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The appetizing food pictorial illustrated below is just one of
the many EXTRA services Rossotti offers macaroni manu-
facturers in producing-up-to-date and directly sales appeal
ing cartons. Our library of food pictorials cover practically
every type of macaroni product preparcd in every conceiv-
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merchandising trend. That's why every carton job we tackle™ ¢ benefit of « S8

starts . . . not on the artst’s easel, but practically on the “sales-and pro
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We will be hap; v to consult with you on your packaging Problems. There is a |
qualificd Rossot's representative near you. He has many helpful facts and

figures at his firzertips. Just call or write us for an appuintment. It could be |
the beginning of a very profitable increase in your sales. i
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M ... MACARONI' nnufacturers depend upon
Amber’s uniformity to maintain uniform
quality of their product,

B ... BE sure with Amber's Dutum Hard Wheat
Blend. Protect the quality of your macaroni
products.

E... EVERY order shipped. when promised. Plan
smoother broducfiq'n flow with Amber’s de-
pendable service.’)’ |

R...REMEMBEE.. ., buy:Amber’s Durum Hard
Wheat Blend for uniform color and quality,
and for dependable delivery.

AMBER MILLING DIVISION

Farmers Union Grain Terminal Association

{*  MILLS AT RUSH CITY, MINNESOTA o GENERAL OFFICES, ST. PAUL 8, MINNESOTA
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DURUM

DEVELOPMENTS ‘

Lower Crop Estimate

Forces 50-50 Off Market

On Sepiember 17, Durum Millers
Committee Chairman  Arthur  Quiggle
wrote Association President I'cler La-
Rosa s follows:

“The Government estimate of the du-
rum wheat crop as of September 1si
was 8,698,000 bushels, this being a drop
of 3,738.000 bushels from the estlimate
of 12,436,000 bushels as of August 1st.
Several erop estimators feel the govern-
ment report is too high and will be fur-
ther reduced when the final report comes
out. The Canadian crop is reported
hadly damaged by rust and reduced in
amount, From the information we have
received there is little possibility of
securing satisfactory durum from the
Mediterranean area. The millers feel
this reduction in crop is so great and
the probability of importing durum
wheat #o unlikely, that prompt action
must be taken 1o extend the short durum
wheat supply so that the mills can pro-
vide u uniform durum blend for the
macaroni industry until new crop.

“Afer giving careful study to the
situation as it now exists, the millers un-
animously recommend:

(hH Tflnt the mills make no more

sales of the 50.50 blends.

(2) That a durum blend granular

milled from 256 durnm wheat
and 759 hard whea* be adopted
as the standard dusum blend for
the macaroni industry.
That in special cases or to fill out
prior commitments the mills will
endeavor to make a semolina
farina milled from 25% durum
wheat and 75 hard wheat.

“Ii the above recommendations are
approved at a macaroni industry meet-
ing or by the Boerd of Directors of the
National Macaroni Manufacturers As-
sociation, the millers propose to accept
the recommendations and put them into
effect immediately after such approval.

“Although many dependable crop es-
timators feel the pgovernment crop es-
timate is too high, nevertheles, using the
governnient eslimaled crop as of Sept-
ember 1st as being correct, the follow-

—— s
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ing figures give an idea of the serious.
ness of the situation:
Estimated earry-over as i

of Sept, 1, 1951 1,000,000
Govt, crop estimate as of
S, 1, 1954 4,698,000
Total Durum ................9.698,000
Estimated ust or disposition —
Al least 25%% of the wheat
raised will be too light
test weight for millipg -
or for seed ..........5eeee. 2,200,000,
Required for seed for;
1955 crop eveeeeseRarer 2,000,000
Cereal, red durum and’
other uses ...t . 500,000
Fstimated carry-over as of
Sept, 1, 1958 v 500,000
Total .cvccviannne 5,200,000

Balance for milling .
Normal milling require.
ments (12 months) ...... 2 1LUK0,000
Estimated hard wheat
1T T

Balance needed .. :
11 2575 blend is adopted

at once, durum needed will

be 257% of 15,600,000 or 3,900,000

“This leaves a margin of about 500,
000 bushels of durum wheat if the gov-
ernment estimate as of September 1st
is correct, It is believed the final gov.
ernment vstimate will have the effect of
eliminating this margin entirely.

“In order for the macaroni industry
to take advantage and make use of the
maximum amount of durum available
to blend with other wheals, we recom-
mend the use of a granular blend for
the reason that most of the durum wheat
is of light test weight and the endosperm
will moke a fuir percentage of granular
but much less semolina and thus a con-
siderable portion of the endosperm will
be lost in the milling of semolina, More
of the light test weight durum can be
ground satisfactorily on a granular basis
than on a semolina basis.

“On account of the seriousness of the
situation we urge that the macaroni in-
dustry act upon these recommendations
immediately.”

ceee o 200,000

100,000
e 15,000,000

Production in bushels (000 ommited)

Sept. 1, 54 Aug. 1'54 1953 1943.52

Estimate Estimate v Production Average
All Wheat 962,135 977,537 1,168,536 1,122,000
Winter Wheat 775,900 775,900 877,511 833,000
All Spriu,i Wheat 186,235 201,637 201,025 289,000
Durum Wheat 8,098 12,436 12,967 35,000
Other Spring Wheat 177,537 189,201 278,058 253,000
Durum Yield/acre 5.6 8.0 7.0 139

November, I95)

Durem mill representatives met with
Heniy i'ntnam of the Northwest Crop
Imygnovement “Association and Donald
Pietcher of the Rust Prevention Associa.
tioni ont September 2 to dicuss fnancing
the iccreases of rust resistant durum
geed in the southwest this winter, It
was pointx out that the North Dakota
-Agricultural Experiment Station has de.
‘veloped five new hybrid lines of durum
which withstood the rust epidemics of
this yezi and last extremely well. A
few pounds of seed of these lines in-
creased ot Brawley, California and
Yuma, Arizona were brought buck this
spring and planted at Langdon, North
Dakota. The experiment station esti-
mates this summer's increase will
amount to approximately 100 bushels
from all five varieties, If 300 acres were
planted from these for durum increase
this winter, about $100.000 would_be
needed to underwrite the job. This
might produce 8:12,000 bushels for
planting next spring. Costs will be de-
pendent on weather, growing conditions
and labor, but are approximated to run
810 a bushel. The possibility of re
covering at least 756 of this money
would be excelient,

The Northwest Crop Improvement
Association will act as the agent o
the durum mills in negotiating with the
North Dakota Experiment Station on
the project, Thg National Macaroni
Manufacturers Association and rail
1oads will probably be asked for funds.

September | Crop

Estimate Lower _

The September 1 crop estimate 1
leased by the USDA September 10
shows that stem rust and llrjnallll too
another bite out of the steadily decline
ing spring wheat crop, 1t is now lt';
timated at 186,000,000 bushels, 19
000,000 less than a month vurlle_r-
Earlier this year croln reporlers expect
ed a 260,000,000 bushel crop. Added .“:
the estimuted 776,000,000 bushel “"hlﬂ
crop, now mostly harvested, this mmtu
bring overall 195 wheal outpul y
962,000,000 bushels, the smallest I.'"::',
grain crop since 1943. This yed
‘roduction is expected to be 18%0 N
ow last year. Federal controls 8im
at taking 155 of 1953 wheat land out ;’r
production were chiefly responsibic

the drop. Heat and disease cal

further cut.

ygrember, 1954
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MORE ON DURUM

Plans o Put Dururn

In Idle Acreage

A proposal to open idle ucres of the
Jorum wheat area for production of l_lu-
qum in 1955 was l]i:ﬂ"l.ls!i.l'(l al u meeting
of gowers' organizations, macaroni
sroducers, and milling interesty.} yllh 4
l‘nilrd Siates Department of *Agricul-
wre officials held at Fargo, North Da:
Loa on August 25, The proposal js now
eady to be presented 1o Secietary. of
\sriculure Benson, The proposul met
ith support of all parties concesned in
Jduding the representativos of the US-
. .Etnulor .\lillnn Young of (North
Didola will present the progosal to Mr.
fenson upon he latter's return from .
wetern trip. Other farm state Senators
fuse the plan and approve the recom-
wendations,

The Fargo meeting came about as o
wult o the Industry Meeting held by
tie National Macaroni  Manufacturers
\wociation in Chicago Aupust 17 al
skich the problems of shortage in the
dinm supply were discussed. The es.
timted crop for the current year of

R citht 1o nine million bushels as com-

pated 1o twelve million bushels last year,
andaten year average of thirty-five mil-
lion bushels presents a serious problem
1o growers, millers and processors alike,

The following recommendations came
oul sl the Fargo meeting:

11 Open all idle acres in the durum
area to production of durum wheat in
1955 Any county with a history of
duen production in the last ten years
woid be eligible, There are some 5.
I acres idle in North Dnkota
dloe, virtually all of which would be
suitdle for durum production.

1 Guarantee  durum  growers

0 per acre insurance to cover cost
of 'fﬂl.r!-ming. planting and other ex-
Mres i crops should fuil,

1 Set up the price support loan
Heal 10096 of parity on all durum
tied on idle acreage in 1955, as com-
pred with 82,50 of parity for regular
Urtage,

The proposals to insure the growers
o planted acreage and the rate of
¢ parity loan would be an incentive
e durum grower to risk the ravages
9158 rust and other hazards to plant
ljtlmm and not only meet a short »np{ﬂy
!qu['}:.m' for macaroni processors bul
h e l"dmlry for the durum farmer

A rust resistant durum strain can

developed, +8 .
m"d‘"i;‘r.nblr progress.has heen made
o E\_clupmt:nl,ml a rust-resistant
3 ,:,""El)'. USDA ex lerts declare,
Plrud“ a slow process, They have ex-
'Uil.un “l"h!_nlam. however, that u rust-

| variety will be developed on a

Large o, Aty
ol'!'::“'k basis within the next year

0|

Benson Emphasizes
Quality Wheat Needs

Emphasis on wheat  production in
“the regions where it can be grown most
efliciently™ was stressed by Seeretary of
Agriculture Benson in an address be.
fore a Conservation Action Day meeting
in Wayneshoro, Va. “It so happened
that many of these areas are not well
adapted 1o the production of profitable
crops other than wheat”™ Mr. Benson
commented. “10is mighty sl medicine
fur a wheat farmer in Kansas or North
Nikota 10 have his production limited
w pgrhapg oy !,ir'_"?(l';} of vapavity—
cspedally’ when ihere may already I
a-shorage of the type of wheat he pro-
duges” ", h
*Commienting onghe growth of wheat
damting gatsides the commereial area.
\lr. Tenson saiddi $Another result of un
realistie price supports has been a sharp
inerense in wheat production ontside the
area we normally think of as the com-
mereial wheat country. n Hlinois. the
1034 wheat acreage was 517 above the
Mhyear averace, In Michigan it was up
10657, Faen v New York the inerease
was 300 One “dust bowl” county of
castern Colorado, which  revorted
mere 5000 acres of wheat in 1939, had
305000 aere - in this one crop by 19527

As a resull of this situation, Mr. Ben
son noled that “the man who has heen
growing quality wheat for the marhet
pets eul back on the sume hasis as the
suitease furmer who turned a qaick pro-
fit by plowing up land which nature
had clearly intended only for grazing.”

Canadian Embargo on Selkirk

Canada has declared an embargo on
oll new crop Selkirk seed, the rust-res-
sistanl llun' spring wheat, This action
followed a drop of 207¢ from the es-
timated erop of 197000000 bushels
August 12 1o less than KGN0
bushels on August 26 as a result of
rust infection, [t is presumed that many
of the wheat producers of the Dakotas,
Minnesota, and Montana who had in-
tended 1o plant Selkirk nest spring may
now turn to durum.

Cut in Canadian Durum Crop

The Canadian Rureau of Statistics in-
cluded in the September report a special
estimate on durum wheat produrtion.
The report pointed o a durum erop in
1954 of only 7.000.000 hushels, against
8,602,000 bushels last vear, Thi~ e
duction was in fare of the Tact that the
durum acreage for 1951 was inereased
from 115000 0 715000 acres. In-
dicated yield of durum wheat this year

was only 9.1 bushels per ace, compared

with 19.3 in 1953,

-3

Impulse Sales
In Super Markets

Macaroni produets are well promoted
in magazines  newspapers, vadio and
television by food esperts and adver-
tisers recommending tasty recipes 1y-
ing in with somp, fish, cheese, meat and
other allied fonds,

Al this publicity, plus o retail gross
profit. Tor macaroni products of 180
217, in compayison 1o 1057 for all
grovery ilems, are ool reasons why
Both manufacturers and retailers should
he interested in how toduy’s <shopper
buys macaroni products,

Does she plan 1o buy in advance on
deeide in the store?

Here are the facts: 1907 are plan-
ned and purchased; 17.00 are planned
in a general way and purchased: 10%
are purchased as a substitmte: 01,7
are purchased without previeus plan.
Store decisions total 80976, which i~
considerably higher than 7087, the ay.
vrage “Store Devison™  figure for
grovery ilems,

This survey would indicate that ma-
caroni products should merit fuvorable
display positionin super markets be
cause they furnish higheriban-average
retail profit marging and they show a
hetter-than-average rating in “store de
cisions™, These produets, so frequently
decided on in the store by toduy's 51
per, must sell themselves. Therefore. thy
pickuage must assume greater fesponsi-
ility,

Cellophane deserves special consider
ation s o packoging material hecanse.
(1) it shows the product-—size. shape
and varietys (21 it makes an eyeappeal:
ing package-~Cleon, wholesome amd at-
tractives (3) “seeing” reminds -‘hl'p'l('l'.!
of delicious menu combinations: (1) it
inlluences more “Store Decisons .

Today more macaroni products are
in |ul|k.npl.'.- with cellophane.  In this
survey 11206 of all macarani products
purchased were in Cellophane, as com-
pared 10 2044 in Dulont’s 1919 sur-
vey on buying habits, .

This survev was conducted by S, W,
Wilkerson and Associates, Philadephia.
Pu., in conjunction with Market  Re-
search Seetion of E. L dul'ont de Nem-
ours & Co. They call it “Latest Facts
About Macaroni Purchases in Super
Markets",

It involved 5.538 shoppers in 250 re-
presentative super markels in 35 vities
throughout the United States. A the
shopper entered the markel, allitems she
planned 1o buy were listed in as much
detail as possible. A second interview
a surprise o her—checked the pur-
chases <he actually had in Der Basket
as she came to the checkout,

Durum Show
The 1951 North Dakota State Dunam
Show will be held Thursday and Friday.
November 11 and 12 at Langdon, North
viukota,
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PRESSES CONVERTED T0

BUHLER VACUUM SYSTEM

‘Patented US A

TOP THEIR PREVIOUS RECORDS WITH

BROS., INC.

ALL METAL

CONTINUOUS

« STILL BETTER PRODUCT
» STILL BETTER COLOR
« STILL BETTER TEXTURE

LONG GOODS DRYER

(Model CGpll

If you are now using one of the continuous
worm-type production presses, you can con-
vert your present insiallation to one of the two

Buhler Vacuum Systems.
Preliminary drying and finishing

ASK OUR ENGINEERS ABOUT THESE QUALITY DEVELOPMENTS T0DAY fonskmsbbnastih e

quickly, economically and uni-

BUHLER CONTINUOUS PRODUCTION PRESSES

Availcble in Standard or Vacuum. Models

formly.

The loaded sticks circulate auto-
matically in a continuous flow

through fou- levels of travel, in

alterna’e drying ond resting

MODEL ATA: Cup{“y 250 Ibs MODEL TPG: Cnpccllv 650 Ibs— MODEL TPJ: Capacity 10001bs. cycles.

__per hour per hour

BUHLER BROTHERS, INC. (USA) .

2121 STATE HIGH\"AY 34, FOIH lEE. NEW JERSEY

BIIHI.ER BROTHI:'.RS ((ANADA) LTD.

24 KING STREET WEST, TORONT.O, ONTARIO

é”f/ ‘fneersd ry'H(/ﬂ‘J/?ri/ Sence 1567
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Fall Promotions
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BEEF IS IN PLENTIFUL SUPPL

[N anticipation of what may he the
biggest cattle run in history, the
American Meat Institute has launched
a widescale promotional campaign in
cooperation with the U, S, Department
of Agricull e, producer groups and
retail food orpanizations, designed to
increase the over-all demand for heel,
This campaign, in which the National
Live SIn:'L and Meat Board is also co.
operating, is aimed at orderly mar.
keting of heavy supplies, fostered parl-
ly by drought conditions in 12 states,

The Meal Institute’s aggressive pro-
gram is aimed ot all mediums of com-
munication — newspapers, magazines,
television and radio. News releases for
food editors, along with how-to-do
photographs and recipes, are being pre-
pared for distribution by Meat Institute
oflices in Chicago and R'e-w York. Ad-
vanee features already have heen plaved
with publications and news a\'ru‘irall'-
eaching millions of consumers.

The schedule for the over-all promo-
tion is as follows:

September 15 to 30—
Hamburger and beefl sausage
September 30 10 October 9—
Beel and vegetables
October 14 10 October 23—
Ground Reef
October 28 10 November 6—
Roasts and Pot Roast
November 11 to November 20—
Chopped Beef

In addition, the Meat Institute is mak-
ing special poster and point-of-sule mu-
terial available for distribution by re.
tailers throughout the nation.

A luncheon in New York for press
and radio, sponsored jointly by the Am-
erican Meat Institute and the United
Fresh Fruit & Vegetable Association,
had Secretary of Agriculture Benson
launch the general all-out promotion fea-
turing beel stew,

Besides preparing its usual news re-
leases explaining price fluctuations and
the fact that beefl is a good buy for the
consumer because of heavy supplies, the
Meat Institute will make available an
Feonomy Beef Promotion Master Kit.
One of the features of this kit is a full-
page sheet of 30 mats along with ma-
terial for 61 suggested newspaper ad-
vertising lavouls and full instructions on
how 1o use them. Copies of “Culs and
Slices," the Institute’s publication tail-
ured to fit the needs of newspaper food
cditors, and stories with a local twist
bearing on the promotion program. will
also be included in the kit for news.
||;||-l‘l' use,

\ selection of earefully wrilten and
edited news releases and recipes on beef.
emphasizing the goodness of eccromy
cuts, for use in newspapers and mag-
azines,

Beaf Stew with Noodles

Material in the kit designed for tele-
vision use will include sets of dull finish
photographs dealing with economy beel
dishes and appropriate copy, plus
beautiful beel color plates which show
the many different cuts of heef obtained
from a carcass.

A set of economy beel commercials
and copies of “Meaty Fillers,” another
Meat Institute publication desijined 10
supply up-lo-the-minute information on
buying, cooking and serving meat, are
items included in the kit for radio and
television use,

A large four-color poster dealing with
the braising cuts of beel. including pot
roast, l)evr stew, short ribs, brisket,
hamburger, minute steak, rump roast,
and round steak. Also four colorful
price  streamers on hamburger, pol
roasl, beel stew and round steak are
“store promotion” items in the kit in-
tended for use by food retailers.

Arrangements have beer, made lor
many copies of this “kit" to be dis.
tributed through state and local beef
caltle organizations throughoui the coun-
try, as well as by salesmen of various
companies and others.

Also being offered are two eye-catch-
ing four-color posters designed for use
as the beel promotion really starls, roll-
ing. Distributors of these mouth water-
ing posters may have their brand or
company name imprinted on them at
cosl,

One of these posters features beef
stew; the other points up that it's the
season for hamburger,

Intensive efforts are heing made to
have all of this promotional material
displayed in every retail store in the
United States handling meat.

Secretary of Agriculture Ezra Tall
Lienson has endorsed these industry pro-
moltions, and has urged food trade or-
ganizations to give them full :u||?mr|.
In doing so, he expressed confidence
that the cooperative efforts will do
much to help sulve marketing problems.

Secretary Benson also has pledged
the full assistance of the United States
Department of Agricullure. The De-
partment will aid the merchandising
efforts through continued work  with
food trade groups throughout the coun:
try. And its informational aml educa:
tional activities will be used widely to
further the program. :

With all segments of the meat b
dustry pulling together in 'llwllmr
promotion campaign, the aim is \?
minimize Nuctuations in cattle price
this year,

American Meat Institute releases were
used by Gaynor Maddox, Food & ,\h.q
kets Editor of Newspuper Enterpriss
Association, with recipes, pictures ans
slories on Barbecued Beel, Steak Sand-
wiches, and Cheeschurgers. =

Ida Bailey Allen featured Deel recipes
in her King Features Syndicate i'"'""f“
“Let's Eat”severy day for siv consecty
tive days, heginniuq on Seplember
through September 18, o

Advertising support appeared in ! H
Meat Institute's institutional adyertist
ments in Life cnd the Saturday i.mm:s
Post. Packers and produce firms ?in
carrying brand advertising in all media-
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Fall Promotions

HE Cheese Festival, for the ninth

consecutive year will ‘run through
the month of October, 108 made to
order for the grocer because of its
tremendous impact upon i.e American
consumer. Lust year many grocers re
!nurlt-d how they profited from their tie-
ins with the Cheese Festival, and one
store told of o 39% gain in cheese sales
during  October, compared to Sep-
tember.

This year's Cheese Festival will be

brought 1o the eyes of 20 million maga-
zine readets, the ears of 13 million mgio
homes, and the eyes and ears of 23
million TV homes, The American Dairy
Associgtion will provide publicity
through newspapers, magazines, radio
and television in addition to quantities
of puiul-ol-unle materials.
Cheese is profitable, cheese is a strong
jmpulse item, cheese is a good traffic
builder. It's just good business to pro-
mote cheese  aggressively, while ~the
Cheese Festival is under way during
October. (The same can be said for
macaroni and noodle products).

A kit to grocers bills the campaign as
o $2,000,000 effort. In the kit are
tear-sheets of advertisements, recipe
ideas, or merchandising suggestions
from related item producers and cheese
firms.

More than 30 allied manufacturers,
in oddition 1o many producers and
suppliers of cheese are tieing-in with
the October Cheese Festival.

Anheuser-Bush, Inc., Blatz Brewing
Company, Pabst Brewing Company,
Miller Brewing Company and Jax }irew-
ing Company are }eluring beer and
cheese as the perfect combination.

The Coca-Cola Company has avail-
able colorful point-of-sale pieces featur-
ing Coca-Cula ns a natural partner of
cheeses,

An ad for Del Monte Peaches appears
in McCall's, October issue, showing col-
ored picture and recipe for Molded
Peach and Cottage Cheese Salad.

C. H. Musselman Company promoting
Apple Pie and Cheese is advertising
in the food pages of many daily news-
papers during Oclober. £
A one-page bleed ad appeared for
Dole Pineapple in Saturday Evening
Post on September 25, 1954 and in
Ladies Home Journal, Fomily Circle,
Better Living, and Everywoman's maga-
zine in October.

Among the cheese people warlicipals
ing in the program are the Wilson Com-

THE MACARONI

JOURNAL

Novembher, 195

NATIONAL CHEESE FESTIVAL

Sponsored by Amerlcan Dalry Assoclation

pany featuring their brick cheeses, and
the Armour Company featuring their
Miss Wisconsin Cheddar Cheese,

The Kraft ad, in color, with a guide
to good eating with cheese appeared in
the October issues of Life, Lumk. Wo-
man's Day, Family Circle, Better Live
ing, Everywoman's magazine.

Swift & Compuny offers a “Man from

Mars”, a five-foot, easel-mounted cul-
out man in full color 1o be used by gro-
vers in their displays. He is wearing a
plastic space helmet, which will be given

Macaroni and chesss are # netural combina-
Yo for mass displays. Supericr iacaronl Com-
pany of Les Angeles built this traffic stopper.

to any deuler purchasing 500 pounds of
Swift's Brookfield Cheese. Complele
merchandising kits, full color industry
posters of a cheese and fruit tray and
color poster are also offered,

New ideas are being presented by
Zuercher & Company with their new
foil wrapped Geneva notural cheese,
and Swi}l & Company advertising their
“new" cheese slices,

" The Kavkauna Dairy Compuny is
’:ulling oul o little recipe booklet called
‘He-Man Snacks”.

Display procedure is offered by Puri-
ty Cheese Company, with stimulating
merchandising aids, including leaflets,
posters and recipe folders.

A full.color page ad was run by
Borden's in the October 2 issue of the
Saturda, Evening Post and the October
19 issue of Look.

Fairmont Foods Company is show-
ing how pre-packaging opens the door
to more sales,

Other participants _in the program
include: Blue h;non Foods, Inc,, Pauly
Cheese Company, Stella Cheese Com-

pany, Detroit Cheese Company, Califor.
nia l’tukllm Corporation, Campliell
Soup Company, The Charles E, Hires
Company, George A. Hormel and Com.
vun,. International Milling Company,
nternational Apple Association, Na.
tional Biscuit Compony, National Pickle
Packers Assoclation, Nicolay - Dancey,
Inc., Ralston Purina Company, Sun.
shine Biscuit Company, Washington
State Apple Commission, Cudahy Pack.
ing Company, Knex Gelatin Company,
Olive Advisory Bonrd, Pineapple Jrow
ers Association and American Bakers
Association.

The October 15 issue of Collier's
features a full color story with a recipe
and picture of Ham and Cheese Cas:
serole,

Since there is so much excilement
ahout cheese in October, when the
Cheese Festival hits the nation, retailers
particularly seek to identify their own
store with the Cheese Festival and muke
it “Shoppers' Headquarters for Cheese.”
Copy slogans and statements which add
dus value to cheese listings are
ollows:

Macaroni and Cheese—Sure to Pleas
Save time—Serve Cheese

Perfect for TV Parties

Men's Favorite

Perfect for sandwiches

Cheese with a He-Man Flavor

Try It—You'll Buy It

Adds Zest 1o Vegetables

The must sucvessful advertisers af
emphasizing the variety offered in thei
cheese department geveral times during
the month-long Cheese Festival. Others
are stressing specific uses for cheese al
Jarties, picnics, for desserts, sundwiches,
lml soups, canapes, between meals, ele.

The October issue of NARGUS Dul
letin is devoting 6 pages to the Qctober
Cheese Fulivn? with stories, gilﬁ}'iﬁ!’
and successful merchandising ¢ s,

The 1954 ‘‘Cheese Festival” Rally,
sponsored by the American Dairy Asse
ciation and National Cheese ]Ihilllulrl.
was held on April 28 in Chicago. (IJu'
standing speakers, distinguighed in 11::‘1
respective fields, discussed importd
phases of the cheese industry from |
yoint of merchandisin and «Iuainlmlll):
Il'he highlight of the Rally was lhtq m
sentation “Calendar of Chees S
wiches” by an outstanding grﬂ'ﬂ'“‘
well known Dairy Industry it
Economists. X

_\',mnhﬂ, 1954
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CRITERION SEMO-RINA |
ASemolinaFarina Produii
MILLED FROM A MIXTURE OF

50% DURUM — 50% HARD WHEATS

R-LARARIE MILLING ComPANY

CMINNEAPOLID, MINNESOTA [y :

Count on Criterion Semo-Rina, day after day, to
measure right up to YOUR QUALITY STANDARDS.

Put Criterion Semo-Rina on your NEXT order.

Commander-Larabee

MILLING COMPANY
A DIVISION OF ARCHER-DANIELS.

MIDLAND COMPANY
GENERAL OFFICES: MINNEAPOLIS 2, MINNESOTA
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Fall Promotions
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NATIONAL MACARONI WEEK

Sponsored by Nationcl Macareni Institute

ATIONAL MACARONI WEEK

runs from October 21 1o 30: It
includes two shopping weekends, im-
portant selling days,

Good cooperation has come from the
national magazines, the newspaper syn.
dicates, the supplements, and newspa-
per editors, adding up to a hard hit-
ting publicity program, From that point
imﬁ\'iduul macaroni manufaclurers are
encouraging representatives and brokers
to follow up and do a selling job, and to
get retailers 1o build combination dis-

of George Matthew Adams Syndicate
and Dorothy Maddox of Newspaper En-
IEI]II'IM'S Association,

lell Syndicate, with a circulation of
1,500,000, used an October release of
picture and recipe for Savory Liver
and Noodles, Alice Denhoff's column in
King Features, circulation 6,000,000,
carried three recipes in October for
noodle, macaroni and spaghetti dishes.

Editors of newspaper supplements
supporting Macaroni Week include: Isa.
bel McGovern, food editor of This

Spaghati with Creamed Sweetbreads

plays 10 merchandise the Week and the
publicity.

Magazine placements included Good
Housekeeping—the October issue car-
ried a book supplement devoted exclu-
sively to 12 pages of macaroni stories,
recipes and pictures, Other national
magazines such as Parents, Farm and
Ranch, Tempo, Seventeen, and Better
Homes & Gardens all had macaroni fea-
lures,

Stories with recipes and photographs
went to every editor of newspaper syn-
dicates, with special material going lo:
Cecily Brownstone of Associated Press;
Fdith Barber of General Features; Vi-
vian Brown of Associated Press; Zola
Vincent of Pacific Coast Dailies; Gay-
nor Maddox of Newspaper. Enterprises
Association; Frita Haley of National
Weckly Newspaper Service; Frank
Kohler of General Features; Hoyt Alden

T e

Week, who is featuring a recipe for
Spaghetti  with  French-style Chicken
Livers in the lead picture of an article
on “After the Theatre Supper”; Deme-
tria Taylor will have macaroni the
theme of u page in Parade; Eleanor
Merritt is planning a slorr for Ameri-
cun Weekly; Ethel Marsden of Rural
Gravure hos been supplied special ma-
terial,

Direct-to-editor mailings have been
made with three photographs and sev-
cral recipe suggestions lo over 1800
daily um‘ weekly newspapers through-
out the country. A color phatograph
of an appetizing main dish has been re-
leased 1o food editors carrying color
pages. A Halloween paity pholograph
with two casserole recipes has been sent
to editors of 25 farm papers and journ-
als, 600 labor newspapers, with circula.
tion over 1,000,000, have received a spe-

cial mat story with picture and mace.
roni recipe, A mailing of photo and re.
cipes has been sent 1o fowd editors of
more than B0 Negro  newspapers
throughout the country,

Special scripts for radio ond telesi.
sion comedians have been placed 1o prin
mention from such performers as Arhr
Godfrey, Robert Q. Lewis, Dave Garro-
way, Bob Hope and Bob Croshy, Men.
tion on the lalter two shows was assured
in commercials if not in the show pa.
ter. American Dairy Assuciation spon
sors both of these shows and is alo
mentioning macaroni products as re.
lated item tie-ins for the Cheese Fes
tivals,

Four radio scripts, each with two
simple recipes, have been distributed lor
three or four-day intervals before and
during National Macaroni Week. Each
of these scripls goes to over 700 radi
stations from coast to coust, The major
radio syndicates, Associated Press and
United Press, have each received script
on the Week and easy-to-make recipes.

General Mills' Benty Crocker suggest
“Noodles Cantonese” on her October 2
radio show, “Poppyseed Noodles™ and
“Skillet Supper wnrl Elbow Macaroni
on October 27, The “Time for Bey
Crocker” program is heard over 321
American DBroadeasting Company  ne
work stations.

With beef in surplus supply, a naturd
tie-up presents itsell for macaroni. g4
ghetti and egg noodle merchandising
A hard-hitting publicity rruprnm‘ ha
been undertaken by the Meal Institult
and many macaroni firms have tied-n
with related item displays or sugge
lions.in the meat department for &
ghetti and meat hni‘s, mavaroni and
meat loaf, pot roast and noodles, :_
a myriad of tasty combinations. Lo
operative publicity support hus been e
ceived from the American Meat fnsi
tute, National Livestock and Meat
Board. -

Couperative publiciity has been plt‘ﬂl
erous. Among those who cooperated !
the promotion are; American : l‘i“““”
titute, National Livestock and '-I"r
Board, Maine Sardines, Poultry & -Ff
Natjonal Board, National Canners 4
sociation, National Dairy Council, B
porated Milk  Association, ?ulmm.
Cranberry Association, The Wine '
titute released recipes for a porken 2
dish and a seafood casserole with \
ghelti to 1,600 small town newspape!

have
Several reluted food producers 1%
included macaroni in their (October o

ovember, 1954

oo Special recipes were devel-
:_r::{m;:r Ihil' H. J. Heinz Compuny.
Hlunl Foods, Dole I'i{u-u.p.pln-. raft
Foods. Pordens, ' & G Crisco, Good
Luck Margarine, Underwoods Deviled
Ham, and Swilt & Company. Reynolds
\Jyminum again had a commercial with
4 macaroni casserole on *Mr. Peepers”
<how, which they followed up with chain
qores contacts with their 100 field rep.

sentalives.
"-,\mn initial Macaroni Week story ap-
weared in the trade press and was fol.
i.md up by additional stories amd
photos right up to the October issue,
(hain Store Age scheduled a photo and
Jarge scale recipe for spaghetti and meat
Lalls in their October issue. All procery
magazines were covered, Photos and
iecipes were serviced 1o the restauran!
and institutional trade press,

Railroads and airlines are featuring
wacaroni dishes on their  bill-of-fare
doring Macaroni Week. The following
uilroads asked for Macaroni Week
sals to announce the Week on their
menus: Chicago & Fastern, Denver &
Kio Grande, Union Pacific, Great
Northern, Lackawanna, and Seaboard.
(uality recipes were sent lo New
York Central, Southern PPacfic, Pennsy-
hania, Canadian National, United Air
Lines and Northwest Air Lines,

The Red Feather Dinner as part of
the community's Community Chest drive
in October offered opportunity 1o pro.
mote spaghelti dinners in community
senie. Numerous requests came in
for the Red Feather Dinner Kit-—the
Daton, Ohio plan used lust year 1o get
fllml,\‘ participation and contributions
into the Community Chest,

Al'in all, National Macaroni Week
agan did a job in taking the macaroni
story to the American public through
ey possible media, It provided Ifm
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industry and its customers with anather
merchandising opportunity Tully backed
with consumer contacts for support.

Skinner Pushes S;;agheﬁi
and Meat Balls

An advertising and  merchandising
campuign, built around a new recipe
for preparing meatballs and spaghetti
is 10 be conducted hy Skinner 11a1nufur-
turing Company, Omaha, during Na-
tinnur Mucaroni Week, October 21.30,

Ads will appear in newspapers in 90
cities, and national magazines will fea-
ture illustrations of the finished plater.
Skinner will also be using poster hoards
in 27 vities, as wel! as point-of-sale
pieces and tie-in mats.

“SKILLET SUPPER™ (pictured above] is a reci i j ing be-
pe that mother will enjoy preparing be
e :‘.:-:h simplicity l:d father and the children will rave about because of its tastiness.

cher of General Mills is featurin
"#dio show on Oclobar 27, during Nn!lou?

this savory meal on "Time for Belty Crocker”
Macaroni Week,

JOURNAL

Macaroni and Shrimp Cauiercle

Betty Crocker Plugs
National Macaroni Week

Betty Crocker of General Mills, as in
previous  years, will hoost  macaroni
products on “Time for Beuy Crocker”
radio program for National Macaroni
Week, October 2130, America’s first
lady of foods will suggest on her Oc-
tober 20 radio show “Noodles Cantone
ese” and her Ovtober 27 shows *Pop-
pyseed Noodles” and “Skillet Supper.”

“Noodles Cantonese™ is a nowdle cas-
serole of browned pork, erisp green
heans, celery, onion amd soy  sauce,
“Skillet Supper” (recipe given helow)
is an ecasy-lo-make supper inoa frying
pan. Mucaroni is cooked together with
the sausagetomato miscture,

The “Time for Betty Crocker” radio
wrogram is heard over 321 American
‘lrnutlrualinp Compuny network  sta-
tions, Her shows are scheduled during
the day when the audience is primarily
homemakers,

Skillet Supper

Ih, ground pork or beef

Iﬂr'l(' (l"illll. l'llll'llll'll

medium green pepper, diced
No. 2 can tomatoes (217 cups)
oz, uncovked elhow macaroni
thsp. sugar

tsp. chili powder

tsp. sult

Cups sour cream 11 ]lill”

1o =— ha b

Brown meat in large heavy frving
pun. breaking meat ap with [k as
it cooks amd pouring off fat as it
cooks oul.  tlBe sure meat Qs owell
drained). Stir in onion. green pepper.
tomatoes, macaroni, sugar, chili pow-
der, salt. Bring to boil, cover, Simmer
20 to 25 minutes or vatil macaroni is
tender, stirring often o prevent ~ticks
ing. Stir in sour eream, heat 1o hoiling,
Do not boil, mixture may curdle. Serve
at once,
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TODAY'S ADVANCED-DESIGN DRYERS

NEW

DEMACO-HOSKINS

"y Iu|u‘ 131
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DEMACO - VACUUM

Now, over 40 DeMaco Vacuum Mixers in oper-
ation, producing macaroni and noodles with su-
perior color, texture and cooking qualities. .

See how easily the DeMaco Yacuum system is
installed in your existing spreader and short cut

i o ; i for sixteen minutes. . . .
press, producing America's finest macaroni and mains under vacuum

FULLY CONTROLLED DRYERS noodle products. . . . Remember, with DeMaco No complicated extreme high vacuum system

vacuum there is no change on the "Trade Ap- and no mixer change is required. . . . DeMaco

proved* single mixer. . . . The DeMaco Vacuum Vacuum has true simplicity in design. . . .

Long Goods Preliminary Dryers with new pat- Short Cut Continuous Dryers, Sysfem uses vacuum over the entire mixer length. Werite to us for samples all made at 1000 poir ds

ented stick pick up and transfer. .+ Thus at the very first blending of water per hour production. . . . Compare all systems

All with Glenn G. Hoskins designed humidity ard Wl inrolna: e ek 1 undet vactam and e and you will find DeMaco the best. . . .

Long Goods Finish Dryers, temperature controls.

ﬂnﬁﬁmc/.s'c/ﬁac///w

CORPORATION ' ‘CORPORATION

. . Y
METROPOLITAN AVE. * Phone ivergesn 6 983017 + BROOKLYN 37, N 46-45 METROPOLITAN AVE. * ‘Phone EVergreen 6988012 * BROOKLYN 37, N. Y.
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Cook Book Supplement
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SPAGHETTI AND MACARONI SUPPERS

Featured In Goodhousekeeping Magazine

SI'-\H!HZ’]"I'I and macaroni dishes are
most  delightfully  displayed  in
twelve puges of eye-appealing, mouth-
watering recipes in the October issue of
Good Housckeeping.

On page §7 of the magazine the fea-
ture begins with a picture of a colorful
howl of the all-time favorite Spaghetti
and Meat Balls. The next two pages
give the step-hy-step procedure with pic-
tures in color on the preparation of
Lasagna, which is followed by two
puges of easy, taste-tempting dishes that
are 30-minute marvels, The macaroni
family, which includes spaghetti and
noodles, can be the hasis for speedy,
tasty meals, and the following recipes
ure given as ample proof:

Noodle Stro nnul{

Easy-going gu per

Macaroni-and-Bean Casserole

Spaghetti Shrimp

Washington-Square Special

Tuna-Tomato Bake

Spaghetti with Meat Balls

Sienna Supper

Quick Bucon Spaghetti

Grovers' shelves are chock-full of
spugheni and macaroni favorites that
tuke only minutes to serve, Pantry-
shell wonders include spaghelli or ma-
caroni dinners, canned spaghelli sauces,
and all the others.

At the top of page 91, there is a pic-
ture showing 21 wopular members of
the macaroni family.

Pages 92 and 93 are devoted to three
recipes accompanied by attractive il-
lustrations in full color of the dishes,
which include Chicken Tetrazzini, Ma-
caroni Inverness and Thor's Company
Casserole. Macaroni Plus is the caption
for these puges, which show how effec-
tively delectable fish, fesh and fowl
dinners cun be made with noodles and
macaroni,

While macaroni dishes can be simple
or lavish as the vecasion demands, they
are ideal as “stretchers” and with a lit-
tle ingenuity can he made inlc tasty
convoctions when  the  budget needs
watrhing. Spaghetti and macaroni work
menu magic on pages 94 and 95 in eight
do-uhead muacaroni dishes, These excil-
ing gourmet speciulties that make mini-
mum demands on your budget are as
follows:

Ouaderettini Spinach

Tuna-Macaroni Supreme

Flena's Macaroni

Golden Gate Lasagna

Chicken Masquerade

Spaghetti-Sparerib Supper

Tagliarini with Chicken Livers

Dutch-Oven Dinner.

At the top of these pages the poser
is fut “How do you eat your spaghet-
1i?" There are two schools of thought
on the question of just how elusive spa-
ghetti shonld be transferred from plate
o mouth, The following two mcl‘\mls
are given with illustrations: (1) With
fork in right hand, spear 3 or | strands,
Hold tines against |Juic. Twist spaghet-
ti into ball, Lift to mouth, 12) Pick up
strands with fork. Twist against spoon
held on plate with left hand. Lift with

A pancrama of Goodhouseleeping's 12 page
cook book,

fork. Support with spoon part way.
Everyone loves the charm of the old-
fashioned lwalian grocery, where
cheeses, salumi, sauces and spices are
displayed in rich and appetizing variety
along ‘with macaroni products of every
shape and size. But today's homemaker
can find the same wide selection of all
these foods in convenient family-size
packuges at her neighborhood grocery
store or supermarket, Cheeses in a var-
iety of sizes, shapes and forms are given
two-page spread in natural colors on
pages 96 and 97,
Three more early-in-the-day recipes
are given on page 98 as follows:
Family Cusserole
Crab-eat Special
Susan's Lasagna Sauce
Here's how 1o cook macaroni: When
cooking macaroni (or spagheiti  or
noodles), always vse for each 14 pound
of macaroni 1 tablespoon salt in 3
quarts rapidly boiling water. Cook, un.
covered, with water boiling rapidly dur-
ing whole cooking period. Stir oc.
casionally.
Never overcook macaroni, spaghetti
or noodles, The actual number of cook-
ing minutes depends upon how well

cooked you like your macaroni—*y
dente”, which is just tender, or more
well done. Test degree of doneness by
hiting a piece. 11 it's firm all the way
through and not hard in the center, it's
just ready for serving, Do not rinse
macaroni products unless they are 10
bee chilled and used in a salad. Then
use cold waler,

Many housewives prefer the timesay.
ing feature of not precooking macaroni
or spaghetti, In the following dishes the
uncooked macaroni or upnpﬁrlli is just
added to the other ingredients:

Dutch-Oven Dinner (page 95)

Easy-going Supper (page M)

Noodle Stroganofl (page 90)

guil'k Bacon Spaghenti (page 91

icnna Supper (page 91)

Tuna-Tomato Bake (page 91)

The Good Housekeeping Bureau says,
“Long live macaroni”, I\rm-umui prod-
ucts are no mere “starchy fillers”, They
contribute fine supplementary proteins
and, when enriched (many brands are),
B vitamins and iron too. Calories? ()
course, but not too many, because 15
cup cooked spaghetti or macaroni sup
plies only a linle over 100 calories,—
noodles even less,

Endless in variety, spaghetti. mava:
roni and noodle dishes delight the eye.
please the palate, are a fine |I|ru|| for a
shuky budget, Even small additions of
meat, fish, cheese, eggs or milk 1o these
dishes give a big “lift" 1o their cereal
proteins,

More spaghetti and macaroni suppers
are given on pages 179 and 180, They
include the lu‘luwiug:

Spaghetti and Mushroom PParmesan

Spicy Tuna S!mghelli

ili Spaghett

Cheesy Spaghetti Omelet

Ham and Spaghetti

Macaroni and Meat loaf

Noodle-and-Frank Barbecue

Reprints  of Good  houscheeping #
“Spaghetti and Macaroni Suppers it
available to readers with other of theit
famous cook books at 25¢ a vopy.

National Apple Week

National Apple Week coinc ides “.'Ih
National Macaroni Week October
30. The public’s attention and interest
will be focused on apples throueh "“I
tional publicity in ma uiﬂe_f-.["‘"l s
tor columns, radio and television- Fou
altractive display pieces are being V*
in merchandising.
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Mueller's Macaroni Steps Up
Newspaper Space for Fall

Its largest-size newspaper adverlise-
ments since the war higlllighl the ex-
panded fall campaign for Mueller's Ma.
caroni, Spaghetti and Egg Noodles, Ie-
leased through S«Imeidefnr. Beck & Wer.
ner, the campaign begins October 7,
and will alternate 1200 and 500-line
ads each Thursday in leading food pa-
pers of major Meuller cities, 825 and
300line tabloid-paper ads, and 500 and
300-Jine spuce in smaller cities have
also been scheduled. 30 papers in 23
cities will carry the schedule. B7 radio
newscasts each week in 22 cities support
the newspaper program.

The step-up in newspaper space, ac-
cording to C, Frederick Mueller, excecu-
tive vice president, is due largely to
the succesr of last spring's campaign,
Mueller's first major newspaper series
in some years, during which the brand’s
sales of all varieties rose substantially
and in the face of increased promo-
tional activity from competition.

This full's campaign repeats the tasie
and recipe appeal introduced last sea.
son, and introduces the offer of a
four-color, 32-puge recipe hook 1o en-
courage more frequent use by present
Mueller users,

Accent on Taste

“We have good reason lo believe
that our switch to taste appeal, con.
sidered daring last year when our com.
petition was featuring diet claims, has
demonstrated  great vitality,” declares
Eugene Hulshizer, vice president-secre-
tary of SBEW and account executive on
Mucller's,

“This again is our major appeal, for-
tified with testimonials i»' good cooks
and the offer of our new ?uur-mlur. 32
page recipe hook—[ree to the reader in
return for the word Mueller's from any
Mueller package front.

“Research shown that Mueller's has
more users than any other brand, hence
our all-out effort to spur more frequent
use. Inclusion of recipes and the recipe
hook offer in the ads, are steps in this
direction,”

"Saporitissimil"

A new note in the Mueller's Spaghetti
and Thin--Spaghetti advertising is the
use of lalian phrases as headline eye-
catchers, backed up by endorsements
ol lalian housewives and tying in with
the “ltalian Style” identification on the
Mueller packages.

Mueller ads are scheduled 1o appear
in the following newspapers, every
Thursday starting October 7:

Allemtown (Pa.) Call Dispatch; Boston
Globe and  Herald-Traveler; Hartford
Times: Jersey City Journal; Newark
(INJ) News; New York World-Tele.
gram & Sun, Journal-American, Post.
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Also Long lsland, N. Y. Hempstead
Newsday, Star Journal; Staten lsland
Advance; Brooklyn Eagle; Yonkers
Herald Statesman; Ossining Citizen Re-
gister; Tarrytown News; Mount Vernon
Argus; Mamaroneck Times; Port Ches.
ter ltem; New Rochelle Standard Star;
White Plains Reporter Dispatch; Peck-
skill Srar.

And Philadelphia  Bulletin and In-
quirer; Providence (R.1.) Bulletin Jour-
naly Springfield (Mass.) Union News;
Worcester (Mass,) Telegram Gazette,

On radio, the following stations will
carry Mueller commercials several times
each week: Ballimore, WCAQ; Detroit,
WIR: New York, WNBC; Rochester
(N.Y.) WHAM; Scranton, WGBI;
Washington (D.C.). WRC; Worcester,
WTAG; Doston, Springfield (Mass.),
WBZ-A; Buffalo, WGR; Hartford,
WTIC; Norfolk (Va.) WTAR; Pilts-
burgh, KDKA; Schenectady, WGY;
Syracuse, WFBL; Allentown (Pa.)
WKAP; Atlanta, WSB; Cleveland, WT.
AM; Portland (Me.) WGAN; Provi-
dence, WPRO; Tampa (Fla.), WALT;
Philadelphia, WIP,

Also television, the popular Ruth Ly.
ons “*50.50 Club" over Stations WLW.T
in Cincinnati, WLW-C in Columbus, and
WLW-D in Dayton.

La Rosa Features
Tie-ins on Television

In addition to newspaper, radio, and
car card advertising, V. La Rosa & Sons,
manufacturers of one of America’s larg-
est selling macaroni products, launches
concentraled television campaign this
month  through Kiescwetter, Baker.
Hagedorn, & Smith, Inc.

La Rosa has set-up a flexible media
wrogram in order to get maximum mar-

el coverage from Maine to Virginia,
from New York to Ohio. In New York
and Philadelphia, La Rosa's major ve-
hicle is the new TV hall-hour family
adventure—"Waterfront”, starring Pres.
ton Foster. The show is scheduled for
52 weeks in New York on WABD
Channel 5, Tucsdays at 7:30 P.M., and
will become one of the features of Du-
mont’s Tuesdoy night schedule which
includes Bishop Sheehan, the Goldhergs,
ete. The La Rosa program will be sup-
ported by 30 spot announcements a
week on WABD., In  Philadelphia,
WCAM-TV curries the “Waterfront”
show 6:30 PM every Sunday.: In addi.
tion there will be a Philadelphia radio
gpot schedule. To complete their TV
program line-up, La Rosa has purchased
the “Meet Corliss Archer” show through
WNAC-TV Boston 5:30 to 6:00 P.M,
Saturdays, and WNHC-TV New Haven,
5:30 PM Saturdays. Supplementing
these half-hour programs, television spot
announcements have been scheduled in
Pittsburgh, Providence, Scheneclady
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and Baltimore . . . plus around the.clo
tadio announcements in 10 other gy,
ruai:lltl:ilin. i
ulling out all stops, La Rosa

ordered the most elalimmu- mlt‘ur‘;:i
products flm commercials ever created,
lla_rodured by Screen Gems in New York,
here are a total of 12 differem TV
spols presenting various La Hosa ma.
caroni styles, recipes, and olher Pro-
ducts, These TV film commercials are
designed to help grocers move items
related to macaroni, such as mea,
cheese, milk, etc. In addition 1o TV,
all advertising will feature a plan of
adaption for use in food stores al the
rniut-ol-wle. “This", says Vincen S,
Lo Rosa, “will be an invaluable aid to
the retailer tyingin to our 5 major
promotions through the year,

I's the kind of tieup that makes
sense to the retailer and the consumer
.+ they see and hear about the same
products over radio and TV, in news
papers, on car cards, and on the
counter”, ;

Further merchandising aids for the
retailer are planned in order to make
the La Rosa advertising schedule a
selling package. An outstanding e
ample of this is the La Rosa ltalian
Theater Company, a completely pro-
fessional group liul travels from city-
to-cily creating excilement and sales
for La Rosa retailers,

To gain greater market penetration,
complete car card coverage will be used
on u 12 month schedule in the New
York subways, plus a special lalian
langunge market campaign, This Nal:
ian language advertising will include
weekly fullpage newspaper ads in 1l
Progresso, featuring a $15.000 prize
contest, and a 6 day-a-week hall-hour
drama over a full network of eastern
radio stations . . . This nr.-riul Talian
language campaign is headed by Edoar-
do Vergara,

Golden Grain Plugs Protein

Yellow and white hard-hoiled egg
slices on each end of the vellophane
package emphasizes the protein vontent
of “Golden Grain” spaghettini and ege
tagliarini, launched in San Leandro,
California recently by the Golden Grain
Macaroni Cumpnn{. I

This sales appeal puckage fullows the
company's “4-D" puckages adopted for
the entire line last spring. e

The cellophane wrapper is printed tI_ﬂ
red, yellow, blue and white. I also
shows the rich yellow color of the
product. A low-calorie reminder 1*
printed in several prominent places on
the package. 2t i

Sales Manager Tom DeDomenico 100
Food Field Reporter the new ¢fg "'ill"
liarini is a thin ribbon.shaped nooti
which can be served with sauces. 1
casserole dishes or in any noodle 'I“
cipe. The Golden Grain formula, .
says, is one handed down through If'!‘“
erations of the DeDomenico family !
Ttaly,
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prince Sponsors Ellery Queen

Prisce Macaroni  has ui.fxm-d with
WNACTV for sponsorship of the popu.
Jar mystery series, “The Adventures of
Hlery Queen"” as the vehicle for their
“high in protein—low in calories” ad-
vertising theme. Teletime on Channel
7 is each Sunday night from 10:30 1o
11:00 pm., with Hugh Marlow starring
in the title role,

The “Ellery Queen” sponsorship con-
tinves @ long association between The
Prince Macaroni Co. and WNAC.TV
during which “Prince Television Thea-
ire" formerly has been programmed at
the same 10:30 p.m. starting time,

"Pennsylvania Dutch'
Noodle Campaign Started

A fall and winter drive in 20.0dd
markets is being planned for “Pennsyl-
vania Dutch” brand egg noodles by its
mnufacturer, the Megs Macaroni Com-

pany.

Thirteen full-color, hull-page inser-
lions will be made in the Sunday maga-
tiee of the Philadelphia Inquirer,
Tuehe painted outdoor !lullelim will be
uwed in addition to a 12-month schedule
of ads on 300 bulkheads in the sub.
wurdlevated system there and in the
scburban lines ol the Pennsylvania
Milroad. A saturation schedule has
il\w‘ken planned on the NBC station,

Brevo Company Offers
Quick-Cooking Macaroni

-\l}!lruruni which cooks in 60 sec.
onds is being marketed by Bravo Ma-
;p::l Company in Rochester, New

. T new product is not precooked and
nose of the desirable high nutritional
Vilies found in semolina are sacrificed,”
ﬂdmg to Horace Gioia, Bravo presi-

l [lﬁ’ serving contains a ratio of 25
o Ye Jewer calories than any other
Waroni product currently available,

. M. Gioja added,

_ﬂl!ting lests run in Batavia, N. Y.,
d "very go_l)d“ results, Mr. Gioia said.
it now helng_ distributed to stores in
‘o York Siate and Pennsylvania
iy ough brokers. National distriliution
br oh'“F_ arranged through individual
T8 In various cities.
teaser recipe ads will precede
mul heavy newspaper advertising.
0 and television will be used as
d'ulrilb’ window banners and shelf strips
ingle ‘-"Ed_l'r the manufacturer. The
. tpecially item will be shipped in
Bl two-color corrugated cartons de-

‘I;i?lzfys.hr selling direct from foor

e e g [
liﬁﬁo:\al Wine Week
g ine Institute is sponsoring Na-
;‘I"'lll Wine Week Oclob!r 9.16. Fllert'
nalural ally in merchandising
e macaroni meal,
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Gwenn Wolfe and
Robert Buck Wed

Miss Gwenn Reese Wolfe, daughter of
Mr. and Mrs. Clarence William Wolle
of Bellevue Park, Harrisburg, Pennsy-
Ivania, was married Saturday afternoon,
September fourth, to Mr. Robert Carle-
ton Buck., Jr., son of Mr. and Mrs. Rob-
ert Carleton Buck, Bloomfield, Missouri.

The ceremony was performed by the
Rev. Dr, Viggo Swenson. in Zion Luth-
eran Church, Harrishurg.

Given in marriage by her father, the
hride wore a gown of white taffeta and
lace, made with a fitted bodice and
square neck line, the boufTunt skirt end-
ing in a chapel train. Her tulle veil was
attached to a cap of taffeta and she car-
ried a bouquet of gardenias and step-
hanotis,

Mrs. Roland C. Smith 111, Tyler,
Texas, and Mrs, Lester R, Thurston, Jr.,
Harrisburgh, attended their sister. The
bridemaids were Miss Elsie Bingham
and Miss Margaret Fleisher of Harris-
burg. All were attired in hallerina
length gowns of white taffeta and car-
ried crescent shaped bouquets of red
glamellias and ivy.

William Blue of Bloomfield, Missouri,
was best man for his cousin, The ushers
were Lester R, Thurston, Jr., Rolund C.
Smith 111, Tyler. Texas, John M.
Hughes, Harrishurg, Richard Ham-
mond, D. Paul Witmer, Jr., Hershey,
Pa., and Peter Zemo, Middletown, Pa.

The bride uttended Grier School.
Tyrone, Pu., was graduated from the
Katherine Sweeney Day School. Har-
risburg, und was u member of this vear's
graduating cluss of Stephens College,
Columbia, Missouri. Mr. Buck attended
Cape Girardeau College, Cupe Girar-
deau, Missouri, and University of Mis.
souri where he will be a member of the
senior class this fall, He served two
years in the U, S. Air Force,

After a short wedding trip Mr. and
Mrs. Buck will be at home in Columbia,
Missouri.
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Thomas R. Viviano to Wed

Two prominent food manufacturing
families will be united in Louisville
Thanksgiving day, when Miss Ruth
Carolyn Bloemer, daughter of Mr. and
Mrs, Frank I, Bloemer, will be married
to Thomas It, Viviano, son of Mr. and
Mrs. Thomas J. Viviano, The Bloemer
family operates the Bloemer Chili Man-
ufacturing Co., and Bloemer Food Sules
Co., distributors for several companies,
Mr. Viviano is a son of one of the ex-
ecutives  of Delmonico  Foods, Ine.,
former Kentucky Macaroni Co, Miss
Bloemer attended Webster College,
Webster Groves, Mo, und Ursuline Col-
lege. Mr, Viviano is o student at Notre
Dame, in whose chapel the ceremony
will take place.

An Inventor Puts

'Ribs' in Lasagna .

Stefano La Rosa, presidem of V.
La Rosa & Sons, Ine., Brooklyn mace-
roni manufacturers, has received Patent
2,686,720 for ribbed lasagna. Lasagna
is a ribbon of macaroni sold dried in
strips, The housewife boils it in water,
conls it with cheese, arranges it in a
tasteful layered or basketweave form.
hakes it and carries it hot to the table,
The ribs that Mr. La Rosa has added
give the lusagna strength in the dried
form, keep it from tangling when boiled.
and restrain the cheese,

Catelli Acquires

Dominion Assets

Catelli Food Produets, Lid, of Mon.
treal, lurgest macaroni muker in Can.
uda, hus acquired the assets of Dominion
Preserving Co., Ltd., through a new,
wholly-owned subsidiary. Habitant Food
Products, Ltd, in Montreal.

Dominion Preserving has been en-
gaged in food processing many vears,
its products including Habitant soups
and Primrose pickles, Plants are lo-
cated in and around Montreal, and in-
clude the largest pickling station in
Canada,

Comm;;a':L;;_l:;é—
Shows Profit

Commander-Larabee Milling Co, and
rrain operating divisions were responsi-
le for a substantial part of the earn-
ings of the Archer-Daniels-Midlund Co.
for the year ending June 30, A-1-M re-
ported about 3¢ increase in carnings
over the previous fiscal year's earnings
of 83,453,310, vqual 1o 83.21 per share.
An improved market and a long ranpe
program aimed at  streamlining it
plants and personnel aceounted Tor a
satisfactory year in the flour division.
The grain divi-ion is one of the more
profitable cperations and. barring ex-
tensive crop failures, will be a mainstay
for many year=. According to A-D-M's
president, Thomas 1. Danicls, the in-
creased earnings were due to the com-
pany's long range program of diversi-
fication,
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New PROGRESSIVE Long Good;s
DRYING SYSTEM

NOW IN SUCCESSFUL OPERATION

| SAVES SPACE

SAVES MONEY

Spaghetti 070° 11.8% Maoisture

16 Hours Drying Time

i DRYING CAPACITY MORE THAN

Conrad Ambrette, President, formerly President of Consolidated Macaronl Machine Corp.
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MACHINERY CORP.

{19 156 SIXTH STREET, BROOKLYN 15, N.Y.,U.S.A.
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FOR SIMPLICITY IN OPERATION ¢ o o

DOUBLED IN SAME SPACE
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OR BETTER QUALITY
FOR INCREASED PRODUCTION

e R R

FOR BETTER DRYING CONDITIONS

FOR e
LONG GOODS
\fu

e SRR LR

CONTINUOUS
SPREADER

|
:
VACUUM SYSTEM |
]
b
!

SHORT GOODS
CONTINUOUS PRESS

NOODLE
SHEET FORMER

TO PRODUCE
POSITIVE
RESULTS

VACUUMIZE

YOUR PRESSES

me AMBRETTE WAY

SEND FOR CATALOG FOR COMPLETE LINE

AUTOMATIC SHORT GOODS DRYERS « CONVEYORS o DIZ CLEANERS
NOODLE CUTTERS « AUTOMATIC NOODLE DRYERS « EGG DOSERS
AUTOMA'I'IC LONG GOODS DRYERS « MACARONI CUTTERS
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A NEW

HE New Mill Noodle and Macaroni

Company of Chicago has moved in.
to its new $250,000 building a1 1300 N,
Wood Street.

While the company carries the term
“macaroni” in its name, actually they
do not make macaroni but produce a
full line of noodles. Mr. Felix Basista,
owner and manager of the company, put
“macaroni” there in the event that they
decide to go into that phase of the busi-
ness some day.

Mr. Basista, a Pole, claims to be the
originator of Kluski noodles. The name
“Kluski” means noodle in Polish. It is
a broad, thick type noodle, closely ap-
proximating those made in the home,
*In fact," says Mr, Basista, “we have let-
ters from customers that say, ‘We served

Clean and light production depariment,

Kluski noodles to our family the other
night, and they didn’t know they were
not home-made noodles.” ™

Kluski noodles have grown rapidly in
popularity not only in Chicago, but in
cther markets. One housewile tells an-
other how good they are, and radio
spots on foreign lunguage stations in
Polish, Russian and German have helped
sales increase,

While Mr. Basista was born in Chi-
cago aboul forty-nine years ago, his
mother took him back 10 Poland when
he was just a year old. He was reared
in Poland, but returned to the United
States in 1923 al the age of nincleen.
Alter being a baker, machinist, res.
tourateur and laundry man, he began
=tlling door-to-door the home-made
noodles made by his wife,

In 1938 he set up shop on Armilage
Avenue. In a year and a half he necded
larger quarters and moved lo West Erie
Streel,

Today he distributes three quarters of
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Mr. and Mrs, Felix Basista

his output with his own trucks, making
direct 1o retailer deliveries in the city
of Chicago. The balance of his produc.
tion goes to other states through dis-
tributors, The new building is so
situated that the trucks can pull in off
of the street under covered docks.

The new plant gives the New Mill
Company twice the capacity of the old
cstablithment. They have {u-rn able to
improve their flour handling and pro-
duciion layout, and run all of their op-
err.itons in a single story. Press rooms
rn tleul\' of natural light through glass
rick walls, There is room for expan.
sion in the back of the present lot in the
event that noodle demand continues to
grow. Chester ], Tobolski of Chicago
was the arhitect,

Mrs, Basista no longer mokes the
noodles but works in the office handling
contacls with many of the old customers.

“Our success,” says Mr, Basista,
“comes from putting out a quality prod-
uct that closely approximates noodles
made at home—that and hard work
have put us where we are today,”

Recipes are given on the cellophane
packages containing the New Mill prod.
ucts, thus adding to the sales and ap-
petite appeal. On the Kluski packages
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there are the following authentic re.
cipes:

Eggs and Kluski
(Serves 6 to 8)

14 Ib. pkg. New Mill Kluski

6 egps

4 tablespoon salt

4 tablespoons butter

14 cup milk

1} teaspoon pepper

14 Ib. American type cheese (if

desired)

Cook New Mill Kluski as directed on
pkg, and rinse in cold water. Melt but-
ter in large skillet and add drained
Kluski. Heat thoroughly., Mix remain:
ing ingredients except cheese; pour over
hot Kluski. Lay cheese on top, Let
cheese melt,

Dry rooms are automatically controlled.

Ground Meat and Kluski
(Serves 6)

tablespoons shortening '
medium green peppers =liced)
tablespoons salt "
teaspoon red pepper (optiond
can lomalo soup ’
Ib, pkg. New Mill Klushi
Ibs. ground beef ‘
4 medium onions (sliced &
quartered)
teaspoon black pepper
medium can lomaloes

%, cup water
Cook New Mill Kluski as directed D:
pkg. and rinse in cold waler. I!ru:'
meat in hot shortening. Add gttﬂ:I rI:-
per and onion and brown; |I1rnt! fﬂ
maining ingredients and rook_lﬂ\ki S
for 25 minutes. Add cooked Kluski e
above mixture and simmer an additio
al 10 minutes.
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rT\ISURE THE PERFECT COLOR

IN YOUR PRODUCT

wri MIRROR-FINISHED BUSHINGS v vour pies

“$0 MUCH DEPENDS ON SO LITTLE"

RESULTS FOR MANY PROGRESSIVE USERS

. . . prove the unequalled performance

LET ME PROYE TO YOU
. . « the* | can produce the qualities in your products

e PERFECT COLOR

e UNRIVALLED SMOOTHNESS
e RINGLESS PRODUCT

e IDEAL COOKING QUALITIES

3252-54 W. 5th Ave., Chicago 24, lIl.
Telephone NEvada 2-0919

GUIDO TANZI
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More manufacturers — v(RCK VITAMIN PRODUCTS
ENRICH . improve the nutritional value

their macaroni for and consumer appeal
~“Point-of-Sale” punch Jf your macaroni and noodles

8
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O
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Make sure your macaroni products are enriched
so that you, too, may enjoy the dollars-and-cents
benefits of this increased interest in enrichment,

Macaroni products are being enriched
by more and more manufacturers who
recognize the potent consumer appeal
of enriched foods, Nutrition authori-
ties, including the Council on Foods
and Nutrition of the American Medi-
cal Association, have given fresh impe-

FOR BATCH-TYPE OPERATIONS — Merck ENRICHMENT

WAFERS: dissolve quickly; promote uniform enrichment because they J
resist chipping and dusting; disperse uniformly as the batch is mixed.
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FOR CONTINUOUS PRODUCTION —Merck ENRICHMENT

MIXTURES (32P and 12P): can be distributed uniformly; feed readily ‘.
and flow easily in the usual mechanical equipment.

MERCK VITAMIN PRODUCTS _;
FIR |
ENRICHMENT OF MACARON

tus to the Enrichment Program, The

Council reaffirmed its positive position
on enrichment in the January 9th, 1954
issue of the J.A.M.A.

MERCK & CO. InNc.
Mangfact ring Chemists
MAMWAY, MEwW JEABEY

Research and Production
for the Nation’s Health
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Glass-Surfaced Storage
Structure Announced

The Harvestore, o glass-surfaced steel
storage structure said 10 be the modern
solution of diflicult storage problems,
has just been announced by Sprout,
Waldron & Company, Inc., Muncy, Penn-
sylvanin, exclusive distributors for A.
0, Smith Corporation, manufacturers of
the equipment,

The glass-lined Harvestore structure
ends maintenance upkeep, rust and cor-
rosion problems and is five, weather,
wind and rodent prool.

Cprout-Waldron's Harvestore

A layer of glasy is fused to both sides
of r-lu-f plate and the Harvestore is con-
structed of many curved plate sections
all holied and sealed together. All work
in erection takes place at ground level.
Special tools, jucks and a superintendent
u} erection are furnished by Sprout-
Waldron,

Designed for use with the Hurvestore
is the A. 0. Smith sweep-arm mechan-
jcal unloader with which the materials
are unlvaded from the flat bollom (no
hoppers needed) structure. The un-
loader literally eats its way around the
bottom and allows the easy unloading of
material that has a tendency to pack and
bridge. The unloader is also udargnhlv
for instailation in existing bins and stor-
uge silos,

When desired, the Harvestore can be
furnished with a breather system of twin
vinyl plastic bags in the top and venled
to the outside air to prevent interming-
ling of ouler air with the structure’s
content: Units are also now in service
sloring air-sensitive materials in an in-

ert gas almosphere since the sealed con.
struction and breather system has many
obvious advantages for this type of ap-
plication,

Thoroughly tested and proved in the
field, the Harvestore is already in use
storing many hard-to-handle materials
such as various dry chemiculs, saw-
dust, ground cork, all kinds of meal and
rruiu (both whole and ground), rice
wills, dried milk, starch, flour and many
others,

The Harvestore is furnished in three
different diameters; 14, 17, and 20 feet
dnd in seven different heights, from 20
to 50 feet, Capacities are from 2500 to
14,000 cubic feet. For more informa-
tion, request Bulletin 29 on the Harves-
tore Structure and Bulletin 103 on the
Mechanical Sweep-Arm Unloader from
Sprout, Waldron & Company, Inc.,
Logan Street, Muncy. Pennsylvania.

Fuller Bulletin on
Pneumatic Handling

“How to Pull Dollars out of Thin
Air”, a bulletin offered by the Fuller
Company, Catasauqua, Pa., tells how
handling costs can be reduced substan-
tially by using the proper pneumatic
handling system,

Advuntages of the Airveyor and Air.
slide systems are given, including in-
formation on when to use each,

The bulletin concludes with a section
on the Fuller manufacturing facilities,
a look @l automatic operation, and a
data sheet for recording information
from which can be specified the proper
pneumalic system for a particular handl-
ing operation,

For copies of this bulletin G-2, write
to the Fuller Company, Catasauqua, Pa.

Seven Steps to Safety

The Hlinois Occupational Safety Com.
mitiee has suggested the following seven
steps to safety in an effort to help pro-
mole occupational safety:

(1) The will to stop accidents;

(2) Get help on the details;

(3) Locate the hazards;

(4) Make the job safe;

(5) Control work habits;

(6) Keep simple records;

{7) Follow up.

An injury results from romething
wrong, which also causes delays, dam-
aged material, damaged equipment, dis-
satisfied customers, rework, and poor
morale.

Your best

cancer insurance...

“LIFETIME" I'OLICY..,
See your docter erery year
for a thorough check-up, no
matter how well you fecl.

“DAY-TO-DAY"” POLICY
...8ce your doctor immedi-
alely at the first sign of any
one of the seven danger sig-
nals that may mean cancer
(1) Any sore that does not
hieal (2) A lump or thicken-
ing in the breast or else-
where (3) Unusual bleeding
or discharge (4) Any change
in a wart or mole (3) Per-
sistent indigestion or dilli-
culty in swallowing (0) Per-
sistent hoarseness or cough
(7) Any change in noriul
bowel habits.

Many cancers can be cured,
but only if properly treated
before they have begun
spread or*‘colonize” in vther

parts of the body.

For any information nhout
cancer just call the Amer-
ican Cancer Society or wrile
to “Cancer” in care of your
loca! PPost Office.

American
Cancer
Society

®
L —

THE NEW PLURIMAT MACHINE FOR
(OILED SPAGHETTI, SPAGHETTINI, VERMICELLI & NOODLES

Theabove pictures illustrate the “PLURIMAT" machine attached to a "MACRI" press with special mush-
toon attachment, This machine can make either one or up to five separate coils in a row on the tray
from very small diameter to 5/64". For Noodles just as the length of the Skeins can be controlled so
& the width vary from 1-3/8" to 2.3/8", It is equipped with a speed variator for attachment to an
ddomatic press, It is supplied in two models, either single or double depending on the production

Wiite for full particulars to:

Eastern Zone: LEHARA SALES CORPORATION

16 E. 42nd St., New York 17, New York

Western Zone: PERMASCO, D f Winter, Wolff & Co., Inc.

1206 S. Maple Ave., Los Angeles 15, California
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AUTOMATIC 'DUMP* TRUCK SPEEDS PRODUCTION—This speci.
ally designed electric fork lift truck dumps a half-ton load of blended
cheets mirture into stainless stesl continuous laydown pasteurizer,
Two such trucks, equippad with dumping attachment, service hopp
and pasteuriters on & split-second schedula essentisl to cheese pro-

KRAFT USES FORK LIFT TRUCKS—Automatic Skylitt fork it treck
leks up 1,000.pound load of blended cheese from hopper af Kraft
Fudl Enmplny'n Sacramento boulevard plant in Chicago, for tam-
porling fo pasteurizers where contents of "bucket truck” will by
dumped by speclal Aulematic attachment en forks, Two truels e

RRy

L

AUTOMATIC TRUCK MOVES THROUGH ENCLOSED TRUCK
DOOR—Ten enclosed truck docks at the Kraft plant permit handling
orouﬂum detpite bad weather conditions, Here, palletized cartons
of Kraft American cheese are taken through weather barrier door for
loading onto waiting highway truck. Kraft's industrial truck flast in-
eludes 26 Automatic Transportation Company Skylifts, like the one

Tond rall milng on plant's

above, to service the truck docks and enc
first floor.

wsight hoppers and seven pasteurizers on piant's sacond floor,

WALL PORT CONVEYOR SPANS RAIL SIDING—To ulilie fully
wnloading ares, Kraft Foods Company employs wall ports opening
out to fruck park on other side of wall, Discharged truck carge flows
vis conveyor across siding batwesn bozcars, where incoming raw
chesses are pallatized and teken by fork lift trucks fo plant’s finst
floor coclers or third-floor cheess blending and grinding ares.

From Shipper to Shelf
In 90 Seconds

Fasy handling is the Kraft Food Com-
wny's appeal 1o grocers to place Kraft
Jinner on their shelves. Kralt's open

shipper does the trick. The grocer, up-
on receipt of the shipper, simply re.
moves the special lape and the shipping
carton opens like a pack of cigarettes,
The case makes a display tray for twen-
tv four Kraft Dinners packed upright
ready for quick price marking. The
tray is then placed on the shelf with
mass or related item displays. Each
package of Kraft Dinner carries a food
idea_illustrated in color to help sell re-
lated items, There are four different
ideas in cach case, So the grocer saves
lime in unpacking, pricing and shell-
stocking and pels |minl-o‘-ﬁu|l.‘ help us
well,

Elec-Tri-Pak Bulletin

Triangle Package Muchinery Com.
pany of Chicago announces the avail-
ability of a six page bulletin, “Profit.
able Solution to Your Package Filling
Problems”. The bulletin describes Tri-
angle's line of ElecTri-Pak net weighing
and filling machines and lists the ad-
vantages of using a versatile Elec.Tri-
Pak unit 1o do many of the packaging
jobs now done by hand. Six models
of EleeTri-Pak, from automatic, one-
scale Model A1C to the three-scale
Model A3C are described in the bulle.
tin. The bulletin also poinis out that
there is a semi-automatic or an auto-
matic Elec-Tri-Pak machine for pack-
aging nearly any type of dry product
into most any style conlainer,

Fiberglass Tote Pans

A new lightweight, NON-COrTosive, Te
inforced fiberglass plastic tote pan has
been developed by the Molded lllu'r-
glass Tray Co., confectionery products.
meats and chemicals, x

The new rugged tote pun provides
a 50 per cent weight reduction over "[-‘
metal counterpart and has stacking pacs
molded on the outside of each corme!
for secure locking and for uddll_wn-}'
reinforcement.  The toteline pan 1= die
mensionally stable from minus 0 "':

rees Fahrenheit to 250 degrees Fa urul
Eeil. It will not dent or bend out ¢
shape. The pan resisls most rlu'mul‘-!:
has a smooth, non-porous, easy10-* "‘:“
surface which requires no ramhnF 4
other maintenance—even if the %
are stored out-of-doors,
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Specialty of

Macaroni Machinery
Since 1881

Presses
Kneaders
Mixers
CuHers
Brakes
Mould Cleaners
Moulds

ALL SIZES UP TO THE LARGEST IN USE

N.Y. Office and Shop 255.57 Center St.

New York City
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DEEP COLOR EGG YOLK

American & Berks Sts.
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AMERICA REMADE

'l'IIF. past twenty-five years have had
enough change packed into them to
do for a century, The effect, in retro-
speet, is dizeying.

In early Octoler, 1929, business fel
confident and sccure, and yet that was
the month that saw the great t-han‘u'.
the start of the Great Depression, By
Novemher, gone was the comfortable
sense of security and confidence, And
it never came back, The economy had
turned and was starling down the long,
slow, grinding road towards collapse,

The Depression lusted a long time,
and there was no real relief until World
War Il when war production brought
prosperity, Following the end of war
there was an uneasy peace rather than
u feeling of security. The depression
expecied to follow the war, however, did
not develop, There was a great demand
for civilian goods which kept factories
busy and lurmr employed to maintain
purchasing power. Since then our econo-
my has continued to expand and grow.

Everything Is Bigger

During the past 25 years national pro-
duction nun more than doubled, and for
sheer size, sheer power, sheer ability to
sroduce, there has never been anything
|ikt- onr present economic machine. Last
vear we produced 112,000,000 tons of
steel, 7,000,000 cars and trucks, 1,000
(00 new houses, 275,000,000 tons of
food, 7,500,000 tons of machinery, and
over 350,000,000 tons of petroleum
products,

Our population has increased by 0.
000,000, which in itself provides a big-
ger market for everything, But, the
areatest factor in our expanding econo-
my is the increased earning power of
the lower income groups,

Twenty-five years ago the greal hulk
of United States families were able to
buy only the necessities, The great
achievement of the 1920's then was that,
for the first time in history, nearly
eversone could afford the necessities.
However, more than 60% made less
than 83,000 per year and the purchase
of even the smallest luxuries was lim-
ited. No one gave much thought as to
what motivates the consumer to buy or
not 1o buy. Now over 60% of US,
families have an income in excess of
83,000 and more thun 505 are in the
bracket between $3,000 and 87,500 per
'\'l'llr.

More Spending Power

This is the group that now has “dis.
cretionary” spending power. It is upon
their spending power that the economy
must depend to maintain the continuous,
expanding demand for all kinds of
vaods for easier. more compfortable, and
more leisurely living. It is this group
that has made necessilies of most one-
time lusuries, And it is the insatiable

In 25 Years: Depression — War — Boom

desire of this group for these new neces-
sitics that keeps up the drive of the
growing economy,

The family car—once regarded a lux.
ury—averages one to a family. There
are over 45,000,000 cars on the road to-
day. The automobile industry provides
employment for abomt 127z of the Na.
tion's labor force and accounts for about
10% of the gross national product,

New growth tokes place with the in-
troduction of new big products, 6,000
television sets were manufactured in
1916, which expanded to 7,000,000 in
1953, 65% of American families pur-
chased TV sets in the seven year span,

Today there is a larger mass market,
and the so-called class market has prac-
tically disappeared. The market is more
mature hecause it is better educated and
it's older,

Advertising men are keeping a sharp
eye on this growing maturity of the
market, and radio, |l'lil'\'iaiull and maga-
zines have had their influence on rural
buyers. Today the farmer's wife and
daughter want the same kind and style
of clothes that are being worn on Filth
Avenue,

Mass production has made the price
per unit small,  Electrical appliances,
ofice machines, garden tools, once treat-
ed with care and well maintained, are
now used to their ultimate and replaced
rather than repaired. This keeps the
market going for every kind of product,
and swells the demand for new plants
and new machinery for production at
the lowest possible cost,

Bigger Government

In 1929 Government purchases of
goods and services amounted to a little
better than 16 of the national gross
sroduct. In 1953, it was over 16%. It
was varied greatly over the twenty-five
vear period, as high as 40% during the
war years and as low as 8% in 1950,
and it will continue always to be an
important prop under the national
I,'('[]"()my.

In 1929 any tampering by Govern-
ment with husiness met with deep sus-
picion, 1t was generally assumed that
such tampering could have only un.
healthy results, Since 1929, there has
been a great change in this attitude. A
social-political-economic revolution has
taken place. The result is a new philoso-
phy of Government, It started in the
early thirties with the “New Deal”,
when Congress voted a $200,000,000 re-
volving fund for loans to the states for
reliefl of the people in need. Then, in
1933, the Civil I\Vorku Administration
was launched which provided work for
1,000,000 people at a cost of $900.000,-
000, and an additional $10,000,000 in
the following years. The basic aim to-
day is to prevent the need for relief, but
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there is no doubt that the Governmey
would act promptly and in mass if the
need arose,

The enactment of the  Employmen
Act in 1940 definitely established the
Government’s responsibilities 1o contpol
business cycles and to muintain an e
panding cconomy, the maximum en.
ployment, production and purchasing
power,

The powers contained in the act were
of long standing, having been developed
iece-meal to r:(l|||e with the Depression,
‘hey guaranteed purchasing power 1
the farmer through price supports; pur
chasing power 1o labor through mini
mum wage, unemployment compensa:
tion, and social security; aids to hous
ing; loans 1o business; public works
To curb excesses, margin requirements
for buying stocks, regulations and re
strictions of the stock market in general
controls of personal credit mortgage
terms for federally insured housing, and
manipulation of reserve requirements
and rediscount rates were created, Oul
of these changes there developed a bie
er and more prosperous market and a
r‘igper and immensely more powerhu
Government.,

New Kind of Management

In the past twenty-five years the

philosophy of husiness managenent has
changed radically, The fact is that the
profit motive is no longer suprenmc.
corporation president today aveepls &
a regulur part of his {'uh n.'s|llur|.-|hl|.lllr‘
1o the community and the nation ukin o
a public officiul. In contrast with 1
closely knit corporate organization o
25 years ugo, ownership of the large
corporations toduy comprises so mat
stockholders that they simply merze it
to a general public. They are cupable o
bringing greal pressure to bear o ant
management. With regular detailed 1
reports to the tax collector, repotts ©
the Securities Exchange Commission {
all of the essentials of a company’s opet
ations, controls by the I-'mlu-u._ﬂ Trade
Commission, and the punrii-ihl!‘ of a
Congressional investigation of a mm;
pany or an industry, there can be l:t‘t
yrivacy in corporate munagement “"l I-'
This new open atmosphere i 8 healtht
one for business, and a sized
tion actually welcomes the new ¢
tions, The modern corporation 1= ¢ "
stantly faced with the necessity 0 J“-‘k'[
fying its actions lo the public in 0ret
16 overcome the tremendous load 0} 8"
tagonism and anti-business feeling [':"“
the Depression and the early day ¢
New Deal.
: Businesses and the markets they i
have become so large and respons il
ties so broad that the executive JO8 5
become too great to be perfoﬂ:ﬂf_“ |=n
single decision making, administe

e propor
ondl:
on:
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rrndn_v'u dollar-conscious food shop-
per is mighty cagey about how she
spends it. And, more than ever, she's
nutrition conscious, too. No wonder
that enriched products, in step with the
modern food trend, find her much more
willing to part with that dollar. (For
instance, the fustest moving item in
grocery stores is enriched bread). Your
macaroni products will move off' gro-
cers’ shelves faster when they meet the
buyers demand for enriched foods. Keep
pace with enrichment. Give your prod-
uct this added sales appeal.

BETS

(The original food enrichment tableh) {Brand of food-entichment mistvre]

FOR THE BATCH METHOD FOR CONTINUOUS PRESS

__Both Enrich Macaroni Products to Conform__|
with Federal Standards of Identity

ACCURATE, ECONOMICAL
EASY ENRICHMENT!

tosaie Aoty j

Consult Sterwin's teehnically-trained represent-
atives for practical help in starting your enrich-
ment program with 1-E-T-8S or VEXTRAM.

B! debivery fy '
+ depot el kealty locatad Subsidiary of Sterling Dev Ine.
. N Y 1450 BROADWAY, NEW YORK 19, NEW YORK

City Mo |} Minne

Evanston

les San Franciveo
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head. Professional techniques have de
veloped a professional managerial class.
The college graduate today seeking 1o
bhecome a business execulive enlers a
husiness school where he becomes fa-
miliar with all the ramifications of busi-
ness munagement, e may specialize
in some particulor phase of manage-
ment, such as marketing, personnel and
‘Hllrlii' relutions or accounting, Since
929 professional managers have done
much to gain the approval of the rest
of the business [raternity, the govern:
ment and the public, Many an econo-
mist will agree that the country pulled
smoothly out of the 1953.51 recession
muinly hecause munagement kept ila
nerve, and went ahead with plans for
new plant and equipment in the face of
such ominous signs as rising unemploy-
ment and dwindling orders,

Labor-Management Relations

In 1929, unions were weak and scal-
tered. Public policy toward them was
pussive, and though the government did
nothing to suppress them, no restrictions
were placed upon employers in prevent-
ing labor 1o organize, On the contrary
government often aided in keeping in-
dustry free from organization. In 1932
this attitude was changed first by the en.
actment of the Norris LaGuardia Act, re.
moving the federal court's power lo re-
strain union activity by injunction, and
second, by the New Deal's intensive sup-
port of labor, never before ap roached
in America’s history. While these two
events encouraged and promoted union
organization, they are not wholly ac-
countable for the tremendous upsurge
in unionism,

Business did not oppose the union
movement, It seemed to have lost its
nerve and the 1930°s saw an expansive
growth in union organization. By 1910,
union membership had reached 12,000,
00, They were new massive ngencies
with greal economic power operating in
mass producing and mass employing in-
dustries. When the war broke, the union
movement was one of the greal powers
of the land. The no strike pledge and
appointment of the War Labor Board to
adjudicate disputes took us through the
war with little work stoppuge. During
the war, the union membership in-
creased by 3,000,000 and the unions
were secure throughout heavy industry,

Late in the year 1945, a number of
strikes took place that in the following
twelve months resulted in o new record
for time lost through labor disputes.
Public apprehension became so great
that union activity became a national
political issue in the 1916 Congressional
elections, The Taft-Hartley Act was
passed by Congress in 1917, Tts effect
was 1o make it more difficult for unions
lo organize and |vﬂ|ﬂl‘ﬂl! new areas,
and it placed a heavier legal responsi-
bility on unions for their actions. More
important than the law was the “recov-
ery of nerve” by management. Collect-
ive bargaining became a two-way pro-

THE MACARONI JOURNAL

cess when General Motors took the lead
in dealing with the United Auto Work-
ers and succeeded in negotinting the
cost-of-living escalator contract in 1948,
Later contracts have demonstrated the
new atlitude of management in the two-
way burgaining process. In the early
30%s the union’s hig job was to establish
themselves in mass production indus-
tries. They had not Iwm organized in
these industries pricr to the 39's so all
efforts were bent on gaining recognition.

By 1940, having ochieved this, they
set about getting what was termed union
security, Membership as a condition of
employment_ was the aim in order o0
firm up their bargaining position and
build their membership rolls. At the
same lime demandsZfor more money
were advanced to “keep wages in pace
with the cost of living.”

Novemlier, 195

Federal controls on inflation py
ceiling on the union's activities i rai:
ing wage rates, The demands shified y,
u series of Iringe benefits such as paid
vacations, rest periods, pay differential
between shifts, insurance and pension
Illnus. A puaranteed annual wage hy
ween |lr(ul|¢|ll up on many oceasions and
is on the agenda for settlement at some
near future date, Fringe benefils wil
doubtless come in for much negotiation
in the 50's.

These changes in managementlabor
relations have revised the provess 'y
which many importumt decisions are to
be made, Many decisions once made by
management by itsell, must now le
made in cooperation with labor. Man.
agement will' find that there are fewe
and fewer things it can order its worl.

(Continued on page 42)
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THE REVOLUTION IN FOOD

FO(ID is still the country’s most im-
portant industry. It is nnl{ after the
consumer buys food that he buys other
things, and as the relative cost of food
oes lower, more disposable income is
rsll for other industries,

Far fram expecting a postwar rise in
the perceitage of income spent on food,
most economists looked for a decline—
to_pechups 207, The inaccurate fore.
casts of the postwar food market were
hased on one general proposition: the
higher a family's income, the smaller
the percentage of income going for
food. The rate of decline varies from
one income group to another. Still the
general principle holds true: at any
moment in time, the groups with more
income spend ‘a lower percentage of
it for food.

The food industry consists of farm-
ers, brokers, restaurateurs, grocers, meat
packers, roadside stands and peanut
vendors, and em&nluyl some 10,000,000
persons. Since 1929, the balance among
all these people—their relative import-
ance—has changed significantly.

Twenty-five years ago city dwellers
relied on the butcher's boy and the
grocer’s loy, and, if the housewife
went to the market instead of telephon-
ing, she did it in the daytime. the only
time the stores were open. Herc the
clerk nssembled the order on the coun-
ter, having to weigh out and package
many of the items himself.

Meals for the most part were heavy,
starchy, and for com{:nny—clnbnrnle.
Cake and much of the bread was home-
baked, while fruits and vegetables out
of season were unheard of. About 5%
of the population ate small steeks or
loin lamb chops for lunch and a rib
ronst for dinner, while a much, much
larger group ate thick salami or cheese
sandwiches for lunch and spaghetti or
stew for dinner.

The kind of food consumers are

eating today has changed enormously,
and is still changing fast, The bulky
carbohydrates have been the big lown.
Per capita consumption of flour and
grain products is off by 187 from 191
and potatoes and sweet polatoes are of
by 23%. But meat (including poulte
and fish) is up 9%, vegetables are o
560, eggs up 29% ond duiry produds
(excluding Lul!rr) up 104, )
The worker's family today is catitt
better than the rich man's family
in 1929—more nutritiously, al least. s
no less lavishly when it comes to o8
of-season foods, In the social revols
tion, the average American has v
graded both his paycheck and his tades

People are ealing more nonfattenist
easy-lo-prepare  meals, partly  becase
they are Jirl-:‘nnu‘luua. partly becast
they can afford the comenente t
recent years there has heen a W
expansion_of the middle class b
around the $1,000 - §7.500 mwﬂl
groups. Right now there are 100008
family units in this categor. a0 thet
vomprise 3506 of all the ’:!mlhl“ﬂ
the U, S. This booming middle cls#
has got its hands on som¢ 120¢
the spendable income in the countr
It is this group thut wanl> not unﬁ‘
better food, but s prepured to pa¥ -
whatever services the food indlustry o
provide.

The most spectacular benefits !N:
this increasing consumer demand
service have accrued o the fm!l'll'l :
industry, now turning out aboul 13,.1
000,000 pounds of food a year. DU %
services provided by frozen {.,.nl_...[]-“
packaged meat and canned baby -
for example, are only part © a I
wrend to service, The trend also inc
air conditioning in uupcrmlrk'u »
television sets in rectaurants. t
includes the swollen vcosts of .
storage, transportation, rufrigeratiof
sembly, elc.

_\'ﬂemlﬂ, 1954
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Macaronl Dies

180 Grond Street, New York 13, N.Y., U.S. A,
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Twenty-live years of change in tastes
and buying power finds food processing
and  distribution still trying 1o eatch
up with the times, Here's what is hap-
pening: (1) high lahor costs have led
to more sell-sorviee, eliminating many
clerks and  dilivery hoys;  (2)  self-
servive has demanded more and more
wepackaging:  3) the two together
,mu' resulted in a rapid rise in the chain
supermarket carrying every kind of
food; (1) . food manufacturers have
expanded their lines in order 1o more
eficiently supply the supermarkets and
to puard against seasonal ups and
downs. In just a short while food manu.
fucturing has become a highly engin
cered, mass-producing industry,

According 1o Progressive Grocer, it
appears that there are about 17,000 sup-
ermarkets in the US. today, with sales
ranging from the minimum to about
$100,000,000, Though they represent
only about 1% of all grocery stores,
they account for 116§ of all sales,

Puckaging, refrigerating, and [reez-
ing have reduced spoilage, thus helping
stores lo reduce markups. Intense com-
petition between specially stores and
vhains, and between rival supermarkels
has kept the profit margin to a mini-
mum—helow 3 on the sales dollar.
Distribution costs. are difficult to cut
down,

The only other alternative is to cut
manufacturing costs, and this is where
big changes are expected in the next
quarter century, The trend is toward
bigger and more ellicient plants,

It is quite apparent that the food in.
dustry is a big market for the products
of other industries. Yet in spite of
the engineering and research talent
available, these other industries have
harely scratched the surface of food
processor’ needs for better machines.

The restaurant industry has fared
rather strangely in the postwar food
hoom. Though it now sells 813,000,
000,000 worth of meals annually, it
has about the same percentage share of
food expenditures today as in 1938,

In the foud industry itself while
consumers have become acclimated to
spending more for food and to spending
for letter, nore convenient items, the
big changes of the past six years have
been caused by the movement of con-
sumers pust the 81,000-income line.
Right now the market is split. It may
he divided, with extreme simplification.
into the jood market (below $1,000)
and the convenience market (at the
higher levels).

If the food industry continues lo
exhibit as much technological talent
and marketing ingenuity as it has in
recent years, it is hard lo say just
where the houndaries of its market lie,

Sales by food stores rose 4.7% last
vear to reach a total of $32,.606,000,000,
according to the seventh annual report
by Food Field Reporter on how and
for what the consumer spends her
money.
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OPTIONAL INGREDIENTS

TITH durum in disastrously shori
supply for the second consecutive
vear, macaroni mukers are looking with
yenewed interest at the optional ingre-
diemts permitted by the Federal Stand-
ards n, Identity,

‘The Federal Security Agency says,
“Macaroni products are the class of
food, each ui which is prepared by dry-
ing formed units of dough made from
semoling, durum flour, farina, flour, or
any combination of lwo or more of
these, with water and with or without
one or more of the opitfonal ingredients
specified: (1) egg wllile; (2) disodium
shosphate; (3) onions, celery, garlic,
Imy ‘ru!. or any lwo or more of these
in u quantity which seasons the food;
(1) salt; (5) gum gluten,”

Further along there is provision for
such ingredients as milk, whole wheat,
soy, and vegetables such as tomato, ar-
tichoke, beet, carrot, parsley, spinach,

Macaroni products may also be en-
riched with the B coiple « vitamins, vit-
amin D, iron, calciust « heal perm and
yeasl.

Vegetable Mucaroni

On August 25, when the Wall Street
Journal came out with a feature story
on “Spaghetti and 158, ke Microscopic
Spore Hitting Durum Wheat Fields”, a
special feature was made of the item
on “Sales Rise for Maker of Asparagus
Macaroni”, Musolino Lo Conte Com-
pany of Bostog were reported 1o be
seeking |mliunal{||iulrilnutirm of this new
asparagus  macgroni product,  Not
flavor, but increased mineral content is
the hig sales attraction, says Anthony J.
Musalino. He says the asparagus type
macaroni has four limes as much cal-
cium and*phosphorus as regular maca.
roni. The asparagus is made into a
puree and then mixed with the flour in-
gredients in processing. The firm re-
commends a retail price about a nickel
a pound over the price of the regular
product,

Enrichment Ingredients

Enrichment ingredients have taken on
new interest with the shortage of durum
this year. Some mills are now offering
products enriched at the mill. Enrich-
ment ingredient manufacturers are pro-
moting the use of their products because
of the added color they give to the mixes
now made predominantly with hard

; spring wheat as well as the nuiritional
¢ contributions made,

Egg Whites
~ Egg whiles are being used by an in-

creasing number of macaroni makers 1
give added cooking tolerance 10 fhe
products being made out of flour mix.
tures with greater hard wheat conten,

For some years now the Quartermas.
ter Corps has asked for egg white ta be
added to the products in canned rations
hecause it not only gives the produd
greater rigidity, but greater strength
under pressure retorting. The canned
ration  Ground Meat and  Spaghetii
specifies that the spaghetti have two
pounds of egg albumin solids added 10
cach hundred pounds of granular durm
product used in the manufacture of the
spagheutt, . This takes full advantage of
theé eggswhite solids which cannot e
added in quantities less than 0.5 and
no more than 2.0% of the weight of the
finished food, according to the Stnd.
ards of Identity.

The Army ration of Ground Meat and
Spaghetti is retorted at 250° for a two-
hour period. The Quartermaster Corps
maintaing that an ordinary product
without the egg white would mush up
quickly under such conditions. Ege
white sets up in a firm jell st 115° F,
At 1502 it hecomes a solid mass as ina
hoiled egg. .

Lpg whites make significan! contribu:
tions of protein. One hundred grams,
edible portion, of egg white contains
10.8 grams protein and B7.8 grams of
water. It has no fat and contains 50
calories in this amount.

Egg whites are an economical buy o
day, selling on the Chicago markel in
mid-September at 11¢ to 12¢. This
represents a sizeable decline from u yeat
ago when the price was 31¢ 1o 35¢ 3
pound for frozen egg whites. Breakert
attribute the marked decline in valve
to the fact that cake mix manufacturert
a year ago look large quantities of rF;
whites and drove the prices up. an
then withdrew from the market. W hites
have been dragging on the markel sinee.

Gum Gluten

Gum gluten has been added 1o ma
caroni products by some munufacturers
in the form of ghiten flour. Only & ¥
suppliers have this product although ':‘“
creased interest is attracting nl'"“'-‘ "l‘
the market. It is currently .-«j“lllbll or
about 33-V4¢ u pound Lob. “llll\!!'" ':'::
Ohio, shipping point of the RICEE
Starch Company. bt i

The Quartermaster maintain o

hite rather
they prefer the use of egg Wit 10
than gum gluten because il has
acceptability under taste lesis.

R

IF'hat Customers Spent Jor Macaroni
1953

. cores (Add 100)
Pr%ng;:s in Food Stores fl 5;5[

omestic Sales i Domestic Sales in Domestic i ::r'

C:fv:,:;;'::'r'm F(m:}[ .N'u':rs f.'c‘mmmpn'un Food Stores ’:‘-’""“"!"";m ke ,1:7'5"

Spaghetti - 890,200 867,120  8$85.180 861,510  $82,380  Tioey

Macaroni 79400 50980 75460 48920 72830 - freg
Noodles  6B7I0 43,300 67,020 ~ 42630 . 61210
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Now Improve Your Macaroni...

New Economical Way to give your
macaroni greater strength, more
lolerance, additional protein!

Armour Cloverbloom Frozen Egg Whites or Spray-Processed Egg
White Solids are the finest. for macaroni. They give you the
smoothness you want. And, because they are odorless and bland in
flavor, the delicate flavor and aroma of your macaroni is protected.

You can actually improve the quality of your macaroni and gain
an advantage over your competition by using Cloverbloom Egg
Whites. Not only do they give macaroni more rigidity and greater
stability when cooked, but they increase the protein content. By
using them you also eliminate mushing of cooked macaroni caused

by low Durum content.

X 7
1 1Mk yout Armour Salesman, or write, for the full story on how

¥ou can use Cloverbloom Egg Whites, frozen or solid, to make
macaroni products and eliminate the Durum shortage problem.

ARMOUR AND COMPANY, Chicago 9, lilinols

Solve Durum Supply Problen:!

1

R T

Be sure lo conlact Armeur and Com-
for your Egg Yolk Solids end
Egg Yolks. Thuy're Armaur Clo-
m qualily, tee, se you know
thay're good.
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Sanitation
By JAMES J. WINSTON

N ANAGIVIE T e sl af

Lo oprin v e i als andd prand
wels by cacefal ndenes ation ol pra-
tieal hows heepin: costions

The owner o0 tae Pt shonld place
i change o cooopetent e eentive in this
most ampurtant vhoee of fowld provess
ing, He shombd Leoa = tation experd
who will make Bis recommerddations o
panagement a matter of record Al
i survey of the plant's sanitary skt
followed by recommendations for im-
provements in plant and housekeeping.
vor hove the basis of a sanitation pro-
sram that inchudes these seven prae-
tieal steps:

11 Make sure your plant is strue.
tnally okav., A detailed report shoubid
point out the wiy, for management to
carry out the necessary improvements
s0oas o mmpi.\' with sunitary regulu-
s,

12y Fxert care in cleaning  ma-
chinery, with precantions taken 1o eli-
minate aecumulation of dust and grime
in dead spaces, .

i Cheek |||-|-n||.|| ||§;:i|-|||' ul em-
plovees with empliasi= on the avail-
ability  of  clean washroom facilitivs,
Girl workers should wear hair nets,

1 Apvange Tor esterminating sery.
ive 1o help eliminate pests, This service
should be weekly with special attention
given 1o all vulnerable and  critical
ureas,

130 Handle and store vaw and finish.
el goods properly. Materials <hould e
placed at least 18 inches from the walls
and  wooden  structures showd e ree
lllll' |'|I W nh ““'hll Ones,

1 Use non-tonic insecticides 1o supe
|||l'l|||'||i work done by the hired exter.
minator,

(T Insist upon “wideawahe™ port.
et service, The necessary tanls <hould
b available and a specibe sanitation
program shonld be mapped om0 keep

AT THE OPENING of the Chemical Labora.
tory of the Reiearch Laboratories in Algiers,
These fine facilities for rotearch work in mill.
ing, baking and macarcni manufacture were
dedicated this spring. Benj* n R. Jacobs,
Director of Research Emeritus of the National
Macaroni Manufacturers Association is in the
center of the piclure in the light suit.

FHE MACAKONT JOURNYAL

o

JAMES J. WINSTON

the worhers postedd on their datic- un
a divetaday Lasis,

1t i also advi=able o supplement the
sanitation con=ultant’s servives with the
chemist’s microscopic examination foy
foreign matter, Management with the
||||||t|'l l|.l|.| vian |||' more |||-IU1||IIIIII'
in e choiee ol sappliers il thas
avaid possible confliet with the an

Provessors of veveal produc:. should
make  carelul checks of all s of
farinaceons nunerial recenved, and pare
iealar attontion paid 1o the cars inter-
ior aler it is unloaded. This is one
eriterion for determinioe whether the
vaw materials are areoong under gomd
sanitary conditions,

Elimination  of yodezis outside the
plant must be resolved o a communi.
v alloir wherein cach member does his
paart in esrrying ont i sound sanitation
program. A fundamental policy in each
plant should be 1o ascertain that all
doors leading to the street are construel-
ed or repaired =0 as 1o come Hush with
the Hloor or gronmd o prevent the com.
ing and going of rodents,

Quaker Oats Profits Up

Ouaker Outs Company’s siles and
varnings for fiscal year 1951 ot an
all-time high although they were less
than 19 above 1955, Nel profit was
up 6.2% 10 8288 a commn share,
compared with 82,23 in the prececding
vear. Great Britaine Denmark and Hol-
lanel companies all had increased sales
and profits. Canadian subii
comnted for 1197 of sales and 17; of
profits in the fiscal year 1951, as con®
pared with 117¢ of sales and 29¢ of pro.
fits in fiseal 19535, Net investments in
plants were hoosted by 83 million 10 817
million. Among the larger undertakings
were @ warehouse at Shiremanstown.
Pa. and conversion of the Memphis
feed plant o bulk handling.

diaries ae!'

Nevemilur, 031

Plant Sanitation Essential

Toe o bolleting b0 Neciniatiog o
Jamnes 1 Winston < ovs that G wpisn.
s samitation o e Tood sty
agranin mide Emporiant s g e gy
il report rendered b the Fad g
Deng Admanistration fov the ves 1953

e

A mijority of the peadins seizd gl
Jven |l!l‘|l.ll'l| o stored vnder eanis
tnry contthitions wl contained vy
ob Toreign material such as e g
vodent watter It o vl
nearly AN fons on shont PO foans
week of decomposed ar Bl aitmin
ated food was emeved frosn msumer
channels, OF this abont onefoanl lad
hecome andit after a0 bad Beon Dipped
by the producer

The following action- we e Lihen o
wavarond and pondle prodiots for the
vear 1050 There were 10 seizes ba
Froond amd Druge vesulting in 7 vriming
l'lll'l'l llli\lll‘. 'l!'l' Wil lh'lillll I |||
import =hipments,

In the total of 270 coiminal atioe
erminated during 1955 the fwes paid
o aesessed i vases pending onapped
votaled 8116478, The heaviest fne ina
<ingle vase was STOLRY, il senteners
were imposed in 17 cases involving 1Y
individuoal  defendants, The centenees
pameed Trom 2 months to 1 vear and
crazed 8 months and 8 davs

Pach mannfacturer should make oo
tain that he has in operation an eflediv
ane sond sanitation progran

Enrichment Prices Reduced

VMerch & Company annonmeed
September that the price o thiamine
bvdrochloride and  thiamne menon
vate had been redueed frone 153 1
100 per kilo. This redition will le
pellected i lower prices for i
mistures containing thiamoe

Farichment  for macars -;"i“‘t"
calls Tor 100 me. of thigmee ""'!
of ribollavin, 2,500 mg. ol e

1100 myg of iron. Mereh™s o 'I'I"l
these  ingredients i now =l 1Illl‘
£1.54 u pound in denumes ! b s
ponndds, Ingredients i w v @
||||u1|-:| al 80170 per thonsaod

e
ooy

M. PIERRE YASSARD, Secrelery
the Industrial Committes of Milling,
and Macaroni Products Tnull_nnlt_!qv i
Fi . shows his guest, Benjamin S
ll::m;::iiiliu in the Rmur:h_L-bou;orF:m
Algiers. Fine durum is raised in Nor!

\aember. 1991
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JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemists, specializing
in ol matters Invelving the examination, produc-
tion «nd labeling of Macaroni, Noodle and Egg
Products.

|=Vitemin: and Minerals Enrichment Assays,

1—Eqg Solids and Color Score in Egg. Yolks
ond Egg Noodios,

3=Semo'ina and Flour Analysis.

4—Rodent and Insect Infestation Investigations,
Microscopic Analyses.

§—Sonitary Plant Inspections.

James J. Winston, Director
156 Chambers Street
New York 7, M. Y.

NOODLE MACHINERY

\WE SPECIALIZE iN EQUIMENT FOR
! T'dE MANUFACTUR* " THINES

) TYPE NOC «¢.
: Hough [rakes — Dry p
i Wet Noodie Cutters — wr b aders

| Rebuilt Machinery for ‘e Manuta ture
of Spaghetti, Macaror Nucdies, ete.

BALING PRESSES

Hydraulic Baling Presses for Baling
All Classes of Materials

HYDRAULIC
EXTRUSION PRESSES

Croger Forly Years Experience in the Designing
and Manufacture of All Types
of Hydraulic Equipment

N.J. CAVAGNARO & SCNS
MACHINE CORP.

400 Third Avenue
Brooklyn 15, N.Y., U.5. A,

. Exterlor View—Lorzare Drylng Room

. for ECONOMICAL
SPEED DRYING.

“{FRANK LAZZARO DRYING MACHINES

9101-09 Third Ave., North Bergen, N.J.

e

|
] ... GREAT SAVINGS ON

our large line of

completely rebullt

and fully guaranteed:
DOUGH BREAKS

VERTICAL HYDRAULIC PRESSES
KNEADERS -+ MIXERS
NOODLE MACHINES
DIE WASHERS

and many others

Executive Offices — Plant and Service:

Union 7-0597
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¢ Cover insert i Theie is no
wee sturting oul o e bt road unless
you keep moving along il % :
o The Winois Musdacturers Associas
Vo s Ceptember, had for ils keynote,
-~ igr Country First™. 1t condemned
Price Fixing and Radical Propuganda.
* The rolton shorlage creates a prob-
Ilem aird the ruling that semolina sacks
way only. be refilled under certain
saniugyy conditions,
« The once familiar mark,—"Made in
Gevneyy”, has been discontinued as the
weeult af adverse feeling apainst Ger-
many,
o Dwing World War 1, the 3,700,000
American service men ate H00,000,000
pounds of roast beel; 1.600.000 pounds
of flour; 487,000,000 jands u} ola-
toes and ? pounds of Mucaroni Prod-
ucts. Result, the averay: service man
gained 12 pounds in weight,
* A Chicago jobber claims heavy losses
dug 1o weight shrinkage in large quanti-
ties of macaroni products stored 1o
awail an increase in the macaroni mus
ket. He asked the manufacturers a 50
vents per case rebate,
* Macaroni men and millers start a
spontaneous _demand for a National
Macaroni Week  when the Industry
could launch an inlensive ml\trlluin!r
campaign to popularize macaroni foud,
—1o increase ils per capita consumplion,
25 Years Ago
¢ A timely, sensible suggestion,—For
a welcome, wholesome and appetizin
change, use elbows or noodles for nluﬂl‘-
ing the Thanksgiving turkey.
¢ Benjamin R. Jacobs, Washington Re-
presentative and active representative of
the NMMA Edvcational Bureau reports
examining 101 samples of macaroni.
noodle products, finding 15 artificially
colored und 19 deficient in egg. Since
completing thet report for the conven-
tion in New York \ust June, he has ex-
amined 122 additional samples, finding
60 artificially colored and 62 deficient in

egg.

* “Food Plant Sanitation and Clean-
liness Is a Vital Neccssity” says Glenn
;. Hoskins, Vice President of The
Foulds Milling Co. Libertyville, 1ll, in
an article in Food Industries magazine,
October, 1929, The result—many maca:
roni-noodle plants he. e been converted
into model factories.

s Robert B. Brown, I tune-Zerega Co.
Chicago, chairman ol the I'ufllirily

[

Council, NMMA has submitt
1aising plan to the Board of b

* Edwin C. Forbes, NMMA's, ¥
retary (1904-1919) and the life -
tor of The Journal of the Ma® <
Noodle Manufacturers  of " Ay 4
whi h ceased publication in 19!
the Association started publis
own magazine, tells his pre.oi;
tion recollections in a special artidd, :

15 Years Ago
¢ The Macaroni Industry ' ium
—  Association-Journal-lnsuiute—
meels the many needs of a rap”’
panding irade.
. Vilnr Statistics are badly necac by
the Macaroni-Noodle Industry compris-
ing nearly 300 plants, the big majority
sersoni'ly owned and operated, m-('un[‘-
ing to the U, S, Bureau of Census, It is
u food husiness that converts annually
over 24,000,000 bushels of durum wheat
into appetizing and nutriticus products;
employs sevetal thousand wur'kl-m who
sroduce edible goods with a total value
in excess of $75,000,000,
o A charter was granted Salvatore
f'edesco, Auburn, N. Y. to open and
operate a smull macaroni factory. . . if
he guarantees that there will be no dis.
turbing noise of machimery between
6:00 pm. and 7:00 a.m.
¢ Thomas J. Viviano, son of Mr, and
Mrs. Joseph Viviano, Louisville, Ky.,
founder of the Kentueky Macaroni Com-
pany, was married September 15, 1939
to Miss Jo Carrao, also of Louisville,

5 Years Ago
* 25 execulives of macaroni firms and
19 suppliers constituted the enrollrent
of the Pacific Coast Macaroni Confer-
ence in St. Francis Hotel, San Franci-
sco, October 23-25.
¢ The Bureau of Census, Department of
Commerce, U. S, A, in its 1997 Census
of Macaroni Products Manufacture just
released covers 226 plants in operation
that year. They produced 818,375,000
pounds, of which 692,891,000 pounds
were plain goods and 125,484,00 pounds
containing eggs. Their respeclive valu
were  $85,805,000 and $24,108,
which together with $1,274,000. worth
unclassified, brings the total value of
the 1947 output 10 $111,187,000.00.
e The 1947 census report states that
there were 557 plants in the U. 8. A, in
1919, the highest of record. The num-
her has been cut by more than hall
(226) in the 30 years under survey.

S sew Ml g Dalle T 1
Ao o Ny - un

November, 108

‘NDEX TO
AL VF TISERS

A wou y } ] "

e

-e M. ey - "
wioth Lithograph Corporation Covar i
Sterwin Chemicals, Ine.
Tami, Guido

Americ+ Remade —
(Continued from page 16)

ers | - do, more and more areas in which
it must negoliate,

More Mechanization

The assembly line idea was developl
in the 25 years prior to 1929, This ids
in US. factories embodied two prin
ciples: (1) rather than move peopk
around 1o work on products, let the peo
ple stand still and bring the product
1o the people; (2) rather than havin
one man build an entire product, assip
many men 1o the job and let each dod
specific operation,

The assembly line, while being a form
of mechanization, still employs peop
Since 1929, the dc\'clolzmeul has beer
to do as much as possible without pe>
ple. The system of doing n: much ¥
possible without the use of peaple #
called automaiion.

It is the engineer's dream to ‘|-t01|}l"
a completely automatic production line

Fully automatic factories are rare ai g

mainly confined to industrics such #
chemicals, petroleum refining, ;:!\ll somé
foods. However, most industries have
felt the impact of the new technolog!
with more automatic handling of mate
rials, more automatic feeding. loading
machining, waste disposal, or nupu(:lsm

The reason for so much emphasis &

 the wmc production Jine is :lh

h of labor, Wages are not
hﬁ. but skilled labor 8 hard 1o fir
at any price. ¢ F "

Since 1929, ever{mbulinm in "
United States has n reshaped
social change, economic shifts, gove™
ment policies, new theories of maan.
ment, labor revolution and new 1
niques in production.

e
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“The Most Important Single Factor”
To increase PASTINA sales. . .

Here's exactly what one of the leading advertising execulives

serving the mucaroni industry stales:

“We all know that the health appeal is tremendously important in the
cale of all food products, especially macaroni. However, in the sale
of pastina products 10 mothers the health appeal is all-important,

For pastina, I feel that enrichment is the most important single factor,
from an advertising and selling point of view.”

Mothers want the very best foods for their
children so they will grow strong and
healthy. What can make your pastina—and
all of your macaroni products—hetter? One
word gives the answer —enrichment. Why
does enrichment nike them better? Becaose
enriched fouds are nutritionally more valu:
able. Ductars and diet experts support
enrichment for its great health value,
When you enrich your pastina you add

three essential “B” vitamins—thinmine (B Yy
riboflavin (D) and nincin—plus iron. By
enriching, you restore those valuable foud
clements which are unavoidably lost during
milling and processing.

Make plans now to Tmusl the sale of your
pastina L_\ enriching it, and by featuring
enrichment’s powerful appeal to mothers in
all of your advertising and on your pack-
ages, displays, posters.

RO CH E Viwamins for enrichment

VITAMIN DIVISION + HOFFMANN-LA ROCHE INC. * NUTLEY 10, N. J.
In Canada: Hofimann La Roche Lid , 284 51 Paul Street, weit; Montreal, Quebec

itasliosall be-
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BECAUSE THEY TRAVEL 2 TIMES 'RZJND HE WORLD EACH YEAR—

You get better Durum Products from General Ml
-

Cietting Harry Bailey, Manager, and Lee All the people in the Durum family
Merry, Assistant Manager of Durum  Genceral Mills are specialists i the
S.les, in the same picture wasn't easy. various fields and have but one om:k
Ti 2y travel 50 to 75,000 miles a year—  produce for you the finest blended duns

] the equivalent of 3 times around the products that will help oo ture
: : wo 1d! They're always on the go, keep-  manufacture macaronipre. ++ A8
Haury Ralley Lt Mesty P : ; i L b inags am: o ord
Manager, santant Myr., e ing n touch with their many customers  increase your business ar
Purum Bales | DurumSales — Weatetn in te Macaroni industry. consumption of macaroni 1o 8
Besides travelling thousands of miles
) ! Harry and Lec are in constant touch, DURUM SALE!
- L bl particularly during the durum growing
\ = seuson, with other people who know the G(_‘Ilel'al s
facts of the durum wheat situation,
W0 Pares ExiW. Ohea 0. W, baakia By 1u|cphlwnc. telegraph, and teletype )
Durur Sales Durum Sales Durur Sales they receive reports from the Durum r___-
Westeen Western Lent Survey Crew in the durum growing re- E]
gion; they also communicate daily with [

theirown grain buyers, with the mill, and

the Products Control Department,
And because they get thewhole picture

on crop conditions and avmlability of

Py

I 1o Dillses the best types ordurum._}nu getthe facts " i

Durum Sales Durum Sales  Durum Sales and better, more uniform products

Ll Euiera Eanern throughout the year from General Mills, GOLD MEDAL
Durum Sales Family of General Mills has but Harry and Lee are experienced vet- SEMOBLEND [

or.; aim=to help you manufacture macaroni erans in their fields—Harry has been
products ** s re full strength, perfect color,  With General Mills for 29 years, Lee for
and mad s and cook properly, more than 25 years.

“Press-lostod”™ ¢ =

I —————




