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The ‘Roche’ Enriched Macaroni Products B:o-
: chure and Versatility Chart, which we produced
----- i in a limited distribution for the Vitamin Division
of Hoffmann-La Roche, Inc., are now being pre-
pared in four different forms for printing at mass-
production prices.

By placing your order now for one or more of
these new editions, imprinted with your name,
product pictures and scrling message, you will be
able to use the valuable material in the Brochure
and Chart to build your own sales volume with
your wholesale and retail trade — and with
consumers,

Here are some suggestions for using the ‘Roche’
Brochure and Versatility Chart in your own sell-
" : ez pava,  ing campaign. Send a series of mailings to top
ey goplk 3\- J| Z=eerz3d food buyers and executives, Cover your own
S : n=enass|  customers and prospects. Go after the buyers for
hospitals, hotels, cafeterias, restaurants. Let doc-
: tors, dietitians and home economists know about
o= the excellent food values of your products. Circu-
Y BEE late your story to newspaper food editors, radio

o and TV women’s commentators, women's clubs,
P.T.A. groups, And don't forget Mrs, Home:
maker herself! Use the Versatility Chart as a
premium or “give-away” in connection with your
advertising. Display it in your retail outlets, Use
it as a mailer. Have your advertising agency sug
gest ways in which to add the impact of this material to your advertising and
publicity campaigns,
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If you have not as yet received your copy of our descriptive folder illustrating
the four plans together with prices, we shall see that you receive one immediately.
Send your request today or ask your Rossotti salesman.

i Plan A Flan B Plen € Plan D

JE§ A Deluxe Mailing for Deluxe This is the Popular Edition, This plan consists of the Ver- This plan is for the manufac

i business, Consists of RBrochure Brochure is reduced in size to satility Chart with the back of turer who wants to use the 4-

! (8'4 x 11) in 2-colors, and Ver- 514 x 8, with carefully selected Chart imprinted in 2-colors us color Versatility Chart to pror

f satility Chart (18 x 24) in 4- text matter from the large bro- ing the same consumer copy as mote the sale of his enriched
colors, Chart is folded and chure edited in a_non-technical in the smaller edition of the roducts, Your advertising copy
tipped in on last page of bro- style. 4.color Chart remains Brochure, Chart will be folded is imprinted in l-color, in the 3
chure. Your advertising copy is same size and is folded and to 4 x 9 which will fit a regular inch light blue bar across the
imprinted in 2.colors on back tipped in on last page of bro- business letter envelope, There bottom of the chart. There [s

4 cover of brochure. chure. Your advertising :n%y is Is space for imprinting your ad- no printing on back of chart,
imprinted in 2-colors on back vertising sopy in 2-colors on two :

cover of brochure, 4 x 9 panels,

ROSSOTTI LITHOGRAPH CORPORATION
8511 Tonnelle Ave., North Bergen, New Jersey
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Convince yourself that Amber’s
Durum Hard Wheat Blends
are always uniform in color and
quality. The superior products
made in your plant from ship-
ment after shipment after
shipment will be proof. Use

Amber’s Durum Hard Wheat
Blends.

AMBER MILLING DIVISION

Farmers Union Grain Terminal Fscociation

MILLS AT RUSH CITY, MINNESOTA « GENERAL OFFICES, ST, PAUL 8, MINNESOTA
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J. MURRAY YLUINKER,
Certified Grocers of California, Ltd.

WE have plenty 2f competition, just
as you have, and we think it is a
good thing. We all have self interest—
nat selfishness—and if we keep an ob-
jective outlook we can accomplish the
things we should.

We operate at the wholesale end of
the business representing retailers, We
feel that we are dealing with a very,
very intelligent individual. He has a
lot ‘on his mind and unless he is given
something by you fellows and by us,
his interest may be diverled to some
other phase of merchandising—some-
thing other than promoting macaroni,
spaghetti and egg noodles,

How do we appeal to the grocer's
sensilive nature? Profit is a strong
appeal and you can look at it two ways:
first as a percentage of margin, and
secondly from the standpoint of turn-
over. A long margin without turnover
doesn't mean much, We hope that none
of the firins represented here cver lel
their men go into the field and help
tear down the profit structure. The
srocer cun do o good job of that for
himuvlf. but when he'does it it is usually
for a purpose, an individual advantage.

Our oranization is looking for con-
structive help at the retail level from
good men, well trained and with good
ideas. This doesn't mean that every
time your man comes in he should
say, “I've gol a new idea”. But today
the operutor who doesn't know his gro-
cer and Joesnt know the key men in
the grocer's setoup ought to pull himself
up and rake a look,

You will find that the owner of a
store does not place the orders. The
store manager (\oea or there may be
division men. You've got lo know your
men as well us your groceries or you
will lose merchandising opportunities,

There is another thing we think is
essenlinl—that is finding out what your
customers want. You've got to know
their thinking and get their suggestions,
Ask your own salesmen and the grocers
on the firing line. In our organization
we have an advisory committee of be-
tween 15 and 17 good operators, They
are rolated so about B meet al a time
and we have all sizes of operations
represented,

On the cgenda of our June 7 meeting
was the question: “How can macaroni
sales be increased in the retail market?"
Now here is a direct quole from a
good operator—he's tough on you, bul
these are his impressions and his im-
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MACARONI IN THE RETAIL STORE

Excerpts from Comments by Los Angeles Grocers
at the 51st N.M.M.A. Annval Meeting

J. MURRAY YUNKER

pressions controls his activities and his
aclivities delermine your sales in a
large degree—"Macaroni manufaclurers
are still in the horse and buggy days.
How 1nuch does a bride know about
macaroni, spaghelti and noodle prod-
ucts today? The new generation knows
ahout pizza hecause they are being
educated that way. Why doesn’t the
industry have a national contest like
the Pillshury baking affair?”

Now | know of the good job you are
doing through Ted Sills, but rdidn'l
know it before | started to prepare for
this mecting. 1've been reading the
Macaroni Journal—U'd never seen it
before—and there are certain things |
thought were weak points that I find
are pretty well covered. But 1 find
that much of your imiustry publicily
effort isn't being brought to our allen-
tion br our suppliers, | want to empha-
size that regardless of what you are
doing, if the information isn't reaching
the men that do the merchandising and
do the buying there isn't going to be
the proper follow-through for turnover
at the puim-ol'-sale—anﬁ much of your
effort is wasted,

Another operator, o man with five
supermarkels, said he was carrying two
lines of macaroni products and he had
to tell both cam’PanIes they were miss-
ing the boat, The first oulfit had a
specialty line but all their emphasis
was on the specialties, The secand oul-
fit had o companion group of items,
They kept an IBM record on turnover
of each product and afler his check
concluded they weren't hilting the ball
in selling macaroni, spoghetii and noo-
dle products, They set up a railrond
Nashing signal to call attention to their
line and in one month's time sold three
times as much product as they had ever
sold in a similar period. And they sold
it at their regular profit margin. That's
merchandising.

Some of you fellows are doing an

\
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excellent job. We can't speak for the
nation because we only operate in
California. but we claim there is still
n tremendois contact potentinl. We are
moving into a prosperous business area
and while there \fih be plenty of com-
petition there i opportunity unlimited.

Last night's spaghetti buffet (Rossot-
li Party) was a wonderful example of
glamorous foods. How macaroni and
spaghetti can be dressed up! We sel-
d]um think of macaroni as a glamor
food; we usuallr think of it as an econ-
omy food. But I Jidn't care how much
income there is in 1 he piclure there are
always those two angles—glamor and
budget. You've got the convenience fuc-
tor, 100. 1 like your slogan in the
macaroni-canned meat campaign “Beat
the Heat",

We like new products—we think they
are the life blood of business—but we
went o reason for them. We don't
want just an item to go onto the shell
to take the original's pi!ucc.

There is o suggestion we might poss
along: say you have regional commit
tees of your organizalion in all major
areas. Maybe only two men in the
industry from competitive companies
come to our headquarters with first-hand
information, key poinis on what your
Institute is doing. If you had this
regional commiltee keeping informa-
tion coming along maybe two, three
or four times a year on an industry
basis you might get better backing
of a particular promotion. The indi-
vidual brand will benefit because the
promotion will have to sell brands. But
you are going to get a different attitude
from our markels towards the industry
than we have now.

Now a word about “hidden costs"—
{ree space, buying shell-space, excessive
spoils, or excessive advertising space
payments. We don’t want anything that
our competitors are not enlilled to,
and we think we are entitled to anything
that they get. Your men may say il's
pretty rugged and we can't gel business
otherwise, The man that gels business
that way is going lo be asked more the
next time and there will be a weakness
in confidence in denling with such o
company—il one customer pgels any-
thing, what about the bigger fellow?

We are interested in getting all the
business we can, but f don't think
there is any other way than keeping on
our loes and looking for new ideas in
merchandising. As far as we are con-
cerned it is just a part of minding your
own business,
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ECONOMY FEATURES IN THIS
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CONTINUOUS SHORT GOODS DR¥ER

Type TTM

In successful operation for the past six years, deliv-
ering these advantages:

— Great space saving through compact, sfficient
design (note dimensions below),
~ Continuous automalic operation.

~— Absence of any frames, wire netting or transport
cars — no screens fo repair or replace,

— Uniform drying with path-controlled air flow,

~— Integral alr and humidity controls assure drying
Iindependent of exterior almospheric conditions.

— Hyglenlc operating conditions. Easy occessibillty
for cleaning,

— Improved appearance and texture of goods.

T
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BRUCE RONQUIST,
Market Basket Stores

What is going to happen to your
sroducl after it gets into our market?
‘ou and | both have o problem—I as
the merchandising manager for the com-
pany must get as much of that consum-
er's dollar as she has 1o spend for lood
—and you musl get as much as you can
spent for macaroni.

With self service today over 700 of
our cuslomers come in without a shop-
ping list and take only about 90 seconds
to make up their minds to take or not
to take that package off the shell. How
attractive is that packn(ile? How con-
venient is it? What is she going to do
with it after she gets it home? I think
one of the best answers is to have
recipes, In the Southern California area
more and more of us have gone to
recipe boards and believe me they are
use«] plenty.

1 remember a vivid example. We
opened a new market and a lot of ma-
terial was not available. 1 wrote the
home economist of one of the news-
popers for o load of recipes. 1 got
enough to last me the rest of lh_e year,
I thought. But in three days during the
opening, when you would think people
would be least interested in it, 1 filled
that board up at least four times, Re-
cipes are importunt to your business,

You've got a product that we like
1o sell—it has a prelty fair markup on
it. You've got a product that takes
something else 1o ,:FD glong with it
Your recipes should describe how to
use the procuct and combinations it
goes with, We've got a pet peeve how-
ever, and we don't go for stacking
up six, seven, eight or nine ilems in
o display, because they all happen to
be included in a recipe. If you have
more than Iwo items, at the outside
three, in a display you enly confuse
the housewife. She wonders what you
are trying to sell. And then there is
an inventory and stacking problem for
the grocer.

[ think we have a scllin? job to do
on the housewives at home. [ have noted
how u housewife picks up a recipe an
goes around the store and shops the
recipe.  What happens 1o the recipe?
She goes home uml places it in o file—
but it isn't dead for she will pull it
out again to use as her own idea.

Mr. Yunker pointed out that you are
in a competitive business, not only
among yourselves, but you are compet-
ing with any industry around which a
hasic meal is planned, I, 100, would
like to emphasize what Murry said about
keeping us informed. We are interested
in what you are doing. We sit in an
office day after day with fellows com:
ing in—all with a promolion—every-
body with something to sell. We listen
and’ decide which promotions are best
for our own particular company, We
don't have to go out and look for pro.
motions, we have a problem in decid-
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ing which ones to use, So keep us in-
formed; let us know what you are doing.

As 1 said before, your product is
one vn like to work with—it has a good
rercentag® markup, But if you don’t
](eep us posied chances are that our
activity will begin to fall off. Never
think that we are going to take every
sromotion that you come up with—
l:ui we are interested in using some and
working with them because it helps us
sell other items in which we are in-
terested, So keep us informed, will you
please.

CLIFFORD HASKELL

CLIFFORD HASKELL,
Alpha Beta Food Markets

I would like v1 bring out some points
and give you some constructive criti-
cism, We want to work with you.
We want vour problems to be our prob-
lems and ~ur problems 1o be your prob.
lems. Thw only way in the world we can
grow is by your growing with us and
our growing with you. I'd like 10 talk
about point-of-sale material, couponing
and cooperative advertising,

No, 1—Point-of-Sale Advertising, I've
sat behind a desk many times and
thought if I just had 109 of the money
that was invested in point-of-sale ma-
terial by manufacturers that went inlo
the waste basket, I'd retire, There are
literally thousands and thousands of
dollars of point-of-sale material that is
never used, In our organization, we
have got to the point where we just tell
the manufacturers of certain products,
“Don't spend it; you are just wasting
your money and our time,”

Now basically point-ol-sale material
and the idea behind it is good, but
for some reason or other, the agency
that makes up the material seems to lean
toward lickeling the ego of the manu.

September, 1955

facturer whom they are working for.
He's paying the bill,

The housewife is not interested in
the manufacturer’s name; she is not par-
ticularly inspired by beautiful coloring.
What she wants to know is what is
she going 1o do with that product.
Keep that in mind—tell your adver-
lising agency: what is she going to
do with the product?

When we get display material that
shows related items ond what to do
with them, material that does not par.
ticularly blare out the brand name, nine
times out of ten we use it. But when
we get the other type it hits the waste-
baskel,

Now about the size of the point-of-sale
material. If you ask a hundred grocers
you'll get a hundred answers. We have
our own ideas. Point-of-rale material
should be small. It should be capable
of going on displays or on the shell,
Torﬁ;y big wire banners and big win-
dow streamers are almost a thing of
the past. The housewife today shops
off the slielf. She takes a cart, puts her
head down and starts down I!l:e aisle.
She compares duplication of items, var-
iety, price, appearance of package, elc.
So keep your point-of-sale material
small, to the point. Shelf markers 4"
by 114” to 114" width will sell more
o{ your product in one day than a
real big banner over the market will
fn 30 days. Give her ideas right down
at the point-ol-sale,

Sales are created, they just don't
happen. A lot of reporls come out
that say 60 to 75% ol grocery buying
is impulse buying. That isn't quite
true. While the shopper makes her
mind up after she is in the store, pack-
oge appearance, sales materinls, and
other suggr.ions she gets help her
selection. You fellows must centinu-
ously sell your product alter it gets in
the slore by your peint of sale material.

Now No, 2—Couponing. Couponing
in general is very much abused in the
fnoﬁ field. 1 personally have had very
bad results with couponing as such.
However, | realize the best way to get
a product into a home Is by sampling;
by getting the consumer to taste and
try it. Maybe in an industry like yours
you have to use couponing in order to
get your product in the home,

Stay away from the “10¢ off” deal
and that type of coupon, Tie your cou-
pon in with related items like macaroni
with cheese, noodles with canned chick-
en, You have a tremendous field of re-
lated items. The coupon would be some-
where between the prime ilem and the
related item base. 1 am sure it would
help you out, I am sure it would help
us out,

No. 3—Cooperative Advertising, The
reason for cooperative adverlising is
to get the retailer 10 back up your
woduct, In the last few years it has
ecome o gimmick, a discount, a “fool
them and leave them" item, We have

(Continued on page 36)
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MACARONI'S PLACE
IN NAVY CHOW

By Lt. [}.g.) F. C. Peloguin,
Sowuthwest Field Food Service Team, U. S. Navy,
at the 51st N.M.M.A. Annual Meeting

I DEEM it a privilege to represent the
11th Nave! District and the Pro-
vision Supply Uflice in Washington here
with this Assaciation, because, of course,
the food indunlrr is very close to the
hearts of the Navy. | may have to
modily that a litle because many of
the men are in the Armed Services today
not of their own choosing. There is
no doubt about it that their hearts are
back there in Wisconsin, Louisiana, and
other places, but we may say that prob-
ably their stomachs are more closely
attached to the food industry. Anyhow
they do eat macaroni.

In checking the men | would say
that before they joined the Navy, 95%
of them had macaroni in their homes.
Well, I've wondered why. My wile
and | cut out the advertisements in
some of the leading magazines. You
have to pay for that: ot least | do, and
we wanted 10 see what we were getling,
85 1o 90% of these magazines are uﬁ-
vertisements, It was interesting to note
that macaroni was not advertised.

I went a little further on this as |
think it is quite appropriate that one
should know the beginning of things.
The origin of macaroni is quite well
known. Macaroni products, probably
rice macaroni, were used by the Egyp-
tians and Chinese in ancient times, but
macaroni didn't become known in Eur-
ope until about the fourteenth century,
and even then during that one hundred
year period the Italians were the only
ones using macaroni. Now it seems
the lalians kept macaroni a secret for
something like one: hundred years. 1
can't believe you can keep a good food
a secrel from a Frenchman for that
long a time, Anyway, the French did
calch on ubout the filteenth century,
and macaroni in time spread through
Europe, and of course, to the United
States before the Civil War. It moved
rapidly and came to be what you might
call an industry sbout 1890, DBut it
wasn't until after World War I that
your industry really caught on.

The macaroni industry in the 1920's,
according to the records, was nothing
less than phenomenal. 1 doubt very
much il that was due to advertising. |
think the men were eating macaroni
in the Armed Forces during World
War | and it carried itself home. 1

should say that at least 90% of the
people in the United States are eating it.

You are probably wandering what
the Field Food Service Team is. Field
Food Service Teams are located in
four :ieas in the United States. The
Navy now has about six of these teams;
one at Newport, R, 1., this group now
being expanded into two leams; a team
at Norfolk, Va.; a team at Seatile; and
my own team here at San Diego. We
go nhoard two ships at a time in this
area. Our territory is south of Saon
Francisco, west of the Mississippi, and
we moke a trip in the Pacific Ocean
area each alternate year.

Now, | have with me highly com-
petent, highly qualified stewards who
are chiel petly officers of the Navy.
We go aboard ships and stations and
spend two weeks with them. We cover
their menu for a two-week period. My
men work at the clbows n{ the young
men who are preparing food in the
Navy today, The areas they cover are
menu planning, mess munagement, meat
culting, meal cookery, vegetable pre-
paration, salads, salad dressings, garn-
ishing, anything that may improve the
Navy's food.

One thing that we particularly look
out for is the appearance, That ray
account for the downfall of many gen-
eral messes in the Navy, and it might
apply 1o the Army. To put food on
a man's tray that hasn't been prepared
1oo well—put it on there sloppily—use
an untidy messhall 1o eat in with sur-
roundings not too good—the men are
going to be aware of those things.
Eye appeal mokes a lot of difference
to these young men—they are aware of
things that count with them.

1 think 1 may illustrate this with
something that may have hoppened to
oll of us ot one time or another. You
bite into an apple. Upon looking dawn,
lo and behold, there may be the torso
of o worm. You bit the head off that
worm. The part of the apple in your
mouth is immediately discharged by
you. It is disgusting to you, and prob-
ably even makes you nauseated.

(’)n the other hand, if you had hitten
deeply enough, you would have gotten
the whole worm in your mouth, and
you'd have eaten it with relish. You
would not have been aware of that
worm if you had bitten deeply enough.
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We try to apply this same thinking in"
preparing food for the men in the
Navy. We don't want the men to be-
come disgusted with what they see.
We want them to feel that they are
not only getting food that is wrepared
attractively, but that it is also food
of good quality.

Now it must be remembered that the
;oung men who pass through the chow
(inca of the Navy today will eventually
pass thraugh the line of separation cen-
ters on the way into civilian life. This
young bunch of Americans may never
again don a military uniform. One
thing is certain—he is going inlo cive
ilian life to take his place in the com-
munity. I like to think there is a kindly
thought for the service he hus been in
and a kindly thought particularly to
the great morale builder, and that the
Navy has in turn given him an incentive
1o become a better citizen.

Why are we so interested in indi-
vidual groups in the macaroni indus.
try, tuna industry, and so on? The
Navy knows that noodle products, of
course, are a high quality food that
blend well with other foods, are easy
to prepare. This is an important fact.
There is a limiled number of men in
the Navy today preparing food. These
men are inexperienced. Any high quali-
ty food that can be removed from the
case, that does not have to be peeled,
that can be cooked enallr is very im-
portant, It cuts down the work load
involved in food preparation, Noodles
and macaroni have fair eating quality.
Yes, | use the word fair because one
thing I have against macaroni products
in a number of the ships 1 have been
aboard and slso some shore stalione.
is a discoloration and what the com-
missary calls o musty odor. I don't
kiow exactly what that is. It hosn't
been too serious, Nevertheless it is
there. 1 do note that your macaroni
is merely wrapped with one or iwo
wrappings of a thin white paper and put
into a carton. Now, a ship at sea passes
throngh fog or mist. It takes this
moist air down through ventilators, and
it goes over the food. You can't keep
it out. It eventually penctrates and

(Continued on page 36)
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RELATED ITEM SELLING

By Jomes B. Lane, President,
Westgate California Tuna Packing Co.,
af the 51st N.M.M.A. Annual Meeting

RELATED items selling in the broad
sense goes back to the first com.
munities of man. As far back as small
town general stores, the proprielor
thought of related items selling. He
sdaced his cracker barrel, his pickel
lmrrel and cheese in close proximily of
other food items, He was appealing to
impulse buying. His sloves, grales,
buckets and other items were clustered
in another part of the store, Bolis of
cloth, thread, needles and notions were
placed together,

As the number of ilems grew under
each category, the merchant saw the
need for specialization, Those who had
a bent 10 sell stoves, rakes, nuts and
bolts set up small hardware stores.
Those who enjoyed selling food started
grocery stores, Clothing by this time
was sold in men's and women's clothing
stores, This was relaled item selling in
its broadest sense. This scattered oper-
ation worked well when towns were
small and transportalion was not good.
But os the lowns grew into cities, some
merchants decided to consolidate these
units under one roof as u depariment
store, Here the averoge housewife
could do most of her shopping. How-
ever, trafic and the lack of parking
facilities in downlown areas now is
forcing another specialization, which
is a contributing factor 1o the growth
and popularity of shopping centers.
Enough of the background of related
item selling in its broadest sense.

Progressive Grocer of October, 1952
reports that the number of items han-
dled by food stores in 1928 was 990
items, and by 1952 this number had
risen to approximately 4000, Profit
margins on all items during the same
Hleriod had decreased from 269 to
6%. One can readily see that to sell
a retailer or chain today, you must
sell an idea not merely scrl your prod-
uct. A proven iden and one that can
be used very effectively is related item
selling and tie-in advertising.

Over 85% of the retail food business
tudug is done in self-service stores, It
stands to reason then that 1o secure the
scarce and valuable space available [or
display purposes, the manufaclurer must
come up with a good and provocative
idea that appeals lo the retailer.

Related item promotion is nol an
easy one to handle unless all parties

are enthusiastic about it and there is
control of detail down to the retail
store level. However, if certain hosic
rules are followed, relnted item selling
should incrense the volume and profit
of oll products involved, These rules
are few anid simple.

(1.) Tiein products should appeal
to the neerds rnd desires of the consum:
er. The customer should be able to
essociate the products and their com-
mon usage,

(2.) itelated ilem promotion must
appeal to the retailer. Ideally, a tieiin
of two high margin, fast turnover prod-
ucts will meet every qualification. How-
ever, basically at leasl, one ilem must
be a high margin one, and one item
must have a fast turnover. The grocer
is not likely to be enthused about work-
ing harder to sell low profit items, but
il a low profit ilem improves sules of u
high p'.ulln one, he can see an advantage,

3.+ The items should be displayed
together, but priced sepurately. 'llwenly
years ugo, there was a lot of combing-
ton pricing, but you seldom sce it
today., The customer should not be
discouraged from buying one of the
items in he display simply because
he does not want both,

A desirable feature of related item
food promotion is a recipe using the
product.  This heightens the impulse
motive, It gives reason [for buying
other than price. The grocer can sell
these relaled ilems each at its regular
price and get away with it. Some mer-
chants believe that a display automatie-
ally calls for a lower price on products,
and he may think that related items in
a promotion are leaders thal heighten
store traflic. 1 shall now take o few
minutes to expand these few busic
rules,

First, the products to be related must
belong together. For example, maca-
roni and tuna. It is better as pusl ex-
perience shows il the customer tru-
ditionally associates one product with
the other, but many related ilems pro-
motions have introduced new uses for
products through tiesin promotion, The
raisin and olive industries have been
singularly successful in doing this. For
hest results, products that have equal
distribution make good teammates, I
is very difficult to have tic-ins between
two brands that have equal distribution
however. Severnl of our competilors

s deine
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have had reluted items tie-in with an-
other brand manufacturer, and 1 know
that in our own murket their promotions
do not pay ofl. If anyone could sce
the plus business with this related tie-in,
it was our brand. For this reason
Bre. .t-0-Chicken Tuna favors the brand
and industry tie-in rather than a brand
or brands tie-in.

One of our most successful related
ilem promotions was our macaroni and
tuna tie-in which was set end conducted
at a local market level. All the advertis-
ing, point-of-purchase and in-store dis-
lay mull.-riu\ was purchased by us,
lml it gave us the flexibility we wanted
with all retail outlets, Our recipe had
car cards and newspaper advertising,
TV and radio, calling attention 1o the
combination of macaroni and Breasi-o-
Chicken Tuna. The grocer was [ree to
choose the macaroni manufacturer in his
territory who he thought had the poten-
tial to do the best job of related ilem
selling,

1 would be remiss Lo say that brand
combinations do nol work, because in
many cases lhey do, especially if the
brands have equal distribution and
equul ucceptance.  Most large brand
name (IiulriLulnrn such ns General Mills,
Generul Foods, Kruft Foods Compuny
and many others have utilized the re-
lated item tiedin idea with astounding
success. The Kraft Foods Company hud
a double pupe spread in May's Progres-
sive Grover showing six different rcrulml
item tiesins, set up by Kraflt Foods'
salesmen, Each display was a Kraft
salesman's idea, but in ne instance was
the promotion by Kraft Foods on u na-
tional scale, In this ad they cautioned
the retailer “Before you tie-in, think
twice ubout reluted items, (1.) Think
of volume; (2) Think of margin,
Which display would you buy—two low
margin items with high twrnover, or
two high margin_items wi 1 lurnover
just as bad?" The unswe:s from the
gracer’s point of view was evident, Why
waste time and space on a related item
idea thut does not provide good murgin
and a rapid trmover for real profit. As
1 mentioned before, this would be the
ideul related item promotion.

{Continued on puge 42)
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WHAT THE

EFORE 1 procecd with the subject

for loday, I would like to talk in
general about a subject that is very
close to me and that is membership in
trade associations, 1 think one of the
most important things for the business.
man loday is to unite and join forces
so that they can meet any altack, whe.
ther it comes from Washington through
various laws that are not in the hest
interest of indusiry, whether it is to
meet trade relation conditions, or whe-
ther it is for the dissemination of ma.
terial and discussion of troubles, -which
are common lo all of our industry. 1 do
feel one of the most important assels
you have is your association, and 1
urge you all very, very solemnly 1o
support it. | am saying this without
anyone asking me to. I have seen

some very wondurful effects through the,

various nssociations which we belong
to in the restaurant industry, and the
very wonderful job they have done over
the years. And 1 want 1o tell you some-
thing—it's paying off.

The theme adopted for this conven-
tion “Opportunities Unlimited” is very
finc—certainly insofar as our own in-
dustry is concerned. We in the res.
taurant ‘business are in the midst of
the grealest I|‘rcriod of our history. Our
industry is keeping pace with the eco-
nomic growth of this nation as well
us preparing for an anlicipated increase
of population, New unils are opening,
established ones are enlarging and mod.
ernizing in keeping with the times. All
this to satisfy the dining out needs of
the American people, In addition many
millions with rising living standards are
now cating out where they didn't before.
Restaurants today are quite different
from the corner greasy spoon in days
gone by,

Major changes are taking place.
From the structural viewpoini, many
restaurants today are extremely altrac-
tive and inviting, New ideas of con-
struction coupled with Ffine air con-
ditioning systems are helping to main-
tain clean and l:uml'urln{)le operalion.
The wide use of stainless steel in even
the smallest kitchen has heen effective.
As an industry we are serving better
food in more pleasing surroundings and
under vastly improved sunitary condi-
tions, Fnr-rcuuhin? improvements in
equipment and refrigeration [facilities
have given us the tools 1o do a belter
job. The Hunllly of our personnel
I’ma improved over the years. Many of
our high schools and colleges today are

including in their curriculum courses

e s
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RESTAURATEUR WANTS

By Arthur Wynne, General Manager, Lawry Restawrants,
at the 51sf N.M.M.A. Annual Meeting

ARTHUR WYNNE

designed to teach and train carcer work-
ers for the restourant indusiry. In
other words, the restaurant industry is
growing in stature and is ussuming
its proper place in the American econ-
omy. What does all of this mean?
It ‘means simply that with industry
maintaining and continuing to improve
upon its standards, there is every reason
1o believe that an increased portion of
the consumer food dollar wil‘ be spent
in restaurants dining out,

As manufacturers of macaroni prod-
ucts, where do you stand in this piclure?
I don't believe anybody ecan say with
any accuracy how much of our velume
stems from the sale of macaroni prod-
ucts. But | can certainly ask whal
efforts are you as manufacturers making
to reach the dining-out public? Also,
what are you doing to stimulate and
increase sales of your producl in our
restaurants? Last year the total dollar
production in this country was some
350 billions of dollars. The restaurant
indusiry with gross national soles of
16 billions of dollars served an average
of 120 million meals per day. We in
the industry accounted for 4.6% of each
and every dollar spent in this nation
last year, The restaurant industry today
ranks ‘third in dollar volume of retail
trade, We are superceded only by the
grocery industry, which is No. 1 and
the clothing industry which is No. 2.

We far exceed automobile manufac-
turers, oil companies, telephone com-
panies and heavy industry. 1 am sure
you will agree with me that the sale
of macaroni products must represent
only a very small portion of this vol-
ume. Most of your efforts are direcled
toward the sales of Kour products for
home consumption. And this is rightly

s0, Definitely, your polential lies in
home consumption, But I do believe
that you are missing the boat by not
going inlensively after the restaurant
trade. It's growing—why not get your.
sell in? You might be forced into it
at some fulure date, Isn't it a possibil-
ity that an incresse in restaurant sales
might be at the expense of those food
processor whose main efforts are di
rected toward home consumption?
Our political parties, business and
labor leaders are all dedicated to the
principle thut an improved standard
of living will go a long way toward
assuring the continued economic Jrros-
perity of this nation. As these standards
are raised, the American people will
have more spendable income and more
leisure time, Will they spend the extra
time at home or on the road, seeking
Illensure and relaxation? It is my hum.
hle beliel that they will be on the road,
and dining out more than ever before,
It would appear that you are in a
vulnerable position. Certainly as leaders
in your industry your thoughts are to
the” future. It ‘would appear that by
concentrating some of your efforts on
the restaurant trade, you might insure
your share in this phase of the growing
prasperity of American enterprises. |
can't emphasize oo strongly your po-
tential in our industry and how anxious
we are In see o growing macaroni busi-
ness, We have a very vital stoke in
your prosperity. Our organization has
given considerable thought to a pos-
sible sales and merchandising program.
Al this point, however, I would like to
discuss some of the experiences res.
taurant operators have encountered
while using your product. When Bob
Green invited me to address this group
on the subject “What does the Res-
taurant Operator want from Macaroni
Products?” 1 accepled the assignment
fully in the beliel that my comments
might be helpful. 1 would be remiss
in my duty to you and the restaurant
industry in general il these commenls
were confined solely to personal exper-
iences and operation. So | made it
a point to confer with the cooks, chels,
owners and operators of several res-
tlaurants located in the Los Angeles
area, Their comments were very sim-
ilar in most instances. Before we pro-
cred further lest any misconception be
construed, let me say simply that their
comments were more than favorable.
Their criticisms were of the isolated
type, bron=ht out because of the lack
(Continued on page 46)
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The picture above could well be a symbol. The "Airslide™ bulk car, one of King

Midas' fleet of "Airslide” cars leased from General American Transportation, could

symbolize King Midas' Eionearin? in bulk Semolina shipments—as well as the progress
a

and expansion of bulk handling

cilities by King Midas to better serve the macaroni
industry,

The King Midas durum mill in the background is already a symbol fo macaroni manu-
facturers—a symbol of uniformity and quality of product: a symbol of milling skill
that is traditional,

A Symbol To The Macaroni Industry

Together, the "Airside” car and the King Midas durum mill offer you unexcelled durum products and facilities for shipping
in bulk or in bag—with the mill providing a completely enclosed warehouse where all siipments receive every protection
from the weather.

We at King Midas also believe this picture o be a symbol of our pledge to the macaroni industry to consistently deliver
the finest quality durum products and the best in service.

Durum Products by g o
KING MIDAS FLOUR MILLS . 660 GRAIN EXCHANGE ¢ MINNEAPOLIS
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HARVEST TIME

URUM development continues to be
somewhat ahead of the pabt two
years,

Reports from the field indicate that
there will be a substantial amount of
heavy durum produced in spite of the
rust. The high temperature of late July
has lmrdencg the stem lissues and has
done much to retard the spread and
development of rust, Late fields of
durum are still in danger, and some
have been severely damaged, bul the
rust picture in general is quite different
from what it was one week ago.
(August 1)

A report from Donald G. Fletcher
says in part: “As of today, July 27,
only about 20% of the total North
Dakota acreage of durum is grown in
the area where severe domoge has al-
ready been done. It also appears that
a considerable number of fields in this
area will come through with only mod-
erate or light damage, It is hoped that
rust in the later fields in the northern
counties does nol increase too rapidly
and the grain in permitied to fill in
spite of a possible late heavy infection.”

Here is a round-up of opinion from
counly agents in the lnst week of July
as the durum crop approached harvest:

Northeastern Morth Dakota,
Langdon, . seat of Cavalier County,
home of the Durum Show, to be
held November 2 and 3 this year: 80,
000 to 100,000 acres planted to durum.
Crop is materially better than a year
ago. We should produce over 1,000,000
bu, Our new durums are progressing
rapidly and lock very good. Cavalier
County should have 20,000 bu, of seed
for next year,”

From Devils Lake, Ramsey County:
“Rust varies considerably from field to
field. Crop much further advanced than
at this date a year ago. [ would say
that there will be some damage  but
not nearly us severe as 1954," Harvest
two wecks away; outlook 500,000 to
700,00 bu,

Cando, Towner County: “We will
probably lose 25.309 of our potential
yield because of rust—we estimate crop
total of 1,250,000 bu."

Park River, Walsh County: “Recom-
mendations of past six months have
helped—early planting, phosphate fer-
tilizer 10 haslen maturity, use of second
and third crop land. Late ficlds of
Stewart, Mindum, and Vernum as well
as Sentry will suffer from rust, but
95% will produce good stuff—test
weights 51 to 60 pounds—production
600,000 10 750,000 bu."

Other counties in Northeastern North
Dakota report moderale rust damage
and harvesl a week or lwo away.

North Central North Dakota is two

From
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1966 DURUM. Rudy Bertsch, Bowman, North Dakota, standing In fisld of Mindum durum
on his farm in Slope County. Mr, Bertich had & 3b-acre fisld of durum fhat showed no rust
and looked as if it would ylald betwesn 15 and 20 bushels per acre, |

1o three weeks from harvest; rust in
trace lo moderate amounts. This area
produces good amounts,

“Comments [rom several farmers in
Roleite County indicated thot if the
crop comes through this year, many of
them will go hack to raising all durum
in 1956."

Another counly with some 50,000
acres looks for yields of 15 bu. or more
per acre,

East Central North Dakota. “With
about two-thirds of the 1951 acreage,
we will produce two and one-half times
as much." This area has had medium to
severe rust damage, however,

Northwest North Dakota. One county
reports harves' about two weeks away;
rust domage slight 1o moderate; 4,000
acres should yield 17 or 18 bu. per acre.

Southwest North Dakota. Bill Sebens
writes, "l was quile surprised at
the pumber of small fields of durum
in some areas in this part of the State,
1 checked four fields that looked like
they will run from 10 to 20 bushels
and there was no sign of rust. At the
Dickinson Experiment Station, only
Mindum had rust. LD-364 looked
good.”

South Dakota is harvesting now and
some new crop durum is rolling 1o
market. Rust damage reporls range
from none 1o 30%.

From Southeastern South Dakota:
“In the fields I have inspecled there
seems lo be a lot of yellow berry. If
present regulation on durum holds next
year, the bulk of this crop will be
replanted. A severe shortage of seed
last spring limited acreage.”

B A A i e

Central South Dakota: “The durum
crop should have been good had it not
been for five destructive hail slorms
+ ++ we never did know how much was
planted lust spring—some growers paid
89 a bushel for seed and didnt discuss
their venture too much.”

Northeastern South Dakota: “Little
is grown in this counly because of the
high risk. Both test plots showed almost
a 1009 loss from rust. A few farmers,
however, have relmrled Vernum com-
ing through well.

Montana will not harvest durum until
mid-August and later. Two counties
report traces of rust, the rest none,
Yields will be good. *We estimale
10,000 1o 20,000 acres yielding 30 to
40 bushels per acre, We have durum
from good seed, cerlified sced, various
varieties, and some just full of weeds
and crop mixture,”

Canadian IFheat in the three western
prairie provinces made excellent prog-
ress under favorahle weather conditions,
according to Sanford Evans, crop au-
thority. Wheat is now heading out in
most districts of Maniloba, ﬂe said,
while high temperatures and ample
moislure combined to make for rapid

rowth of wheat in Saskatchewan. The
aske:~hewan Wheat Pool estimated a
decrease of about 2,000,000 acres ol
wheat [rom the 13,580,000 acres in
1954, In Alberta, hot days and cool
nights, following general rains brought
good growth of wheat,

In all sectivns, most reports indicate
that early durum will apparently make
a good crop while late durum will be
damaged by rust, The new numbered

SEPERSEN |
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INSURE THE PERFECT COLOR

IN YOUR PRODUCT

witrh MIRROR-FINISHED BUSHINGS w vour pies

“$O MUCH DEPENDS ON SO LITTLE"

RESULTS FOR MANY PROGRESSIVE USERS

« « « prove the unequalled performance

LET ME PROVE TO YOU
« « « that | can produce the qualities in your products

e PERFECT ‘'COLOR

® UNRIVALLED SMOOTHNESS
® RINGLESS PRODUCT

® IDEAL COOKING QUALITIES

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

GUIDO TANZI -
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durums all look excellent. On July 28
Henry 0. Putnam says, “The durum
crop wull be much iwllcr than last
year.," There is considerable acreage
of Peliss in the Nushua area, accord-
ing 1o elevator managers’ reports.

According 1o the King Midas weekly
market summary, two cars of new
crop South Dakota durum arrived in
\Ilmmupuln July 28. One car, testing

wounds, sold at the 60-pound basis
nl' 4165 per bushel. A few field sam-
ples of Montana growing durum re-
ceived this week shows a complete
absence of rust. They appeared about
three weeks away from mulurily and
showed unusually heavy stand.

A shortage of box cars is developing
and which might reach serious propor-
tions as lhc spring wheat crop siarts
to move in volume,

Amber Milling Division of GTA sum-
marizes the durum wheat siluation on
August 1: Early durum fields affected
very little. Rust is now taking a heav
toll on all late fields, Western Nort
Dakota and Montana are just about
free from rust. The durum crop is
moking very rapid progress. South
Dakota is combining; southern North
Dakola is now swathing; northern and
western North Dakota is a week from
harvesting; and Montana a week or
two weeks,

llcnry 0. Putnom reports on July
29: “Spent the morning at Devils Lake,
Durum northeast of Devils Lake was
sowad carly and is turning color. Stem
rust appears the entire length of the
stem with o heavy sprinkling of pres-
tules on the necks oF all plants. Ker-
nels are in thick dough stage. There
will he litle additional supply of phml
food delivered 1o the kernels. The dur-
um may have a lest weight of 55 to 56
pounds, Perhaps 159 of the durum
crop was sowed early. Much of it is
two to four weeks from maturity which
means severe damage to much of this
crop in the so-called durum area. Per-
haps 50¢¢ of the original crop eslimale
or about 6 bushels per acre will be an
average yield for the durum area for
Imnc-um{ durum, Hol, dry weather
might retard slem rust activities and
allow an improvement in the yield.

“One durum  field between Rughy

amd Highway 2 appears mature—killed
by elem ruwlwum‘ it will probably dr
out to 50 to 53 pound durum. Ah
fields have been hit by stem rusi, some
lightly, Stem rust appears to decrease
about Bottinean and there is very litile
durum west of the Moose Hiver on
Highway 5. There are scattered fields of
Golden Ball ot Devils Luke, Lees, and
north of Minot on Highway 83.

“There is o terrific difference in the
amount of stem rust in various durum
fields in the Langdon area, even in the
same fields. Some fields had little rust
while others were heavily infested.

“Stewart and Mindum at the Morden
Experiment station were heavily at-
lac‘:ed by stem rust while rust resistant
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durum- were free of stem rust,

“Ten miles west of Langdon durum
will be of low test weight because of
rust, Stem rust appeared to be heavier
in this area and some fields may not
be worth harvesting.

“Fields 9 miles north of Cando are
two to three weeks from maturity and
were heavily attached by stem rust. A
field of durum just south of Penn
carried very little stem rust. It can
probably be swathed next week and
should yield 15 bushels or more of
quality durum,”

DON STEVENS

He Wrote His Congressman

Don Stevens, vice-president of Gen.
eral Mills, n:ccntly wrote Senator Milton
R. Young of North Dakota as follows:

“The quota limitation on wheat im-
ports and flour or semolina imporls
prevents the flow of foreign durum
wheat or semolina to compete with our
l'nrrnl:rs and processors. Unfortunate-

' however, there is no resiriction on
t:e imports of durum producls such
as macaroni, spaghetti and noodles, In-

Tt -
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asmuch as it has been necessary to
ration the amount of durum wheat in
our macareni products during these
rust years, the nplmrlunlly lo import
foreign mocaroni has popped up and
is causing our macaroni manufaclurers
greal concern.

“You will recall that last year the
macaroni manufacturers had planned
to urge Congress and the Tarifl Com-
nission to lift the restrictions on the
imports of durum wheat and/or semo-
lina. The representatives of the durum
producers and the durum millers per.
suaded them to withdraw this request,
Now, however, these macaroni manu-
facturers are becoming restive ngnin
bevause they are faced with compeli-
tion in the form of tremendously
incrensed imports of macaroni and
spaghetti,

“Until the present emergency on dur-
um, imports of macaroni and spaghetti
averaged aboit 600,000 pounds an.
nually and competed nnly in specialties.
In 1953 these Imporls jumped to 2.
343,000 pounds; in 1954 they jumped
to 4,640,000 pounds; and at the rate
of importation so far in 1955, it appears
that the imports may reach 6,000,000
pounds,

“Tl:e mucaroni manufacturers believe
that since durum wheat and semolina
are limited hr quota, manufaclured
macaroni should be similarly limited.
As a durum miller, I strongly support
their * view, and I feel certain that
the durum producers do also, I sin-
cercly hope this view will reccive your
support.”

- L]

Editor's Note:

In addition to Mr. Stevens' letter,
many macaroni manufacturers and mill-
ers wrole their representatives. At lasl
report, North Dakota Senator Millon
Young was taking the malter up with
the Tariff Commission.

EENERAL MILLS 'MI five admirals, Left to right they are: Harry Balley, I, J. Brodall
Les Merry, C, E. Farr, L :nn Burke, They sscorted macaroni convantionsers on a Hrip around

San Dl-qo Harbor on

o good thip Silvergate.
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More and more homemakers are fast learning macaroni producta are a
perfect answer to the problem of rising food costs. For only a few pennies per
portion a countless variety of tempting macaroni product dishes can be served.
With no other food on grocery shelves t.oday offering so much in nutritional value
for so small a cost, there is a steady swing toward macaroni products,

Yes, today's market for macaroni producta is a growing market. Con-
sumer acceptance of your macaroni products is assured when you depend on
Capital quality to give your products real eye and taste appeal. Capital semolina
and durum flours will help your sales curve.
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BEHIND

T the 51st Annual Meeting of the
National Macaroni Manulfacturers
Associntion at Coronado, California,
in June, the convention adopted a reso-
lution condemning the use of stalements
on packoges and labels or in use in
ml\'r.-rlisin;‘x such as “low calories”, “high
protein”, “lower in calories and higher
in protein”, starch reduced” or similar
words implying that the product when
prepared }or consumption is a low- calo-
rie-high protein dish,

Behind this action is the recent ex-
serience of V. LaRosa & Sons, the
uitoni case, and the experience of other
industries,

The LaRosa Citation

In February 1955, the Federal Trade
Commission issued a complaint against
V. LaRosa & Sons. They charged il
was unfair and deceptive 1o advertise
spaghetti as low in calories at the same
time that a fatlening sauce is recom-
mended for it. They based their charge
on statements that spaghetti has less
calories thon other important foods, but
directs users to “pour over it whatever
sauce or gravy you have prepared and
mix well.”

While the charge was made in Febru-
ary 1955, the mfa had not been used
since 1953 when LaRosa broke a full
age newspaper ad schedule stating,
“Food Research Proves LaRosa ilas
Less Calories” and listed some fifty
foods thal conlain more calories per
rortian than a -ounce serving of La-
Rosa macaroni or spaghelti,

In March 1955 Laltosa accepted the
decree from the Federal Trade Com-
mission examiner, Frank Hier, that for-
bid the firm to advertise that its spog-
hetti and macaroni provide more prolein
and fewer calories ann other foods with
which they were compared. LaoRosa
waived the right to contest the order in
the courts, but that action, the Federal
Trade Commission pointed out, “did
nol, however, constitute admission by
the company of any violation of the law
us alleged.”

In relating the experiences of* the
Laltosa Company at the convention,
Joseph Giordano stated he was doing
this so that other manufacturers and the
industry could profit from their ex-
perience. He related how the company
and their adverlising agency hm‘ re-
ferred to the U. S. Depariment of
Agricullure’s Handbook No. 8 and other
research data for the development of
the statements they made. The cam-
paign was developed to meel a com-
petitive situation in the Eost where nu-
tritional claims were the spearhead of
promotional drives,

When the LuRosa Company was cited,
u press release was given out by the
Federal Trade Commission with no
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opportunity on the part of the Company
to justify its advertising or explain ils
position.

The Government has taken the posi.
tion that dry macaroni in the package
is relatively low in calories and low
in protein and that it requires further
preparation, If the manufacturer makes
any relerence to caloric content, he
must do so on the basis of finished
dishes ready for the consumer to eal.
They take the stand that the stalement
“low calories and high protein” on its
face implies that the product is a
special dietary food 1o be used in
weight control diets,

The Buitoni Case

While the La Rosa case is a recent
one, the Buitoni matter is of longer
standing. In this situation, the Food
and Drug Administration has cited the
Buitoni Company for the manufacture
and distribution of a product not per-
mitted by the Standards of Identity
adopted for macaroni and spagheti
products, Specifically, the objection is
to a 20% protein macaroni made by
the addition of gluten flour over the
standard requirement of 13%. (See
“Court Upholds Macaroni Standards”,
starting on page 32 of the December
1954 issue a} the Macaroni fournal.)

The Court’s ruling prohibiting the
preduct that does not comply with the
Standards of Identity was appealed
(page 30, January 1955, Macaroni
Journal) on the grounds that Buitoni
209 spaghenti had a history of separate
identity back a hundred years prior to
the formulation of any regulations or
standards,

On April 16, 1955, in U, S. District
Court for the District of Delaware,
Chiel Judge Paul Leahy reafirmed the
conclusions reached in the Court’s op-
inion of September 30, 1951, and re-
fused 1o accept Buitoni’s argument that
his product had a separate identity
Whil.‘;l precluded application of the law.

The Courl's opinion said in part:

“It is probable and true as defendant
contends ‘Buitoni 209 protein spaghelti
has a history of separate identity back
100 years prior to the formulation of
any regulations or standards’. But |
am not convinced the circumstances or
production, marketing and consumption
o/ macaroni in this country dating from
the time of the promulgation of the
regulations to the present time, permit
this separate identity, As shown in the
main opinion, the manufacture, appear-
ance and preparation of defendant’s
product do not yield legal differentia-
tion. Applicability o[ 21 USC. 343
(g) is not a historical one, but a prac-
tical administrative judgment made
from the consumer's standpoint, In
short, the standard is not denied applica-
tion merely because the buying and
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consuming practices o/ the public re-
ject its application. Moreover, the ad-
ministrative record in this case indi-
cates the Federal Security Administra-
tor's ruling limiting gum gluten con.
tent to 13% has not been disturbed
by any judicial ruling by any court and
especially since claimant's petition for
review to the Court of Appeals for the
Second Circuit was dismissed.

“Accordingly, I adhere to my original
determination” defendans's product is
controlled by 343 (g) and may not be
brought within the coverage of 343 (i)
as a product for which no standard has
been promulgated.

“Other points raised by defendant in
its reargument are merely variations of
its basic contention, i.e., ils product has
a separale identity. My disposition of
the separate identity argument has
equal application o the corollaries of
defendant’s main argument.”

Buitoni products were among the
first promoted as “starch reduced”,
prompting other manufaclurers to make
nutritional claims for their producls.

Beer is Taken to Task

Macaroni is not the only product
in difficulty with the Government on
advertising claims, The Internal Rev.
enue Service, which supervises adver.
tising and labeling of tobacco and
alechol industries has cracked down on
the low.calorie theme in beer advertis-
ing. They started needling the brew-
ers on their use of the non-faltenin
theme in early 1953, on the grnuuﬁ
that the ads misled the consumer. Now
it has “advised” the industry to stop
“promptly” further references lo calorie
content or implications that a beer is
non-fattening.

At the same time, the Government
gave the brewers some leeway lo per-
mit them lo swilch their sales pilch
without hardship. It will be another
three or four months before all vestiges
of the slay-slim campaign disappear,
but the Internal Revenue Service will
report cases of violation for prosecution
by the Justice Department if brewers
continue the theme beyond a reasonable

time.
Be It Resolved

The resolution adopted at the 51st
Annual Convention states concisely the
fecling of the manufacturers assembled:
WHE%(EAS it appears that manufac-
turers, in considerable numbers, imprint
their packages and labels with, or use
in their advertising, such phrases as
“Low Calories — High Protein”; or
“Lower in Calories and Higher in Pro-
tein”; “Starch Reduced” or with sim-
ilar words implying that the product
when prepared for consumption is a
low calorie—high protein dish, and
IWHEREAS the Federal Trade Commis-

(Continued on page 34)
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NUTRITIONAL VALUES OF
PREPARED MACARONI DISHES

By Dr. Franklin C. Bing,
Consultant In the Food and Drug Fleld,
formerly with A.M.A.

THE very comprehensive compila-
tion of average nutritive values of
many foods as provided in Agriculture
Handbook No. 8, does not offer much
information aboul macaroni products
in the form in which they are common!
eaten, that is, in the form of “dishes”
combined with other foods. Dr. Mar.
garet Mead, writing in 1946 of the
“Cultural Patterning of Nutritionally
Relevent Behavior,” pointed out that:

“In_this country, people don't eat
‘protein’; they eat a ‘main dish'—a main
'J:':h that is either oval or round, prefer-
ably oval and placed in front of father.”

This statement of Dr. Mead is emin-
ently correct, although her next state-
ment, in which she refers to macaroni
as “an appalling substitute for protein”
might wel‘ be questioned.

We have seen how, before World
War 1, macaroni and spaghelli seem
to have been considered as a separate
food, cooked in water, drained, and
served on a plale, just as vegetables or
potatees might be used. There were
at that time a few dishes, such ns maca-
roni and cheese, which are still popular,
and deservedly so, but the greal variely
of combination dishes now available had
not at that time been developed.

Nowadays, recipes are readily avail-
able showing how to use macaroni prod-
ucls for a great variety of dishes, vary-
ing from soups, entrees, and salads, to
desserts, Many recipes have been de-
veloped under the direction of the
National Macaroni Institute itsell, and
some of these have been analyzed in
the laboratory of the Jacobs-Winslon
Laboratories. Other recipes have been
developed by the Durum division of
the Wheat Flour Institute, Millers Na-
tional Federation. Cook books today
have a wealth of recipes in which mac-
aroni products are used; in “Martha
Logan's Meat Cook Book alone, 35
such recipes were counted,

There is no doubt need for more
recipes showing how to use macaroni
products in meal planning; there is
always interesl in new combinations, or
quicker or easier methods of prepuring
foods in the kitchen, Each new genera-
tion of homemakers needs 1o learn how
to prepare foods for o fumily. Pro-
molion of food products, like other
educalional projects, musl be a con-
tinuous activity in order to be success-
ful, and showing o woman how o use
macaroni producls is an educational
endeavor, as well as good promotion.

The awareness of the macaroni in-

dustry of the interest in nutritive values
—which are a measure of what foods
will do for the persons who eal them—
is evidenced by the analytical work done
by Drs, Jacobs and Winston, This work
could well be expunded und extended,
Just recently, the Wheal Flour [nsti-
lute has included, in its promotional
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work on macaroni products. some ine
formution about the nutritive values
wovided by the dishes for which they
"lu\'c developed the recipes, This in-
formation has consisted ul computations
of the foud values of the dishes. The
table, “Nutritive Values of Macaroni
Praducts Dishes,”" provides a summary
of data available from several sourves,
as indicated,

These data show that the food values
of macaroni dishes are considerable,
The foods which make natural combina-
tions with macaroni products, such as
cheese, lomaloes, peppers, meats, ele.,
supplement the food values of the maca-
roni products, [n turn, the macaroni
products ably supplement the other in-
gredients,

CALCULATED NUTRITIONAL VALUES OF MACARONI DISHES
In order to obtain a more complete picture of the food values of macaroni
products, calculations were made ntj the nuiritional value of representative dishes,
the recipes of which were developed in the Test Kitchsens of Theodore R, Sills and

Company.

SPAGHETTI WITH TOMATO-CLAM SAUCE
Theodore R. Sills and Company for National Macaroni Institute
6 servings

14 cup Olive Oil
1 No. 2 can Canned tomaloes
1 6 oz. can Tomato Paste

114 cups Clams, chopped
§ S L 5 rhop)
14 cup Clam juice

1 1. Spaghetti

Entire Recipe Portion
As Given 1] Enriched One-Sixth 1| Enriched

Calories 2,532 122
Protein, gm. 95.1 159
Fat, mg. 66,1 11.1
Carbohydrates, gm. 388 65
Caleium, mg. 395 06
Phosphorus, mg. 1,272 212
Iron, mg 217 3 1.6 5.6
Vitamin A, unils 9,080 1,513
Thiamine, mg. 1.08 1,66 018 0.78
Ribollavin, mg. 96 2.39 16 0.1
Niacin, mg. 19.6 374 3.3 6.2
Vitamin C, mg. 156 51

(Continued on page 48)
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Braibanti.. ...

Bentley's Code Used MILANO—YVYia Borgogna |, (Haly)

THE NEW SUPER MACRON PRESS

WITH THE NEW MOTORIZED

DIEHOLDER

September, 1955
Dott. Ingg, M., G.

FOR QUICK CHANGE OF DIES

Dichelder In Closed Pesition Diehelder In Open Pesition

Equipped with the Braibanti Vacuum System!

Send your inquiries to:
Eastern Zone: Lehara Corporation, 16 East 42nd St., New York 17, N.Y.

‘Western Zone: Permasco Division of Winter, Wolff Co., Inc.,
1206 S. Maple Avenue, Los Angeles 15, Calif.
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Braibanti..

MILANO—Via Borgogna |, [ltaly)

CONTINUOUS AUTOMATIC DRYING UNITS
FOR LONG GOODS & SHORT CUTS

Dott. Ingg. M. G.

SOC. A.R.L

Cables Braibanti—Milano
Bentley's Code Used.

Drying Installations At Ex-Combattenti Factory

CREMONA, ITALY

At Left: Automatic Drying Tunnel for Long Goods: 1,000 Lbs. per Hours.
At Right: Automatic Drying Unit for Short Cuts: 1,000 Lbs. per Hour.

Send your inquiries to:
Eastern Zone: Lehara Corporation, 16 East 42nd St., New York 17, N. Y.
Western Zone: Permasco Division of Winter, Wolff Co., Inc.,
1206 S. Maple Avenue, Los Angeles 15, Calif.
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DEVELOPMENTS

Reported by C. Crushio, Milan, Italy
at the 51st N.M.M.A. Annual Meeting

Imn very happy indeed to have the
apportunity of speaking to you briel-
ly about some of Braibanti’s innovations
in the fiekl of macaroni equipment
which were displayed at the Milan Fair
for the first time last April.

11 First, 1 would 1iLe to mention the
new drawer type of dicholder for round
dies, Inside the dicholder is a ring on
which the die is placed. As soon as the
die is placed on the ring, you pull over
the lever on the side of the head, and it
is locked into position, Te change the
die, you pull the lever the other way
and simply change the die on the ring
for the other one. The time required for
this operation is 30 seconds.

(2} A motorized dicholder for round
dies exceeding 12 inches in diometer
is a push button operation with an
electric motor.  This change is com-
pleted in 15 seconds,

(3) A new double die holder for round
dies for operation with the sutomalic
spreader replaces the conventional “T"
haped connection with rectanguler dies
between the spreader and the press.
It is equi rpm' with two round dies
and with the “mushroom” devices for
spreading the paste strands. Owing to
the special disposition of the holes in
the two round dies, the downward speed
of the extruded strands is absolutely
constant and even,  With this device
the quantity of trimmings has been re-
duced from about 1297 10 2. Here
apain, the two dies can be changed in
one minule,

th We now have a new line es-
pecially designed for the U, S, for an
hourly” production of 1,000 pounds of
spaghetti, noodles or holognu products.

(a) One new “Supermacron” press
with motorized  dicholder for 1,000
pounds,

th1 One new noodle cutter for 1,000
pounds,

te) A new stamping machine for
howdties, ete, for 1,000 1hs,

It is possible, of course, 1o purchase
the Supermacron as well as all of the
varions types of Braibanti presses with
the new "Iy Pass™ vacnum system.

151 We have now a new device to
load automatically the charged sticks
from the emd of the preliminary dry-
ing tunnel on 1o the trucks; also
similar device 1o unload automatically
the sticks from the trucks (o0 the strip-
ping and cutting machines. Labor in-
volved  for these operations is now
reduoced to one workman who simply
has to push the trucks from one point
1o the other.

16) We have now perfected an auto-
matic semi-slatic drying system for fae.
tories working 8 hours per day, This
line consists of the following elements:

tw) A shaking preliminary dryer

s

for the first ventilawon of the products,

(hy A rotating drum dryer for the
deep preliminary drying.

(¢} A new “Labyrinth” silo type
dryer charged from the rolary prelim-
inary dryer by means of a vonveyor.

These silo tir}'l.‘rs can be supplied for
many different caparities varying from
9(H) pounds to 1,600 pounds each. Ac-
cording 1o the shape of the producl,
the drying cycle is finished in less thun
21 hours. Discharge is effected by
gravity 1o the storage hins on the floor
below,

The advantages of this system are:

{a) Euch silo can be charged with a
different shape produced in that day's
operation,

{h) It is o semi-stalic system with
the advantages of a continunously moy-
ing one but it has more flexibility and
it does away with the trucks and trays
in your faclory,

(7) For some of you here who might
be interested, we also have developed
completely automatic production lines
for ravioli and tortellini, from the flour-
dumping hopper 1o the cans.

National Macaroni Week

National Macaroni Week Director,
Robert M. Green, announces dules of
National Macaroni Week s flet. 20.29,

Franco-American Adds
Two New Items
Franco-American is expanding! Two
new-comers . . . Spaghetti with Meat.
balls and Spaghetti Souce with Mush-
rooms . . . have joined the clan, and
the whole line has been dressed up in
new, yellow-bright labels,
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Spaghetti with meathalls are made
with a blend of sharp Wisconsin ched-
dar cheese (aged a year or more} with
Campbell's  Tumous red-ripe lomutoes
« o plus sugar, oil, and seasonings.
These are measured, blended, and sim-
mered according o a seeret recipe,

The meathalls are made with top-
quality beef and Camphell's culinary
knowhow, They are dropped into cans
conlaining the” vooked spaghetti. and
suuce is poured over top. Cans are
sealed and processed in gigantic retorts,
“No wonder flavors are so happily
mingled”, says Camphe!l's Kitchens,

Spaghetti Suuce with Mushrooms is
meatless, The mushreoms are specially
developed for Campbell and go with the
tomatoes and special seasonings to make
u real lalian-style sauce.

The two new products are going inlo
immediate national distribution.

A Bit of History

Family history of Franco-American
goes back 1o 1887 when an enterprising
French chef named Alphonse Biardol
purchased a few kettles and started
processing specialty foods on the corner
of Warren and Greenwich Streets in
New York City. Soon a larger factory
in Jersey City was turning out high-
quality food items under the Franco-
.»lmcrit'nn name. And Ernest and Octave
Biardot entered the business with their
futher,

In 1921 Campbell Soup Company
acquired the  Franeo-American I"l)ud
Company,  Some  Franco - Americun
reudy-to-serve soups were carried in the
line umil the late 1930%s. Spaghetti was
and is still a favorite, During the years
it has been improved through label and
recipe changes,

In 1939 a newcomer appeared in
Franco-American’s line . . . Macaroni!
and two years later, along came Beef
Gravy. In 1951 Spagheiti Sauce with
Meat” was introduced, And now the
newcomers bring the family 1o six

————
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HE LIKES IT ”al de”fe”!

And Huron's gum gluten makes sure he gets it that way

Want to guarantee the exira chewiness that
. makes your customers ask for more? IU's casy
— when you mix Hurons gum gluten in with

your product,

Huron’s new drying method resulls in more
“vital" gum gluten — which in turn means

THE

lighter color, greater clasticity, and minimum
droppage on racks,

What's more, Huron's gum gluten gives you
a guaranteed minimum of 739 protein on a
moisture-free basis, Write for gum gluten sam-
ple and technical data, B.4.30

MILLING COMPANY

9 PARK PLACE, NEW YORK 7, NEW YORK
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SPAGHETTI

"MBLAZENED across the highways
of America, no one can fail 10
nole the many times one particular in-
vitution is extended to the American
people; an invitation to lunch, to din-
ner, to o belween-meals snack, It is
o call 1o a dish thut is fast becoming
one of America’s most popular ealing
pleasures—"Spaghetti Dinner.”

Few may know that the llalion word
spogo literally means string, but all
know that spaghetti (litle strings) is
an Italian word. Iis increasing use
as a word and as a food, represents a
cullural gift from Daly to America, It
expresses the collective genius of the
ltalian People and in spaghetti the
Italian spirit has survived virtually in-
tact,

Spaghelti, an lalian word, and din-
ner, on English word combine to form
“spaghetti-dinner” an all American
word,

From whence came spaghetti? There
ore many stories of its invention and
lace of ‘origin, but none appear to be
Imu-d upon provable facts, Many coun-
tries claim the distinction and many
sections of ltaly use every saying,
phrase, legend, memory or tradition 1o
press their claims as the discoverers of
spaghetti,

The widely accepted legend of Marco
Polo having seen spaghetti made in
China on his journey through that coun-
try, and having brought it back to Ven-
ice where it speedily gained favor and
became ltaly's national dish, is re-
garded by the author as the most dub-
jous of all. He goes to great length to
disprove the story, and he points out
that Marco Polo lived from 1254 to
1323 a.d. but that spaghetti was known
in ltaly in the year 1200, being men-
tioned in historical literature of that
year, All the names given lo macaroni
products indicate its origin as of Medi-
terranean civilization,

Although the origin of spaghetti can
not be pinpointed, today it is certainly
identified with the Mediterranean, and
particularly with laly, The fantastic
and varied shapes of “mn in the
macaroni family, of which spaghetti is
only one, owe their ori%in to the Ial-
ian people. Only a people of great fan-
tasy could have found as many forms—
and as many names for these forms—
for this commonest of their foods. They
found forms and names in every aspect
of their daily lives.

For his lack of imagine, the average
American has been rewarded with only
a few of these fantastic forms. He
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A Review of a Book by Guiseppl Prexzolini,
Published by Abelard-Schuman, Inc., New York City

knows spaghetti, vermicelli and noodles
(a German dish), and perhaps in more
recent years, ravioli and lasagne, but
there is no greal variety of macaroni
products to l;)e found in the average
American home,

Not so in Italy! Little pipes, butter-
flies, needlepoints, stars and turbans
rub elbows with rings, litlle worms
and tempests, Small wonder the Ital-
jans have enormous fondness for mac-
aroni, for they have grown up with
it literally and figuratively.

Macaroni had become an important
industry in ltaly by the year 1592, so
much so that in December of that year,
a Roman law was passed regulating,
prices, Also about that time, the mace-
roni manufacturers formed a corpora-
tion called Universitas et Ars Vermice!-
larum, or the University of Art of Var-
micelli making.

There were squabbles between the
macaroni makers, the bakers and the
vegetoble venders who regarded them-
selves as direct competitors, But no
amount of competition could keep mae-
aroni down,

The region around Naples is the one
most firmly identified with spaghetii.
During the eighteenth and the major
wart of the nineleenth centuries, the
Lenl products came from Naples and
nearby towns of Grnﬁnuno and Torre
Annunziata. Today, Naples retains this
reputation and her great macaroni fac-
tories are a major point of interesl.
The invention of drying macaroni prod-
ucts was originaled and developed in
Naples at the start of the nineteenth
century. Production was not a prob-
lem, but to dry the dough to keep it
from going rancid from natural fermin-
tation was a problem. This was done by
hanging the dough in the open air
where there was a frequent change from
hot to cold. Since the change had to
occur in the shortest space of time,
locations had to be found where there
were frequent changes of temperature
in twenty-four hours. Favorable con.
ditions prevailed at Amalfi and Grag-
nano, but Torre Annunziata proved to
be best of all where the climate changed
systematically four times daily.

Naples has another fame. Besides
being an important producer of maca-
roni, it is widely known lodny as the
home of the “Macaroni Eater”.

Prior to the seventeenth century, the
all absorbing Neapolitan interest in
food did not exist. Macaroni ealing
became widespread sometime during
that century and the legendary “Maca-

roni Eater” role became established as
a part of the Neapolitan character, The
Neapolitan’s specialty was his ability
to swallow a whole platterful of maca-
roni in one great gulp. The celebrated
“Macaroni Eaters” were not those who
could eat the most, but rather those
who could eat the most at one time.
This extravagant form of macaroni eal-
ing no doubt expressed the delight of
the poorer workers in finding a cheap,
plentiful and tasty food. But they soon
added some theatrical geslures designed
lo amuse others, particularly visitors or
tourists, “Macaroni Eater" became the
nickname for all Neapolitans and later
for all Italians,

About the same time the Neapolilan
was gaining fame as “Macaroni Eater”
the term was being applied 1o well-lo-do
Londoners who could afford the nice-
ties of life and who included macaroni
in their selection of costly imported
foods.

The history of spaghetti in America,
began with the spaghetti making ma-
chine imported by Thomas Jeflerson,
Just how or when he became interested
in macaroni is not explained but the
author accuses him of having smuggled
two bags of Piedmontese rice out of
Italy. This rice it seems had a super-
ior quality that stood up well in the
process of cooking, but its exportation
was forbidden and severe penallies
were imposed on rmugglers, But this
did not stop Jeflerson and he left
Ituly with the two bags of rice but
without the macaroni machine for which
he was searching. Later, his secrelary,
William Short found the macaroni ma-
chine and had it shipped 1o Jefferson
in America,

It was a long, long time after Jefler-
son’s importation of the macaroni ma-
chine before spaghetti took hold in
America. 1t was past the middle of
the nineteenth century before spaghetti

tenlly became a part of the American

culsine,

Prohibition with its Italian speak-
easies serving Italian made wine, good
or bad, wllﬁ spaghetti had much to
do with introducing spaghetti to mil-
lions of Americans. Italian artists,
mainly the theatrical artists, Kluyed a
l]rominenl part in spreading the popu-
arity of singhelli through the early
decades of this century,

During and immediately after World
War I, the American spaghetti industry
had sprung into being. %J. S. imports
of macuroni in 1919 were only a little

(Continued on page 43)
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ACARONI and noodle manufactur-
ers teamed up with canned meat
packers for an Easy Summer Serving
drive June 15-July 31, They had plenty
of help from the weatherman to apply
their slogan “Beat the Hveat with }.'as_r
Summer  Serving of Macaroni  and
Every major meat canner in the 4
country tied-in with the drive, DParti- (& "F“lia !
cipants included Armour & Company, ek
Cudahy Packing Company, Hormel L (2244 AR
ﬁinoiu Meat Company, et
Kingan, Inc., Krey Packing Company, wetH .
Libby MeNeill & Libby, Oscar Mayer,
Morrell & Company, Rath Packing Com-
pany, Stahl-Meyer Ine, Swift & Com-
pany, Walker's Austex Chili, Wilson &
Company, and United Packers, Incor.
poraled. These firms are all members
of the National Meat Packers Associa-
lion, a division of the American Meat
The American National Cattlemen's
Association, with headquarters in Den-
"'F_r.' also gol behind the drive, and the THOMAS A. CUNEO of Ronco Foods, al the left, looks over an attractive end-of-ths-
wives an dnughleru of members per- alsle display with Mr. Sam Golden, ager of Dunn Broth Pic Pac No. 2, Lamar &
sonally went into stures to put up Alrways Shopping Canler In Memphis,
.The National Macaroni Institute suLn- grocery trade with some 18,000 bro. tions with cunned meats as well as the
vlied some 208,000 posters to the pack:  chures graced by a bathing beauty pro.  symbol of Dad enjoying Eusy Summer
ers and distribulors to merchandise th i . £ Servi ine * i
¢ | ! € claiming the slogan “Beat the Heal”, Serving, und the line “Macaroni and
campaign. The posters with bright red The Nati e Ry Canned Meats”,
and yellow colors announced “Easy ¢ ' at onal I_\Inmram Institute sup- Phexiv ol valbllciir v s e i
Summer Serving with Macaroni and plied retailers with some 5,000 drop-in s lni!n !E‘ i )\l tioll ‘n. {"11‘:"' e
Canned Mear” and showed Dad with mats for local newspaper advertising, In-mlullt: 'l;ln)t-rc \:'Bcrii?m- :n' |i‘r.zlu::::lll
a chels cap lodling out a tusty dish, using recipes and illustrations for mac. b sl | it
! I ings 1o food editors with many sug-
The campaign wos announced to the aroni, spaghetti and noodle combina- gestions for interesting uses for macu
roni, spaghetti and egg noodles with
o canned meats,
i A television release and some four
radio seripts wenl to home program
producers,
National magazines, such as Ameri-
can Home, Everywoman's und Seerets
featured macaroni and canned meat
recipes with brightly colored illustra:
lions, e
Nine syndicate breaks helped pro- el
mote the campaign throughout the oo %
tion's newspapers, The Netwspaper En. i
terprise Association used \hree separate )
releases us did King Features, General a
Features, Pacific Coust Duilies and the Py
fell .‘i[)'ml'hwlv all wsed macaroni and
canned meat recipes and illustrations,
Trade paper coverage was heavy, >
Beawtiful Barbara Weiss, the “Beat the Y
Heat™ girl, graced the cover of several »!

GOOCH'S BEST ties-In with the entire meat department in this super market store.
Besides an end-of-the-alsle display, jumbo baskets contaln every varisty of canned meat.

grocery publications and appeared in
the columns of many more. A press
release  showing  Institute  Commillee
Chairman Jack Wolfe and Presidemt Pe.
ter Lallosa examining a campaign pos-
(Continued vn puge 25)

s v w et b o Rl UL R SSAARNR T




s s KP4 S T P YN Y U e e 1 TR TR A TR (TS T PP e o

THE MACARONI JOURNAL September, 1955

SEMI-FINISH LONG GOODS DRYER NOW

an ESTABLISHED PERFORMER in the AMBRETTE FAMILY of DRYERS . .. OPERAT-
ING in MANY PLANTS in the UNITED STATES and CANADA . . . THIS UNIT ADDED
to YOUR PRELIMINARY with 4 of our EFFICIENT SELF-CONTROLLED 16 TRUCK ROOMS
. . . HANDLES A 24 HOUR DAILY CAPACITY of | AUTOMATIC SPREADER ...
CUTS LONG GOODS DRYING TIME and SPACE to LESS THAN HALF . .. GIVES
BACK to YOU PART of YOUR BUILDING for OTHER PRODUCTIVE USES . .. IN-
STALLATION FLEXIBILITY to SUIT ANY BUILDING.

STRAIGHT

LIKE

attached to front of
Preliminary Dryer.

9 — 1 3 1"“ {
THI 1WA Sl LINE
Lot T ’ |
s R R “ I g Seml-Finish Dryer

—

Dryers connected by

Positive Automatic

Finish Drylng Rooms

} d| t Seml-Finlsh

To surr K 1 . { : ad|acent Semi-Finls
YOUR ' g et T elevator use for

= —

Ol il .

N e
Pwmbretre
MACHINERY CORP.

Three Semi-Finish
OR E- e M- _ e : Sl Dryers on floor below.
156 SIXTH STREET, BROOKLYN 15, N.Y.,U.S.A.
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WITH
THE

PROPER
VACUUM

*PATENT PENDING

Our HIGH YACUUM SYSTEM is now operating on all POPULAR
MAKE PRESSES in the United States . . . . . CUSTOMER ACCEPT.
ANCE of our vacuum system—not only on our presses but on presses
of other makes—has been most gratifying to us .. ... CUSTO.-
MERS' RECOGNITION that high vacuum gives a more complete
deaeration of dough before extrusion—croating a superior quality
product, better conditioned for drylng—has put us in the LEADER.
SHIP in vacuumizing presses in the United States.

CREATIVE
ENGINEERING
for the
MACARONI
NOODLE
INDUSTRY

Automatic Press with Long Goods Spreader @  Autornatic Short Cut Press @  Automatic Combination Press for
Long and Short Goods ® Automatic Sheet Former ®  "Quick Change" Noodle Cutter ® Bologna Machine @
Hydraulic Dry Long Goods Cutter @  Pressure Die Cleaner ®  Automatic Long Goods Preliminary Dryer @
Automatic Self-Confrolled Long Goods Finish Drying Rooms @ Automatic Short Cut Preliminary Dryers ® Automatic
Complete Short Cut Finish Dryers ®  Automatic Complete Noodle Finish Dryers ®  Automatic Complete Bologna
Finish Dryers
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YOU have just been hired by your
company lo fill a new job—a job
created because there are more house-
wives shopping for more food and l{mtr
company wants its share of that busi-
ness, The new job is Sales Promotion
Manager—a good one gets $10,00 to
815,00 per hour—so during this “shop
talk” session gel out your pencils and
inds and begin writing ideas so as to
Lald ﬁour job. Don't say “no” to the
thoughts presented because your Llime
is valuable, You have to produce some-
thing for the $10.00 to $15.00 in time
you are spending. Some of the ideas
presented may be crazy but I intend
lo stimulate you su that these thoughts
may lead to ideas of your own.

I'm not here to tell you how to run
your macaroni business—I'm not a
macaroni man, but I am a merchan.
diser—I have to be to sell cellophane
to men like Bob William, And, as a
merchandiser 1 have observed and stud-
ied how other indusiries have continu-
ally developed a larger share of the foed
dollar,

In a few short years we've seen the
food dollar eaten into by:

TV Dinners, Fish Sticks, Frozen
Soups, Frozen Pies, Canned Beef Pot
Pies, Brown 'n Serve,

We've seen whole new industries crop
up in the past twenty years. For in.
slance, the potato chip industry annual
business of around $215,000,000.00.
Even vegetables, which at one time
were scasonal, are now year around
staples and competing for the same food
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YOU HAVE A NEW JOB

September, 1955

By Jack Manion, Sales Representative of Milprint, Inc.,

dollar on which you built your busi-
ness twenly years ago.

Remember, you have 1o hold that
new job as Sales Production Manager
of your Company for which you are
etting some $10.00 to $15.00 per hour,

s Sales Promotion Manager, what can
you do obout the aggressiveness dis-
played in the fight now taking place
to steal your share of the food dollar?

Here is the answer, Three important
merchandising aids are available to you:

(1) Appetiteappeal; (2) Related
Item Selling; (3) Gimmick Interest.
Here are packages that stimulate

appetite - nprenl (various rolo - gravure ..

packages of cookies, crackers, cereals,
elc, were displayed). Do they excite
your interest as a Sales Promotion Man-
ager? Do you see what these marsh-
mallow people are doing to whet the
appetite of the housewife so that she
will buy marshmallows? — something
that is definitely not on her shopping
list,. Would you consider pulling a
beautiful picture of macaroni or spag-
hetti prepared on a beautiful plate right
on your package, so that you can al-
most smell it?

The trouble with most appetite-appeal
packages is that the vignette is too
small. When you put it onto your
package, be sure it is large, Be sure
the picture bleeds onto the sides and
back of the package.

Related item selling—well, 1 can't
tell you any more than Jim Lane did
this morning, Get a copy of his talk
and have it reprinted so that your boss
and other members of your organiza-
tion will read it.

One of your jobs as Sales Promotion
Manager is to bring ideas to the atten-
tion of your people. Jim Lane said that
you must M:l‘ an idea. What a terrific
thought! Sure, your product is the best
in the world but, 1o put it across you
must sell the idea and stimulate the
imogination—the way 1 am trying to
stimulate yours,

Jim olso said, “Give a reason for
buying other than price.” There is a
problem that can easily be licked by
just directing the housewife's thoughts
Irom price. Give her the idea of related
item eellin?—mukc it easier for her
to prepare her dinner, !

Right here 1 want to show you an-

example of successful tie-in selling, Bell
Brand Potato Chips, one of the most

intelligent potato chip merchandisers in

at the 51st N.M.M.A. Annual Meeting

the country, prinis recipes on the backs
of their bags. All of the recipes change
weriodically except for “Potato Chip
una Casserole.” This tuna recipe re-
mains constant because Bell realizes
that one way of consuming a large quan-
tity of potato chips is by combinin
them with a tuna dish, This ahoul§
spark ideas for tying in other items with
your producls.

Finally, gimmick interest—(Armour
frankfurters, Diamond matches, tradin
cards, Wild Bill Hickok bread, an
other items were displayed.) These
little additives to the package stimulate
the interest of the housewife as well
as the kiddie. 1 needn't tell you the
tremendous influence the child has upon
the housewile’s purchases. Why not
take advantage of this very obvious fact.
Look at some of the packages on the
market today and consider doing like:
wise.

I will turn the rest of this “shop talk”
session over to the panel and will close
with a quote from Fred Spadafora at
lunch yesterday, He said: “Our big:
gest compelition is food.” Loy off of
price cutting. Instead as Sales Promo-
tion Manager, you can make your job
ermanent and your company success-
}ul if you will follow the leads of these
industries displayed in front of you—
your compelitors. Make them holler
about the competition they are getting
from you.

LUCKY WORDS— Popular TY announcer,
Arlyns Gray, christens her new 26-foot cabln
crulser "Sono Buonl”, the slogan of her spon-
sor, Ronzonl Macaronl Co., that she has par-
laysd into becoming one of the top TV
announcers. ’

September, 1955 THE MACARONI JOURNAL 29

e BORRELLI

AUTOMATIC LONG GOODS CUTTER

A R M AL R AT SR SN {
! ! A Tl

Will AUTOMATICALLY FEED The C-K Long Cut Packer

@ CUTS From TWO to FOURTEEN STICKS per Minute,

@ TRIM LENGTH ADJUSTABLE with Qutside Hand Wheel.
@ STICK COMVLYOR WITH CAPACITY OF 52 STICKS
Can be installed on floor above or below cutter.
@ AUTOMATICALLY STRIPS STICK - (Patent Feature),
@ Three BLADES Simultaneously Cut Off Loops - Cut in
Center and Trim Ends,

@ TRIMMINGS AND LOOPS Carried away from Cutter by
Conveyor under the machine.

@ NOT an EXPERIMENT -« the original Borrelli Cutter
STILL in operation, after 4 years,

Manufactured and sold under an exclusive license from the inventor A.Borrelli under U.S. Patent No. 2,649,055 is-
sued August 19, 1953 which gives the owner the righe to stop nll unauthorized MANUFACTURE, SALES and USE |
by Spaghetti Manufacturers and others of apparatus infringing the patent. For YOUR PROTECTION, insist ona
?m:ln:, lsionelll Cutter and enjoy the patent featwes of this machine produced by the ONLY Legitimate source
n the U.S.

1) 34y ‘ ;
1Y San Jubian $1 v+ 1% Calhiiorma
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THE JOB OF ADVERTISING

Presented by Joe Personenl, Rossotti Litho. Corporation,
ot the 51st N.M.M.A. Annual Meeting

Al)\'lil{'l'l.‘il\(i is like electricity in
one  respeet:  everybody  knows
what it is but it can't be defined in a
single all-embracing phrase. The exjent
of it many forms awd the complexity
of its nature defy even the slopan.
makers themselves. A long lime ago
it was called “selling in print”, but
the profession has obviously outgrown
such a limited deseription. Advertising
is spectacular and dynamic and a vital
fuctor in the American business system.

lts scope is hroad—broader than
most people realize. 1t raises the entire
ceonomy as well as the individual stand-
ard of living. I is u necessary sales
and distribution implement, concerned
with the moving of goods from the
maker to the consumer. [t maintains
the demand for existing products, de-
velops new markets for these products,
creates o demand for new products, Tt
informs the consumers quickly about
the product and the brand name and
helps them to buy more intelligently and
efficiently,

In the long run, adverlising actually
helps to lower the sales price of the
product sinee, by increasing the sales
of the product, mass production is pos-
sible with its lower unit costs, Lower
sales costs also mean greater availability
of the product for a greater number of
peaple, thus the standard of living is
given a further hoost, Many items that
once were considered to be luxuries
are today accepted by the vast majority
of users as necessities,  Automobiles,
antomatie washers, electrie relriperators,
vadio and television sel= are  prime
l'\“"l]‘ll':‘.

Nowhere else in the world is advertis-
ing wseel as elfectively and as extensive.
Iy as it is in the United States, And no-
where el is the stamdard of living as
high. Certainly this is more than mere
coincidence,  Becanse it sells as it tells,
advertising induces the public o buy
and live better, And, by mass selling
amd mass producing, it offers the mer-
chandise al lower prices that would be
possible with personal selling alone,

Sinee it is one of the chiel purposes
of advertising 1o move the product
through the channels of trade, from the
point of origin to the point of end use,
the importance of the package in the
advertising program is fairly olwious,
and yet it can’t be stressed enough,
I's the lust link in the chain of distri-

Here, at the jumping off place, and
at the crucial moment of decision—to
huy or not to buy—the packoge takes
over and must complete the selling job
which was instigated and carried along
by the newspaper and magazine od-
vertising, the radio and television pro-
grams, the outdoor and car card poxt-
ings, the pointof-purchase displays, All
of these, in logical combination and
sequence, are the prodding forees that
eventually  bring lﬁw prospective con-
sumer up to the final stage, And cer-
tainly no one can deny that it is an
especially critical stage, u dramatic mo-
ment wherein any number of things can
happen to even the best of intentions.
Particularly in the self-service super-
markel.

Now the hurden of responsibility rests
with the packape. It's the last oppor-
tunity the manufacturer has of gelting
his story accross 1o the shopper, His
final chance to talk about his produet—
o inform, to persuade, to tempt, to
clinch the sule, The pockage should
he he culmination of the complele
advertising and merchandising program,
bringing together all the sales features
which were presented by all the other
media.  Therefore it must he geared
to the over-all cumpaipgn,

Certainly we take nothing away from
the importance of any other form of

advertising when we recommend  that
the puckage be considered as a most
effective advertising medium, too, 11
should be thought of as advertising,
planned and designed and produced 1o
do the same kind of a selling joh as
any other form of advertising, 11 should
get attention, creale  inleresl, arouse
desire, stimulate 10 action, 11 should
show the produel in use, stress the hene.
fits 1o the consumer, point oul the time-
trouble-and  money-saving advantuges,
It should explain clearly how Lo prepare
the product and how to use it. It
should emphasize every reason for huy-
ing.

Incidentally, it's quite possible to ac.
complish all of this without cluttering
up the package. Good packaging, like
good advertising, employs the principles
ol good layout and good design. The
experienced packaging designer knows
how to make proper use of every mer-
chandising feature without sacrificing
legibility, balance or crispness.

Because there is a definite and direct
relutionship  hetween  advertising  and
puckuaging, we feel that we are speak-
ing for the entire packaging industry
when we suy we're proud 1o be con.
sidered one of advertising’s many ef-
fective phases of distribution and glad
to play a part in such a vitl and ag.
gressive form of American enterprise,

PACIFIC PANORAMA, a popular Weit Coast telavition presentation, features Halen
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operation at left,

SUSPENSE! repinted From

Y developing equipment to assure

heat sealing of bands, 1. ). Grass
Noodle Company, Chivago, now uses
its own method of banding 2 carlons of
noodle soup on a production line hasis,
Focal point of the solution to this prob-
lem is the method used 10 hold each 2
packages in suspension,  This provides
a momentary delay so that the heat-seal
band may adhere.

To accomplish this objective, mem-
bers of the Grass organization rebuill u
Packuge Machinery Company FA wnil.
Heart of this project is the installation
of a heat chamber working in conjune.
tion with the pressure plates immediale
Iy above the riser bar of this machine,
All-important to the suceess of this
banding job is the holding time for
the 2 vertical heat plates, These have
a typical temperature of 320° F, bul
may operate with a varianee of 20° plus
or minus,

Sealing of 'Doubles’

After leaving a J. L. Ferguson carton
sealer at the end of o production line,
individual cartons of noodle soup go

LEAYING PRODUCTION LINE, cartons of noodle soup go through
first PMC unit for cellophane overwrapping. Girl in center takes over.
wrapped carlons, potitions them a1 'doubles’, tends them 1hrough
rebuilt PMC unit in foreground. Banded 'doubles’ pass to casing
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plate,

throngh a Package Machinery Compiny
FA unit. This is a standard machine
which overwraps each carton with eel-
lophane,  Over-wrapped cartons pass 0o
a transfer table from  which o girl
takes them to feed them in pairs into
the rebuilt Package  Machinery  unit.
This runs at a speed of 10 a minute,
Cartons o through the overwrapping
unit at 72 a minute,  However, since
they double up in order 10 go through
the rebuilt unit in puirs, a speed of 102
minute ix adequate,

How Bands Adhere

While a pair of cartons stands in
this position. the machine automatically
applies a band. et 1o size from roll
stock feeding into the equipment, The
feeding  mechanism for roll stock is
standard except for one thing the Grass
engineers did: they changed the gear
in order 1o coincide with the proper
size and width of the band being used.

First heat seal of the band is of its
sies.  After a banded “double’ leaves
the heat chamber it moves through on

=N

Wes trinae
Maenlly Sty

PROPER HOLDING TIME is all Important fo succenful banding of
cartont, Grass engineers nat anly deviied system of heat plates, but
worked oul a machine operation 1o allow time for 'double’ to feed in
suspension, A} right, 'double’ discharged goes through top haeat ieal

"Packaging Parade”

a dlischarge tray, Over this tray i
heater plate which Grass technie
stalledl. This plate provides adhesion of
the top surfaee u} cach thermoplastic
ol 1o the topmost package. Now the
bamd is completely sealed, sinee the
sides |-w\iu||~|.\ received their seals,

Does the Job -

Thus, the Grass  production  stall
salves its problem of how o band wha
this company valls the *Handy Twin'.
Now that this upl'rulinu has sueceeded,
refinements are ader comsideration,
The Grass organization is thinking of
reducing the width of the thermoplastic
band, 1t appears that o smaller size
will do the job just as well as the pres.
enl size,

Grass pets its folding cartons for
this operation from Milprint, Ine. Mil-
wankee, The overwrapping utilizes 300
MST vellophane, a produet of F, 1 du
Pant de Nemours & Co Inee “Doubles’
involve twinepack heat seal sale Lands
produced by Marathon  Corporation.
Menusha, Wiseonsin,

GETTING TOP SEAL by means of heat plate seen in foreground, the USING ROLL STOCK, this is the PMC unit which Grass engineers

lution, the bridge that spans the last Parrish daily. Association Secrslary Bob Grasn, on the left, and macaroni manufacturer 5 L : whie
lee ? Il between the retail shelf 1 Emil Spadalora, on the right, ware her guests fo demoniirate how macaroni shapes are made band of sach 'doubls’ thus is completely 1saled on all three sides prior rebuilt for this banding job. Moved out of line in order to reveal
gefL Uit _neinten The dupals wiielam by forcing dough through diss. The felecast Jook place just prior to the National Convention to discharge. At left, pair of cartons moves inlo position for initial relationship of parts, this equipment normally rests at a point belween

the |mll'nﬂu| purl“lu.‘l‘!’. at Coronado, California, banding application. transfer table [for overwrapped carlons) and case loading point.
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“One Shift” Automatic Short Cut Drying % .
‘ W Long Goods Stick Remover and Cutter

® Simplified' Mechanism
® High Operating Efficiency
® Automatically removes a stick and discharges it to a magazine rack.
® Equipped with three blades which cut the heads and ends of the product and simultanecusly cut
the product in half.
® The three blades are adjustable and any one or two of the three can be removed.
Repeating type finlth dryer showing elecironlc control panel board, taken at plant of U. 5. Macaronl Co., Spokane, Wash, ® The Eladae are adiusfable fo. ot producf in |eng:'h range Lern nice To ten fiches.

CLERMONT'S AUTOMATIC SHORT CUT DRYER OF REPEATING TYPE was designed to
meet the needs of medium-sized and smaller macaroni manufacturers confronted with the prob-
lem of enlarging their short-cut production to meet their increased demands meanwhile main-
taining their one shift operations and without enlargement of existing quarters.

e Equipped with conveyor with capacity to hold 52 sticks of product, the average number of sticks
contained on a spaghetti truck.

® |f operated in conjunction with an automatic long goods dryer the operation is continuous.

® Operator can accomplish adjustments. No special mechanical skill required.
The dryer consists of two units: a preliminary dryer and a finish dryer of repeating type. It can
be had in capacities ranging from 8,000 to 12,000 pounds per day.

Please cousult us for full Information..

266-276
Wallabout Street 266-276
nz_ : Brooklyn &, Wallabout Street
fne, New York, N.Y., Brooklyn &,
; === = e ———— -

? U.S. A. ‘ New York, N. Y.,
U.S. A,
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LUCKY LADIES. Handiome coffes makers and & fea service went to lucky ticket holders
at a conventlon luncheon. The gifts ware Knnnhd by the Wast Coast manufacturers and

alliss. Reciplents left to right ere: Mrs,

Ibart Ravarino of St. Louls, Mrs. Lloyd Skinner

of Omaha, and Mrs, Theodors Schmidi of Detroit,

Behind the Resolution —
(Continued from page 18)

sion and the U, S, Food and Drug Ad-
ministration in several actions against
manufaciurers have made it very clear
that the use of such phrases without
apecific and truthjul reference to and
accurate information about the total
caloric and protein count of a com-
pleted dish as customarily eaten by
consumers, violates the misbranding and
false advertising provisions of the Food
and Drug laws and the Federal Trade
Commission Act, and
IWHEREAS the publicity attending pro-
secutions heretofore had, and prosecu-
tions which may hereafter be instituted
against manufacturers by the Federal
Trade Commission and the Food and
Drug Administration, have brought and
will bring disrepule upon macaroni
products and egg noodles as a food com-
modity, and
IWHEREAS such adverse publicity dim-
inishes the believability of the adver-
tising of innocent manufacturers and
Jurther tends to nullify the publicity of
the National Macaroni Institute,
NOW, THEREFORE, the National Mac-
aroni Manufacturers Association in con-
vention assembled, after having heard
and unanimously approved the report o
its Standards Committee, RESOLVE.
1. That it is to the best interests of this
industry that the labeling and/for adver-
tising as hereinabove described  be
prompily discontinued, and
2, That the Association and individual
manufacturers take all necessary steps
to effect the discontinuance, termina-
tion and cessation of such labeling and
advertisemenls,

In summing up his comments on the

La Rosa experience, Joseph Giordano .

said: “Every time the Federal Trade
Commission ciles a manufacturer, they

automatically issue a press release, The
public gets the impression that maca-
roni products are very fattening foods.
This sets up a vicious cycle. It is not
good for individual companies and it
is not good for the industry, If we
want to avoid adverse publicity, I think
we all should promptly discontinue us-
ing such statements.”

Enrichment Labeling
James J. Winsion, NMMA Direclor

of Research, reports on the matter of
labeling of enriched macaroni products.
He says that it is important for the
product to be labeled “Enriched Maca-
roni” or “Enriched Egg Noodles” as the
case may be. In addition, the following
declaration of enrichment ingredients
must appear on the principal panel of
the package or container. This is in
accordance with the labeling regulations
under the special dietary food provisions
of the Food, Drug and Cosmetic Act.

Each [four ounces of ————
enriched macaroni product provide the
Jollowing proportions of the minimum
adult daily requirements of these essen-
tial food substances: Thiamine 50.0%;
Riboflavin 15.0%6; Iron 325% and 4
mg of Niacin,

The above method of labeling was
approved by the Commissioner of the
Food and Drug Administration in a
letter dated August 16, 1916,

James J, Winston, N.MALA., Re-
search Director, reports that the import
Office of the Food and Drug Adminis-

tration during the two-week Eeriod end- '
t

ing July 15, 1955, rejected three lots of
510 cases of imported macaroni as
filthy.
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Macaroni Corsage

Eriksen's Crafts of Hutchinson, Kans.
as are featuring a shell macaroni cor-
sage in their Craft Catalogue.

Miss Alice Cochran, a school teacher
is Great Bend, Kansas, gave Eriksen the
idea.

The corsages are made by culting a
3-inch square of cellophane of desired
color nn3 then bisecting it making lwo
triangles. A macaroni shell is placed
on the triangle and the top of the
triangle is foldcd down. The ends are
brought over and twisted at the bottom,
A few flower stamens are used and
gathered with three cellophane covered
shells. They are then wired together
and secured with floral tape to cover
the wire stem. The separate flowers
are gathered into a corsage with ribbon
and leaves,

This inexpensive project makes an
interesting hobby and is being adver-
tised in the magazine, “Proﬁlngle Hob.
Eriksen will also display the
macaroni corsages ot the National Rec-
reation Congress to be held in Denver
in late September. Some 1500 recrea:
tional reaJ;u from all over the country
are expecled to attend this meeling,

S . 4 i

Cortage made with shell macaroni,

Palazzolo Merges
With Delmonico

Antonio Palazzolo & Company of
Cincinnati lins been merged with Del-
monico Foods, Inc., Louisville, Ky.

The maonufacturing equipment of the
Cincinnati firm will ﬁe moved to Louis.
ville, although its wholesale wine and
imported food business will remain in
Cincinnati.

Peter Palozzolo will become treasurer
of Delmonico's, while Dominic Palazzolo
becomes vice-president in charge of
sales. A vice-president of the Louis-
ville firm is an uncle, A. J. Palazzolo.
It is reported that the presidency of
Delmonico’s will go 1o Thomas Viviano,
son of the current president, Joseph Viv-
iano, who will become board chairman,
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No bills for bags. drums. containers

Easier. sater loading and unloading

Bulk shipping of dry, granular and powdered
products in General American Airslide™ Cars Is
safer, easler—and costs less!

Over 900 Airslide Cars now In service or on order. A
small blower is all you need fo unload cars inlo an
conveying system. Write for bulk shipping informatior.
on your producls.

TRANSPORTATION CORPORATION

135 South La Salle Street, Chicago 90, lllinais
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(Continued from page 8)

an organization with somewhere be-
tween five and six hundred advertising
contracts and not one of them is
identical with another. They are all
different,

Cooperative advertising, as such, is
good. Make it simple and make it for
only one reason: lo sell more of your
product by manufacturer’s adverlising.
Our buyers want your lowest price.
They don’t want 10¢ off on every dol-
lar; they don't want national rate. They
don't want this and that, they just
want the product. The advertising de-
wmriment wants a contract that will
lnulp him go ohead and advertise his
product and sell it. Keep that in mind,

I have often thought that if I were
in the manufacturing business, 1 would
tell all salesmen to lay off adverlisin
contracts and I would let the gener:ﬁ
manager of the company handle adver-
tising coniracts because salesmen abuse
cooperalive advertising when talking to
buyers, They think it is a gimmick to
get you onto the shell, The best use of
cooperative advertising is to help you
introduce your item to your cuslomers,

I would like 1o make one more point.
You must riot only sell your product to
the wholesaler, and 1o the retailer, but
you must sell your product all the way
through from the shelf right into the
consumer’s kitchen.

1 like the word “follow through”. Fol-
low through means pursue from begin-
ning to end. 1 think you fellows in
the macaroni business and any other
maonuflacturer, must follow through with
your product; pursue from beginning
to end from the time you make the
product until the consumer consumes il.

Supermarket Trends

One of the mast pronounced trends
among big grocery chains such as Safe-
way Stores, Inc., r(roger Co., American
Stores Co., Colonial Stores, Inc., and
Grand Union Co. has been the replacing
of old, small stores, particularly service-
type units, by big supermarkets, The
chains thus gain additional selling space,
and a spokesman for one also claims a
“promotional value in the size itself—
more people are attracted to a big mar-
ket.”” Some recent trends in supermar-
ket sales and carnings are disclosed
in a survey by Super Market Merchan-
dising mogazine,

The survey, conducted among 51 com-
panies with 618 supermarkets, found
supermarkel sales in 1951 rose 14.7%
above 1953, and net profit margins in-
creased 1o almost 1.49 from a bit over
1.2%. The “typical" supermarket, ac-
cording 1o the study, chalked up 1954
volume of 81,300,800, a 4.3% gain
over the previous year; the larger gain
for supermarkets as a whole resulted
from the opening of new units, Ex-
penses rose, too, but only slightly, and
the increase was concentrated in rents
and adverlising, the siudy disclosed.
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Produce was the most profitable de-
partment, the survey indicated, with a
ross margin of 26.4%, against 20.2%
far meat and 157 for gmcer{; The
grocery department rang up the biggest
1954 sales gain: 5.8%, compared with
449 for meat, and just short of 4%,
for produce. The grocery department
accounts for rou h?y 65% of super-
market dollar sales, the survey dis.
closed, followed by meat with 21%%,
and produce with 119,

Macaroni in the Navy -—
(Continued from page 11)

is absorbed by the food. It may be
that you can put a suitable tight wrap-
ping on your macaroni product, using
a paper that does not absorb moisture
in order to keep moisture away from
the product. That may be the answer.
I don't say it is because I am not an
expert in that line, Of course, the
macaroni products are light, easy to
store and trznsfer to the ship. There
is no problon there,

One important feature of macaroni is
the variation that it gives us in the
Navy diet. In our work of trying 1o
improve the messes, we stress variation
consistently. O[ course, the Navy has
to test its menus which are prepared
by the Provision Supply Office in Wash.
ington. These menus are merely guides
which they expect the Navy to use
for their bills of fare above ship and
stalions,

Please don’t get this confused with
the Army menu, The Army hus a
standard menu which all commands of
the Army use. | don’t say this is in-
correct. | do believe, however, there
is no one who cant sit at a desk in Wash-
ington and tell a supply officer aboard
a ship in the Arclic or the Antarctic,
a ship that is near the equator, a place
in the deserl, a ship wilth thirty men
as against a ship will: twenty-five hund-
red men, just what he should feed his
men. The Navy tries to feed its men
what they want. You'll find there are
suggestion boxes, and questionnaires
are passed out. The Navy will fieed the
men what they want as long as it is a
balanced ration and follows along with
the economy program of the Navy.

It's very interesting—it's amazing,
and | don't have the answer, but the
ships vary a great deal on their crews'
likes and dislikes. This may be due
to the fact that you have a number of
inexperienced commissary men and they
tend to ask for dishes that the cooks
know how to prepare best. 1 think
that is a good common sense answer,

The Navy now has twenty-six recipes
for macaroni, You'll find that these
recipes invariably call for macaroni
with poultry, macaroni with cheese prod-
ucls, macaroni with fish including tuna,
macaroni and cheese and so on. We
haven't gotten beyond that. We have
some good solads cailin; for macaroni.
One of the things the Navy discovered
recently through the Field Food Serv-

ice Team is that these young men really
love the salad bar with a variety of
salads. One of their favorites is the
macaroni salad that the Navy uses,

If you could expand these recipes—
give us more recipes for salads and
more recipes in which macaroni is
combined with other foeds, it certainly
would he a step in the right direction
in not enly improving the food in the
Navy, but it would catch on of course
outside of the Navy. Everything that
the Navy learns is passed on the Army.
Everything that the Army learns is
iassed on the Navy, We have a work-
!ng agreement on this,

There is one thing that was very
inleresting to me when the price of
potatoes hecane high. I noliced in
April the Navy was spending $1.80 to
8525 for a 100.pound bag of white
potatoes. The Provision Supply Office
in Washington took this up and im-
mediately sent oul instructions recom-
mending substitutes for white potatoes,
wartly as an economy measure of course,

ell, heading the list of recommended
substitutes were spaghelti, macaroni
and noodles in that order. I think
that is a testimonial o the place your
praducts hold in the Navy today.

However, in recommending these sub-
slitutes, it is very dificult to get the
people pre; lrini the Navy's menus to
change, They become accustomed 1o
potatoes with meat, and vo on, and they
are reluctant to change. | notice that
particularly in working with [foreign
ships.

A foreign ship came here from Seat-
tle. They said lf:ey were unhappy; they
didn’t have any rice. | went aboard
the alai_}:. True, they didn't have any
rice. The messing comparlment was
louded with potaloes and they were
silting on them, 1 asked the captain
why they couldnt substitute. He said,
“My men don't eal potatoes. They sit
on potatoes, They eat rice,” As the
weren’t about to ci:ange, I actually tool
these potatoes to another ship and
traded them for rice. There was no
other way of doing it.

The first French ship that came in—
and they are shrewd when it comes to
food—didn"t want any of the Navy's
ground meal. They wanted 1o grind
their own. Then in another case it
was bread. We delivered bread to this
ship, and of course we huve many ships
with a thousands things to do, but |
walched the storekeeper make the first
delivery, The French boys were poking
their ﬁ’:lgera into the bread and it was
soft. They weren't tasting it. They were
just making faces at it, and I could
tell from their remarks that they didn't
think much of our American bread.
‘The French officers said they would take
the bread, but would 1 please get French
bread for the enlisted men? Needless
lo say, I did get the French bread.
But a few months afterward the French
men were ealing the American bread
aloeng with the French bread.
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Merck Enrichment | Preparations give your
Macaroni | Products increased consumer appeal

. Enrichment packs a potent appeal for nutrition-conscious
consumers. It can help your macaroni products two ways.

1. By enriching your products you'll create preference
for your brund over unenriched macaroni.

2. Your enriched macaroni products can compete more
effectively with many other food products,

Our technical service staff is always ready to help you
apply whichever of the following Merck vitamin products . ' 2oy
is best suited to your process. Or, il you prefer, ask the
mills to use MERCK ENRICHMENT MIXTURES in your flours
and granulars,

“or Continuous Production
MERCK ENRICKMENT MIXTURE No. 32P—fceds readily,
flows easily, and can be distributed uniformly with the
usual mechanical equipment,

" Merck ENRICHMENT MixTure No, 34P—offers all the
advantages of No, 32P plus special formulation for use
in currently available flours and granulars,

For Batch-Type Operations
Merck ENRICHMENT WAFERS—dissolve quickly, promote

uniform enrichment because they resist chipping and
dusting, disperse uniformly as the batch is mixed,

MERCK VITAMIN PRODUCTS FOR | ENRICHMENT OF MACARONI

i ; : ﬂfnngﬁ:cmn’ng Chemists
] for the Nation’s Health

RAHWAY, NEW JERSEY
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The Biology of Eggs

Dr. Richard H, Forsythe, Director of
Henningsen's Central Laboratories,
Springheld, Missouri; Ph, 1).; member
of the lustitute of Food Technologists
and  American  Chemical Society, re-
cently presented a }mper in Chicago on
the subject “The Hiology of Eggs and
The Factors Effecting Their Use in the
Food Industry.”

Dr. Forsythe says: “About 1107 of
the weight of the fresh shell egg is
shell itsell.  Tuking the liquid total
left. it is composed of approximately
55¢¢ epg white and 45%% yolk, This to-
tal liquid content possesses 5 primary
a‘uulily fuctors of outstanding interest;
they are: (1) chemical composition;
(2) nutritional quality; (3) bacterio-
logical quality; (1) organoleptic prop-
erlies; (5) functional quality. Each of
these primary qualities is directly of
real interest 1o the industrial user be-
cause all, or anyone, contributes to
some function or reason for using epg
solids,

“Chemical Composition: Liquid Egg
Whites are composed of about 87%-plus
water, 1267 solids—consisting of sodium
chloride, protein, glucose mF('huleslrnl.
In Egg White Solids, the glucose is
removed by various methods so as 1o
prevent the glucose [rom combining
with the protein—and il this is not
uecomplished, the result is browning—
an undesirable flavor and inselubility.
Liguid Egg Yolks ure composed of wa-
ter, ful, protein, sodium chloride, and
plucose, When Egg Yok Solids are
produced from liquid yolks—the fat
tlipids) content is 57%¢-plus.

“Nutritional Quality: The egg is an
excellent source of protein of the high-
est biological efliciency. It is an excel:
lemt source of fat nluf low in carhohy-
drates. Yolk is an excellent source of
phosphorus, magnesium, sulphur, and
iron, us well as A and B Vitamins and
. As someone said, ‘Eggs are good—
and good for you!’

“Bucteriological Properties: This is
an estremely interesting factor and the
epp  industry — sanilation-wise — has
made tremendous progress since World
War Il resulting in better sanitary
yoalities, Frequent gatherings of shell
cpps, vooling operations of shell egps,
clean nesting, ete, all contribute to sani-
tution.  Unhealihy chickens are culled
out of Hocks because the farmer knows
spoud epps start with healthy Hocks!
Extreme care in all egg handling from
the nest 1o the final product in the
durum is the constant wulchword o
insure superior quality for you.

“Organoleptic Quality: (Means hu
man ubility to taste, smell and observe.)
The ‘L. tinterior quality) of the egg
is vital 1o all of us. This means vdor,
flavor, yolk color (s0 important to the
noodle industry).  Feeding determines
the yolk color and in the springlime—
green feeds mean color. ():Eur and fla-
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vor can e affected by the feeds—that's
why they don't let chickens ‘run wild',
but rather, keep them penned and
cooped for control.  Too much cod
liver oil or fish meal could show up
later. Holding and storage must he
carefully controlled us the shell cgg
is susceptible to that which is in the
area!

“Functional Quality, though men.
tioned earlier, emerges as the factors
of lmrnfuuml interest.  Without *func.
tion' all else goes for naught!

“(1) Yolk is a [eamer—it is an
emulsifier. The third important prop-
erly of epg yolk is the heat congula-
tion of the proleins so important to
the haker.

“(2) Egg White in candy and in
baking is bosed largely on its foaming
ahilities, and heat coagulation proper-
ties, The properties of o foaming agent
requires (a) low surface tension; (h)
high viscosity; (c) ease of surface de-
naturation; and (d) structure stabilized
by heating. Egg White Solids have
these qualities.

“Yes, eggs are complicated, and egg
salids are the results of research—
science—technology—and they are used
more and more!"

Six Months Production Up

Information on egg production that
is rather startling appears in “*Henning-
sen Headlines”, house organ of lHen-
ningsen, Ine, of New York, They report
that in June 5,701,000,000 cgps were
laid, which is up 7% over a year ago
and 1297 over the 1911.53 averape,
This is anributed to fine weather plus
feed and science in the coops. The rate
of lay in that month was 17.5 epps
per layer compared to 168 last year
and the 10 year average of 16,1, The

MACARONI AND CANNED MEAT materlal
Is reviswed by Robert M. Gresn of the Natianal
Macaroni Institute &t the Ieft, and John H.
Moniger of the National Meat Canners Asso-
clalion. Mambers of :h.xn"' organitations p:r“-

11 1, 1

tatad 1

L n L
from Juns 15 through July.
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number of egps laid per hen on hand
for the first six months was 100.8 com-
pared to 1006 last year and the 10
vear overage of 93.7 cpps.

The nation’s farm flock overaged
326,150,000 layers in June—3'7 more
than a year ago, and the average farm
prices received by farmers al mid-June
was 33.8¢ compared to 33¢ a year
ago, On June 15 the parity price was
16.2¢ per dozen with percentuge of
parity 80%; a year ago parily prive
was 16.8¢ with percentage 78%.

The first six months egg production
in 1955 wos 36,512,999,520, up 377
over first six months a year ago, while
flock replaements—young chickers yel
1o lay in the last six months this yeur
and into 1956—is estimated to be op-
proximately 205 off from o year ayo.

A full poge advertisement of Pills.
bury Mills appears in the August Jiead-
ers Digest, telling the story of “pro-
cossed egps” (egg solids).

Seymour Sets Up
New Bakery Division

In anticipation of greatly increased
sales because of new products, Seymour
Foods, Inc., Topeka, Kans,, has estab-
lished a new Bakery Division, The 51
vear old company is one of the coun-
try's largest manufocturers of egg prod
ucts for commercial use,

In maoking announcement of the ex-
pansion, Jumes T, Schmuck, general
sales manuger of Seymour, said that
John T. Maus would direct the new Di-
vision,

Directly following World War 1, Muas
apprenticed in Furope as a pastry chel.
After serving in hotels there, he came
to the United' States. After losing his
own Miami, Fla., bakery in a hurri-
cane he began a carcer in sales and
research for manulacturers of bakery
products. During the past twenty-five
years he has become one of the hest
known and respected authorities in this
field.

Schmuck said that though the new
Division Seymour will soon market a
family of egg products that promise lo
revolutionize production methods in the

e bokery industry.

“These new products are designed
not only 1o assist the cake baker in
streamlining his production,” Schmuck
explained, “but also 1o help him offer
the nation’s housewives cukes that are
fresher, tastier and more attractive.”

Although the produets are olready
in use in several large eastern bukeries,
announcement of their exact character
is not expected until Maos has fully
developed a field organization,

Schmuck indicated thut the success
of these first “lest operations” has ac-
celerated the company’s  promotional
progrant.

It is believed that the products will
be available in the east by fall and
nationally somelime in 1956,
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The NEW Precision

STERWIN FEEDER
for dry powders

T!li"a. 1's EAsy, accurate, trouble-free feeding of macaroni
enrichment mixtures every time you set the feed-rate knob and

throw the switch on the new Sterwin Feeder, o5 f lal, o

9 - : 8 y ; s Y

For the feed rate is controlled by a precise micrometer adjust. Flog, , = hf,h.”""iy
ment, assuring unprecedented accuracy and uniformity and heign, ;D:. only 224 Otes.
requiting a minimum of operator’s attention. I % X2

Low power requirements and simplicity of design make the """Puun” -
Sterwin Fueder extremely economical to operate and maingain. VoW of ¢4 Id giyes ¢
And extreme uniformity of feeding reduces the overage Ments, “Mpletq

ordinarily required to take care of feed-rate variations,
ENRICH YOUR MACARONI WITH VEXTRAM®
For easy, accurate anid economical entichment of macaroni products made via

continuous process, feed VextraM through your Sterwin Feeder, VexeraM is
the original free-flowing vitamin pre-mix . . , stable, uniforn, dependable,

For complate Information on the new Precition

Slerwin Feeder. .. atk your Sterwin Technically
Trained Reprateniative or write: '] L 1/
o
4 /%M IAC,

Subsidiary af Sterling Drug Inc.
Flour Service Division
1123.25 MERRIAM BLVD., KANSAS CITY, KANSAS
SPECIALISTS IN FLOUR MATURING, BLEACHING AND ENRICHMENT
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Related Item Selling —
(Continued from page 10)

Breast-o-Chicken Tuna has had many
related item sales with mayonnaise and
produce. Doth of these items are high
wmargin, fast urnover items, and the
promotion has never failed 1o be a
successful one, While tuna itsell is
not considered 1o be a high margin
ftem, it is enough above the average
to be very profitable and it is well
advertised and fast moving., Tie-ins
such as these are not difficult 1o mer-
chandise and advertise. We usyally
furnish the point-of-purchuse material
which includes lLin wrap-arounds, ad
pads and mats,

The related item space may be filled
with the brand name of the mayonnaise
to be feutnred and the appropriate
pricing spuces for the tuna, dressing
and produce should be furnished on
the material, 1 am currently watchinﬁ
a ielated item promotion and a weall
of tie-in ud\'crl?sin to determine whe-
ther a strong brand name with a high
margin, {ast-moving reputation can aid
two other companion items—also adver-
tised hrand names but which are slow-
moving and low margin.

Unforwnately, it is difficult to eval.
uate the success or failure of most na.
tiona) related items lie-in advertising
promotion. The participants are usu-
ally fired up for the kick-off but dis-
interested in the results,

This is like playing poker all even:
ing and at the end of the game not
knowing wkether you've won or lost,

The theory in related item selling is
if you can add one and one and get
more than iwo, the idea often makes
the plus. But the plus also comes {rom
the ' complementary force that Iwo
brands of commodities often carry into
this joint venlure. One product may
have a better reputation than the other,
One may be in & highly advertised clas-
sification and contribute consumer cov-
erage, while the other is o heavy sales
undF service product and can sullpl‘y a
relail coverage. 1 think macaroni falls
into the second category more than any
other product that I know.

The last basic rule that jtems should
be displayed together but priced sep-
arately is very elementary so 1 don't
think I'l pursue that any further.

Too often these promotions are en-
tered into hy one party or the other
on the theory of a free ride. This is
one of the pitfalls of related item
selling. A promotion with this back-
ground does neither party any fond and
is a waste of lime, energy and money.
One ond one may mnie more than
two, but one and one-half won't even
moke one when the people aren’t work-
ing on the promotion. It's a waste of
shot and should be avoided.

Related item selling und tie-in adver-
tising is still a proven methud sf uer
chandising and 1 can cite many advan.
toges. The advantages to the partici-
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A BOATLOAD of salad ideas launched by salesmen John Meader, Herb Martinion and
Piggly Wiggly store owners Gordy Bellingrud and Otis Wold,

Salad Sale Boat

An admiral idea was launched by
Hormel salesman John Meader, Cream-
elte representative Herb Martinson, and
Piggly Wiggly store-owners Gordy Bell-
ingrud and Otis Wold of Thief River
Falls, Minnesota.

They sailed into the summer season
with the theme *“Put Meat in his salad!”
A boatload of Creameile macaroni,
Spam canned meat, and jars of salad
dressing caught consumer attention.

Creamette put the recipe on 1,000,000

packages of their macaroni products.
Both Creamette and Hormel supplied
retail stores with recipe folders, store
banners and display cards. The maca:
roni and canned meat combination was
advertised widely in local newspapers
and on local radio stations,

At the Thief River Falls store some
400 customers were actually served the
chilled salad as they visited the display.
Result: they went completely overboard
for the idea as did store-owners Belling.
rud and Wold.

pants are: (1.) More display off the
shelfl and out of the department; (2.)
Consumer interest with increased im-
pulse buying; (3.) More retail con-
sumer coverage with increased sales
and advertising operations.

Since the food store handles nearl
4000 items, they've made a thoroug
study of sales and margins per square
fool as a guide to space allocations.
Space allocation today is quite a prob-
lem in the supermarket, The average

ross dollar profit per square fool is
%2.23 per item, Tuna, because of the
wackaging and high dollar volume there,
luu a gross profit of $1.47 per square
foot or just double the average. It is one
of the highest in the food field. The
dollar sales per week based on a $10,-

000 volume is $221.91 per slore per

week. This is ulso quite high. is
dollar volume approximates the sale
of all macaroni and spaghetti or all
canned vegetables, or all desseris and
coffees, The dollar sales of tuna per
week exceed the sales of all baby foods
or all jams and jellies, or all canned
and powdered milk, or all canned meats,
or all canned and prepared dinners. The
only reason | bring in this report is
to show these abilities applied to pro-
notion of food. It meels every quali-
fication for related items promotion. It
is highly advertised, a fast moving item,
with a good profit margin,

Related item selling, when properly
conceived and promoted, is a proven

method of relail merchandising, It is
Eroducli\-e to the grocer and is accepted
y the consumer.

They Beat the Heat —

(Continued from page 25)
ter found wide acceptance. Canned
Meat Secretary John Moniger and Mac-
aroni Secretary Bob Green got their
pictures in the paper,

Kroger's ran a special for the event
featuring a noodle and canned ham
recipe which was among the mat re.
leascs sent out by the Institute, Clover
Farms did a big job in pushing the
event with their member stores, Gro-
cers all over the country tied-in en-
thusiastically with this natural combina-
tion to beal the summer heat and take
the dip out of sagging sales, Several
examples of cooperation in displays
can be seen on page 43 of the August
issue ol the Macaroni Journal as well
as on page 25,

He nry E. Kuehn

Henry E. Kuehn was elected a direc-
tor of F. H, Peavey & Co., Minneapolis,
at a special meelf; of the.Board of
Directors, Mr, Ku:ﬁn is general man-
ager of the King Midas Flour Mills and
also a vice president of King Midas, He
is also a director of Van Dusen Harring-
ton Co. He began his employment with
King Midas as an office boy in 1914,
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Spaghetti Dinner —
(Continued from page 24)

over a third of the amount imporied
prior to the war. The indusiry was
then in Italian American hands, bul as
other nationalities joined in the manu-
facture of macaroni the indusiry be.
came more definitely American. This
development was accompanied by a dis-
tinct industrial change. From a family
wroject with back room production and
‘ncnlizcd selling, it became a thriving
industry producing for a growing mass
market. ’hle American industrial system
put macaroni production on the as.
sembly line. Machines performed every
function of production }rum rolling out
the dough to packaging the product,
thus making it possible to produce a
uniform high quality product.

During the depression, prices for
mucaroni products fell to such a low
level that 1t was diflicull to make them
economically. Some manufacturers did
not hesitate 1o cheat on both weight and
conlenls,

Then come the Federal Drug and
Cosmetics Act and standards were sel
up describing spaghelti and macaroni
products, naming the ingredients and
requiring labels to show net contents
and manufacturers’ names and address-
es, Fiorello La Guardia, former mayor
of New York and one time U. 8. Senator
is given much of the credit for formulat-

9101-09 THIRD AVENUE

A Complete Line of

KNEADERS - MIXERS
DOUGH BREAKS
Ete.

THE MACARONI

REBUILT FULLY GUARANTEED
VERTICAL HYDRAULIC PRESSES

ing this legislation. The Food and Drug
Act has been useful in protecting the
consumer from misleading adverlising
and the manufacturer from dishonest
competition, but apoart from this the
cnactment of this law meant that the
spaghetli industry had become Ameri-
can-standardized in a positive sense.
Spaghetti was an ltalian creation; Am-
erica converled it into something new
and big and growing and us American
as the skyscraper,

With its production of durum wheat
and the streamlining of production Am-
erica finally had spaghetti, It had a
population convinced of the nutritional
value of spaghenti, willing to eat it and
anxious to enjoy it. And it has those
signs all over lge land inviting people
to a “Spaghetti Dinner”,

But there remains a problem; how
do you eat it? The aulhor says you
can eal it many different ways accord-
ing to your own disposilion. It may he
neatly arranged with a fork. It may be
assisted onlo the fork with a spoon and
then hounced into the mouth, Jlr it may
be strung into the mouth like an unruly
skein of wool. The purpose of eating
is enjoyment, not conformity with con-
veitions, The true macaroni eater is
never embarrassed when a slip occurs,
Whether it is he or you who makes the
slip, he loughs, Says Giuseppe Prezzo-
lini, “The dish is popular and easy
going, probably the most cordial and
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convivial dish in the world.”

Following his introduction 10 the
general subject the author tells “How
to Cook Spaghetti” and pives recipes
for Popes, Presidents, hyphenated Am-
ericans (from many lunds), and region-
al Nalian recipes. The recipes include
one with ingredients for a basie sauce.

Just for laughs he presents an Ameri-
can recipe of 1823 which admits it is
“proverbially unwholesome™ but blames
that fact onto burning cheese,  Selec.
tions from modern American cookhooks
and food editors are given,

Another New Cook Book

The Complete lalian Cookbook (La
Cucina) by Rose L. Sorce hus just
been published by Grossett & Dunlap
of New York City. It contains more
than 800 easy-to-make authenlic reci-
‘i{!ﬂ for all kinds of mouth watering
talian dishes from Antipasto 1o Zue-
chini. The cover is graced by a beauti-
ful colored picture of Spaghetti and
Meat Balls prepared by the National
Macaroni Institute.

Enrichment Cost Drops

Merck & Cumpunf sent oul a trade
announcement in mid-July announcing a
reduction in price in ribodlavin, which
reduces the cost of vitamin mistures for
the enrichment of macaroni products

FRANK LAZZARO DRYING MACHINES

. UNION 7.0597 .

A DRYER FOR EVERYONE REGARDLESS OF SIZE

Dryers for |
GRATED CHEESE
LONG PASTE - SHORT PASTE

CAVATELLI

aboul 4%,
[I

NORTH BERGEN, N. J.
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DEMACO - VACUUM TG

The vacuum system which applies vacuum over
the entire mixer, Mix remains under vacuum for
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The “Secret” of the.Perfoct Extruded Sheet Noadle.
LONG GOODS
PRELIMINARY DRYER

Production—600 Ibs., 1000 Ibs., and 1300 |bs.
A new 2nd Stage Dryer specifically designed for

per hour, Sheet extruded in o single sheot In

a 2nd stage and not another preliminary dryer.
New Long Goods Finich Rooms completely auto-
matic with temperature and humidity controls,
New low prices.
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{Continued from page 12)

of continued perfection in product. Most
of the operators commented on the
failure 1o maintain a consistent, uni-
form product. While it is true that
not all product formulos are alike, it
hwas lm!icaled that products of the
same manufacturer varied on different
occasions. One of the differences noted
was a_change in color, ranging from
a pale gray to an odd yellow. Another
noticed o greal variance in,cooking
time. It was necessary for his chefl to
vary the cooking time, depending on
the brand he used. In fact, with the
same brand he hod had occasion to
vary his cuokin‘g time. The restaurant
operator is patiently looking for uni-
formity and consistency in buying mac-
aroni products. You as manufacturers
must provide this service if you want
to share in our growth,

Several of the restaurant operalors
made mention of the fact that there was
a very marked improvement in the fresh.
ness and cleanliness of their macaroni
products. We realize the basic problems
of storage, handling and delivering is
in the hands of your jobbers, It is my
belicf, however, that it is your dut
as manufacturers to police the distri-
butor so that he will merchandise your
product in a manner to best protect
your interest. I can tell you personally
of a cigar manufacturer in Los Angeles
who does an excellent job along thrse
lines, Every three months a represen-
tative of the compung will call on and
check a coded number on a box of
cigars. Any box that is beyond a certain
age is exciymnged for a fresh one. By
so doing, this company assures the
public 07 the freshness of its product.

At this point, 1 believe we can sum
up in briel what the restaurant opera-
tor expects in his macaroni product.
Basically, he is looking for a fresh,
standardized product of the very high-
est quality. You, and you alone, can
take the necessary steps to accomplish
this result,

We now come to another phase of
the subject of this talk. The restaur-
anl operator is in business to moke
money. You are in business to make
money. We like to sell spaghelti, mac-
aroni and noodles. Why? Because of
a low food and labor cost. We cannot
sell your product if the demand is not
created. What are you doing to help
us? Don't forget when you help us,
you are helping yoursell,

It would scem to me that a well
thought out program with a new ap-
pronch({llnnm-(l over a long range per-
jod and planned right could increase
your sales and it could well be a pro-
gram that would reach the home as
well as the institutional user. This
yrogram could be activated at several
ronis,

{1) By working through your na-
tional association directly with the res-
taurant operators. Currently we have
received bulletins and literature from
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various food associations, Among these
are the turkey association, poultry and
egg, lamb growers, beel and pork,
apple, pear, avacado and so on ad
infinitum,

We received nothing from the mac-
arom industiry, We receive informa-
tion on new developments, crop fore-
casts, recipes, cost figures, new ideas of
use and service, and information for
correct handling of storage. When prop-
erly presented, our industry is stimu.
lated. Can we utilize or adopt any of
these ideas in whole or in part? You
can rest assured that the thoughtful,
ambitious restaurant operator will give
consideration 1o your communication,
This information can be distributed
through the various local restaurant
associations, who have always been
most cooperative in the dissemination
of pertinent trade information.

(2) A program designed to reach the
home consumer as well as the diner out.
The American people are most curious.
They want to know the how and where
and why, Have you ever tried to reach
people directly and tell the story of
spaghetti? Can you visualize a series
of pictorial items in your daily news-
paper? How many people know how
epaghetti got ils name,—macaroni, ver.
micelli, noodles ,and on down the
lire? How many people know that
China is presumed to be the birthplace
of the modern macaroni product? When
did this take place? How did it spread
from country to country? When was
it first made commercially? How was
it made? 1 think this story could be
romanticized. How about modern day
spagheiti—how is it processed? What
type of machinery do you use? Are you
using modern electronic equipment?
What is the best flour to use? Where
does it come from? 1 can think of
lots of questions. You have a story.
Tell it to the people through pictorial
advertisements in newspapers and mag-
azines,

One of our local distributors recently
told me of the development of a new
machine which processed spaghetti us-
ing a vacuum system. The laboratory
tesling report indicated that this equip-
menl produced a stronger product with
a greater yield and a better color. If
your industry is converting to this new
equipment, tell it to the people.

These pictorial ads should be posi-
tive in thinking rather than negative
and defensive, gny only the good things
about macaroni products. Some of you
may employ a home economist; you
may have a testing kitchen. 1 would
use these facilities for development and
improvement of menu writing and pub-
lish them. Also work up a series of
handy hinls concerning cookery and
storage. Here's a wild one. How about
Jortion control? The restaurants would
lave it. Can’t some method be devised
wherein extreme measures of individ:
ugl servings can be selected with ease
without the loss of package?
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What about your package? When
was ita styling last changed% Dynamic
merchandising calls for a new look
neriodically. While we are on the sub.
]ecl of packaging, 1 would like to dis.
cuss the restaurant package. As was
indicated previously, restaurant person-
nel through training and education has
undergone a change for the better. The
modern cook, because of the various
technological changes in food process
ing, has learned the value of following
printed instructions. The time has now
come for each manufaclurer to list
recipes and recommended cooking time
on his restaurant package, 1 do feel
that this change would eliminate some
of the adverse criticism expressed pre-
viously. There is ample space on the
package for the publishing of a series
of institutional recipes designed for
institutional use,

You all know there are many foods
that become more flavorful and tasty
when combined with other food ilems.
So it is with macaroni products. Your
industry has done an_ excellent job of
tie-ins with other products.

At this point, I shall discuss and
offer for your consideration a tie-in
for several of your products. No doubt
there are thousands of tested recipes
im:orrornling spaghetti, but the most
popular in my opinion is one served
with a very fine meat sauce, Now we
know it takes time, equipment and
-labor to properly prepare this fine
sauce. The modern housewife hasn’t
the time, and the restaurant chefl finds
it economically unsound to spend so
much time on a slow mover. This may
be one of the reasons for an institutional
decrense in sales, We faced this prob-
lem and we solved it, and this is how
we did it

Thirty-three years ago my employers
opened the Tom O'Shanter Inn in Los
Angeles, It is still owned and operated
by its founders. It was a success from

" its inceplion and one of ils various menu

fovorites was spaghetti served with a
fine meat sauce. Through the years, we
continued to make improvements in
this sauce. It became very popular

and considerable quantities were sold
for home use. We sought ways to con.
vert our formuln into a sure, fool-proof
product. We finally created a dry
mass, which possibly called for the
blending of 23 ingredients including
imported black mushrooms. We tested
this formula for a long period of time.
It proved so successful that we decided
to pack it for consumer distribution,
selling it under the name of Lawry's
Spaghetti Sauce Mix in both home and
institutional sizes,
It met with a wonder[ul response and
is now sold nationally. Here is an item
. that can answer your problem, “How
can we increase restaurant sales of our
product?
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CONSOLIDATED
BALING

THE BAL-O-MAT SERIES
REDUCE OPERATING COSTS

® Eliminate expensive handling of bulky waste
® Save valuable floor space
® Lower waste disposal costs with fewer pickups

By baling SEMOLINA BAGS, CARTONS and OTHER WASTE PAPER, in a modern high speed baling
press, maximum plant efficiency is realized and lower operating costs are assured.

Successful operation in all fypes of manufacturing plants has proved the CONSOLIDATED BAL-O-MAT
the outstanding machine for low-cost handling of waste materials.

WRITE FOR FULL DETAILS AND CATALOG

CONSOLIDATED BALING MACHINE COMPANY

Sales Division of

N. J. Cavagnaro & Sons Machine Corp.

400-408 Third Avenue Brooklyn 15, New York
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Nutritive Values of Macaroni Dishes —
(Continued from page 19)

MACARONI PICNIC SALAD
Theodore R. Sills and Company for National Macaroni Institute
6-8 urvings

med,, diced Fresh Tomato
14 tsp. Paprika
14 cup Mayonnaise

2 cups Elbow macaroni
14 cup Chopped celcar

| e 14 cup (2 peppers) Chopped green

‘ pepper

Entire Recipe *  Portion
As Given If Enriched  One-Sixth 1} Enriched

Calories 1,428 \ 238
Protein, gm. 36.1 6.0
Fat, gm, 574 ' 0.6
Carbohydrales, gm, 206 343
Calcium, mg, 123 20
Phosphorus, mg. oMl 90,
Iron, mg. 5.9 72 1.0 1.6
Vitamin A, unils 2,653 42
Thiamine, mg, 0.39 2.16 06 38
Riboflavin, mg, 33 092 06 19
Niacin, mg. 6.5 14.6 1.1 2.7
Vitamin C, mg. 198.5 33.1

*no! counted

o

Macaraa Pleals Salid =

SALMON STEAKS WITH NOODLES

Theodore R. Sills and Company for National Macaroni Institute
4 servings
Freshly ground pepper
3 tablespoons butter or margarine
214 tablespoons lemon juice
14 cup finely chopped parsley
Salt and pepper 1o teste
4 Salmon slenﬁu

1 tablespoon salt
3 quarts boiling water
8 ounces egg noodles
1 10% oz. can condensed cream
of mushroom soup
14 cup milk

Entire Recipe Portion
As Given 1f Enriched One-Fourth 1} Enriched
Calories 2,345 586
Protein, gm, 176 4
Fat, gm. 89 33
Carbohydrates, gm. 210 52
Calcium, mg. 470 117
Phosphorus, mg. 2,760 690
Iron, mg. 14.3 16.1 3.6 4.0
Vitamin, mg. 1.09 264 3 027 0.66
Riboflavin, mg. 246 3.06 0.61 . 036
Niacin, mg. 463 51.6 11.6 13.6
Vitamin C, mg. 126 31
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Good News for Diabetics

A new cookbook, “The Diabetic's
Cookbook”, will be publinhcd this fall.
It contains 250 recipes for preparing
beverages, pastries, desserts, {fruils,
meats, salads, sandwiches, and vege-
tables. American Diabetic Association
values and exchange lists are used
throughout the book. Also, pages are
included for the diabetic to fill in his
own diet prescription, Every recipe
shows total amounts of carbohydrates,
proteins, and fats as well as the caloric
value of each serving. Therefore, with
this information plus the diet prescrip-
tion, all in one book, the diabetic can
readily Ercpure 250 delicious and tested
diches that fit in his diet,

Indeed, “The Diabetic’s Cookbook"
is such a practical cookbook for dia-
betics that Dr. Charles H, Best, one of
the discoverers of insulin, has wrilten
the introduction. In it, he says, 1 have
no hesistation in recommending this
book most highly and I feel sure that
a very large number of diabelics—and
their families—will welcome its publica-
tion and will profit by reading it"

The author of “The Diabetic’s Cook-
book”, Mrs. Clarice B. Strachan, of
Tulsa, Oklahoma, developed and proved
the recipes over a period of 14 years
during which she cooked for her die-
betic son, Mrs, Strachan has combined
a strong scientific background with
the delicate artistry of the kitchen to
produce a volume which will add variety
and zest to the diabelic’s menu,

Copies can be obtained from your
hookstore or by writing directly to the
!mb'lisher. The Medical Arts Publigh.
ing Foundation, 1603 Oakdale Street,
Houston 4, Texas.

Lots of Boxes Used

The average American family uses
38 folding paper carions every week,
according to a survey made by the
Folding li’npcr Box Association.

They use this number of containers
every seven days to protect their food,
beverages, tobacco, lextiles, cosmelics,
hardware and hundreds of other house:
hold goods,

Statistics showed that over a year
the family uses about 2,000 folding car-
tons and this is double pre-war use, A.
E. Murphy, execulive secretary esti-
mated t{:nt over one hundred billion
cartons will be used in this country in
1955,

Murphy said the increase is due large-
ly to the post-wer marketiug revolulion
that has led to greater self-service in
retail stores and to the development of
such convenience items as frozen foods,
ready-mixed flours, pre-packaged pro-
duce and carry-cartons for beverages.

MACARONI WEEK
OCTOBER 20-29

September, 1955 THE MACARONI

JOURNAL

JACOBS-WINSTON |
LABORATORIES, Inc.

James J. Winston, Director
1566 Chambers Street l
New York 7, N.Y.

Association Members
GET A RATE REDUCTION

from the Analytical Chemists
Jacobs-Winston Laboratories, Inc.
on their individual work.

The firm is retained by NMM.A. to
handle industry matters.

Here is another instance where Asso-
ciation membership offers tangible
benefits.

It doesn't cost—it poys!
Join today!

MACARONI

MANUFACTURERS ASSOCIATION

FOR DETAILS WRITE BOX 63, PALATINE, ILLINOIS

When Should You Put
In Bulk Flour Handling?

The best way to answer that Is to see how much
less profit you make when you're without it.

If your yearly production is:

5,000,000 Ibs., you might be saving $ 4,500*
10,000,000 Ibs., you might be saving 9,000
20,000,000 |bs., you might be saving 18,000
30,000,000 Ibs., you might be saving 27,000
40,000,000 |bs., you might be saving 34,000
50,000,000 |bs., you might be saving 45,000
*After allowing depreciation, interest on in-
vestment, and maintenance charge.

These figures are based on complete systems and
represent a return of |6% before taxes on the
investment. Might even go as high as 409, return,
depending on existing equipment.

What Kind Of A System
Should You Install?

Whatever kind best suits your requirements.

Tote Bins . . . Cylindrical Tanks . . . Rectangular
Tanks . . . Harvestores . . . Nest-A-Bins all have
certain inherent advantages as storage units. Pneu-
matic, screw and other conveyors serve best in
different situations.

What Are The Important
Features To Have In

Your Bulk System?

It should permit you to:

* Check-weigh incoming material

* Keep track of flour inventory

* Blend any desired ratio

o Fead regrinds automatically and evenly

Tanks should be designed for both flour and
semolina.

The equipment should be sanitary
Labor should be kept at a minimum

How Can You Be Sure
You Get A System That
Will Fit Your Needs?

Call on engineers who are thoroughly familiar both
with your requirements and the equipment available
to do the job.

USE THE HOSKINS SERVICE
GLENN G. HOSKINS COMPANY

Industrial Consultants
LIBERTYVILLE, ILLINOIS
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SEPTEMBER Gleanings
and Recollections

35 Years Ago

s Even Then! Dr. B. R. Jacobs direc-
tor of National Macaroni Laboratory,
Washington, D.C, reported the follow-
ing cor:v hutions as of September, 1920:
Natior:+! Jacaroni Manufac.

turers 5. :uciation, 1 year $2,000,00
Alimentary Paste Manufactur.

ers Association, 1 year 500,00
C. F. Mueller Co., Jersey City,

3 years . 1,000.00
A, Zeregas & Sons, Brooklyn,

3 years 1,000.00
Plafimann Egg Noodle Co.,
Cleveland, 3 years 1,000.00
Foulds Milling Co., Liberty-

ville, Ill,, 3 years 600.00
Tharinger Macaroni Co., Mil-

waukee, 3 years 500,00
The Creamette Co., Minneapo-

lis, 3 years 300.00

Crescent Macaroni & Cracker
Co., Davenport, Ia., 3 years 75.00
Fortune Products Co., Chi-

cago, 1 year 100.00
Beech-Nut Packing Co., Cana-
cjnhnrie, 1" year 100.00

ooch Food Products Co.,

Lincoln, 1 year 50.00
Ronzoni Macaroni Co., Long

Island City, 1 year 75.00
Woodcock Klncaroni Co.,

Rochester, 1 year 25,00

B. Viacava, Brooklyn, 1 year 10,00

25 Yours Ago

* “YOLANDA" spiral shape macaroni
die advertised by F. Maldari & Bros.
Inc., New York City.

* Macaroni Products Recipe Contest

announced by N.M.M.A. Prizes offered

$5,000.

e E. J. Thomas resigns as sales mana-
er of the Capital Flour Mills, Inc.,
t. Paul, Minn,

* Tourists return, Henry Mueller, pres.

ident of C. F. Mueller Co., Jersey City,

his wife and daughters, Ruth and Myrlfe
from an extended tour of Western

Europe and L. Mangano, of L. Mangano

& Co., New Orleans, La. and wife from

a visit to their childhood home in South-

ern laly, -

¢ Chicago Manufaclurers are success-

fully experimenting with the pool-car

macaroni shipping plan.

¢ U.S. Bureau of Census reports 377

macaroni - noodle foctories in 1929,

against 353 in 1927, an increase of 6.7

per cent,

I5 Years Ago

* Two National Weeks in Early October
—Fire Prevention Week and National
Macaroni-Noodle Week, from 5 to 12
sponsored by the National Macaroni
Institute,
* Standards of Identity being jointly
studied by NMMA through its Director
of Research, B, R. Jacobs and the U.S,
Food and Drug Administration. The
Millers National Federation is watching
for the Durum Millers,
* Fungus identified as “Bacterial
Glume Botch” lias considerably dam-
aged the 1940 durum wheat crop.
* Pillsbury builds new Research Lab-
oratory. Dr. C. C. Harrell named direc-
tor of new lab and B. C. Benson as
director of Products Control.
¢ Howard P. Mitchell resigns as sales
manager of Durum Depariment of
Washburn Crosby Co., Central Division
of General Mills.
® Beech-Nut registered as the trade-
mark of Beech-Nut Packing Co., Cana.
joharie, N.Y. as its macaroni brand
name.
® ltaly’s 1940 wheat crop estimated
at 268,226,000 bushels, very little being
good duruia.
¢ June 1940 macaroni products exports
were 93,839 |bs.; imports 182,237
pounds,

5 Years Ago
* Mrs, James Gibbons of Cando, N.D.
was named the Durum Queen at the
Macaroni Festival at Devils Lake, N.D.
Auguut 2, 1850,
e (. L. Norris, NMMA Past President
and Adviser explains—"Why A Maca
roni Day?"
* Big plans being made for National
Macaroni Week, October 5-14 accord-
ing 1o Robt. M. Green of the National
Macaroni Institute,
* “Order your spagheiti cooked ‘al
dente', advises Emanuale Ronzoni of
Ronzoni Macaroni Co,, Long lsland

City, N.Y.

. 'fhe Durum Millers are promoting in-
creased Macaroni Products consump-
tion through Mrs, Clara Gebbard Sny-
der, Director of Foods and Nutrition,
Durum Wheat Products Division, Mill-
ers National Federation's Wheat Flour
Institute,

* “Planned Publicity doing a Needed
Job” reports Peter LaRosa Chairman
of the Macaroni Institute’'s Publicity
Campaign.

» Construction begun on large modern
factory at San Leandro, Clif.HL Golden
Macaroni Co. {DeDo!nenico Brothers)
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ADVERTISING RATES
Display Adverlsing.......Rates on Application
Want Ads.....ccsssecesssnnnnes 15 Cents per Line

WANTED: | autematic press, short and long
goods, In good condition with spreader or
without spreader, in Canada. Glve price and
full details. Address: E. Zeppa, 102 Townline
Waest, Merrllton, Ontarlo, Canada,

FOR SALE: Drylng rooms, frucks, ira .-
conditioned presses, mixers, dnu?h Ernh.
noodle hi L Write

or call Frank Lamaro D'rﬂn Machines, 9101.
Third  Avenue, North Bergen, N.J,
Unlon T-0897,

INDEX TO ADVERTISERS

Amber Milling Divislon, 6.T.A..
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Tanal, Guldo ....covmvirviccicans

Louis G. Huge'

Louis G, Hugé, president of the Hugé
Company, Inc., and the American Sani-
tation Institute of St. Louis, Missouri,
died July 9,

Mr. Hugé, a graduale of Concordia
Seminary, and Indiana University, took
ug permanent residence in St. Louis
about 35 years ago. He became active
in food processing plant insect and
rodent control, and in 1930 founded
the Hugé Company, manufacturers of
the Excelcide line.

In 1950, the sanitation consulling
service of the Hugé Company was en-
larged to include a division known as
the American Sanitation Institute, di.
rected by Dr. Edward L. Holmes. Mr,
Hugé was a pioneer in the develop-
ment of methods and materials custom
built for food plant insect and rodent
control. Some of the techniques he
developed have goined wide acceptance
and are now standard in the food field
today.

Mr. Hugé is survived by his wife,
Mrs, Marion Hugé, his son, Thomas L.
Hugé, and a grandson, Tom Hugé Jr.

Why you should make

a vital part
of your sales story

Enriched macaroni, spaghetti and noodle products are deluxe
grain foods, members of a select nutritional family, Not all cereal
products are enriched. Those which are have a positive advantage
in the market place because more homemakers buy products which
meet the high nutritional values recommended by doctors and
dietary experts, The Food & Drug Administration of the U.S.
Department of Health, Education and Welfare has established
standards for all enriched macaroni products. Your products,
enriched with vitamins and iron, qualify.

Make the most of enrichment! Make it work hard for you. The
extra value of enrichment puts your foods in a much better
competitive position and helps to keep them out in front.

Here are some ideas to help you get the greatest benefit from
enrichment,

* Show your retail customers, in big, bold type on your
packages that your foods are enriched.
¢ Use a phrase like this to tell homemakers quickly and
simply the advantages of enrichment:
Enriched with vitamins By, Bz, Niacin
and Iron for betler nutrition

Feature the enrichment story in all of your advertising:
nowspaper, magazine, radio, television, car card, store
poster, displays. Don't overlook your newspaper mals
for cooperative advertising,

Have your sales force talk enrichment on all calls. Your
men can get the full story from the new Roche Enriched
Macaroni Brochure.

By producing and distributing the Roche Enriched Macaroni
Brochure and Versatility Chart to important buyers and those
who influence buying, Roche is doing a big job to help the sales
of your enriched foods, Cash in on this effort by featuring enrich-
ment and its benefits in all of your sales promotion.

ROCHE vitwmins for envichment

VITAMIN DIVISION o MOFFMANM-LA ROCHE INC. « NUTLEY 10, NEW JERSEY
NUtley 2-5000

Pocific Coasl distributor: L. H. BUICHER COMPANY * Son Froncisce * Los Angeles * Secitie
Portlond * Soli Loke City

In Conode: Hoflmonn-La Roche Lid., 2064 Si. Poul Siresl, Wesl) Mantrecl, Quebec

i i o

ROCHE BROCHURE AND
VERSATILITY CHART

Now ready for you in quantity

The Rossotti Lithe-
anh Corporation of
orth Hergen, N. J.
and San Francisco,
Calif., in cooperation
with Holfmann-La
Roche Inc, now
mnkes it possible for
you lo purchase four
difforent plans built
around the Roche En-
riched Macaroni Bro-
chure and Vemalility
Chart al mags-pro-
ductlon prices, See the
Rossottl ntlvarﬂ?n-
ment on the inslde front cover of this issue [or
full defnils. Plan now (o make this material &
vital part of your own sales-building plan.

ADVERTISING AGENCY
EXECUTIVES

You will find many ldens for entire salea cam-
paigms and publicity arlicles for your maca-
roni client in the Roche Enrichedd Macaroni
Brochure and Versatility Chart. Study this
materinl well; it's n mine of valuable informa-
tion. If you have not yel received your per-
sonnl copy, write to the Vitamin Division.

MORE HELP FOR YOU

Ieprints of the lnmous Science Writer article,
"'l‘,m Vital Story of Macaroni Enrichment”
are aviiluble (0 you on requesl —without
charge. You will find this most helpful in mail-
ings and for distribution by your salesmen, If
large quantities are necded=for distribution
to consumers, for exnmple=we shall ba happy
to discuss arrangements with you. Ask your
Roche salesman or write the Vitamin Division,

!
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BECAUSE LYNN BURKE KNOWS GROCERY "SHOPPERS"
You get better durum products from General Mills

l’ﬁ Smiling Lynn Burke knowsa lot . . . or anything else you may
&
-

about grocery-shoppers—what want. That includes the hest Gold

 § Lo | they buy...and why. He'ssold Medal and Premium Semoblends
A ] ™ -’ food products for over 28 years!  possible.. . to help you make and
??,M.‘“':’n. !5:“{';:‘." ‘!5".‘.‘".'1.‘:‘;.‘:‘ As Lynn explains to John Costa, RS AT P
- *{ above, of the Costa Macaroni DURUM SALES
o Manufacturing Co., Los Angeles, Generul Mills
= that experience can be useful in Minneapolis
many ways. Merchandising your
WA P .l;;l’mgm. D W, Kavten macaroni products, for example.

ey " L Mg, Cental — Packaging. Advertising. Ask him
: , next time he calls on you!

And of course you also can count
on Lynn's help with problems of
oo DeMncs P Gpdeg M, Mt the current durum shortage. He
[urumsales - PuramBse  Dutem Saes has the entire General Mills Dur-
Durune Sales Family of General Mills hasbue  um Family behind him—to help
one aim—to help you manufacture macaroni you with technical difficulties. ..

products that are full strength, perfect color, = - i
and made to dry anil cook properly, with manufacturing...processing




