Street, Brooklyn,
New York 11201, Creators and manu-
facturers of multi-color cartons and
promotional material for macaroni-
noodle products and frozen foods.

MUNSON BAG COMPANY, 1366 West
117th Street, Cleveland, Ohio 44107,
Converters of cellophane and poly-
ethylene bags as well as printed roll
stock for automatic bag equipment.

ROSSOTTI LITHOGRAPH CORFO-
RATION, 8511 Tonnelle Avenue,
North Bergen, New Jersey 07047.
Complete packaging services for
macaron] manufacturers, from design
and production via latest lithographic
equipment, to merchandising and
marketing assistance in packaging
promotions. Rossotti Clo-Seal Car-
tons (sift-proof, infestation-proof car-
ton construction); Rossotti Econ-o-
mate equipment (heat-seal packaging
machinery). Executive offices: North
Bergen, New Jersey. Sales offices:
Rochester, Boston,  Philadelphia
(Pennsauken, N.J.), Pittsburgh, Chi-
cago, Milwaukee, Kansas City, Los
Angeles, San Francisco, Seattle, and
San Juan, P, R. See ads pages 2 and 3,

SERVICES

HOSKINS COMPANY, P. O. Box 112,
Libertyville, Illinols 66048. Food
Technology Laboratory at 5801 North-
west Highway, Chicago, Illinois. In-
dustrial  consultants, engineering
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services. Consulting on drying, new
plant design, plant layout, moderni-
zation, technical consulting on all
phases of research and macaroni and
noodle production. Western sales
representative for De Francisci Ma-
chine Corporation.

JACOBS-WINSTON LABORATORIES,
INC,, 156 Chambers Street, New
Yurk, New York 10017. Consulting
and analytical chemists; sanitation
consultants; new product develop-
ment; labeling and packaging ad-
visors; pesticide and bacteriological
analysis. See ad page 47.

ACCOMPANIMENTS

LAWRY'S FOODS, INC., 568 San Fer-
nando Road, Los Angeles, California
B0065. Manufacturers of Lawry's Spa-
ghettli Bauce Mix, Stroganoff Sauce
Mix, Goulash Seasoning Mix, Chili
Mix, Beef Stew Mix, Tartar Sauce
Mix, Seasoned Salt, Seasoned Pepper,
Garlic Spread, Spanish Rice Season-
Ing Mix, liquid dressings, dry salad
dressing mixes, gravy/sauce mixes,
and dip mixes.

;

CLASSIFIED

ADVERTISING RATES
Display Advertising ... Retes on Applicstion
Want Ads ... . ~ 75 Cants par line
Minimum $2.00

INDEX TO
ADVERTISERS

FOR SALE— Clermont folding machine for
folded noodle production—completely re-
modeled; | Braibanti Stamping Machine
for the production of fancy products such
as bow tie ractically new; 1 old Buhler
Press with 700 Ibs. hourly output, also with
hopper for flour feed; | old dough sheet
breaker for folded noodles; 1| Ambrette
outomatic press for shortcut mocaroni prod-
ucts with 1,000 Ibs, hourly output—ex-
tremely good condition, Box 242, Macaroni
Journal, Palatine, IIl, 40067,

FOR SALE—One 1,000 Ib, per hour Am-
brette Press with ouger and screw and
vacuum on the small mixer. Will toke the
best bid. Box 243, Macaroni Journal, Pala-
tine, lll. 60067,

YOU'RE ONLY ONE in millions, so
why bother to vote, to speak up, to get
involved, to commit yourself? German
author Hans Habe puts the answer this
way: “The world is one per cent good,
one per cent bad, and 88 per cent neu-
tral. And this is why what individuals
do is important.”

INDEX TO ADVERTISERS

Page
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HOW’S Y
MACARO

of Amerlicans consume tons of
mggg:‘:ni products each day. Thouaagdn'more
are engaged In producing these products.
But, how many people really know s
anything about the history of macarone -
Use your noodle and see how you com

on this quick quiz,

L
. e
.
.
0
prdie )
5. What does Dlamond
of 4. According lo legend, ing Products have
1, What did the slang 2. What Is the most ?,‘,:“uwe.iul:'tl%::“l. In whose l'l?ﬂll was lhe r;:lll:“l’ 32““ other packaging
tuirm “macaronl” "'"“;‘::'f;:’:&'f " iheword macaroni®  recipe for prepar g, suppliers o the macaroni,
riaan during the e taroni7 (a) Ad?‘ maant: (al g N King Froderick of Saubin  Industry? {a) Feruonn{llzln 8
Amatican Revel g 1bap. sai for aach cup R e "llai Qusan lsabella of Spain  servica (b) A chain of pla
h A B

“gc':’lgfo"'( Lmdl y 21.‘:’,%‘35{{;’,’}‘3': AR 1" Ouke Enider of Brookhyn. 1[::;nt:jualll;"mlnlinn_o tsol,
c)"Yankes o's’

ross or gravure—
stralner, {f;“,:'.’fm finest reproduction
ol your package.

horse,

Answers to Quin:
[ 'uy ‘90 ‘AT "qi)

ION
AGING PRODUCTS DIVIS
BraAMOnN pnlEIKATlﬂNAL CORPORATION

732 THIRD AVENUE, NEW YORK, NEW YORK / 10017 (212) 8971700

e




we would hemind you...

our durum products are milled to exacting
standards from the finest, selected wheats. And,
in addition, we provide
specialized service unmatched in the industry.

S
QUALITY

DURUM DIVISION
dnternational

MILLING COMPANY INC.
GENERAL OFFICES: MINNEAPOLIE, MINNEGOTA §5418%
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