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San Francisco Chronicle
February 22, 1992

Thomas DeDomenico

Thomas DeDomenico, whose
sales and marketing expertise
built the Golden Grain Macaroni
Co. into a major pasta and rice-mix
firm, died Tuesday of a heart at-
tack. He was 72. :

A resident of Piedmont, he was
in Crescent City for a long fishing
trip at the time of his death.

Mr. DeDomenico, a San Fran-
cisco native born into the family
that founded Golden Grain, work-
ed with his father and three broth-
ers during his early years making
-and selling pasta products. During
World War I, the Army took him
to France and Germany,-and upon
his return he rejoined the family
businesson Bryant Street and mar-

"ried Lois Bruce of Canada. .

By 1950, the steadily growing
-company moved to San Leandro
and in 1957 introduced Rice-a-
Roni, a now-famous mix of rice
and vermicelli that was based on a
recipe of Lois DeDomenico’s.

Under Mr. DeDomenico, who
-served as executive vice president
and national sales manager, the
company came to dominate the
'western pasta market and the na-
‘tional rice-mix market for 30
years. Golden Grain was sold to
Quaker Oats Co. in 1986, and Mr
DeDomenico retired in 1989.

He was a member of the Sales
Managers’ Club of Northern Cali--
fornia and the Sequoia Country
“Club and was also an avid fan of
golf, fly fishing and bird hunting. -

In addition to his wife, of Pied-
mont, Mr. DeDomenico is survived
by a son, Dennis DeDomenico of
‘Oakland; three daughters, Donna
Holpainen of Seattle, Deborah De-
Domenico of Oakland and Claudia
DeDomenico of San Francisco;
three grandchildren; two broth-
ers, Vincent DeDomenico of Napa
and Victor DeDomenico of Oak-
land; and two sisters, Jean
McCombs of Sonoma and Kather--
ine Reichert of Danville.

A private funeral will be held.
A memorial service is scheduled at
2 p.m. March 2 at the First Presby-
terian Church of ‘Oakland, 27th
"and Broadway. Donations may be
made to the Tom and Lois DeDo-
: menico Fund at the East Bay Com-
“munity Foundation in Oakland..
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INTRODUCTION- -by Benton Coit

Golden Grain Macaroni Company--a success story in American business
in the life span of the three DeDomenico brothers, Paskey, Vincent, and
Thomas. There were other members of this family, a sister who was
instrumental in writing a book about pasta recipes, and Anthony, an
employee of the company.

The company, I understand, was started by the brothers’ father in
San Francisco, manufacturing and selling pasta products. They moved from
San Francisco to San Leandro after building a new, enlarged manufacturing
plant and headquarters building in the early fifties.

It was there that I became acquainted with the three brothers. Our
firm, Haskins & Sells, Certified Public Accountants, received a telephone
call from Golden Grain stating that it was interested in having its
financial statements examined by an outside CPA and also to obtain
assistance in the preparation of Federal and State of California tax
returns. At that time the company had already established a plant in
Seattle with Paskey in charge, and Vincent and Thomas were the operators
of the much larger San Leandro facilities.

It was a happy arrangement, and Haskins & Sells remained as the
company’s accountants up until the sale of the company in 1986. During
the lifetimes of the three brothers with Golden Grain, the company
revenues, profits, and products continued to increase. During this time
the sales or revenues reached approximately $275 million.

It must be understood that for individuals to take a small
enterprise with one or two products to a company that would be classified
with the Fortune 1,000 line of companies is quite an accomplishment. It
takes a very special type of individual to move out of the tribal way of
thinking and start to "think big.” The three did. They were an Italian
family with the senior member of the family as the largest stockholder
operating the Seattle branch, and the two in San Leandro--Vincent the
cool, level-headed, forward-thinking person assuming responsibility for
the company and Thomas the responsibility for sales. It should be
. remembered that it is not an easy task to run a company where the three
main stockholders had about equal rights, but I must say that Vincent,
with his ability to think long-term and develop new ideas, kept the whole
group pushing in the right direction. Yes, they did argue at times, as
you would expect, but after certain dialogue and "sleep-on-it," the
decision would be forthcoming.

The core business was pasta products, but it was also a good-sized
chocolate manufacturer and distributor, and a hard candy manufacturer
(Vernell). It made microwave ovens for industry and had an in-house
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advertising agency. It also did most of its long-range acquisitions and
expansion of facilities "in-house."

Thinking big is a requirement of business today, and Golden Grain
did just that. The company kept abreast of all business practices,
computerized its operations, dealt with labor matters, established health
and welfare plans, established pension plans, etc. About the only
current practice not used by the company was stock options, because it
was a closely held company.

In business today a company usually has to establish a name for
itself where it has a fairly successful market share. It was determined
early, I believe, that pasta products by themselves were not a niche.
With the development of the Rice-A-Roni products, the company managers
improvised a catchy name for the product that was distinctive. With this
Rice-A-Roni, many specialized products were introduced, and also
manufacturing facilities were constructed in Chicago to handle the
eastern sales. The first of the absentee offices, this takes hard
thinking by a closely held company, but they did it, and successfully.

The three brothers were all instrumental in the development of the
company, but in my opinion the leader was Vincent. He kept a lot of
things to himself, but in his own way he ran the company. The company
also hired and trained the offspring of the brothers and placed them in
important positions: Mark, head of Seattle when Paskey stepped aside;
Paul, for a time in San Leandro; Dennis, San Leandro chocolate division;
and the daughters in various phases of the business.

The business was sold before they could take over the reins, but I'm
sure from the education of the three brothers that they would have
continued on as their fathers had done.

Benton Coit

San Rafael, California
June 14, 1992
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INTERVIEW HISTORY--by Ruth Teiser and Lisa Jacobson

In 1986, when it became clear that the seventy-four-year-old Golden
Grain Macaroni Company was to go out of DeDomenico family hands, Dennis
DeDomenico conceived the idea of recording its history. The organization
established by his grandfather had become immensely successful under the
leadership of its founder and three of his sons--Dennis’s father and two
of his brothers. These second generation men had entered the company as
employees in 1933 and remained with it. Dennis himself had given up a
law practice to take over management of the company’s Ghirardelli
~ chocolate division in 1977. With the perspective of both insider and
outsider, he tries to analyze in retrospect how the closely held and
closely managed family firm had progressed and apparently run its course.
Of particular interest is how the three brothers had worked together and
made the decisions upon which the company had grown from a business
started with a few thousand dollars to one that in 1986 sold for $275
million.

The Ghirardelli division with which Dennis was identified had been
established in the mid-nineteenth century by a man who, like Dennis’s
grandfather, had been an Italian immigrant and, like Dennis’s
grandfather, the creator of a notably successful business that was
carried forward by second and third generation members of his family. In
1986 the Regional Oral History Office of The Bancroft Library had just
completed oral history interviews with Ghirardelli family members that
perhaps suggested to Dennis a way of recording his family’s progress.

He was well aware of the Ghirardelli history, for he gave a lively party
at Ghirardelli Square to celebrate its completion and its presentation to
the Ghirardelli family members.

The idea of recording the DeDomenico family’s path to leadership of
the West Coast pasta industry appealed to The Bancroft Library and its
advisors, and after several conferences with Dennis and Sandra Brod, who
had come to know the family through her public relations work with the
company, the project was developed. Domenico DeDomenico, the founder,
had died, but the second generation of DeDomenico leaders was to be
interviewed.

All had been accustomed to keeping their own counsel, and as
Dennis’s mother, Lois (Mrs. Thomas) DeDomenico, noted, they were
reluctant to discuss their affairs. In the end the senior member, Paskey
DeDomenico, declined (he died on April 29, 1989), but at Dennis’s urging

1P011y Ghirardelli Lawrence, "The Ghirardelli Family and Chocolate
Company of San Francisco,” Regional Oral History Office, University of
California, 1985.
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his father, Thomas, and his uncle Vincent agreed. So did their less
active brother, Anthony Victor, who worked for the company but was not
part of the management troika. To these accounts were added that of an
early employee, Don Ferrigno, who had worked for Domenico DeDomenico and
was related to him by marriage, and Thomas’s wife, Lois, through whom had
come the recipe for Rice-A-Roni, the pasta company’s most successful
product. She, a Canadian, commented illuminatingly upon the Italian
family’s structure.

As would be expected, the interviewees’ recollections sometimes
differ slightly but coincide on important matters. Not all agreed upon
accounts of the change in the company’s name from Gragnano Macaroni
Products to Golden Grain Macaroni Company. In fact, Golden Grain was
first used as a brand name on some packages in 1935, but the corporation
name was not formally changed until 1942.

Each of the accounts deals particularly with each individual’s area
of activity, and their different points of view give depth to the whole.
All three management brothers were responsible for decisions affecting
the company. However, while Vincent took particular interest in plant
equipment and technology and product development, and Tom focused on
sales, promotion, and marketing, it was Paskey who had been in the end
the major stockholder and probably the strongest member of the trio.
There was, however, a remarkable (but not entirely explained)
accommodation among them that resulted in equanimity.

Since Paskey’s account was lacking, others were asked to recall him.
Dennis’s long interview, which includes received information, was the
last to be recorded. It adds to and brings into focus much of the
material in the others. Of particular interest are his comments upon the
change in managerial structure after the sale to Quaker Oats--when the
company was no longer governed by a few family members with a relatively
small number of employees and became an entity managed by a large,
modern, international corporation.

Golden Grain was sold to Quaker Oats in 1986. All of the interviews
were conducted after the sale but while Vincent, Tom, and Dennis were
working for Quaker under three-year contracts.

In advance of his interview, Vincent had prepared the written
account which begins this company history. Similarly, Tom had prepared
in his mind, in advance of his interview, the review with which his
interview started. Both of their interviews, like that of Dennis, were
conducted in their offices at the Golden Grain Macaroni Company
headquarters in San Leandro. ’



Lois DeDomenico and Don Ferrigno were interviewed in their homes at
Piedmont and Millbrae respectively. Anthony Victor DeDomenico was
interviewed by telephone from his home in Oakland.

The Regional Oral History Office was established in 1954 to augment
through tape-recorded memoirs the Library’'s materials on the history of
California and the West. The office is under the direction of Willa K.
Baum, and is an administrative division of The Bancroft Library of the
University of California, Berkeley.

Ruth Teiser
Lisa Jacobson

January 5, 1992

Regional Oral History Office

The Bancroft Library

University of California, Berkeley






VINCENT M. DeDOMENICO

Vincent M. DeDomenico was born September 29, 1915, in San Francisco.
He grew up in San Francisco in his family home, graduated from Mission
High School in 1933, and immediately went to work for the family company.
Later he attended night classes at Golden Gate College for two years.
After the 1941 fire that destroyed the San Francisco macaroni company
plant, he headed transitional activities that kept the company alive
there.

Always forward-looking, his specialties were company finances, plant
operation, and the development of new products and packaging. It was he
who provided the major impetus in the development of Rice-A-Roni, the
firm's greatest success. He led also in equipment improvement,
particularly at the time of the construction of the San Leandro plant and
the original and expanded plant established in Bridgeview, Illinois.

When his oldest brother, Paskey, decided to stay in Washington State
to take charge of operations there, Vincent took major responsibility for
those in California, becoming general manager and expanding into a
national marketer in 1960. 1In 1978, when Paskey became chairman of the
board, Vincent succeeded him as president.

Vincent's cogent written account of the family and company, which
precedes his interview, was prepared shortly in advance of his oral
history interview. It is included in its original form, unedited. Two
oral history interview sessions were then conducted. The first was to
add to material in the written account. The second was to discuss the
photographs and files in his office that he was going through preparatory
to retiring; its apparent lack of continuity reflects the miscellaneous
nature of the material being examined.

One of the matters investigated in this series of interviews was how
the three brothers who led the company were able to work together
successfully. Others interviewed have explained some factors, but
Vincent's was succinct: “Same blood."

Interested in many things within and beyond the pasta industry,
Vincent DeDomenico has operated a large ranch near Sacramento and was
instrumental in purchasing and reviving the Ghirardelli Chocolate Company
in 1964, and in purchasing Micro-Dry Company and developing a new method
of drying pasta and other food products with microwaves. Two years
before his retirement in 1989, he invested in and took a leadership role
in the Napa Valley Wine Train which, in the face of opposition in the
Valley, has been since September 16, 1989, running regularly through the



vineyard area. In 1987 he became its chairman of the board and in 1991
took over the additional duties of president and chief executive officer.

Ruth Teiser

January 15, 1992

Regional Oral History Office

The Bancroft Library

University of California, Berkeley
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GOLDEN GRAIN

THE STORY OF A FAMILY-OWNED COMPANY

My father, Domenico de Domenico, born in Santa Lucia (near Messina), Sicily.

Domenico, at age 19, immigrates to America. Travelling steerage, he lands at Ellis Island,
can’t speak a word of English. A immigration customs inspector can’t understand a name
like Domenico de Domenico and writes "Charlie” on the immigration slip. My father was

called Charlie all his adult life in the United States.

1891- 1894 Migrates from New York to Boston where there are people in the Italian community

1895

1899

from his home town. Learns barbering, works at this trade for about three years until he

can speak and write English.

Heads for California because he heard the streets were paved with gold. Lands in San
Francisco, goes to work in the produce market. Meets many prominent Italians in the
produce business including A.P. Gianinini and John Sbarbaro. Also one of the leading

retail confectioners in the Mission District, Cristofor Varellas, who becomes a close friend.

"Charlie" saved his money and opened his first retail produce store. He also got married
about a year later, but this marriage only lasted three or four years and they were divorced.

There were no children from this marriage.



1909 OQver this ten year period, Charlie became very successful and moderately wealthy; he now

1912

had four profitable produce stores, all south of Market and in the Mission District.

Charlie had received a portrait of Maria Ferrigno from his closest friend, Mr. Pietro
Danna, a successful cherry, prune, and apricot grower in San Jose who was also a friend of
the Ferrigno family living near Salerno, Italy (Vietre sul Mare). My father sent for Maria
and after a brief courtship, they were married and had six children: Pasqual, Anthony,
Genevieve, Vincent, Tom, and Katherine in that order. Maria was lonesome for her family
and Charlie arranged passage for her whole family, which was no small undertaking. Maria
brought over her father and four sisters and two brothers. Her‘mother had died in
childbirth. Charlie also brought over his own father, who lived to be 107 years old.

Charlie’s sister stayed in Italy with her husband.

In the meantime, Maria was nagging Charlie because he had to get up at 2:00 a.m., hitch up

the horse and wagon and go to the produce market to buy produce for delivery to the four
stores on his return trip. This happened every day except Sunday. Maria’s father, Antonio
Ferrigno, had been a prominent pottery maker and pasta maker in Salerno and he had
closed the factories to come to the United States. Maria kept telling Charlie he should go

into the pasta business.

Charlie finally gave in and agreed to sell his stores and open a pasta factory. He later told
me, "It was the biggest mistake I ever made.” In the produce business he bought and sold

for cash and customers flocked to his stores because of the high quality. As he told me, "I
brought home sacks of gold and silver every night." When they started the pasta business,

they had to buy machinery, manufacture the pasta, carry an inventory, go out and call on
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customers to sell the product and then deliver the product. Some customers paid cash but
many did not pay promptly so there would be a lot of delinquent accounts - quite a change

from the produce business!

Gragnano Products, Inc. was born.

President - Domenico DeDomenico - 40% of the stock

Vice. Pres. - Antonio Ferrigno - 40% of the stock

Secretary/Treas. - Tom Ferrigno (son of Antonio) 20%
This distribution of stock gave the DeDomenico family a lot of problems upon the death of
Antonio. My father had put up all the money ($10,000), the other stockholders had put up
the know-how. The death of Antonio finally resulted in deep enmity between the brothers
and sisters. When Antonio died, his 40% of the stock was split among his children and my
mother received six shares or 6% of the corporation. This made Domenico’s total
shareholding 46% with the Ferrigno holdings at 54%. One of the sisters was very loyal to
my mother and father and finally sold him the 6% he needed to control Gragnano

Products, Inc.

1912-1928 Prior to the death of Antonio, the two families were operating Gragnano Products

1922

profitably and building a good business in spite of the competition from about twenty other

pasta plants in Northern California.

In 1922, Gragnano Products moved from the original 18th and Valencia Street factory to a
three story wood frame building at 8th and Bryant Streets in San Francisco. Capacity was

increased, we now had a total of 30,000 square feet on three floors.

1928 My oldest brother Paskey, went to work for the Company in office management and part-

time sales. My other brothers, my cousins and I also worked for the Company after school



and on Saturdays nailing together wooden boxes in which the pasta products were packed
in those years. We sold only in bulk 25# and 50# boxes to Italian stores and to some
restaurants and institutions. During these years, we also sold olive oil packed by A.
Giurlani Bros. (now Star Olive Oil) to these same customers. Later on, Paskey introduced
an "Air Trails" brand pasta and olive oil because he was learning to fly a plane. The brand

never got off the ground, but Paskey got his license.

In these years, the brothers learned pasta manufacturing from the ground up. Mixing
dough, pressing it out of screw presses and hydraulic powered presses, spreading spaghetti
on sticks, twisting coiled spaghetti and capellini by hand, rolling egg noodles and short cut
pasta and even learning from the prima donna of the pasta factory, the "dry man." He was
all important because if you did not dry the pasta properly, it would cook to mush and ruin
your reputation. Angelo was very excitable and he always had an excuse when he had a
failure, "The North wind was blowing" or "Somebody left a door or window open.” The

Italian consumer was very finicky about his pasta, your product had to be perfect.

October - 1929
The stock market crashed! People were out of work. People were hungry. Business was
hard to get - competition was fierce. Bulk pasta always was competitive, prices in
1931-33 got as low as 4 1/2 cents per pound. Farmers were also in dire straights, we were
buying Semolina for 3 cents per pound, but we could not survive with 1 1/2 cents per pound
gross conversion. Historically, your prices had to be double (today - triple) your ingredient
cost to break even. In 1931, we told our union we could no longer pay $5.00* per day and
would reduce it to $4.00* per day. They struck and we had a bitter battle for 4 or 5 years.
We ran an advertisment in the paper, men were hungry for work, we trained new people at

$2.25* per day during the big Depression.



* To relate these wage amounts to 1987-88 values you have to do the following mental
gymnastics:

1930’s - multiply by 25

1940’s - multiply by 20

1950’s - multiply by 15

1960’s - multiply by 10

1970’s - multiply by S

1980’s - multiply by 0 ,

1933 Franklin Delano Roosevelt was elected President in November 1932 and took office in

March 1933. He immediately closed all the banks for several days to stop runs on the
banks. Congress passed the National Recovery Act (NRA). The Depression bottomed out

and confidence was again restored.

During these years, my grandfather, Aﬁtonio Ferrigno, died and the battle began for
control of Gragnano Products. AsI mentioned earlier, my father finally bought the critical
6% needed to give him control. Over a period of years, the minority stock was purchased
by my brothers and myself. My Uncle Tom started a new pasta plant called Sorrento
Macaroni in the outer Mission District and operated there successfully for many years.

Being a small plant, they never achieved any great distribution.

1932 Also during this time, Dupont had invented a packaging material called "cellophane” and in
1932, Paskey started to bag a few noodles in this material. The following year he packaged

a few bags of short cut pasta, but sales were small.

In June 1933, I graduated from Mission High School and immediately went to work for the

Company. I did warehouse work, hauled flour from the team track or helped in the
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manufacturing process. My salary was $13.25 per week, for a six day week (equal to

$397.50/week in 1986).

1934 One night Paskey brought over a full page newspaper ad for "Golden Grain” smoking
tobacco manufactured by Brown and Williamson Tobacco. He said this would be a good
name for macaroni and we all agreed. He designed a small blue and gold paper label which
was stapled to the top of a plain cellophane bag which gave the brand name, the variety,
and the weight. Long macaroni and spaghetti was rolled up with the paper label stuck to
the cellophane and sealed with scotch tape. Next problem, where do we put it? We first
purloined some potato chip racks. These seemed to work pretty good so we designed a
special wire rack that was 36" wide 12" deep and 4 shelves high. This rack held 10 dozen
pasta products. We later designed a rack that was 48" wide and held 15 dozen. The rack
had two clips on top to hold a cardboard sign. We didn’t realize it, but our first P.O.S.

display piece was created.

SALES FORCE At this time the Gragnano Products sales force consisted of my father,
who covered a 50-100 mile radius outside of San Francisco, Paskey who covered the San
Francisco customers, Paul Mighetto, who covered the East Bay, and a part-time
commission salesman in Modesto and Visalia. In 1932 Paskey had also hired the Wm. J.
Hoelsken Company to represent us with the chain stores that were beginning to operate in
the East Bay. Bill Hoelsken was selling jams and jellies for our neighbor down the street,
Puritan Preserve Company. It turned out to be a stroke of luck for us because Bill was the
finest salesman I've ever known. Bill believed in selling your brand, your service and your
quality and would never cut a price. More than once he dissuaded us from dropping our

prices to meet cut-throat competition.
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In 1934, I took my father’s place in the sales force. In a few months I gained the
confidence of my customers because I gave them good service. I dusted off the rack
display, hauled cases out of the back room to fill the display, patched up the broken
cellophane bags with scotch tape, wrote credits for any bad merchandise and wrote a new
order for him to OK. At this time I was concerned with our lack of brand identification so
I convinced Paskey to spend some extra money to print our Golden Grain sheaf of wheat
on the package with "Golden Grain" prominently displayed. We now had an unbeatable
product to sell and display. Bill Hoelsken convinced Safeway to buy branded pasta in
cellophane bags and we were off and running. If we had had the know-how and the
manufacturing capacity at that time, we could have dominated the whole Western market.
On the East Coast, a similar situation had been devloping with the two major companies,

La Rosa and Mueller, who packaged their respective brands in one pound printed cartons.

1936 At last we were practically out of the bulk pasta business and in the more profitable branded
package business, but then we got involved in an even more competitive business, dried
beans, peas, and rice. The Miller Bean Company was buying bulk pasta from our
competitors and selling it with his dried beans to our customers. Paskey told him if he

continued to sell pasta, we would start packing beans. So now we are in the bean business.

1935-40 In the late 20’s, Fontana Macaroni was started by a major stockholder of Del Monte
Packing Company. Mark Fontana manufactured the Fontana brand pasta packed in 8 oz.
carton packages. In the late 30’s he introduced his Cel-Mac brand to compete with our
Golden Grain brand. All other pasta plants now had their cellophane packs. Italian -
American Paste Company introduced Vegeroni which was three colors of vegetable
colored pasta: green, red-orange, and white. Green was spinach, red was beet and carrots,
and white was Semolina pasta. We countered with Vegeroodles, but Vegeroni had the

market. It always pays to be first.
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Other competitive innovations were developing - new shapes, triangoli, gnocchi, farfalle
(bowtie) rooster-crest, spaghetti-bucati (spaghetti with a hole in it), Bridge-Trix, etc.
Bridge-Trix was a salad type pasta made in four different shapes: hearts, clubs, diamonds,
and spades. We created it because Bridge was very popular in those days. Our first
package had a big question mark (?) on it with

"U-Name-It" in large type. The "U-Name-It" contest was supported by newspaper
advertising and in six months "Bridge-Trix" was selected as the winning name. The product

was moderately successful for those years.

Another marketing innovation was our Chinese Mein Dinner. A very simple approach, we
printed a quick and easy recipe on the face of the package calling for thin strips of pork,

green onions and soy sauce.

Kraft Macaroni and Cheese was introduced during this period, also a Del Rey Spaghetti
Dinner consisting of coiled spaghetti (which we supplied), a can of spaghetti sauce anda

packet of cheese.

I attended and joined the National Pasta Association at the Chicago Convention. Elected
to Board of Directors in 1950, I was Vice-President for 6 years and served as President in
1972-74. 1 headed the Pasta Promotion Committee for 12 years and was instrumental in
changing the conception of Pasta from a fattening food to a complex carbohydrate with
the introduction of athletes into our publicity campaigns.

Our first athlete was Bob Mathias of Fresno, California, winner of the Olympic
Decathlon tournament. Also, at the 1938 Pasta Convention, I met the representative of

Buhler Bros. of Switzerland. They had designed an automatic macaroni press. 1
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convinced him to come to San Francisco and explain it to my father and Paskey. They
wouldn’t buy it saying, "The quality would not be as good as the old method." The price
was $8,500 for 800 pound per hour production. The press was a pasta maker’s dream - it

took all the hard work out of making pasta.

World War II started in Europe in September 1939. Supplies of all types were starting to
go to Europe. Business was very good for everybody, including Golden Grain. In August
1941, our San Francisco plant burned to the ground. As usual, there was not enough
insurance and getting a settlement was slow. On December 7, 1941, Pearl Harbor was
attacked and the United States declared war on the Axis powers: Germaﬁy, Italy and

Japan.

Luckily, there was an empty two story warehouse alongside our macaroni plant which
belonged to AJ. Glesener Hardware. Tony Glesener promptly gave us the use of the
warehouse at a reasonable cost. To fill our orders, we purchased pasta from several of
our competitors including Superior and Anthony Macaroni in Los Angeles; Perfection
Macaroni in Fresno and Oakland; and Roma, Golden Gate, and California Vulcan
Macaroni Companies in San Francisco. United States entered the war December 7, 1941

and our supplies dried up.

In the meantime, we heard of the Ghiglione Macaroni plant in Seattle which had been
repossessed by the Reconstruction Finance Corporation, a US Agency. Paskey and ]
flew up in November to look at it. It was in A-1 condition, even the former plant
manager was there as caretaker. All we had to do was bring in the Semolina. We
purchased the plant from the R.F.C. for $25,000 but we had to give the former partners in
Ghiglione Macaroni Co. 1 share each, or a total of 3 shares of stock in Golden Grain

Macaroni Co. We could have bought them off with cash, but we didn’t have any to spare.
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Paskey volunteered to move to Seattle and manage the Northwest operation. Tom
moved there immediately after, but in a year he was drafted into the U.S. Army. Paskey
and Anthony had children so they were not eligible for the draft, I had a leg injury that
kept me out of the Army. By the end of December 1941 Paskey and Tommy were
already producing pasta at Seattle and shipping it to our Bryant Street warehouse so we
could take care of our customers’ needs. For the first few weeks they were sleeping in the

office until Paskey’s wife Merrial, found a place to live.

On my return to San Leandro I immediately started to reorganize the Company, my
brother Anthony took charge of shipping and warehousing, we closed our'Oa_kland branch
and brought Don Ferrigno from Oakland to be Office Manager and Purchasing Agent.
For the past 3 years I had been acting as Sales Manager and covering the local territory
because I was attending Golden Gate College 3 nights per week for a C.P.A. course. 1
hired a former Pillsbury salesman, Forest Marcks, to handle the North Coast from
Sausalito to Eureka. My brother Tom had been taking care of the Sacramento territory
and I was fortunate to hire my old competitor Joe Ravezzano, who had been kicked out
as a partner in his old company, Italian-American Pasta Company, to handle the
Sacramento area. Fred McComber and Paul Mighetto handled the East Bay
independents and restaurant trade, and Bill Hoelsken and his men handled all the major
chains and supermarkets. In San Francisco, Golden Gate Macaroni Co. decided to close
up shop and I hired Elmo Briasco, son of the owner, to handle San Francisco down to San

Jose.

Our sales force did a great job during this trying period. They would be selling during the
day and come in 3 nights a week to help pack the product shipped down from Seattle.
Labor was getting scarce but I was finally able to get enough women working 2 shifts to

handle the packing.
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It was rumored the government was to freeze wages and prices. I installed a bonus

program for corporate officers that was effective for many years.

Halfway into 1942, the Seattle shipments started slowing down so I had to purchase
locally and in Southern California again. Paskey informed me he had contracted to
supply Golden Grain pasta line to Nalleys, Inc. for the Pacific Northwest. Nalley’s was a
powerful potato chip, mayonnaise and pickle packer in that area. I knew what was
inevitable so I approached my landlord, Tbny Glesener, with a proposition. I told him I
would clean out the burned building site to a clean lot, trade him even on the lots, pay
him $100,000 for his warehouse building plus the cost of making it suitable for a pasta
plant, if he would pay the cost of the improvements up front. I had been keeping him
supplied with hard-to-get meat, butter, candy, etc., for the past 6 months so he couldn’t
turn me down. One stipulation was I had to hire the contractor who did his maintenance
and building work, which proved to be an excellent request. Without benefit of any plans,
we proceeded to lay out chalk marks on the floors and walls of the building and he
proceeded to build the plant and dryers as I specified. It was my first opportunity to build
an efficient pasta plant. The long goods dryers were fairly standard size holding 15 truck
racks of spaghetti, 3 tiers high on each truck. The main improvement was they were
wired so the fans reversed rotation every 2 hours and the air inlets were set up so that
when the fans sucked in 1 direction, the air inlet closed and when the fans reversed, the
air inlet opened to a pre-set adjustable opening size which gave me very reliable drying
cycles of 48 hours per dryer. I used the same system in the short cut and noodle dryers
with one big labor saving improvement, I made the screen bottom trays only 2" deep and
piled them one a top the other instead of 5" deep and pushing the drawer into a drawer-
like cabinet. Advantages: the 2" X 24" X 60" tray could be handled by one man, the 5"

deep tray had to be handled by 2 men and the pasta had to be loosened up manually on
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the second day so it would not be all stuck together. The tray handled all products, short

cut, noodles, and coiled goods.

While this was going on, I contacted Bianchi Machine Shop who did maintenance work
for my father for many years. I told him I wanted him to pull out of the wreckage my old
mixer and kneader, the 2 screw presses for long goods, the big hydraulic press for short
cuts. I told him to find me a used noodle cutter and a roll machine because our old
machines were on the 3rd floor of our burnt building and were destroyed when they fell
to the ground. At the same time I told him we were under-insured for the fire, I didn’t
have the money to pay him, but I would pay as fast as I could after the machines were
operating. Bianchi told me not to worry about the money, he would have them running
like new in 6 months. This was a God-send because in war time you could not buy new
equipment, you could not get steel except for military purposes, but he could get steel for
repair work. We were able to get old fans repaired, old motors rewired and even old
conduit and wire re-used so that on Jan 1, 1943 I was ready to produce pasta - the only
problem was I didn’t have any manpower. I was able to hire our old mixer man, a giant
named Faustino, who lived near by. A few days later, one of my old long spaghetti
spreaders John Borelli asked to come back to work. This was my nucleus of experienced
help outside myself. I advertised for more help, and got a couple Post Office workers
who would moonlight and a couple Army and Navy men on R&R (Rest & Relaxation).
This gave me an idea. I contacted Alameda Naval Station Personnel and told them to
send me any men who would be willing to work night or day shifts for 1 week or more at a
time. From then on, I had all the manpower I needed. The only problem was that I had
to train each one of them to do a certain job and supervise them 16 hours per day so they
wouldn’t hurt themselves, because pasta machines in those days were quite dangerous. I
worked with many fine men and they appreciated the extra money. Packaging was not a

problem, I had enough experienced girls to run day shift. Bill Hoelsken got Frank Viola,
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the Packing Department Manager at Safeway, to moonlight and handle the night shift.

We were now in good shape and looking for business.

My father had been ailing but in the Spring of ’43. I brought him down to see the new
plant in operation. He was very pleased with the layout and the products being made.
He died in his sleep a short time later and I'm sure the trauma of the fire that almost
destroyed his business contributed to his death. He was 72 years old. Paskey was elected
President of the Company, Maria was Vice President, and I was Secretary-Treasurer.

Tom was still in the Army.

When my father died, I decided it was time to complete my transaction with Tony
Glesener, because the old building and Jand was owned by Paskey and my father. Paskey
wanted the new plant to be owned by himself and my mother, not by the Corporation. 1
had promised Tony Glesener we would trade lots, which Paskey did and he and my
mother paid the balance due on the building out of their insurance recovery and leased

the plant to Golden Grain.

MARSHMALIOWS In the late 30’s, we were distributing marshmallows from a small
local plant who was manufacturing around the corner from our Bryant Street plant.

When the war started he closed up because he didn’t want to process the paperwork to
get sugar and other ingredients. The only other marshmallow manufacturer was
Wonderfood in Los Angeles. I took the owner out to dinner and he finally agreed to ship
me 500 cases per month. I also found out he was a heavy drinker, and only drank the best
Scotch. Bill Hoelsken had many good friends among the chain store buyers and he could
get me anything I wanted, even if rationed out to these buyers. He could get hard to find
items like meat, butter, liquor, candies, even nylons. For some of these items you even

had to use ration coupons. I told Bill to get me 2 cases of the finest Scotch every six
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months and I would drive to Los Angeles twice a year to buy dinner and present him with
the Scotch. After the first couple trips, the shipments of marshmallows increased to 5,000
cases per month. I only mention this because it helped make our Company more
important as a supplier to our customers and our marshmallow sales were quite
profitable for many years. In the 60’s, Kraft began to distribute an extruded marshmallow
manufactured by Doumak in Chicago, and over a period of years they took over the

marshmallow sales business, eventually going into their own manufacturing.

WARTIME Tin was in short supply, the U.S. Government declared that mushroom and
spaghetti sauce could not be packed in tin cans. I convinced California Végetable
Concentrates of Modesto to dry tomatoes for us and we marketed a dry spaghetti sauce
mix and a spaghetti dinner with dry sauce. These products sold well during wartime.
When the war ended and tin cans came back, the dry sauces died. In 1950, Lawry’s
marketed a dry spaghetti sauce mix to which you added a can of tomatoes. This product
catapulted them into a national marketer. I watched it, incredulous, waiting for the
product to die. It didn’t, showing the value of timing. The right time for the right

product. Lawry was later purchased by the Lipton Tea Company.

ADVERTISING I had made up my mind that I would spend 3% of gross sales annually
for consumer advertising. The trouble was - no money. We invested a small but

consistent sum of money in trade advertising, I printed self liquidating offers on the back

'of every package for recipe books, silverware, spaghetti bibs, etc. Our most successful

premiums, which ran for years, was our cotton flour bags - plain white or colorful prints.
Our Semolina was shipped to us in these 100 pound bags which we laundered and mailed
to consumers for 1 dollar and proof of purchase (2 Golden Grain labels). Later, we were
able to afford print and billboard advertising. The print always featured "quick and easy"
recipe cop);. The billboards were "Twistee Egg Noodles - the Noodle with the Screwy
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Shape,” or "The Brand that Won at Rome,” plus others. We were building a truck fleet
during these years and they became travelling billboards with colorful vignettes of our
packages on both sides, and on the back doors, "Don’t hit me, I'm full of Golden Grain
Egg Noodles." No one hit us, it made people remember the brand. By the time we sold
the Company, we had over 140 trucks and trailers covering the 11 Western states and into

the Eastern seaboard.

In the early 50’s, I tried a fast cooking elbow macaroni called 1-Minute Macaroni. Kelso
Norman Advertising developed the campaign. It succeeded in Caliornia and by the time
it was tested and ready for the Pacific Northwest, Mission Macaroni Company had copied
the idea and sold their product at a low price. Mission was a tough competitor. We later
used this product in our Instant Macaroni and Cheese and Stir’N Serve Macaroni and

Cheese.

SPRING 1944 1 developed a Chicken Noodle Soup Mix for the Army which consisted of a dry
chicken soup mix in a No. 10 can which we filled with 1 inch long egg noodles and vacuum
packed. This item was a copy of Continental Chicken Noodle Soup in a 3 1/2 oz. foil
packet which was the forerunner of the Lipton Soup line. Our No. 10 can became
standard ration in the U.S. Army commissaries and we produced this product until the
early 50’s. By this time we had developed a line of eight flavors of Golden Grain Soup

Mixes, which did fairly well against Lipton.

My long spaghetti man, John Borrelli, got into a heated argument with Faustino, my
mixer man and quit. I talked with Fred Bacigalupi of California Vulcan Macaroni Co.
and convinced him to give me a mixer man to work with John Borrelli and we would rent

the now defunct Pompei Macaroni Co. in San Francisco and manufacture long spaghetti
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for the U.S. Army. Long spaghetti was in short supply and the government bid prices
showed a pretty good profit. I called the new joint venture Golden Crest Macaroni Co., it
ran for 3 years and returned a neat little profit to our 2 companies with no investment in

plant or equipment.

WORLD WAR Il ENDS The Marshall Plan was started to rebuild Europe. Our plant
ran 24 hours per day, 7 days per week to supply pasta to the Italian Government besides
taking care of our regular business. To dry the pasta for the Italians, I turned up the heat
in our dryers to 150 degrees to speed the process. When we delivered it to the dock, the

product was so hot you couldn’t handle the cases.

I had heard rumbles since 1946 that the State of California wanted to buy 8th and Bryant
for another approach to the Bay Bridge. I negotiated a settlement with the State for
about $214,000 which was split $142,000 to the landlord for the building and land and
$72,000 to Golden Grain to pay our moving costs and for equipment fastened to the
building. I asked Paskey and my mother to loan their share to the company so we could
build a new plant. My mother agreed, Paskey would not. Said he’d rather invest his
money in the Seattle area. Tom had returned from his stint in the Army and I put him in

charge of the San Leandro Sales Department which was beginning to grow.

I contacted Myron Gould Engineering who had just finished the new General Mills cereal
plant in Lodi. He had engineered the first bulk storage flour handling plant in the U.S.
He gave me a rough estimate of cost of the flour equipment and a square foot estimate
for the building. I went to see Mike Micheletti at Bank of America Main Office. My
father and Golden Grain had dealt with Bank of America for 40 years. I told Mike I had
to build a new macaroni plant and needed to borrow $250,000 and my mother would also

loan $100,000 to the Company. Mike’s answer was that I was biting off more than I could
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chew. This made me angry so I went to Central Bank in Oakland and met with Helmer
Johnson, then a Vice President. I gave him the same information as BofA and he said he
would call me in a few days. In three days he called and said the bank would loan the
money. I reported our progress faithfully to Helmer every couple of weeks and he
became one of my best friends. I immediately purchased 3 acres of land in San Leandro
from Western Pacific Railroad for $5,000 per acre. Myron Gould designed a 140,000 sq.
ft. plant with a 60 ft. bulk flour storage tower. I warned him in advance that I could only
spend $200,000 for the plant. The bids came in at $300,000. We frantically changed the
specs to concrete block walls instead of poured concrete and cut the floor area to 100,000
sq. ft. instead of 140,000 sq. ft. The bids came in close to $200,000. I will say that Myron

did all the re-work gratis. Four years later I added on the other 40,000 sq. ft.

In the meantime, I used the approximately $100,000 in the company treasury to buy new
modern equipment valued at about $200,000. This included: 1 Consolidated cut line for
fancy shapes and coiled goods; 1 Buhler automatic short press and Consolidated
automatic dryer; 1 Consolidated long goods press with Clermont automatic long goods

dryer and 1 Consolidated short cut line for egg noodles with automatic dryer.

I knew if I could get the equipment installed and running with the $100,000, the
equipment people would wait for the rest. A few weeks before the new plant was ready I
met with the Credit Manager for General Mills. We had a good, long standing record
with General Mills, they were our biggest supplier. I told Mr. Robinson about our huge
investment in this new plant, we had copied their Lodi plant, it would be the most
efficient in the U.S., etc. I was asking for 120 days credit line. He agreed to give me 120
days credit for the first year, and knock off 30 days in each of the subsequent years until 1

was current. I almost fell off the chair, this was unheard of in the flour business.
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Bulk shipments of flour were so new there weren’t enough air-slide railroad cars available
to carry our requirements. I leased 10 cars from General American Transportation
Company for 10 years because the railroad wouldn’t make the investment. Several years

later I convinced Western Pacific Railroad to take over our leases.

Tom and Lois were married after World War II ended and they were living in an
apartment next to an Armenian woman. This woman gave Lois her recipe for Armenian
style rice pilaf which was: a can of Swanson’s Chicken Broth, a cup of long grain rice and
a cup of broken vermicelli. You sauted the rice and vermicelli in butter until a light tan,
poured over the can of chicken broth, covered and simmered until the moisture was
absorbed. I liked the product, I had had it before at Omar Khayyam’s Restaurant in San
Francisco, but I didn’t know it was so simple to prepare. My wife also liked the product

and prepared it from scratch until I finally worked out a way to make it more convenient.

Spring 1951 the plant was finished and running. I told my wife, "Now I know how it feels
to be a millionaire; I owe over a million dollars." We had open house and invited all our
suppliers and supporters to see the plant. We had one of the first continuous long goods
presses and dryers, 1 short goods automatic press and dryer, 1 noodle press and dryer,
and 1 press for fancy shapes and coil goods which we spread on trays and dried in rooms.
One of our lines of equipment was purchased at auction from Hunt Foods. Fontana
Macaroni suffered a fire in the 40’s. Hunt Foods bought the company and moved the
machinery to their plant in Hayward. They suffered another fire in 1950 and sold the
remainder of their equipment at auction. The Fontana brand had been discontinued in
favor of Hunt brand in a bright red and white package. The Hunt package was much

brighter and more colorful than our blue and yellow Golden Grain package. As soon as
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Hunt closed, I changed our basic package colors to red and yellow, a much brighter
package. At the same time, I used various catchy phrases to influence our customers, i.e.
"Cooks tender in___ minutes”
"The brand that won at Rome"
"103 calories per 4 oz. cooked portion"
I failed to copyright the last phrase and it was copied by our competitors - it was very

effective in those years because pasta had a "fattening" image.

"100% Golden Grains of Durum Wheat"

"100% Semolina”

"Cooks Best - Tastes Best"

Etc.

At this time, we took our first step into computerized accounting with IBM. We were
probably the first to use the IBM card in an open file for accounts receivable. We could
run these cards each month for commissions, statements, and sales analyses. We also kept
inventory control and billing on the computer. At a later date, we added payables and

general Jedger.

The new plant gave us a lot of prestige. People like Campbell Soup, and American Home
Foods deluged us with orders. Even Borden set up a cheese packing machine in our plant
so we could supply them with Macaroni & Cheese. Chef Boyardee gave us a carton
packing line so we could supply them with 8 oz. spaghetti for their dinners. Borden finally
quit the macaroni and cheese business. We took over and marketed Golden Grain
Macaroni & Cheese. Later we mixed our own cheese formula and changed the name to

Macaroni & Cheddar.
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I laid out the 40,000 square feet addition and purchased two more long goods lines so we
could keep up with the demand. The building and equipment were ready for operation in
1954. Now I had plenty of long goods capacity so I could breathe easier. I thought, now I
can promote lasagna which has got to be the greatest dish for the holidays or for all-around
entertaining. I started with an 8 oz. package of medium width lasagna which had a large
face area so we could show a vignette of this very appetizing product. We advertised |
lasagna around the holidays in Women’s Day, Family Circle , and black and white
newspaper. Pot luck parties were very popular in these days, and whenever Mildred and I
attended one, there were always five or six women who brought Golden Grain Lasagna,

and they all bragged about their recipe, (which they got off the back of our box). The

product became very popular, and we added the Extra Wide Lasagna in a 16 oz. package

with new recipes.

In the early 50’s, we started to market Golden Grain Marinara Sauce, which was a take-off
on a simple recipe my mother used to make. Being a meatless sauce, we did not have to
retort it at high temperature like all other sauces. As a result, the sauce had the full flavor
of fresh tomatoes and spices. We still have this formula packed for us today. We
advertised the sauce on the back of all our pasta packages and especially on lasagna
packages. To promote our sauce and pasta I asked my sister Kay to present some cooking
school classes and teach people the right way to cook pasta. Kay came up with the idea of
a portable kitchen to prepare the food and called the cooking classes "Pasta with a Flair."
Charitable groups and clubs could schedule this presentation at no cost to them and
whatever admission they charged could be used for their own charitable purposes. It
proved a very popular program which Kay presented three to five times per week for over
20 years. At the class, the ladies were able to taste the dishes, and take home recipes and a
1 pound can of our Marinara Sauce. The sauce became one of the leading sellers in the

sauce section.
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Another benefit from this personal contact with the women’s clubs was when Purity Stores
(a 100 store chain) brought in two new buyers from Los Angeles and they were going to
throw out Golden Grain in favor of a Los Angeles manufacturer. Kay called the leaders of
these Women’s Clubs in the towns where Purity Stores operated. These women put up
such a fuss that Purity Stores put Golden Grain back on the shelves and discontinued the

other brand.

During the 50’s we developed and marketed a line of dry soups similar to Lipton and
Knorr. We were moderately successful in our home areas and got good distribution and
sales on our 8 flavors: chicken noodle, minestrone, onion, green pea, alfabet, mushroom

and tomato vegetable.
MEANWHILE...........

1950 SEATTLE Paskey’s arrangements with Nalley’s Inc. to market Golden Grain pasta wasn'’t
working out. With the end of World War II, Nalley’s was able to make more of their own
products to sell and they were less interested in our products. Mission Macaroni Co. had
expanded their production and were fighting to dislodge Golden Grain from our
beachhead. Paskey organized his own sales force but it was tough selling against the

market leader, Mission.

1953 BLACKNESS BEFORE THE DAWN See Paskey’s letter on the next page regarding his
losses. 1didn’t want to close the Seattle plant because: 1) having two bosses at San
Leandro wasn’t going to work, 2) if Mission Macaroni chased us out of Seattle, he would

then attack us in California.
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In early 1956 Paskey convinced the two Favro brothers to sell out to Golden Grain for
$50,000 plus inventory and a 10 year labor contract. Favro was the exclusive supplier to
Safeway Stores with their Dinner Hour brand. Combining the two plants produced
efficiencies but still not enough to off-set the losses. Psychologically, I believe this purchase
had an effect on the four partners at Mission Macaroni. They thought they would drive us

out of business, and now we had purchased Favro.

Paskey heard the four partners at Mission Macaroni were fighting with each other. The
leader at Mission was likeable guy named Guido Merlino. Paskey met with Guido and he
said he would sell his 25% for $225,000 and that we could probably buy the other three
partners for a like sum. Paskey called me with the information. I knew it was a great
opportunity so I went to see my friend Helmer Johnson. Helmer was now President of
Central Bank. He immediately approved the loan for $900,000 and we purchased the
Mission Macaroni Co. (Mission also owned 49% of Porter-Scarpelli in an unfriendly
takeover situation). Guido Merlino stayed with Golden Grain for 14 more years before
retiring. He was a valuable employee. Golden Grain, Dinner Hour, and Mission brands
now had 80% share of the market and we had a profitable business. Two years later
(1959), one of the partners from Mission Macaroni, Joe Merlino, and his sons got back into
the pasta business with Majorette brand. The honeymoon was over. They cut prices and
struggled to get business for a couple of years. Finally, they hit on a "hot" item for those
years, a 4# bag of pasta and a 1 1/2# bag of egg noodles which the grocery trade would
feature at special prices. We decided to pack similar items and priced it the same as his
opening prices, but we didn’t push the items. Majorette sold most of the 4# pasta for
several years and finally went under in 1963. Guido Merlino reported that they couldn’t
pay their bills. Like a couple of dummies (I'll take the blame), we took over the bankrupt
company, paid them $20,000 for 51% of the stock, and gave the Merlino’s 49% of the stock

to run the operation; we put them back in business. A few years later, Paskey bought the
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Oregon Macaroni Co. for $66,000. This turned out to be a bad move, and Porter-Scarpelli
Macaroni Company of Portland complained to the Federal Trade Commission. The F.T.C.
investigated and held hearings in Seattle in 1969-70. The result was we had to divest
ourselves of Major-Italian Foods in 1973 because we had a monopoly in the state of
Washington. The Merlinos bought our 51% stake for a paltry sum and later sold the
company to Rank Hovis McDougal in the 70’s, who later sold to Bordon’s in the 80’s.

Porter Scarpelli also bought our 49% share of their stock as required by the F.T.C.

MONTANA FIOUR MILLS I heard they were for sale and asking for bids. Montana
Flour Mills had a flour mill in Butte, Montana and about 20 elevators scattered throughout
the wheat areas. They made top quality flour for the Western bakery trade. I wanted to
install a Semolina mill using the excellent Montana Durum. We were buying 17 cars per
week at that time (12 at San Leandro and § at Seattle). Paskey, Tom and I went to see
Helmer Johnson who was now President of First Western Bank. I told Helmer that I'd like
to bid $5.5 million and he said, "Go ahead and bid, I'll back you up." ConAgra bought
Montana Flour Mills for $6 million. If our bid had been accepted, we probably wouldn’t

have had time or the money for Rice-A-Roni.

PROFIT SHARING PLAN In 1957 we started the Golden Grain Profit Sharing Plan
which was one of the best things we ever did. The Plan was designed by Coates, Herfurth
and England and approved by the I.R.S. Started January 1, 1957, the first contribution was
12/31/57, $33,701 for 46 salaried employees. All administrative costs of plan were paid by
Golden Grain. The plan was non-contributory and non-discriminatory for salaried
employees. Unionized employees had their own pension plan. Golden Grain paid from
zero to 15% of covered salaries per year for each employee which was non-taxable until the
employee collected their share on retirement. Vesting percentages started at 3 years and

up to 100% vested at 15 years of service. The Profit Sharing Committee for about 10 years
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was Paskey, Vince, Tom, Rollo Roux, Frank Viola, and Guido Merlino and continued

thereafter with a few minor changes.

On advice of Haskins and Sells, we appointed Scudder, Stevens, and Clark as investment
managers (1958-1971). They were pretty conservative so we took the 1961 contribution
and let Standard and Poor invest the money in 1962-1963. This was a disaster so we gave it
all back to Scudder. Claude Rosenberg was hired for the period 1971-1976 and did a fair
job. A friend of mine had hired Martin Sosnoff as investment manager for several years
with excellent results. Martin Sosnoff (Atlanta) managed our portfolio from 1977-1986
with an average return on capital of 16.2% per year. On August 15, 1986 when Golden
Grain was sold to Quaker Oats the balance in the fund was $24,000,000 and many millions

had been paid to retirees over the 30 year period it existed.

In Southern California a 20 year old company called Budget Pack had built a following for
their products which were beans, rice, peas, dried fruit, candy, popcorn, Jells Best gelatin,
more recently pasta products and eventually by 1960 they had fair distribution in Northern
California and trucked all their products from Los Angeles, to Arizona, Texas, Denver, Salt
Lake, and all intervening territory to Northern California. They were tough competition
but due to our quality, service, and advertising, we were able to hold our own. In 1956 they
filed bankruptcy and I attempted to buy the whole company at 10 cents on the dollar but
the creditors objected. Instead, I bought some of the inventory and equipment, the Jells
Best gelatin formulas and inventory, some trailer trucks, and a sales force of 12 men who
would work for Golden Grain in the Southern California market. Our new sales force
proceeded to do a fair amount of business and sold some chains, like Stater Brothers,
Hughes Markets, and Lucky stores. When we started to sell Rice-A-Roni dinners in 1959

and Ghirardelli chocolate, this sales force was a tremendous help.



1958

30
25

During the years we competed with Budget Pack, we added a line of cello bagged candies
which we purchased in bulk (about 30 varieties) and marketed under the Golden Treat
label. We furnished the grocers a four shelf nicely finished wooden rack to display the
candy. We also marketed a limited line of dried fruits and nuts during this period.
RICE-A-RONI In the intervening years, the original rice pilaf recipe was printed on the
back of our Fideo (cappellini) cello bag. Mildred would prepare the rice pilaf at home and
I toyed with using the dry chicken soup mix in place of Swanson Chicken Broth. We soon
had the proportions worked out. We now had a very easy to ’prepare and tasty side dish
that was a favorite food in the Middle East for over a thousand years. Because the product
was half rice and half pasta, I decided to call it RICE-A-RONI. |
Rossotti Lithograph came up with some designs which I rejected. I wound up designing the
first Rice-A-Roni box with a pair of scissors. I cut the red & white tablecloth background
off a Lipton Soup box and placed it on the lower half of a Rice-A-Roni size box, cut off the
dark blue
Rice-A-Roni logo on white background, pasted it on the top of the box, and sent it back to
Rossotti. They came back with a pretty good looking presentation. I then asked Paul
DeDomenico who came to work at San Leandro in 1957, to interview the major
advertising agencies in San Francisco and hire one of them to test the product and to
present an advertising test campaign for a maximum $50,000 cost. None of the big
agencies would take the assignment except McCann Erickson. (The reason I needed a big,
well-known agency was because Golden Grain and Rice-A-Roni would be a complete

unknown in most of the country, so at least the advertising agency would be recognized).

McCann tasted the product, liked it, and said it should be called Rice-A-Role and prepared
as a casserole dish. I rejected the idea. They improved the descriptive line to read "Rice,
Vermicelli, Chicken Stock with Herbs". They suggested a radio and newspaper test

campaign in Oregon and a television and newspaper campaign in Sacramento. ] approved
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campaign must have a jingle. The rest is history. The campaign in Oregon flopped and the
Sacramento campaign was a resoundihg success. So the Rice-A-Roni jingle, the Cable Car,
and the TV and newspaper campaign recommended by McCann was used with minor
variations for the next 25 years. Rice-A-Roni was portrayed as a convenient tasty side dish
with some variation as a main dish, and positioned as "a change from potatoes.” We could
never bring ourselves to say,"a change from pasta.” We test marketed in 1958, 1959, and in
1960 we expanded over the West and into the major Eastern markets. Paul and Tom put
together a good broker organization that blanketed the country and we appointed several

of our men as Regional Sales Managers.

1959-1960 We used a novel approach to get the attention of the buyers. In most major markets,

1960

we would hire a bus and equip it as a traveling kitchen with a home economist to prepare
Rice-A-Roni and serve it. Our brokers set up appointments at every chain and wholesaler.
The buyers and half of the office staff would come out to the bus and sample our products,
and everyone bought the product. In New York, we made one change. We chartered the
Circle Line Boat which goes around Manhattan. Over 300 people attended, including most
of the chain and independent buyers. They sampled, drank, and had a good time. Our

New York offering was a success.

ADVERTISING EXPENDITURES Our next problem was to get the product moving

which we did with in-store sampling and stack displays with grocers’ ads. Paul came up
with a Square Footer wire rack which we could move around the store and use in medium
size markets. The header card said, "Take a break from potatoes, serve Rice-A-Roni." In
the big supers we would sell a 25 or 50 case stack display and buy back 10 cases at the retail
price. Our salesman would stand in front of the checkout aisles and every time he saw a

full basket of groceries coming through, he would give the lady a free sample. The 240
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samples gave us the turns we needed at store level. The word of mouth advertising at this
time was exceptional, Rice-A-Roni was pew and flavorful and the women talked about it.

Rice-A-Roni was retailed for 19 cents per package in those days.

1962 We started to get imitations and decided to buy national advertising on ABC TV. American
Beauty was starting to sell Rice-A-Bongo and we Bongo’ed their marketing areas very
hard. It was expensive and at year end I couldn’t pay the advertising bill. I had purchased
2600 rating points over a 40 week period on ABC-TV. On top of that, I had the cost of
wire racks, promotions, and samples. Paskey, Paul, Tom and I had a quick conference and
decided we were selling the product too cheap to support national advertisihg. The next
day we raised the price 90 cents per dozen which made Rice-A-Roni retail for 29 cents per
package, still a good value. Within a few months our national advertising started working
and our financial problems were solved. The jingle and the cable car bell was ringing in
every home in the U.S. Our national advertising overlapped into Canada, so we

immediately set up a Canadian broker and ultimately a contract packager.

1958-62 ADVERTISING EXPENDITURES When our 1958 advertising test

on RAR was successful, we dropped our old agency, Merchandising Factors (Kelso

Norman) and turned our total account over to McCann Erickson. Our total budgets in the

early years were:
1958 198,000 60,000
1959 300,000 200,000
1960 550,000 460,000
1961 750,000 700,000

1962 1,500,000 1,400,000
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We tackled the U.S. market by market until 1962 when we went on national TV. We had

66 brokers and 19 public warehouses east of the Rockies at this time.

The advertising formula was 13 weeks of TV at 100 RP and 3 B&W ads of 600 lines in
newspaper. Our sustaining program was on 7 weeks, off 7 weeks. Shortly after going

national, we added women’s magazines to the program (skinnies).

COMPETITION |

1962-1986 Minute Rice brought out several kinds of flavored rice, including wild, besides their
successful white rice product. Over the years they faded out as a oontendel.' in flavord rice.
Uncle Ben, who was strong with their converted rice, packaged a wild rice and did a great
job with the product. We countered with a "me too" product but never developed any big
volume. It always pays to be first. Uncle Ben struggled for years to market flavored rice

with several different ideas and finally succeeded with Country Inn in 1984.

Lipton attacked the noodle and the rice mix business about the same time and achieved a
very respectable share in both segments.

Near East and M.J.B. did a fair job with flavord rice in their respective markets.
Hamburger Helper dominated the noodle dinner segment for many years.

Kraft has been the leader in Macaroni & Cheese since the product was developed in the
30’s. In recent years they have extended the line into Velveeta and Shells and also into

other pasta, rice, and potatoes.

1961 We introduced Beef and Spanish Rice-A-Roni to the national market. All were successful

introductions.
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1962 Many other flavors of Rice-A-Roni were marketed in 1962, Chinese Style Fried, Long

1964

1965

Grain & Wild, Cheese, Pilaf, Rissotto, Turkey, Herb & Butter, and even Rice Custard
Pudding. Quaker Oats has added many additional flavors of Rice-A-Roni since their

acquisition of Golden Grain. including Savory Classics.

On a trip to Italy, Mildred and I enjoyed a noodle dish at Alfredo’s Restaurant in Rome.
He called it Noodles Alfredo - mainly cheese, butter, cream and thin noodles. I copied the
recipe and the noodle and called it Noodle Roni Parmesano. We introduced three new
items with a double spread F.S.1. nationally. The items were Noodle Roni, Scallop-A-Roni,
and Twist-A-Roni. The first two had cheese flavor sauce mixes and ’I\wist-A-Roni had a
chicken flavor sauce mix. Scallop-A-Roni had a shell shaped pasta in it. The campaign
failed because we did not put enbugh money behind these three products for a long enough
period. We were still working hard to promote Rice-A-Roni. The products were excellent

and Noodle Roni survives as a volume item today.

GENERAL MILLS I'm sorry I helped the Big Hamburger get into the noodle dinner
business. The manager of General Mills at Vallejo called me and said one of the Vice
Presidents from Minneapolis wanted to visit our plant and talk to me. I had a soft spot for
General Mills because they helped me in 1950, so I said OK. I showed him the San
Leandro plant, and took him to lunch. He asked a lot of questions about Rice-A-Roni and
Noodle-roni, which I answered truthfully. If I had known what they really had in mind, I
would have done an "Oliver North"(lied).

I was even naive enough to tell him that in 20 years all pasta would be sold as convenience
dinners and bulk pasta wold be sold to restaurants only. After he left, I never heard from
him again, and one year later we had Betty Crocker Noodles Romanoff and Noodles
Stroganoff as competition in addition to Betty Crocker Rice Valenciana. The rice items

died, but they did well with the noodle items and later on upgraded the line to Hamburger
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Helper, Chicken Helper and Tuna Helper. There wasn’t enough margin for them in
noodle dinners because they had to stay competitive with Noodle Roni. In retrospect, they

actually helped to build the market for noodle dinners.

BRIDGEVIEW Measuring the success of Rice-A-Roni sales in terms of freight costs
meant we needed another plant located in the most economical spot. Rice was cheaper in
Arkansas, Durum and Semolina were cheaper in Minneapolis and Chicago. Our market of
150 million people lay along the Eastern seaboard. I chose Chicago as the hub of all rail
and truck transportation in the U.S. The railroad was happy to have us and sold us a ten
acre site in Bridgeview, Illinois for $50,000. A new, modern plant, designed specifically for
short cut pastas and noodles and packaging machinery for hi-speed dinner assembly was
laid out. Machines which were time-tested and running at 120/minute in San Leandro
were ordered and installed at Bridgeview with a line speed of 240 per minute. Presses to
manufacture pasta at 4000 pounds per hour were ordered compared to 2000 pounds per

hour presses in San Leandro.

The Bridgeview plant size grew from 100,000 square feet in 1962 to 400,000 square feet in
1982. We had a roof collapse in 1972 and one long strike in 1965 but the plant and location

have been a tremendous asset to Golden Grain.

GHIRARDELLI I heard that Ghirardelli Chocolate Company was up for bid. The Roth
family who owned Matson S.S. Lines had purchased the whole block that housed the
Ghirardelli Chocolate Company. Ghirardelli made excellent chocolate and at one time was
the largest selling brand west of the Rockies. They stopped advertising, more competition
in the form of Nestle, Hershey and Mars came, and their sales had dropped to $2,000,000
per year. The plant covered a whole block, the equipment looked like it belonged in a

museum. (Ghirardelli was started in 1852.)
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Harvey Ghirardelli had a bid from Guittard which he did not like - they would buy the label
and shut the plant down. I told Harvey I would give him $100,000 for the brand, equipment
and formulas plus the inventory at cost, subject to getting a reasonable lease from the Roth
family and an O.K. from my two brothers. He liked the idea that the plant would be
operated and his people kept employed. We shook hands on the deal. Paskey, Tom, and
Benton Coit of Haskins & Sells walked thru the plant and the deal was closed.

The Roth family rented us half the block while they built the first half of Ghirardelli
Square. When this was completed, Paul DeDomenico and I decided we should have a
Ghirardelli Chocolate Shop in Ghirardelli Square. We presented the idea to Tom and
Paskey and they did not want the Company involved in a retail operation. Paul and I said,
"In that case, we will open a shop ourselves." This stopped the argument, Ghirardelli
opened the store and it has been a tremendous success from that day on.

The concept of operating the old museum piece equipment to make chocolate has made

Ghirardelli Square a "must see” for visitors to San Francisco.

I spent two years going to Ghirardelli plant in San Francisco three times per week to learn
the chocolate business. By this time Ghirardelli Square §vas a resounding success and the
Roth family said they would like to have us out in two years. Paskey, my wife, and I headed
for Portugal, Spain, Italy, Switzerland, Germany, and Denmark to visit chocolate
manufacturers and equipment manufacturers. We agreed on what appeared to be the best
equipment and when I got back, I laid out a floor plan of the equipment and plant facilities
and hired Douglas Judd Engineering to complete the engineering of the building and get it
out for bid. We moved into our new Ghirardelli Chocolate plant with modern equipment

in 1966. It was built in San Leandro next to our pasta plant so we could use common
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shipping and receiving and office equipment and supervision, although we kept separate

sales and cost records for financial purposes.

Two gentlemen from R.J. Reynolds came in to see me, I don’t recall their names but one of
them went on to become Pres;ident of Warner-Lambert Pharmaceutical. I entertained
them and took them pheasant hunting on Fred Holme’s ranch. Paskey and Tom came
along and we all got well acquainted. R.J. Reynolds was diversifying out of the tobacco
business. They had purchased Hawaiian Punch and Chungking Chinese Foods a year
earlier. They arranged for the President of R.J. Reynolds, Mr. Grey, to come to San
Leandro to meet us. He made us a handsome offer, 1 million shares of RJR stock worth
$37.00 per share. Paskey countered with 1.2 million shares and the deal never was
consummated. We were earning about $1,000,000 a year at that time, the offer was 37

times earnings!

VANTAGE ADVERTISING McCann Erickson resigned our account because their
biggest client, Del Monte, was going to package pasta dinners to compete with Hunt’s
Skillet Dinners. Charles Foll was our account executive so I hired him to start our in-house
agency which he named Vantage Advertising - a play on words - Ad Vantage. The previous
agency charged 15% commission and Charlie operated our agency for 6% of total
advertising expenditures, so we saved 9% of our advertsing budget - saving us over a

million dollars per year at that time.

1973 VERNELL In 1973 Paskey called me up to Seattle to look at the Vernell Candy plant which

was for sale. We were still bagging candies under our Golden Treat label so I said, "Why
not?" They had one good item called Vernell’s Mints but we found we could buy candy in
the Bay Area cheaper than our cost at Vernell. We struggled with this until 1978 when

Paskey had backed our competition Societe Candy Company into a corner with a proposal
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saying, "The market isn’t big enough for the two of us to operate profitably, either you buy
us out or we’ll buy you out." They elected to sell and we combined the Vernell plant into
the Societe Candy plant which was located in Belleview, Washington. It was a good-
looking, well-equipped plant, made a little money, and was sold by Quaker Oats in 1987 for
about $13,000,000.

1976 FOREMOST MCKESSON Neil Harlan sent the President, out to look us over. I gave him
all the information he needed and he made an offer which I knew wouldn’t sell after the
RJR experience. An interesting thing happened, a Victor Posner from Florida was trying
to buy control of Foremost at that time, and for about a week Neil Harlan was trying to put
together a deal. We probably could have been a sizeable shareholder in Foremost

McKesson.

1975 MICRODRY 1 had always been interested in a better way to dry pasta products and when 1
heard Microdry was for sale, I offered them $300,000 for land, building and patents and

they took it. For centuries, pasta had been dried with heat and air from the outside in..

Meaning, the warm air dries the outside of the pasta while the moisture in the wet pasta is
slowly migrating from the center of the pasta to the outside surface. When you dry pasta
with microwaves, the microwaves agitate and heat the water molecules inside the pasta so
they fight their way to the surface of the pasta where the hot air can readily pick it up. The
inside temperature of the pasta will be about 200 degrees while you are drying the surface
with 150 degree air. We designed a dryer that would dry 2000 Ibs. per hour of short cut
pasta or noodles in one hour compared to standard drying time of eight hours for the same
shapes. We built about twenty of these dryers and about half of them are operating in our
own plants. The big advantage of our microwave dryers is sanitation, size and drying time.

It is built of stainless steel and the high temperature kills any infestation. They are 1/4th
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the size of standard dryers and they dry pasta in one hour, which also make changing

varieties of pasta more efficient; there is less downtime when you change dies.

1968 GHIRARDEILLI Since acquiring Ghirardelli in 1964 and moving the plant to San Leandro
in 1966, we hadn’t be able to come up with any breakthroughs. Ground chocolate and bars
were the best selling items and a compound chocolate chip they sold under the name of
Flickettes. Flicks in a round tube also sold well. Gross sales of $2,005,000 in 1963 gave us
a loss of $152,000. I improved the packaging on all items, appointed new brokers for bulk
and candy distributors, and turned the grocery product items over to our own sales force.
By 1966 I had developed a Dispenser-Rak to hold five varieties of chocolaté bars and one
slot for the Flick tubes. I also had a Dispenser Pak for easy restocking of the rack. These
racks were positioned close to the checkout lanes and sold Ghirardelli Chocolate like gang-
busters. However, it was hard to keep this key position in the markets and over a period of

2-3 years, we lost the spots to the gum racks.

By 1968, our sales had doubled to $4.5 million and we were still losing money. After that
period, I converted our Golden Treat Candy to the Ghirardelli label and both this line and
Jells-Best gelatin was considered Ghirardelli revenue and were packed in the Ghirardelli
plant. Some of the new products I tried were Flicks Instant Chocolate Drink, Flick’s
Chocolate Syrup in an aerosol can, Ghirardelli Chocolate Chip Cookie Mixes and
Ghirardelli Chocolate with Marshamllows. All of these bombed out, but in recent years
Swiss Miss has successfully marketed a chocolate drink with marshmallow bits. We

introduced the Non-Pareil Chocolate Wafer and this has been a good steady item.

I finally hit a winner when I took Ghirardellli Milk Block, which was a 10 oz. bar with 10
squares molded into the top design, filled the mold half full of chocolate, chilled it and then

discharged 10 chocolate squares. I wrapped the Ghirardelli mint squares in foil, packed
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them 120 to a 4" X 7" display carton and test marketed them as a pure mint chocolate
changemaker at 15 cents each, 2 for 25 cents. The sales were fantastic so we ordered
equipment to manufacture and wrap them. About this time (1977), Dennis came to work
for the Company and he took over the packaging and line extensions on this item and the
rest of the line. Debbie came to work for Ghirardelli in late *77 after a two year stint
working in the Sales Department at Seattle. Debbie did a good job as salesmanager at
Ghirardelli, but it was tough going. Claudia also went to work at Ghirardelli in 1981 after a
brief stint at Vantage Advertising. Ghirardelli lost money until 1970, after that it became
profitable and in the 80’s earned up to $2MM per year. Our big money maker for
Ghirardelli Chocolate was still the Chocolate Shops in Ghirardelli Square. Sales and
profits increased each year and in 1985, Chocolate Shop sales were over $3.6 million with
profits of $800,000. The Gelato Shop, started by Dennis and Claudia, was also moderately
profitable. Tom became heavily involved at Ghirardelli because his family was all working
there and I stayed out of all but major decisions after 1977. A couple of new ideas they
wanted to try which I reluctantly approved was Choc-O-Bread, which was tested in
Phoenix, Arizona and dropped, and a chocolate liqueur which never moved in any volume.’
It had good flavor but Bailey’s Irish Cream had just taken over the liqueur market. Debbie
developed a mail-order book for Ghirardelli products but after two years of testing it didn’t
look like it would pay off. Her idea of selling Ghirardelli products to other mail order
companies was the best approach. We were doing $20MM sales in 1980 and $32MM in
1985, with about $1MM profit per year which I thought was very good progress in a tough

commodity.

Speaking of failures, I have a folder full of them: Never Stik Pasta, Cook-in Broth Pasta,
Tiny Roni, Spaghetti Loops and many others. But don’t laugh at them, sometimes it’s only

a matter of timing. Remember, the right product at the right time.
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POPCORN  One failure that is missing and I'm still proud of it was popcorn. A small national
marketer of popcorn was for sale in Kansas City. Carlo and I looked at the plant and tried
to interest the Board of Directors in buying it. After all, we had been selling cello bagged
popcorn for over 30 years and sold about 10 carloads per year. Orville Redenbacher,
owned by Hunt Foods, was successfully marketing a premium popcorn in a glass jar and
making good money at it and using a corny character like Orville Redenbacher to promote
it. I decided we could sell flavored popcorn, just as we had sold flavored rice - a pouch of
flavoring plus popcorn in a box called Pop’n Flavor. It would be in four flavors: nacho,
parmesano, butter flavor, and sour cream and onions. We prepared the product and the
advertising and launched our test just as Orville Redenbacher launched his'Microwave
Popcorn which was plain popcorn in the expandable bag. Our test failed and Orville
popped his way to success. I tried to buy the same packaging material as Orville but he had
the suppliers tied up for 2 years. Today, Orville markets 9 flavors of microwave popcorn.

Another good idea gone up in smoke.

1983 GOLDEN GRAIN PASTA Over the years, most of our competition in the pasta business

had disappeared. The survivors were Merlino Macaroni in Seattle, owned by Rank, Hovis,
McDougal and Fresno Macaroni Company (Perfection, American Beauty), now owned by
Hershey Foods. It was a good time to tackle the Southern California market with two

major competitors, Western-Globe and Anthony Macaroni plus a few smaller companies.

I went to Phoenix, Arizona to study the Semolina quality and purchasing. Westbred 881
was excellent quality, good color and protein, and the Company that owned the seed told
me they would plant all I wanted and work on a commission of 15 cents per cwt. over the
farm price. I selected Yuma as the plant site because cheap Mexican labor was available a
few miles away, skilled American labor was available at the Yuma Air Base and on the

farms, and Yuma would be central to the Arizona Durum growing area and to the Durum
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area in California’s Imperial Valley. Desert Durum was cheap compared to North Dakota
Durum and most of it was being shipped to Barilla in Italy. We needed a combination
Semolina mill and pasta plant with its own distribution warehouse to make the plan work.
I commisssioned Fred Nance Engineering (who did the Bridgeview plant) to lay it out and
give cost estimates. I presented the idea to the Board of Directors and Mark reqﬁested a
study be made (a delaying action). I commissioned Stanford Research Institute to make a
study and they said the Yuma or Salt Lake location would be the most economical plant
site. I later learned that a supplier in Salt Lake had given erroneous prices on shipping
cases which would take that location out of consideration. I pressed the Board for a
decision and I was outvoted by Tom, Paskey, and Mark. During this time, I had been
negotiating with Anthony Macaroni and Western Globe hoping to buy one of them as a
nucleous for our Southern California market position. We were already doing an excellent
business with all the chains and independents with our Rice-A-Roni and Noodle Roni
dinners. We didn’t do much pasta business because we refused to pay $1,000 to $§2,500 per
store to gain distributon for our pasta products. The Yuma plan died. Mark had his own
reasons for killing the idea. He told me if I would give him control of Eastern Sales (Tom’s
bailiwick) and let him run the Seattle operation his way, he would vote for the project. I

told him to stuff it.

1984-86 - After two years of negotiating and a trip to Japan, Nisshin Flour Milling and Golden
Grain had signed an agreement to test their P.S.P. (pre-cooked spaghetti) in the U.S. and if
it was successful we would form a joint venture and produce the P.S.P. at our Manteca
plant and Golden Grain would have exclusive distribution rights. We tested in Portland,
Phoenix and Northern California. The products sold off the shelves but the turnover was
not fast enough to stay in the stores. We positioned it as a "Heat and Serve Spaghetti
Dinner." It should have been positioned as a light lunch or a microwave dinner (the dry

sauce mix was in the packet). During the 70’s and 80’s, we tried to market Stir & Serve
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Pasta Dinners (add 1 pound of hamburger) and Rice-A-Roni Stuffing Mix. These were

"copy cat" products and didn’t develop much volume.

1985 - Time was going by, Creamettes (Borden) had built a new plant in Phoenix next to a new
ConAgra Flour and Semolina mill. Within the next two years, John Westerberg (Borden)
bought the Western Globe and Anthony Macaroni plants and moved them into his Phoenix

plant! He must have been reading my mail.

We were running out of pasta production at our San Leandro and Seattle plants, so I
ordered one long good line and one short cut line (Microdry) for San Leanaro, and one
long goods line for Bridgeview. We made an excellent buy, but the Company was sold
before the equipment arrived. The plan was to market Golden Grain pasta in the Midwest

and the Southwest.

MICROWAVE/MICRODRY We needed a low cost, fast cooking rice product like
Riviana’s P-100 for a new Microwave Rice-A-Roni and for a product I could use to
compete with General Food’s Minute Rice. We rented some equipment to test the process
I had in mind. Cathy Dunlap reported that the finished product was better than Minute or
Uncle Ben’s. Microdry designed and built the rice cooker which was destined to be
mounted over a spare macaroni dryer in Bridgeview. However, Quaker Oats scuttled the
project and it was never installed. We started to market Microwave Rice-A-Roni in early

1986 using P-100 rice when Quaker bought the Company. I think it could have succeeded.
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1985-1986 - I see the handwriting on the wall. Disagreements between family members regarding
the direction the company should take become more common. We are becoming
leaderless because no one group has voting control of the stock. I remember the lesson of |
La Rosa Macaroni Company. From 1932 to 1962 under the leadership of three brothers,
Steven, Vincent, and Peter, the company grew to be the largest pasta manufacturers in the
United States. LaRosa was well advertised and sold more branded pasta than Mueller and
Ronzoni combined. When the last of the three brothers died in 1962, the business was run
by a committee composed of the male heirs of Steve, Vincent, and Peter who all held
positions in the Company. No one had majority control, so they spent their time arguing
about everything. In twenty years, this fine company went down the drain. Their last plant

at Hatboro was bought at auction by Gooch in 1982.

I first tried to rherge with Mars, Inc. March 1985. At a meeting with Forest Mars, Sr., at
his Las Vegas candy plant, he flatly told me he did not like partners. (Mars is also a family-
run organization.) Instead, they offered me $180 million (a chunk of this would be in
royalities so they would not have to capitalize it) for Rice-A-Roni and our Bridgeview
plant. It was a good offer but I did not want to sell our crown jewels and be stuck with the

rest of the business.

Later on, I talked with General Foods, H.J. Heinz, and Andre Baladi representing Sandoz,
Inc. In 1986 I met several times with O’Reilly and Sculley of Heinz; Bruno Stalder and Dr.
Max Link of Sandoz; Charles McGill of Pillsbury; Verinder Syal and Terry Westbrook of
Quaker Oats; Cal Hatch and Chick Weaver of Clorox; Mickey Skinner, Fred Zimmerman
and Ken Wolfe of Hershey Foods; and Ro Ventres and Gene Sullivan of Borden Foods, all

of whom visited our San Leandro and Bridgeview plants. In June 1986 I asked for bids for
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all the capital stock of Golden Grain Macaroni Company. Quaker Oats was the top bidder
at 275 million dollars and our shareholders accepted the offer. Total sales for all divisions

of the company was $250,000,000 in 1985.

PERSONAL I am now 72 years old but don’t feel it. I have worked hard and piayed hard
all my life. I have a happy married life with Mildred Kerr and we have four children,
Michael, Vicki, Marla and Vincent, Jr., in that order. I also have a son Steven by my first
wife, Helen Harrison, now deceased. Mildred and I have lovely homes in Hillsborough, in
Hawaii, at Lake Tahoe, and a cattle ranch 25 miles North and East of Stockton, where 1

love to relax and raise horses, cattle, grapes, almonds, walnuts,and alfalfa hay.

I was honored as Pasta Man of the Year in 1986, the first in the history of the National
Pasta Association. I was awarded the Gold Medal for Meritorious Service in Paris in 1988
for La Chaine des Rotisseurs, the world’s largest gourmet society. I have been Vice
President of the US.A. chapters for 14 years. From August 1986 to August 1989 I have

acted as Chairman of Golden Grain Company (an honorary title) and as a consultant.

In 1987 I purchased the controlling shares of Napa Valley Wine Train and this should keep

me busy for a while.
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AMILY MEMBERS
1985

PASKEY’S SONS:

Paul started with the Company in 1956 and handled Eastern sales until he left to buy the Hawaiian
Holiday Macadamia Nut company in 1976. Paul was also President of Ghirardelli Chocolate.

Mark started in 1971 at Seattle and by 1980, when we acquired Societe, her was taking charge of
the Northwest operations and was a Vice President of Golden Grain Macaroni Company.

VINCENT’S CHILDREN:

Vicki and her husband, Greg McManus, started in 1977 and worked in Quality Control and
Engineering at San Leandro for three years. They then moved to Chicago to help with the
Bridgeview plant expansion for three more years, then to Seattle for two years to help with candy
and pasta expansion there. They returned to San Leandro to engineer the Yum plan.

Vince, Jr. started in 1978 and worked in the chocolate plant for two years. He left because of a
management conflict.

VINCENT'S SISTER:

Kay Reichert started in 1965 with "Pasta With a Flair" and did
a find job with it for 20 years.

TOM’S CHILDREN:

Dennis started with the company in 1977 as President and Manager of Ghirardelli Chocolate.
Later he became Secretary-Treasurer of Golden Grain Macaroni Company.

Donna started in 1976 in Seattle as Purchasing Director.

Debbie started in 1975 in Seattle Sales Department. (She had previous experience with General
Foods). She moved to Ghirardelli Chocolate in 1977 as Sales Manager.

Claudia worked at Vantage in 1981 as a receptionist and then went to Ghirardelli Chocolate.
FOUR BROTHERS:

Paskey - Chairman of the Board
Vincent - President

Tom - Vice President

Anthony - Purchasing Deparment

I believe all family members did a good job in their respective areas of responsibility. However,
the five officers were already disagreeing about what was best for the Company and I could picture
ten cousins trying to run the Company.
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In addition to our family members, we had many employees who were dedicated and responsible
for our success. I have listed some of them, but there are many more.

Jack Ziegler - R&D and Purchasing

Cathy Dunlap - R&D

Charlie Foll - Vantage Advertising

Guido Merlino - Former President - Mission Macaroni
Al Favro - Seattle Plant Manager

Frank Viola - San Leandro Plant Manager

Carlo Varesco - Bridgeview Plant Manager

Dominic Forte - National Sales Manager

Wm. Hoelsken Company and son, Bill Jr.,
Food Broker for 54 years with Golden Grain

Cliff Mustain Company - Represented Golden Grain
from San Mateo to Santa Barbara since 1946.

Susan Ten Eyck - R&D
Greg McManus - Vice President, Engineering
Frank Smith - President, Microdry

Plus many other employees in the Sales Department and office personnel.
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GOLDEN GRAIN MACARONI COMPANY

TOTAL CORPORATE SAN LEANDRO PLANT* GHIRARDELLI PLANT CH%&E:?EE;:(;P SEATTLE VERNELL
TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL
YEAR SALES PROFITS SALES  PROFIT SALES  PROFIT SALES  PROFIT SALES  PROFIT SALES  PROFIT
1938 240 (2.4)
1939 222 0.0
1940 225 2.9
1941 300 11.6 FIRE LATE AUGUST BRYANT ST. PLANT
1942 374 €0.3) 328 3.2 SEATTLE PLANT SHIPPING TO S.f. WHSE 46 (3.5)
1943 728 15.6 455 18.2 SAN FRANCISCO PLANT OPENS 273 2.6)
1944 756 12.0 514 242
1945 1,294 2.0 ™ 503
1946 1,675 41.0 1,023 652
1947 2,034 11.0 1,488 17.9 546 6.9
1948 2,234 86.0 1,696 88 538 2.0)
1949 1,882 25.0 1,554 52 328 (27.0)
1950 2,032 49.0 1,761 70.6 SAN LEANDRO PLANT OPENS-1951 t44! (21.6)
1951 2,664 46.0 2,331 61.3 HIRED HASKIN & SELLS, C.P.A. 333 (15.3)
1952 3,256 59.0 2,846 a3.1 410 (26.1)
1953 3,870 44.0 3,456 103.3 414 (59.3)
1954 4,282 32.0 3,824 124 458 (92.0)
1955 4,725 32.0 4,266 25 459 7.0
1956 5,71 141.0 5,039 244 BOUGHT FAVRO MAC-SEATTLE 672  (103.0)
1957 9,094 345.0 6,541 290 BOUGHT MISSION MACARONI-SEATTLE 2,553 55
1958 9,877 423.0 7,448 403 2,429 20
1959 9,944 310.0 7,647 310 STARTED RICE-A-RONI 2,297 0 MAJOR ITALIAN FOODS
1960 11,201 511.0 STARTS UP IN SEATTLE

8%



GHIRARDELL!
TOTAL CORPORATE SAN LEANDRO PLANT* GHIRARDELL! PLANT CHOCOLATE SHOP SEATTLE VERNELL
TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL TOTAL
YEAR SALES PROFITS SALES PROFIT SALES PROFIT SALES PROFIT SALES PROFIT SALES PROFIT
1961 12,279 342 9,478  305.4 2,801  36.6
1962 16,848 741
1963 22,727 mn 2027 (153) ACQUIRED GHIRARDELLI MARCH 1 ACQUIRED 51X OF MAJOR
ITALIAN FOOD-SEATTLE
1964 2,134 1,616 2175 (39
1965 25,629 1,988 2515 (129.6) 4,516 528.3
1966 26,685 1,212 19,406 1026 2765  (342)  INCLUDES LIFO INVENTORY 5,657  (403)
RESERVE
1967 27,859 1,511 22,202 2383 2658 (485) 230  15.8
1968 MISSING F.T.C. CHARGES MONOPOLY 4103 (350)
1969 33,582 645 27,887.2 150 5,19.8  431.6
1970 37,217 790
1971 41,348 890 COURT OF APPEALS 1972-DIVEST PORTER SCARPELLI & MAJOR ITALIAN FOODS
1972 44,496 2,308 35,340 2,049.8  DIVEST - F.T.C. ORDER APPEALED 288.0
1973 57,444 2,000 43,498.7 1,062.6 5,965 131 7,980.3  806.4 ~
BOUGHT VERNELLS FOR 1,245,000 o
1974 74,250 2,039 52,919 295 9,638 727 11,693 1016.9  EXHAUSTED ALL APPEALS
AND SOLD MAJORETTE & PORTER
1975 82,218 7,858 60,035 5,313 1,293 13,100 1252.0
1976 87,466 4,005 10,401 1,041 INCLUDED
1977 96,471 3,835 10,323 42 INCLUDED
1978 113,178 8,956 73,165 12,898  (406) 1,904 352 15,211
BRIDGEVIEW ROOF RECOVERY 975,000
1979 141,624 9,555 87,22 16,339 2,233 2,143 444 22,251 1,045 13,668
1980 165,188 13,621 101,728 9,123 17,761 1,339 27,621 2,098 17,658 1,061
1981 192,212 10,699 120,482 8,88 19,118 2,337 27,210 384 25,050  (906)INCLUDES
SOCIETE CANDY.
1982 198,370 16,655 119,007 11,682 21,385 3,062 2,719 27,340 911 27,909 1,000
1983 216,103 12,500 131,256 9,563 2,813 1,093 2,738 546 27,886 9% 29,265 6%
1984 266,029 12,339 152,603 11,359 27,011 4 2,807 519 29,37 359 35,261 58
~1985 29,168 21,159 153,163 17,427 28,669 (83) 3,602 807 29,29 1,903 3,429 1,105

* 20 MILLION RESERVED FOR NEW PLANT

* INCLUDES MICRODRY
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I GOLDEN GRAIN COMPANY AND THE PASTA INDUSTRY

Paskey DeDomenico
[Interview 1: 26 July 1989]##

I don't know if I can tell you too much about his last
days in business. Paskey was about five or six years
older than myself, so naturally we traveled in a little
different circles. You know how people are, they travel
with people more their own age.

As little boys were you together much?

No, there was too big a spread in the ages.

Was he the leader among you boys, being the eldest?

Oh, yes. That’s traditionally done in Italian families;
the oldest son is usually the brilliant one.

Did he boss you around?

No, not much. But he was a very strong character and
always made his points, or his statements, very
positively.

He started working in 1928, I think.

I started in ’'33, right out of high school.

LI'his symbol (#4) indicates that a tape or segment of a tape has begun
or ended. For a guide to the tapes, see page 351.
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I suppose you remember him better from that time.
Yes.

What sort of position did he take with regard to you and
your brothers?

At the time I came to work for the company, he was really
more or less in charge. My father was the owner and my
uncle was a large shareholder, and they were really the
bosses; but he sort of took the initiative and ran the
company at that time.

He was pretty young.

Yes. Let's see, I graduated when I was eighteen; he
would have been about twenty-three years old when I came
with the company.

Had he had any interests besides what boys generally do?

He was interested in aviation, for one thing. He was
never afraid of work. He worked along with anybody and
he always did his part; he didn’'t shirk anything.

Was he out there nailing wooden boxes together like you
and your brother Tom did when you started working?

No. I just don’'t remember how he started. I remember
how I started and how Tom started, because we were closer
together. But I don’t know how he started. I know when
we were all young my father used to take us all down to
the factory every other week. In other words, one
partner, or one shareholder, would go in one week, and my
father would go in another week. It was just to do a
simple chore, but it had to be done every week, which was
to loosen the macaroni that was in the trays.

They would make macaroni, say, on Saturday. The
trays they used in those days were almost six inches deep
and the pasta was kind of on the damp side. During the
night, with the air going through them, they would all
get stuck together. We would loosen the pasta; we called
it shuffling. If you didn’t do that, it would get very,
very hard and all stuck together, and it wouldn't dry
properly, Every other week, that was one of our chores
on Sunday, from about ten o'clock to twelve o’clock.
Paskey was involved in that when I was young, and later
on he "graduated" from that job.
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Your father must have known how to organize his boys.
Well, he was a pretty strict disciplinarian.

What would you say was Paskey’s strongest, most valuable
quality?

He was always looking for something new, a new idea.

He was not in a business in which there was much
innovation. It must have taken quite a bit of
imagination.

Oh, there was innovation of sorts. There were new
shapes, new products, new types of machinery to consider
and work on.

Was he adventurous about spending money on new types of
machinery, promotion of new products, and so forth?

No, I'd say he was rather conservative. He wouldn’t

throw money away.

Of the three of you who were later the main people in the
company, which was the least conservative?

None of us were born with a silver
We’'ve always had to work for our

I guess none of us.
spoon in our mouth,
living.

I gather from Dennis, however, that you were--and still
are--imaginative about new techniques.

Yes, always looking for new ideas and new ways to do
things.

e Move To Seattle 941

Paskey, then, just stayed here in San Francisco until the
fire, when he went to Seattle?
That's right, 1941.

That left San Francisco without a general manager.
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Well, I took his place.
Was that inevitable, as a second son?

There was no one else left, Tom had to go into the army.
Actually, Tommy went to Seattle to help Paskey start the
pasta operation up there. But shortly after, he was
drafted into the army. My other brother, Victor, was
here in San Francisco with me. But from the business
side, I usually took care of things. Victor had certain
little idiosyncrasies. You’'ve interviewed him?

Yes, I have. Not very extensively, but as much as he
would say.

How did it happen that you weren’'t reluctant to let
Paskey stay in the Northwest? 1 assume that at first it
was just considered temporary.

No, it was never temporary.

It wasn’‘t? When he went he intended to stay?

No. [laughs] 1I’'ll have to tell you this one. When we
went up there we both looked at the plant, and I told
Paskey, "You know, this is a nice plant, but I've been
born and raised in San Francisco. All my friends are
there and I don’t want to leave San Francisco. If we buy
this plant, I'm not going to come up here and run it."
At that time he said, "Well, don't worry about it. I
will run this plant up here, and you don’t have to worry
about having to leave San Francisco." That's the
statement he made, and he stuck with it all those years.

So when he went into it, it was agreed it would be
permanent?

It was agreed upon at that time.

How did it happen that he didn’t mind leaving San
Francisco?

He liked the Northwest, from the hunting
and fishing aspect, I guess. His wife and family all
liked it up there; they enjoyed it. It wasn’'t a hardship
for them. For me, I just think California’s the
greatest, you know. And weather-wise, I don’t know how
they stand it up there.

I don't know.
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At first he was simply supplying northern California?
That's right.
Then you decided to rebuild here?

As I wrote in my pamphlet, the supply started to shrink,
I couldn’t get enough pasta from up there, so I had to
make another move, which was to start a plant back in San
Francisco.

Was there a possibility that you might not have been
supplied by the Northwest?

I didn’t think about that at the time. I guess the
logical way to operate was the way 1t actually happened.
In the long range, we should have developed a market up
there. But my first concern was supplying our customers
in northern California, because if we didn’t we would
lose them all.

None of you, apparently, had any idea that you weren't
just going to go on growing and getting stronger all the
time. Was that your premise?

It wasn't a planned operation, I'll say that. It
happened.

But I suppose that was your attitude, to make it happen.
As the years went on, did the Northwest become somewhat
independent, separate, from California?

They were always independent. If you know Paskey, they
were independent. They never took directions from this
office. He ran it; he was the boss.

But he was also partly a boss down here?

True. He advised us, gave us his 6pinions.

If he had opposed something, would you have done it?
If he had opposed something? No, no. We usually agreed.

What a remarkable combination you had, the three of you.
Is there any way that you can account for it?

Same blood.
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ecigio o Sell th an

" When the idea of the company being for sale came up,

whose idea was it initially?
fall into it.

Or did you all three just

It was mine.
What did Paskey say?
He wasn’'t for it, but he went

He went along with it.
along with it.

Did the three of you ever consult the next generation
about it?

Not consult. I heard opinions from several of them.
Some were for it, and some were against it.

I gather that if any members of the next generation had
been very strongly interested in running the company and
had done well, you might not have sold it.

I think we had a couple of strong members in the next
generation, and intelligent members. But the way the
financial setup was, all of us had our major financial
assets tied up in the company. I didn’t think it was a
good idea to let somebody else decide what to do with
other people’s money.

So you were given responsibility for contacting possible
buyers?

Yes, I did that.
How did you start? How did you know who to contact?

Over the years we've had many people come in to see us.
Every year there would be one or two or three people who
would come in and indicate interest. I always listened
to them and told them we were not for sale. But when
things seemed to start to deteriorate and there was some
friction in the family discussions about the direction of
the company and all, I figured it was time to sell the
company.
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See, as long as the three brothers ran the company,
we had a lot of fun. We wouldn’'t always agree on the
same thing, but at least if two of us would agree on
something, that’s the way the company would go. But when
you start getting another generation involved it becomes
tougher to operate that way.

. Was some of the friction due to plans for expansion into

other geographical areas?
Some of it was, yes.
Were there any other points of conflict?

No, it was mainly about the direction the company should
take.

Which would be expansion?
Expansion, sure.

When you started to contact the prospective buyers, did
you go to those who had expressed an interest?

Yes, 1 contacted companies that in the past five years
had dropped in and indicated an interest. 1 contacted
them first.

About how many were there?

Oh, I contacted about ten different people.

When the decision had to be made--whose offer to accept--
did all three of you get together on it?

Yes, the three major shareholders decided.

I gather from Dennis that prospective buyers came here.
Yes. Out of the ten it finally came down to either four
or five bidders, and they actually came here and
submitted their bids and waited for the board to give the
decision. We had a board meeting at that time and

evaluated the offers, and selected the one that we
thought was best.

You did it that quickly.

That's right.
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You had to have a lot of decisiveness.

Well, you know, when you operate a family-owned company
you can do those things.

You must have been surprised at how this small company
had grown by the time you sold it.

I wasn'’'t surprised.
You’'d seen it all the time?

Every part of it.

Northwest Market and Acquisitions

To go back to the Seattle and Northwest market: did that

market differ very much from California’s?

The pasta market would be the same, except I think the
consumption of pasta was probably a little bit greater in
California than in the Northwest area due to the
population mix.

Did the Northwest accept new products as readily as
California did?

Yes, I think so.
Was the competition similar?

The competition in the Northwest was tougher. There were
two brands up there. One of them was the Favro family,
and they had a very strong connection with Safeway
Stores, who was a major account. And the Merlino family
owned the Mission Macaroni Company. They were very
strong marketers and they ran a pretty tight ship. They
sold their products very cheap, but they still somehow
came out. But after we bought them we found out that all
they did was make a living. In other words, their
financial statements showed that in order to keep us from
expanding our operation up there, they were selling their
products at a very, very low mark-up. They paid
themselves a salary, and that was about it.
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When you bought them it was on the basis of having heard
that the owners were disagreeing?

Yes, they were already disagreeing.

When you bought companies, did you simply take an
opportunity that presented itself; or were you working
according to some general plan or principle?

I think Paskey was attempting to buy companies that would
reinforce his market position. In one case, he actually
talked the Favro brothers into selling to us. 1In the
second case, he had probably been talking to Mr. Guido
Merlino along that line. But they didn’t want to sell,
until they started to fight amongst each other. Then
they decided to get out of the business.

You had no premonition of any anti-trust problems, did
you?

No, not at that time.

National and lLocal Macaroni Manufacturers’ Associations

Back in the thirties, I think, there was an industry
agreement here, wasn’t there, on standards or something
of the sort.

That's a national macaroni standard. 1It’s called the
Standards of Identity for Pasta Products. That was
promulgated by the federal government at the insistence
of the National Macaroni Manufacturers Association. They
were trying to establish quality standards for the pasta
industry, which was a good move.

Was there a local association here in the thirties?

In San Francisco there was a pasta makers’ association.
I don’'t know too much about it, because that was before
my time in the company.

It didn’'t last?
By the time I came into the company in 1933, there was no

association. So somewhere during the Depression it
disappeared. The funny part of it is that the president
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of the association was also the president of the union,
if you can believe that one. [laughter] It was

Mr. Antonio Bertucci of the Pompeii Macaroni company.
That's the kind of association they had.

S e ession

Speaking of the unions, you mentioned that during one
period you had trouble and advertised for employees for
$2.25 an hour.

We had to advertise for help because our union went on
strike. Actually, this was when Paskey was running the
company. During the Depression prices got so low that he
wanted to reduce wages, and when he did that the union
went on strike. At that time we just replaced people.

Was there public objection to such a low wage being
offered?

Actually, a low wage was not offered. It was a reduction
from what they earned before. I mean, I think the offer

to the union was $4.00 an hour, compared to the $5.00 an

hour they used to make.

I mean when you advertised for people to begin at $2.25
an hour.

That was the minimum wage at that time.
And did you get employees?
Yes, plenty of employees at that time because people were

all out of work. In Depression days there was about 15
or 20 percent unemployment.

Efforts to Increase Market Share in the Northwest

Back to the question of acquisitions: you’ve said that
they were made in the Northwest to broaden operations.
Were they ever made simply to overcome competition?
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I think the first two acquisitions were to establish a
market share and make Golden Grain in Seattle a

company. The one that Paskey made of the
Oregon Macaroni Company didn't make much sense. It was a

profitable

very small

company.

Were some of those acquisitions ones in which Paskey was

looking fo

r something new?

No, mainly to increase the market and make the operation

profitable

Did you ever have a choice of increasing your market
share by lowering prices, or greater promotion, or
working harder at it, rather than buying?

Well, that was just part of the normal, everyday

you always do that. Not the lowering prices
try to raise prices. But you always try to
promote your products, either with special pricing or
special deals or advertising.

business;
part; you

You praised one salesman who said, "Never lower prices,"
and who never believed in lowering prices.

That's right.

Did some companies give preferential price treatment to

retailers?

Yes, that was very common in those days.

How did you combat that?

We didn't.
everybody.

Entering the Candy and Bean Businesses

Whatever we did for one customer, we did for

How did you happen to go into the candy business?

That, again, was a competitive answer.

Budget Pak

started to come in to northern California from Los

Angeles.

H

They were selling pasta--
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Budget Pak also had an attractive line of candies, and so
in order to be able to offer our customers the same
products as our competition, we developed a new line that
we called Golden Treat Candies. We were able to keep
them from taking some of our customers, so it was a
competitive answer.

The acquisition of the bean company was not quite for
that same reason?

No, we didn’t acquire any bean companies. We just
started packaging beans because, again, another
competitor in the bean business started packaging
macaroni. It was the same type of competitive answer.

Didn’'t you buy into Manteca Bean?

No, I started up Manteca Bean. All it became was a
cleaning and packaging source for Golden Grain. Instead
of doing it here at the plant, I did it in Manteca.

Fires in the Pasta Industry

This is not related to what we have been talking about,
but we wondered how it happened that fires were so
frequent. Were they frequent throughout the pasta
business?

Yes, at that time they were. Most pasta plants were in
wooden buildings. But where do you get the frequency?
How many fires are you referring to?

Well, you had, I think, two.
Your competitors had some, too.

Oh, yes. Yes, it was frequent in the pasta business
because they had these wooden buildings, and the dry
rooms were built of wood. I'm going back into the
thirties, now, and up to the forties. They had these big
motors at the end of every dry room, and they ran twenty-
four hours a day. I mean, they never stopped. If
somebody either didn't lubricate them or there was an
electrical problem, that could start a fire. And even
pasta will burn. It’s a wheat product, but when the
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wooden walls start burning, and the trucks that hold the
pasta burn--everything will burn. It usually happened at
night, with nobody around. 1If it happened in the
daytime, you’'d smell it and put it out. But at nighttime
nobody is there, and it has burned down entire plants!

It was common in the pasta industry, I’d say, up until
these new type dryers came out in the late forties.

Did you install sprinkler systems or anything?

No. We didn’t have any sprinklers in our buildings.
Today, if you build a new plant you have to have
sprinklers.

Your present plant here is--

This is all sprinklered. But, again, we have modern
dryers, too. Usually if you have a fire in the dryer,
it’s confined to that dryer. And even the dryers have
sprinklers. [laughs]

When you went up to Seattle to start that operation, did
you think about safety features, after the fire here in
San Francisco?

No, we just took the building as it was, and that
building was not sprinklered either. I think it’s
probably only been since the forties or fifties that they
started requiring sprinklers.

It seems like such a simple device to have waited so long
for.

But it was costly. That’'s why people didn’t install it.

All that plumbing.

Since there’s a low profit margin on pasta, I suppose
there were a lot of under-financed companies.

A lot of them were just sort of family companies that
were making pasta but actually were just making a living
from it, not making a lot of money.

I believe you said there were twenty-two northern
California pasta manufacturers.

There were.

How many are there now?
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Now in northern California there are three. There’s one
in Fresno, one here in Oakland, and Golden Grain. So
there are three of any size. There are some of these
little fresh pasta kitchens or fresh pasta makers, but
they’'re a different breed.

lophane Packagin

When you started packaging in cellophane, did consumers
take to it immediately?

Yes. But my brother started that during the Depression,
and people were very price-conscious. So it was a little
slow start, because naturally, to buy it in the
cellophane package they paid a little bit more money than
buying it out of a bulk case. We used to have these
wooden cases that held twenty-five or fifty pounds, and
in many stores they would be displayed all open. The
consumer would go with a scoop and scoop up what they
wanted, put it into a bag on a scale--you know, self-help
in those days. And they could buy it for less money.

Did you get an increased mark-up on the cellophane
packaging?

Yes, we did. And, actually, I think we developed a new
market, what I call the American trade. The ones who
were buying the bulk pasta were the Italians, the
Latinos. But when we started packing in cellophane and
displaying it where people could see it and pick up a
package, I think we developed a bigger market, a wider
market. In other words, everybody had a chance to try
pasta. I think at that time we probably got 60 or 70
percent of the population to try it, whereas before we
were perhaps only reaching 30 or 40 percent.

Were you the first to come on this market with packaging?
I think we were, but I wasn’t traveling far from home in
those days, so I don’t know what happened in other

markets.

When you put special display racks in the stores, were
there many others doing that?
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No, I think that was our innovation. I think we were the
first.

Do you have a sense of when it was that the Italian and
Latino families who had been buying in bulk started
buying in cellophane packages?

Oh, I think it took about six or seven years before we
started to convert some of those, almost up to wartime--
*39. )

Consumer Education

Were you doing much in this period in the thirties to
educate new consumers about pasta?

Oh, yes. We were starting to advertise a little bit--not
heavily, but we started to advertise pasta. And we'd
always put a little sign on top of our displays. And we
were distributing recipes, I think, at the time. Again,
we had limited finances at the time.

You said that when you were an official, and also
president, of the national association that you led their
promotion of pasta as a healthy food. This was rather in
advance of general public perception.

Yes. There was a fellow in Fresno, Bob Mathias, who was
the Olympic decathlon champion, and we used him as a
spokesman promoting the fact that pasta was good for all
athletes.

Did your company itself make any further references to
the health qualities as people became more aware of
pasta?

We did some of that, but I think the best publicity was
put out by the government agencies and also by the
National Pasta Association. They put out the best
information as to the qualities of pasta that were good
for you--the complex carbohydrate story and all that.

I was amused by the fact that as pasta consumption was
going up in the United States in the seventies, it was
going down in Italy. I think it still is.
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I think that's a matter of their economy. As they got
more comfortable financially, I think their diet changed
a little bit. They got more into more proteins--meat,
fish, chicken--and a little bit less pasta. Here we're
going the opposite way. We only ate at that time
probably, oh, six or seven pounds a year; now in 1988
we're up to seventeen pounds per capita a year. So we're
eating less meat--a little more chicken, I guess--and
more wheat products such as pasta.

I suppose you were part of that revolution.

We were part of it, in that we were in the business. And
we promoted the health aspects of a Mediterranean diet.

National Pasta Association

What were your duties as an official of the National
Pasta Association?

My strong suit was pasta promotion, and I probably headed
that committee for about ten years. Even as president of
the Association I took an active interest in product
promotion. 1I’'ve forgotten exactly what the problems of
the industry were at the time, but whatever the problems,
I was supposed to handle them. But, generally speaking,
the secretary of the Association took care of the
problems. I just took the glory. [laughter]

The Association still exists, doesn’t it?

Yes, it does. The name has changed to National Pasta
Association. It used to be National Macaroni and
Manufacturers Association. Now they’re getting a little
bit more contemporary.

Did it disseminate technical information, too?

Oh, yes. Our advertising was paid for by the Association
and by the contributions of the members--well, it was not
actually advertising; it was publicity, which was the
cheapest way that we could get the word out about pasta.
Publicity announcements were given to radio and
television stations and to food editors around the
country. Remember, at that time it would be hard to open

"up a newspaper and not see photos of pasta dishes and
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recipes. 1 think they’ve slipped the last few years in
that regard. You don’'t see as many, at least as when I
was active in it,

Does the Association keep up with new technology and new
equipment in the industry?

They disseminate the information. Because even these
machinery suppliers are members of this association.

At their meetings do they have displays and that sort of
thing? :

They have displays. The manufacturers also give lectures
or talks about their equipment. And they organize trips
to Europe probably once every five to seven years, so you
can go back and visit other pasta plants in Europe.

Has Europe been ahead of us in technology?

I'd say, generally speaking, yes, in pasta making.

Where is the equipment made?

Some is made in Switzerland, and some is made in Milan,
Italy. There are about three major manufacturers,
located in Switzerland and Italy.

Are there American manufacturers?

Oh, we have one in the U. S., and he makes a good
machine.

You made several trips to Europe, didn’t you?
Yes.
Did you learn different formulas or anything of the sort?

Any time you travel around and visit other plants, or
even go to various different restaurants, you learn
something.
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Government Contracts during World War IJ

During the Second World War, did you have many contracts
to supply government orders?

I couldn’'t fill government orders in my Golden Grain
plant because I was just too busy. But the man I talked
about who was president of the union and president of the
Association--they had gone under, closed up, and that
plant was available during the wartime. I was able to
locate a couple of men to operate that plant, so that was
the plant that supplied the military with spaghetti.

And, as 1 say, the prices at that time, because there was
a shortage of long spaghetti, were pretty fair, so I was
able to make money on it.

What was happening to your competition who didn’t have
the advantages of those government contracts?

I don't know if they had contracts or didn’t have
contracts. I don’'t know. I think almost everybody did
some government business. In fact, if you didn’'t do some
government business, it was more difficult to get certain
supplies like copper and steel and things like that. It
was almost a necessity to do some government business.

Did you have any sense of whether the government business
was spread out pretty evenly among your competitors, or

whether some had quite a bit more than others?

I really don’t know how it was spread out, but I'm sure
that most companies took some government business,

Was your basic material, wheat, difficult to get?

No, the wheat was plentiful. No problem. The only
problem was labor and the other materials.

echan tion of the ant

As time went on you mechanized. Was that--

That didn't come till in the forties sometime, after the
war. Because during the war you couldn’t buy anything
new. All you could do was repair what you had.
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I think at one point you bought some new equipment that
was much more productive, faster, and used higher
temperatures. There was some questions about whether the
quality would suffer. I gather you went ahead and got
it, and the quality didn’t suffer.

That's true. When someone comes up with a new idea,
there’s always someone trying to shoot it down. 1In this
case the major manufacturer--are you talking about when I
went into microwave drying?

No, but that applies to that.

When I went into microwave drying, we would dry them at
temperatures of, say, 150 to 180. The competitors and
the machinery business spread the propaganda that the
pasta was not as good because it was dried at high
temperatures. But within about four years they had all
started to merchandise high-temperature dryers because
they had discovered that it actually makes the product
better. And they published books on how the high
temperature makes the pasta cook better. [laughter]

There are books on the technology of pasta making. Is
there also a good trade press? Good magazines?

No, the only magazine is our own Pasta Journal.
Is it a good one?

It disseminates a fair amount of information, almost all
about the pasta industry and the people in it. Have you
ever seen one of them?

I don’t think so.

Here is a recent one, and here is a '76 one. The concept

has changed slightly.

It used to be called Macaroni Journal?

Yes. You can take those, but I'd like to have them
returned. I'm going to send them all to the Association
for their files. They like to have a complete library.

They’re very fancy. There must be a fair amount of money
in equipment manufacture.
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Evidently, because that’s all you see advertised--
equipment and semolina.

Are there many proprietary formulas or secrets in the
industry?

I don't think so. I think, generally speaking, it's all
pretty well known as to how to make macaroni. You can
patent certain shapes, which we've done, but you can’'t
patent the method of manufacturing.

The equipment looks for all the world like a large
printing press.

Well, they'’re continuous dryer units, basically. But
they don't have anything to do with printing. Here's
some of the old equipment right here [showing pictures].
In fact, our plant in San Francisco had machines like
this. That's when I started. We had two of those and
one of these. That's what we call a screw press. Then
we had one of these, which is called a hydraulic press.
The pump generated oil pressure, which pressed out the
dough. This one was mechanical; the motor turned the
wheels and there was a screw that pressed out the dough.
Then the step after that was the automatic press, like
this one. 1It’s all done on one machine. Semolina and
water go in one end, and it comes out pasta at the other
end.

This 1933 automatic press--
That's when it was invented.
Was that inexpensive enough for a small plant to buy?

In '33 I have no idea what the price would be. All I
know is that in 1939 I tried to interest my father and my
brother into buying one, and they didn’t want to buy it
because it was too expensive--$8,500. [laughter]

I think that answers my question.

Well, $8,500 didn't sound expensive to me, but I guess if
you take 1939 dollars--you have to multiply them by
twenty, and would be about $170,000 for an automatic
press in those days. I thought we should have it, but
they didn’t want to buy it.
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Have you always been the one who wanted to put in new
equipment and new ideas?

No, not the only one.

Joint Ventures and Industrial Business

Did Golden Grain ever enter joint ventures with rivals
like Kraft? '

Not with Kraft. We’ve done some things cooperatively
with Campbell’s Soups, with their spaghetti sauce and
things like that. And we were suppliers to Campbell’s
Soups--a pretty big supplier at one time--for their
Franco-American Spaghetti. We did a lot of that. We
also did a lot for Chef Boyardee--packaged spaghetti for
them. In recent years we don’'t do too much of what I
call industrial business, which is making products for
someone like General Mills.

1

We spent more time building our own brands.

You sold bulk to some extent--did you learn any lessons
from the bulk trade that you carried over into the retail

side?

No. 1It'’s actually the same product. The change is just

the packaging.

Broadening Pasta'’s Market Appeal

You wrote about introducing a Chinese main dish in the
thirties.

Yes, a dinner.

I wonder if that was in any way an attempt to reach out
to the Chinese market, or to start an ethnic market?

I didn’t feel it was an attempt to reach the Chinese
market. It was an attempt to reach Caucasians--the
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average American who likes Chinese food. That'’s what it
was.

How successful was it?
It sold quite well.
When did you decide to drop a product, for instance?

We don’'t drop them unless the consumer drops them. When
we see the sales go down to a certain point, then we drop
them. We haven’t had too many of these. Except in
recent years we've tried many different things. We call
those test items. We put them out to test, and maybe
they fail.

Did you ever make any products for the Hispanic market?

One, called Fideo. 1In Italian we used to market it as
Capellini, and then we added the name "fideo," which the
Spanish trade is very familiar with and which they like.
Today we call it Angel Hair. Same product.

Wine Train

May I get on to the wine train?
Is that a part of this story?

It'’s part of your story. And it’'s of general interest.
How did you happen to get interested in that?

I read somewhere that they were trying to finance a wine
train in Napa Valley, which I thought was a good idea.

As time went on I inquired into it and kind of kept in
touch with it. At a certain point in time their
agreement with Southern Pacific required them to put up a
certain amount of money. I made a proposal to
shareholders at that time that I would invest a certain
sum of money for a certain amount of stock. That’s how I
got into it,

Do you expect to overcome all the obstacles?

I thought they would all be solved by August 3, which is
the next meeting of the Public Utilities Commission. As
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of this moment, I don’t know if the decision will be
favorable or not.

It would be tough if it weren't.

That’s right. 1I'’ve been two years on this project, and
all that’s holding us up is bureaucrats.

Has there ever been any discussion of running a commuter
train or just a regular passenger train again?

I think eventually that’s going to happen up there. I
just saw on television last night that they’re talking
about a rail link from Sacramento to -San Jose via
Vallejo.

Over an old right of way?

Yes. We connect with that line at Vallejo, so eventually
it could be a part of the same system.

People used to come to San Francisco by going to Vallejo
and taking a boat.

That's correct. To Vallejo or to Oakland. We connect
with Vallejo and Oakland. Someday, maybe twenty years
from now, they’ll be using it for passenger
transportation.

I've heard people say that life’s never been so easy
again since they took off that passenger train. How far
north does the right of way go?

Right now it just goes to St. Helena. The portion from
St. Helena to Calistoga was abandoned. I know the city
of Calistoga would like to have it restored, but I'm not
in a position to do anything about it until I get this
first portion running.

Were you interested at all in the wineries up there
before?

Oh, yes. I’'ve always been interested in wine. I'm a
member of Confrerie de la Chain des Rottiseurs, which is
an international wine and food society. I’'m the vice-
president for the U.S,.

Thank you very much.
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II GOLDEN GRAIN PRODUCTS AND PACKAGING

[Interview 2: 17 August 1989 ]

[showing pictures] That was the second completely
automatic long-goods [spaghetti] dryer that was ever
built.

It was in 1951 that you opened this plant?

Yes. It was a new development at that time.

Promotions: Cotton Bag Business during World War II

The company offered cotton bags. They were colorful
designs!

They were printed cotton bags, which we used as premiums.
We'd dump the flour out of them, have them laundered, and
then use them as a premium.

Who's idea was 1it?

It was my idea at the time. I think somewhere you’'ll see
on the back the package is printed, "Send in so many
labels plus x number of dollars, and we'll send you some
of these printed flour bags." We did this during the war
and pre-war, when people made a lot of their dishtowels
and dresses out of printed cotton bags.

Did it cost much more to get printed cotton bags than
white ones?
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Very little. I think in those days, for maybe five or
six cents more, we had them printed. So it didn’t cost
much.

[tape off while looking through papers]

Company Labels on Packaging

I see a package here with a DeDomenico label as opposed
to a Golden Grain label. Was there any attempt to relate
the two labels?

No, we didn’t try to relate them. Although on our Golden
Grain packages we talk about Mama DeDomenico’s recipe, if
people read the recipes they’d probably connect the two
brands as being from the same company. I always thought
the Italian name might appeal to a certain group, you
know.

And you used the Italian flag colors on the DeDomenico
label.

Yes.

Did it go well?

It went pretty good.

But you dropped it eventually?

We dropped it eventually because we kept putting more
effort on Golden Grain, and that was our biggest volume
item.

When did you start using the DeDomenico label?

I can’t place the date.

Was it after the Second World War?

Oh, yes. It was probably in the fifties.

The label says, "produced by Golden Grain Macaroni

Company in San Leandro,” so it would have had to have
been in the fifties.
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When did you go into printed, flexible packages?
That was 1934,
Was there printing on the actual--?

We started out with just a plain cellophane bag, with a
little blue label on top that said, "Golden Grain Elbow
Macaroni," for example. After six months of marketing
that way, we decided to pay a little more money and have
the information all printed right on the package, which
was a good decision. At least every time you brought a
package home, you had the brand identification.

I suppose the technology of the material available to you
kept being improved.

It was developed by DuPont, I think about '29, and it
came into small use at that time. As I say, my brother
started bagging a few things in these plain bags about
1932. VWhen I got into the sales department, which was
about 1934, I told them that I thought we should print
"Golden Grain" right on the bag. By that time the
technology was there to do printing. A company by the
name of Milprint I think was one of the first to print on
cellophane bags. In those days it was cellophane, and
today it’s kind of shifted to polyethylene because it’s
cheaper and doesn’t break as easy. Now it’s going to
polypropylene because it has more clarity.

So you followed right along. And the printing on it
became better, didn’t it?

Yes.

I remember the first cellophane bags would split; they
were brittle.

That'’s right. We had a lot of problems with cellophane.
In cold weather it gets brittle.

Brand Promotion

I'm looking at this package from the Mission Division and
wondering if in Seattle they used the Mission label
rather than the Golden Grain.



V.M. DeDomenico:

Teiser:

V.M. DeDomenico:

Jacobson:

V.M. DeDomenico:

Teiser:

V.M. DeDomenico:

Jacobson:

V.M. DeDomenico:

Jacobson:

V.M. DeDomenico:

Teiser:

V.M. DeDomenico:

_ improved as we went along.

76

That's right. Because we purchased the Mission Macaroni
Company, and they were the dominant brand on the market.
So we didn't feel it would be smart to change the brand.

Did you continue using it right up to the end?

We used it right up to the end. And it’s still in use up

there.

Now that Quaker has bought it--

It's still continuing a§ Mission, yes.

Did you use Golden Grain in the Northwest?

We did, but we only had a small share of the market.
Did you then discontinue the Golden Grain label?

No, we had some customers that preferred the Golden Grain
and they would continue to carry it. But I'd say that
over half of the business was in the Mission brand.

Did that make it confusing at all in terms of promoting
both brands simultaneously, or favoring promotion--

No, the promotion was done on Mission in that territory.
We promoted the brand that sold the best. In this
territory here we promoted Golden Grain.

Creation of Packaging

We should ask what the process was of creating a package.
Did it start with your advertising agency, or did it
start with you? How did it go as a rule?

First you start with what the item is. If you'’re talking
about creating a package on our standard items, the
packages just developed back in the thirties and we just
When we came out with new
items, they were either Golden Grain or Mission items.
When we started getting into these packaged dinners, it
wasn’t just a pasta item; it was either a pasta with a
sauce, or a pasta with rice. In both of those cases we



Teiser:

V.M. DeDomenico:

Teiser:

V.M. DeDomenico:

Teiser:

V.M. DeDomenico:

Teiser:

V.M. DeDomenico:

77

came up with a name for the product, and of course the
recipes, and then we had to develop the package.

On the Rice-A-Roni package, I put that together
myself. But for most of the packages we had some design
companies. The people who sell us the cartons normally
have an art department, and they would submit designs and
we would select from those.

The original Rice-A-Roni package that you developed--did
you modify it from time to time?

Oh, yes. It has changed several times, but no great
changes. I'm a great believer--1like Campbell’s Soup--if
you've got something that’s selling, don't change it too
much. A can of Campbell’s Soup has been the same for
fifty years.

Why was it ever changed?
Improvements. No major change.

[looking at package samples] Such products as this Stir-
N-Serv Macaroni and Cheese--did that last long?

It’s still on the market. The balance of the Stir-N-Serv
line, though, has disappeared off the shelves, although
we may have a rice product with that name on the shelf
yet. But generally speaking, most of those items are now
off the shelves.

Test Marketing and Market Surveys

Here's one--Macaroni and Savory Sauce Mix, "for one pan
hot dog and macaroni.” [laughter] How did that go?

That was a dog. [laughter] If you go through my folder,
you'll see the ones I’'ve marked successes and the ones
I‘ve marked failures. My failure file is bigger than the
success file. 1It’s not easy to come up with something
that gets real popular, you know.

A lot of these big companies, they do a lot of
testing before they put a product on the market. We
didn’t do that much testing, but we’d put it on the
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market on a small scale in a certain market and wait to
see if people came back and bought it again.

Did you have certain markets that you regularly turned to
for introducing new products on a small scale?

Yes. We'’d use Sacramento. Sacramento would be one good
market. And even right here in San Francisco we’d test

certain products.

I would think that overall that would be a less expensive
way of test marketing. Was it?

I thought it waé.

Because market surveys are expensive.

And when you’re all through, maybe they don’t tell you
the right story, either. The real test is to put it on
the shelf and see if people buy it.

Did you ever use market surveys?

Yes, we’ve used them. Our agency would conduct them.
Did they prove accurate?

Some sold and some didn't.

About as good as my method.

Was Sacramento a good marker city for the rest of the
nation?

It's a pretty good test market. The other one was
Denver, a pretty good test market.

Were new products developed in the Chicago plant that
weren’'t developed here?

No, they were all developed here, and Chicago would
manufacture for the Eastern markets.

More on Packaging

These were all board boxes. Did you ever try mixes in

the plastic?
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No, we haven't.
The board boxes were really little posters, weren’'t they?

The advantage is that they will stand up on the shelf;
it’s 1like a little billboard. Whereas with the plastic
bag it’s a little hard to stack them up on the shelf.

This package of macaroni and cheddar looks like somebody
elses--Kraft, I guess. Did you adopt these colors for it
first, or did they?

Kraft did use a blue box, but I don’t think ours looks
like it. Because we had a large, white area on top,
whereas Kraft’s whole box used to be blue. They've
lightened up quite a bit now, but it used to be all blue.

I wondered if the blue box was identified with the
industry.

I felt that blue at that time said macaroni and cheese,
so I stayed with the blue. Kraft pioneered that item
many, many years ago.

The vignettes--were they made by the box companies?

The box companies would set up the photo sessions and
take the shots. I think our advertising people would sit
in with them.

It’s a complex process.

Yes, you have to be pretty fussy with them.

To make things look the way--

To make things look appetizing.

Here'’'s a package for Rice-A-Roni Bavarian Rice Custard
Pudding, described on the package as "rice, fine egg
noodles, custard, with select California raisins."
They'’re not dancing, either. [laughter] We were before

our time with that one. We sold some, but it wasn’t any
big success. We had it on the market for a couple of

years.

Did the raisin advisory board give you support?
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No. That'’s a pretty old package. That has to be twenty
years old, I think. It was a good product. I think if
Quaker put it back on the market today it would do a lot
better than when we tried it.

New Products

Were certain products ever aimed at children?
That one there is--Loops.

This one looks like another one perhaps aimed at
children--Tini Roni.

That’s aimed at mothers, really; a pasta that’'s served to
their children. The market was too small, too narrow, to
really develop any volume there.

How do you pronounce the name?

You can pronounce it Tiny Roni or Teeny Roni, either way.
It all means the same. It was a very, very tiny pasta so

that a child could eat it.

You must have been busy every minute thinking of new
products.

I always did concentrate on new products, because that’s
the lifeblood of the business.

I don’t see how you had time to do that and the
merchandising and all the rest.

Well, my brother did most of the marketing.

Bean Line

Sauce-N-Beans--

That was a test, and the product didn’t succeed.
that on the test market.

We put
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I wonder if it had anything to do with it being in a box,
as opposed to a can?

The cans will sell, but this was a dry bean in a box.
You actually had to cook the beans and put the sauce in
yourself. The problem with beans is that they're very,
very long cooking; it takes too long to cook them, and
people wouldn’t spend the time. We thought we had great
flavors, but people want convenience.

The same with Boston Baked Beans?

Exactly. You had to prepare that the night before. You
couldn’'t come home from work, for example, and then wait
two or three hours and fix it.

The beans here came from the bean plant--

From the bean plant in Manteca. Then we brought them
here, where we washed them, hand-sorted them to make sure
there weren’t any rocks in them, which is the same thing
that you would do at home, and then put them in the box
with a sauce packet. So all you had to do was put them
in a pot with a certain amount of water and cook them.
The only problem was that it takes time for the beans to
cook; they’'re not fast.

Otherwise you were marketing beans from Manteca just in
plastic bags?

Yes.

Was this an attempt to enhance the--

We were trying to upgrade the bean business, like we did
with the rice. As I say, we only put it in a test
market, and it didn’t get the turnover we needed. I

think we had about four flavors.

When you test-marketed a product, did you try to put it
out in multiple flavors?

In that particular case we put it out in four flavors, or
four recipes.

Did you test-market them all at once?

All at one time, yes.
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It looks good, too.
It is good; they were good products.
Ham-flavored limas.

We bought all the beans; we didn’t raise any beans.

ells Be ine

The Jells Best line fell under Ghirardelli.

We were competing with Jello, which is not easy to do.
But they’re all good products; they performed very well
in the marketplace.

Did you have some flavors that Jello didn’t have?

No. I think we had eight flavors, and Jello had all the
same flavors as we had, plus more. We discontinued it
about ten years ago.

How long did you have these on the market?
Oh, since the fifties--about twenty or twenty-five years.
Chill and Serve.

That was patterned after somebody else's product. 1
think it was Jello.

Was it successful?

No. When you'’re number two, or when somebody else does
it first, it’s not so good.

Soup Mixes

Oh, the soup mixes.

Yes, we were in the soup mixes for many years, starting
back in the forties. We did a very good job with them.
That’s how I happened to get into Rice-A-Roni, because I
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Just took the chicken soup base and worked it into a rice
mix. We had a chicken-noodle soup.

Here on the side of the package you’re promoting your
other products--Rice-A-Roni, Noodle Roni, Macaroni &
Cheddar, and Stir-N-Serv.

That’'s a more modern box. The old box of soup didn't
look like that. I don’‘t know if I have any old soup
boxes.

Did the soup continue all the way through?
We had the soups for about twenty-five or thirty years.

Did they take more labor in the plant than other
products?

Oh, yes. All these combinations take more labor because
you have to mix the flavor mix and package that, and then
somehow get that packet in with everything else. So
there’s always more labor.

Do you have to have more sanitation safeguards when you
make mixed products?

No, more quality safeguards. And sanitation, too. See,
all of these things are a mix, and if somebody leaves out
one ingredient you have a bad product.

Spaghetti Italiano

What was Spaghetti Italiano?

That was one of the best products we ever put out. And,
you know, we couldn’t develop any volume on it. This
would make spaghetti at home that was just like homemade
Italian pasta.

It had two packages of mix with it?

Yes. One's tomatoes under a process where it doesn’t
reach a high temperature. You just bring it to a certain
temperature, so you don’t destroy the flavor of the
tomatoes. The other one is the spice mix.
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There’s nothing to add.

You can put more cheese on top of
It was a great product.

Everything's there.
it, though, if you want to.

Rice-A-Roni Packaging

This 1s interesting.

That was never purchased. It was a speculation--a spec
package that somebody brought in to show us. We never
bought that one.

Was it an early design that you didn't accept?

No, it came after we had our white top, and I didn’t want
to make a change. That was too radical a change for me.

The white top is sort of a hallmark.

It identifies my line. They’re nice looking boxes!

The one we’re speaking of is a black and white photograph
of Rice-A-Roni Beef and Chicken.

When we started this, I didn’'t want to change from this
to that. I think I would have lost a lot of my billboard
effect in the stores.

Did the fried rice mix go well?
It's still a very good seller.

How quickly did you expand the Rice-A-Roni line to other
flavors and variations?

I think we were in straight chicken for about a year, and
then we went to beef and Spanish. We stayed with those
for either a year or two years more, and then we expanded
into as many flavors as we thought we could get on the
shelf. We probably wound up with about ten flavors on
the shelf. The advantage of all the different flavors is
that it gives you a bigger section of the shelf, and you
can spread out your line. Customers can find your
section more easily. When you have one item in the store
with two facings, the housewife can’t find you.
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Is this Spanish or Mexican?
That’s the yellow rice mix, right?
Yes, rice with saffron.

That was introduced in just certain parts of the country
where there are a lot of Hispanics.

Saffron was an expensive ingredient, wasn’'t it?

We kept it in the safe!

Did you find that certain flavors were your best sellers?
The flavors you think of everyday were the best sellers--

chicken, beef, cheese. The Spanish flavor turned out to
be good, and the oriental flavors turned out to be good.

Macaronli & Cheddar, Stir-N-Serv, and Noodle Roni Lines

Here'’s one with the macaroni and cheese label. When did

you change to macaron