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S T || The “Clermont” Noodle Cutting |
A If.‘ 1 b . .
o R The carefully selected durum wheat from 'i | Mac!“ne NA-2, with Flat Noodle
: : : which it is made has gluten characteristics Folding Attachment FNF.
FIAMTAL AR NALSR particularly suited for making the highest grade S o N A,
é i of semolina. Butter is color!:d artificially to ‘t Especially Suifable for the Package Trade \ TR
-3 H please the eye. The same ricli, goluen color ) : ' )
;‘ o is obtainable in Macaroni by using Z/A semo-
i "‘G’MOL\\@'-';‘ lina without the use of artificial color. :
1, ST. PAUL, MIANESOTA.
8 & 8 A il
CAPITAL FLOUR MILLS, Inc.
MINNEAPOLIS SAINT PAUL |
i ———
] [ Meets Every Requirement of “The Ideal Contamer’;-l I
— The Stokes & Smith
‘ / (.2 - Tight Wrapped Package | “The Noodlesare There are five
e laid in a perfect layers. One end
|| shape as illus- of the noodle
H trated without strip rests on
forcing or crush-
! the bottom, anid
ing same, allow- )
ing the product the i.IlIIL"l end
to dry uniform- rests in the mid-
: ly. dle.
1 " The Package q Yo
Stokes & Smith Actomatic Package rail
Wrappiog Machine.
ERa et by ‘The Tight Wrapped Package, which has long been
:osrendirfgri;l :gu&ﬁyﬁlgxmﬁtlggg&?}sﬁmg This is another *“CLERMONT" contribution to the trade.
cte. The many advantages of the Tight Wrapped - o . o ; ' . .
| Package, as wrapped on the Stokes & Smith Pack- Every new CIcrmsmt machine is a definite step towards progress for the benefit of the industry to produce a
i age Wrapping Machine, make it the ideal container better and more uniform product at the lowest manufacturing cost.
.‘ for food products. I This machine is the latest but not the last of the “Clermont" devclopment for the betterment of the industry.
. Let us tell yor: about the latest package and the
I machine l'oryw.npping it. We will send samples if F c WATCH US GROW
g you desire. No obligation on your part whatever, atalog and detailed information given at your request.
STOKES & SMITH COMPANY O
Summerdale Avenue and Roosevelt Boulevard C L E R M N T M A C H l N E C 0 e
PHILADELPHIA, U. 8. A, INCORPORATED

Britlsh Office: 23 Goswsll Road, E. C. 1, Londen

77-79 Wubingt:n Ave,

Brooklyn, N. Y. ||
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We Should Now Be Thinking

That more than half of the crop year has now gone by—nearly ninety per
cent of the Durum Wheat has left the farms—each day it becomes more
difficult to secure amber durum of (he high quality necessary for the right

kind of Semolina
But

Our splendid elevator stocks of highest grade amber durum wheat are your
guarantee that the same old high quality standard of

Tustar Will Be Maintained

QUALITY SERVICE

Eat More Macaroni—the Best and Cheapest Food

MINNEAPOLIS MILLING CO.

MINNEAPOLIS, MINN.
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LET"S ALL GO

Single:-handed one may win,
But the wisest thing to do.

18 to “team-it-up” with friends
Who will ight the Aight with you.

Yes, you guessed right.  We refer to great good that
will result if morc wanufacturers of macaroni and noodle
produets would confep oftencer.

FRIENDSIHIP is an invaluable asset in business or in
private affairs.  When you are elated over suceess or de-
pressed by misfortunes, to whom do you go!?
vour friends? That's the natural thing to da.
not supply it to your business in relation to the industry of

which you are a part?

Is it not to

Then, why

Your trade associntion is the very best business frieml
vou can find if you will only enltivate its friendship. That's
beeause your trade associnticn is, and should he YOU.

The National Macaroni Manufacturers Associntion seeks
only the welfare of our industry. Why not make a greater
confidant of this organization? Bring your worrics, your
tronbles and your elations to the annual conference of the
industry's leaders to he held June 8, 9, and 10, 1926, in the
Edgewater Beach Hotel, Chieago.

At this convention other manufacturers will cooperate
in solving common problems in business, will preseribe
remedies for yonr business ills.  They will gladly neeept
your help in this work which is the convention’s mnin ab-
jeetive.

Though an invitation is hardly necessary because this is
and should be equally your affnir, we invite you to come
to this and nll other conventions in u mowd to talk, to
listen, to advise and to confer with many others who will
Fe there for a like purpose.

Mect the leading men in this industry on an equal foot-
ing. Join with them as friendly competitors.  Sing with
them, confer with them, and crack some jokes as is natural
when good fellows meet.  All of this is permissible, in faet
cneournged, by those who spensor these annual love feasts.

The Nutional Conferences of the Mucaroni and Noodle
Manufaeturing Industey should be the greatest and the most
important annual gatherings of our trade.  Will you not
help the 1926 meeting to be sol

The leading and the most suceessful manufacturers in
this line eagerly and anxiously await the coming of these
annual affairs which they are loath to miss. Some attend
only occasionally ; others seldom or never. In which group
will 1926 find you?

I The National Convention of your trade shoul:l attract

The best way to win a battle
Is not to Night alone;

Como learn how others tackle,
Then back to win—at home

macaroni and noodle manufacturers from practically every
state in the Union. Tt should be your ambition to he num-
hered among these who confer for the advancement of your
busiress, Won't you join in this good work?

Have you any new ideas of business of manufaeture or
If so, tell them to

others as cheerfully as you wounld expeet them to tell yon

for the hetterment of the Industrey?

Oper business men jealously guarded their “trade seerets™
but happily this has now chonged,  They now tell cach
other of their experiences, and as a resnlt business is hetter
This free exchange of information is the real reason for
trade conventions.

The 1926 convention program is practically completed
Sueeesstul men in other lines will tell you of their experi-
enees and ncvise what steps are to he taken by the indivi
dual and by the industry to bring us sueeess. A freat is in
stare for you. Don’t miss it!

Bulletins from the Association headquarters will be sent
vou from time to time giving detailed information abont
changes aml advising you more fully s to plans for your

pleasure and enlightenment. Remember, that too muech
cannot be said about the importanee of this meeting for
vour und the industey's future welfare

Reservations should preferably be made diveet with the
hotel management, addreessing your letters 1o the Edgee
water Beaeh Hotel, Chicago. 1T yon wish it, the associa
tion Seeretury will gladly look after suitable quarters at the
convention hotel, Bt don’t delay too long as aur conven
tion dates eome at a time when this popular lakeside hotel
attracts many who enjoy o quiet outing on the shores of
Lanke Michigan.

Something new and different is heing planned for yvour
entertainment.  Bring along the budies; it will beoa pleasure
to entertain them,

Again we invite every maearoni and noodle munatuetr
er and every member of the various allisd trades 1o utilize
to the fullest extent possible the wonderful opportunity
which this convention offers us to heeome hetter aequainted.
to disenss various phases of our eommon problems. to ex-
change ideas and imbibe knowledge that ean he gained only
through friendly conferences of this nature

As n business duty plan now to attend the 1926 Conven-
tion of the Maearoni Industry in the Edgewater Beach Hotel,
Chieago, on June 8, 9 and 10.

Let's All Go.
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Hide Not Your Wares

Appealing to Perseverance of the Man on the Road and Urging Him
to Keep Everlastingly At It

Do you recall the Arabiaa fable of the Camel that sought his master's tent in a
sand storm?  First, he put in his head for protection from the sand; then he drew in his
front legs and finally, by morning, the Camel occupied the tent and the master was out
in the stcorm, :

That Camel was a good salesman. He insinuated himself into the tent. If he
had rushed in madly the master would have thrown him out; but in his own way the
Camel knew the important thing was to make an opening and once that was done, the
rest was casy.

Camel logic might well be applicd to our lines—yours and mine. Most prospects
resent being crowded out of their tents. If you cannot close a sale the firse time, don't
be downhearted; remember the Camel. You have made an opening. You have gotten
your head in. Next time go a little further, insinuate yourself into his good graces, es-
tablish confidence and presently you will own the tent—the prospect will be your
customer. '

As the Arabian dromedary might say: “You can’t keep a good Camel out!”

Number Three of a series of letters covering ticklish situations often arising between the Home
Office an; '::5: Field Men,  Booklet containing full series may be obtained from Créﬂﬂp Insurance Di-
vision of Metropolitan Life Insurance Company, New York City. -

i
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Analyzing Markets for National Food

In a special article in the March
American Food Journal Chalmers L.
Panconst, vice president of the Charles
C. Green Advertising Agency, Ine., out-
lines in an interesting way a plan for

concentrating sales effort to get best .

results from national or distriet adver-
tising,

The food manufacturers who are al-
ready national advertisers, and espec-
inlly those developing markets with the
aim of becoming national, should be in-
tensely interested in any suggestions or
ideas on territorial divisions that will
provide a better basis for more concen-
trated sales. The solution of this prob-
lem results in elimination of waste sell-
ing effort, loss in advertising, and ob-
taining greater profits,

The United States market was formed
from a series of frontiers which were
reclaimed from wilderness and Indians
by the hand of aggressive pioncers
reaching out across the country.

Markets were advanced from fron-
tiers and borders into states—then
groups of states—and finally national.

At the present time the entire United
States or national market is entirely
too large and too complex to be con-
sidered as one market unit, as states
and frontiers were onee considered.

The national market must be broken
up into well defined sales units, ana-
lyzed and studied for special work and
specifie results.

The national market may be divided
and subdivided into as many markets
as the manufacturer is in a position to
develop; or it may depend on his out-
put, cost of delivery and sales expense.

Markets may be divided as follows:

1, States.

2. Groups of states—busis of trad-
ing zones, '

Eastern—New England....
New Yurk Metropolitan
Pennsylvania .,,,,
Bouthwestern

Northwestern
Middle West..
Bouthern ,.
Wattom i
3. According to radius of jobbing in-
fluence.

4. According to transportation fn-
cilities,

5. Acpording to o tinancial basis,

6. Principal city coverage,

Etzrze:iR
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Advertising

7. Eight major markets—large
cities,

8. Four major markets—New York,
Chieago, Philadelphin, Boston.

After the market is broken up into
market centers, it should be analyzed
on this basis:

1. Compact groups of able-to-buy
people.

2. Arca of the group.

3. Population.

4. Wealih.

The next step in the analysis is:

1. Facilities for distribution,
Number of towns—sizes,

Number of jobbing centers.
Number of jobbers,

Number of.retallers,
Transportation.

System of handling merch: .se.

Methods of sales representuation,
Warehouse facllities,

Study of market conditions,
Bales problems,

Sales possibllities.

Climate.

Kind of people.

Occupations

Credits,

Business interests,
Community Interests,

Profite established,

This gives the ground work for a
systematic and thorough study to de-
termine basic market values.

In order to get a more detailed an-
alysis of any particular zone it is neces-
sary to consider such points ans:

PNOAm L
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1. Density of population—where it
is searce, moglerately dense, dense
and very dense,

Value of a zone's large metro-
politan markets, their radinting
influence.

d. Population—American and for-

eign,

4. Methods of covering.

5. Influence of mediums (render re-

sponse. Dealer recognition.)

6. Analyzing cireulations.

7. Analyzing advertising copy.

8. Present market conditions.

9, General prosperity.

10. Reports of manufacturers.

11. Farm erop prospeets.

12. Movement of traffic,

13. Distribution developments.

This preliminary outline is given
briefly so that as many as possible of
the essential points may be grasped.

A careful study of these basic points
in the analysis of any marketing zone
will provide s constructive program

A

<]

for o complete study of uny market or
series of marketing zones.

This outline provides a sound hasis
for making a survey for innngurating
u sales and advertising eampaign whieh
will bring definite results,

-—Bring Wife and the Kiddies-

RUSHING TO THE BANQuUET

When o man ain’t got o cent, and he's
feeling kind o’ blue,

An' the clouds hang dark an’ licavy,
an’ won't let the sunshine through,

It's a great thing, O my brethern, for
o feller just to lay

His hand upen your shoulder in a
friendly sort o' way.

—dJames Whitcomb Riley,

The *‘high spot” of convention
friendliness is unquestionubly manifest-
ed at the annuel banquet. At that time
there comes over us all feeling that
breaks down all our reserve and we are
our real selves.

Funny, is it not, that the convention
attendanee is always preatest during
the “*banquet and entertainment”’ S0§-
sion? Not so funny as it is natural for
the reason above mentioned,

Seeretary M. J. Donna announces
that the banquet amd entertainment
this year in the Black Cat room of the
Edgewater Beach hotel, Chicago, the
evening of June 9, 1926, will he “het-
ter than ever' and will permit that pe.
laxation which the conventioners gl
ways cujoy after their laborious ton-
vention work.,

Banquet tiekets will be free to those
who are duly registered. Extra tickets
will eost $5. The food amd serviee alone
will be worth it.  In addition there will
be an inspirational address by Donglay
Malloeh, some fine entertainment of a
variety sure to please,

A smile, o cheering word and o
friendly slap on the back are the sym-
bols of comradeship that will make for
better business, Try it this year.
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FEW VIOLATIONS

To the credit of the macaroni manu-
facturers of the country, it ean be said
that there has been no concerted at-
tempt to frustrate the wish of the Unit-
ed States burenu of chemistry that af-
ter April 1, 1926, no artificially colored
produets be sold in interstate com-
merce. This excellent example of the
manufacturers has been supported by
the wholesalers and jobbers who have
closely scrutinized all shipments to and
from their warchouses. The result is
plensing to the food officials and all
who believe that this law will redound
to the benefit, of the whole industry,
through improvement of quality.

Some violations are reported con-
cerning brands of smaller concerns and
of products distributed before the law
beeame effective. But on the whole
the observance has been as general as
could be expected within the time that
ruling has been in effect.

Maryland Acts

‘State Food Commissioner A. L. Sul-
livan of Maryland personally addressed
a warning on April 29 to all the mara-
roni manufacturers and distributers in
that state, advising that the govern-
ment ruling would be strictly enforced
in that state. Mannfacturers in other
states doing business in Maryland
should advise their customers of the
stand taken by the enforcing officinls
of that state.

On the Alert in New Mexico
Food officials in New Mexico have

THEY COOPERATE—
WHY NOT WE?

Ameriea is the only country to
standardize color for industrial pur
poses, because there is understan!
ing and cooperation among the in-
dustries involved, 1410 textile and
allied concerns agree each season
upon the exact shade of each color
to appear on the color card issued
by the national association of that
industry. The American industry
is envied by the European and #si-
atic competitors who apparently
lack the unity of purpose that pre-
vails here.—Exchange.

More ngreement and better coope-
ration in the Macaroni Manufactur-
ing Industry would prove most
profitable.

Why not try it at our 1926 conven-
tion?

become active in enforeing the anti-
color law. They discovered a stock of
products manufactured by an El Paso
firm, which in response to un inquiry
stated that the products in question
were manufactured for export and so
marked. The Sharp-Elliott Co. will not
gell artifieinlly colored products for dis-
tribution in America.

Beware Who Must!

The Italian Chamber of New York
city through its house organ has been
warning importers and manufacturers
that it is now illegal to offer for sale
any alimentary paste products that con-
tain artificial coloring, declared or
otherwise. We are pleased to note this
beeause the warning is given in Italian
and may be understood by many small
er manufacturers who do not read our
language. For the same reason we re-
produce the following from a recent is-
sue:

DIVIETO DI COLORAZIONE ARTI-
FIOIALE DELLE PASTE ALI
MENTARI

Crediama opportuno avvertire nuo-
vamente i fabbricanti, gli esportatori
e gli importatori di paste alimentari
italinne di qualsiasi specie che col l.o
aprile di quest'anno e andato in vigo-
re il divieto di colorazione artificiale
delle medesime, anche se la stessa venga
dichiarata sull’etichetta. Cio era per-
messo fino a quella data, purche la
colorazione non fosse fatta allo scopo
di nascondere inferiorita e coi colori
Ano allora tollerati dallo legge, ma
i'orn innanzi anche questo uso viene
tussativamente proibito.

La sezione 7, suddivisione 4, della
legge sui prodotti alimentari conside-
ra un prodotto alimentare adulterato
se colorato artificislmente in modo da
celare inferiore qualita, lasciando al-
I'autorita esecutiva del Dipartimento
di Agricoltura la determinazione della
questione di fatto se la colorazione 8id
fatta allo scopo di coprire l'inferiore
qualita del prodotto, o di farlo appa-
rire di qualita migliore di quella che
non sia intrinsicamente. Ora, pero,
1'UMeio i Chimica del Dipartimento
predetto ritiene che 1'aggiunta di colo-
re artificiale di qualsiasi specie,” qua-
le usualmente praticata nel-caso delle
paste alimentari, risulti nel celare in-
feriorita, e che tale forma di adultera-
zione non possa correggersi neanche
colle dichiarazione dell’impiego del co-
lore artificiale.

May 16, 1020

Quantunque nel passato 1'uso della
colorazione artificiale non sin stato
eccepito, purche dichiarato sull’eti-
chetta ¢ fatto coi colori tollerati,
tranne che nel caso delle fettuccine
all'vovo per le quali 1a colorazione ar-
tificiale e sempre stata proibita, ora il
divieto di colorazione e stato esteso ad
ogni specie di pasta, per la ragione
che si fabbricano all'uovo, ossia col
5% dei costituenti solidi dell’uovo, an-
che altre specie di pasia oltre le fet-
tuccine, e precisamente maccheroni,
spaghetti, vermicelli, pastine da mine-
stra e simili, paste queste che verreb-
bero pregiudicate dalla illegittima con-
correnza delle stesse semplicemente cal-
orate.

Qualsiasi importazione, adunque, di
pasta artificialmente colorats, non im.
porta con quale dei coloid precedente-
mente tollerati, ed anche se dichiarata
ertificialmente colorata, verra d'ora
{nnanxi respinta dagll Btati Unitd

Avviso a chi toceal

—Bring Wife and the Kiddies—

Q00D NEWS

The real, pithy, worthwhile news of
the convention cannot be passed on to
readers because much of it never comes
to the atention of the reporter. The
ttgood news'’ is usually of the “word
of mouth” kind that passes only be-
tween those directly concerned.

Incidentally there will be a fine pro-
gram and some pleasing entertainment,
but all of this is only a setting for
those more friendly and equally bene-
ficinl personal chats between manufac-
turers, supply men and machinery man-
ufacturers,

There will be & general consideration
of the very serious affairs of the indus-
try and the convention will, as usual,
gerve as a clearing house of views and
opinions,

First hand news is good news, Qet
this by attending the 23rd annual con-
forence of the Macaroni and Allied In-
dustries of America to be held in the
Edgewster Beach hotel, Chicago, start-
ing June 8, 1926,

Send to the National Association
headquarters the GOOD NEWS that
you are planning to attend on a com-
bination business and vacation trip.

» .“._J"_ i
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HBURN CROSBY COMPANY

Why Not Now ?

Durum Wheat Semolina

in making macaroni products

E most important thing about a food is its flavor.

And it is

the most important thing about macaroni products—the big-
gest reason for their ever-growing popularity.

For the flavor of macaroni to most people means that sweet, nutty
flavor that only Durum wheat yields. There is no substitute. Change
this flavor and you are sure to lose customers.

And another important thing is this. Unlike flour, Durum Semolina
is granular and porous, Boiling water instantly permeates when the
macaroni is immersed for cooking. No cooking to pieces or getting
soggy. All the original flavor and nourishment is retained.

For these reasons alone, it is wise to use only Durum Semolina in
making all macaroni products. You are sure of meeting the demands
of a consumer market that is steadily increasing.

GoLD MEDAL SEMOLINA

WASHBURN CROSBY COMPANY, Dept. 214

Millers of Gold Medal

Flour

Minneapolis, Minn.
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TO ADVERTISE WHITE FLOUR

Facing a situation that is seriously
affecting the reputation of white flour,
the millers of the country are planning
united action in advertising the merits
of that product. This was one of the
most important actions taken at the
24th annual convention of the Millers
National Federation on April 22 and
23 in Chicagn.

Sydney Anderson, federation presi-
dent, in his address called attention to
the need of a well founded and strongly
financed campaign of publicity if
white flour is to retain its present pres-
tige. e painted a picture that was not
entirely rosy. He warned the millers
that “‘savage and ruthless warfare of
competition has created an atmosphere
of suspicion and distrust. Cooperation
cannot exist in such an atmosphere.
Unless we can restore our confidence in
each other and in the industry of which
we are a part, every piece of working
machinery which we may establish,
every effort which we may make to re-
establish conditions of sound and
normal competition within the industry
will be futile,”

B. W. Marr, chairman of the board
of directors, supported President An-
derson in deploring the individualism
that obsessed the milling industry and
opined that unless vigorous and de-
termined action were taken immedinte-
ly a defensive campaign would have to
be carried on against the work of fad-
dists whose destructiveness was almost
equal to the unconcern herctofore
manifested by the milling industry as a
whole.

The convention voted to entrust to
the excentive committee the task of
providing ways and means for inereas-
ing the consumption of white flour
through the study of a tentative plan
for a joint eampaign. Millers expressed
the hope that when the plan is finally
adopted it will be put into force de-
terminedly os the sole means for solv-
ing the principal problem facing that
industry.

The federation also went on record
as favoring a more general installation
of an approved cost accounting system
and the compilation of bettar statistical
data covering production, sales aund
consumption of the flour,

Sydney Anderson of Washington, 1.
C., was agsin elected president. B, W.
Marr of Columbus, O., retains his po-
sition as chairman of the board, A.P.
Husband of Chicago is secretary-treas-

urer. The federation hopes during the
year to amalgamate all the milling in-
terests of the country in a movement
that will result in greatly inereasing
the use of white flour in commercial
and home baked bread and postries,

—Join! Cooperate! Boost!—
Upholding America’s
Reputation Abroad

By Julius Klein in ‘'Commerce
napom.!

Successful trade relations depend
largely on full and complete confidence
between buyer and seller. This is par-
ticularly true in foreign trade, where
contacts are confined to a very consid-
erable extent to the medium of corre-
spondence,

Confidence and reputation are so
closely related that one depends upon
the other; reputation gained and main-
tained begets confidence.

American foreign traders who have
attained success in oversea trade have
earned that position largely as a re-
sult of their applying the Golden Rule
to business, by treating the foreign
buyer as they would like to be treated
if the positions of seller and buyer
were reversed.

Meticulous attention to detailz; will-
ingness to arbitrate any differences
that may arise; the possession of infor-
mation ‘as to the conditions affecting
the buyer in his home market and the
difficulties he must overcome; an eager-
ness to nssist, in specific ways, in alle-
viating those difficulties—such quali-
ties as these establish the prestige of
the seller and give to him the confi-
dence of his customers abroad. Not
only is that accomplished but Amer-
ica’s reput:tion for clean trading is
kept high in the foreign markets.

Reputation ean hardly be destroyed
by one injudicious act when consid-
ered in with a record for fair dealing;
nevertheless it may suffer, and it is of
vast importance that this subject
should be considered by our business
executives, so that they may see to it
that a definite and wise policy governs
their export departments at all times.

—Answer** Present’’ at Convenlion—
Listen In-
In nll probability there will be some
very fine macaroni broadeasting the
second week in June,

If arrangements can be made with
the popular station on the Edgewater

May 15, 1926

Beach hotel, the banquet program and
entertainment on Wednesday evening,
June 9, 1926, will be put on the air
starting at 6:30 p. m,

If you own a radio set of any kind
turn on the loud sy2aker or clamp on
the head sets after turning your dials
to the EDGEWATER BEACH HOTEL
HERALD AND EXAMINER STA-
TION “WEBH" at a wave length of
370 meters.

You will hear some fine talks, enier
tainment and the jollification of mera-
roni manufacturers and guests wlo
gather annually in a friendly spirit.

Better still, come to the convention
and hear the whole thing first hand, be
a part of it yourself. Let our broad-
cast be to those whom we wish to in-
terest in our food so that its consump-
tion may be increased.

Tell your friends, your trade, to
listen in on June 9.

—Support Your Trade Associalion—

THE CROWD
By Douglas Malloch

Forever passing In the throng,

The poor, the rich, the right, the wrong,
The wise and foollsh, saint and sinner,
The minstrel happy for a dinner,

The fellow with his slx per cent

Who finds it hard to be content,

The fallures who have done with dream-
Ing,
And brave old eyes forever glenming,

On one a crown, on one & shame,

And nelther one perhaps to blame,

A moving mass, yet never massing,
Forever meeting, ever passing.

F‘orpvar paseing In the crowd,

The good, the bad, the meek, the proud,
And some in sllk and some In cotton
And some in garments long forgotten,

And oue wao tolled too long today,

And one who threw the hours away.
Bome faces pale with hidden terror,
And [aces fair, and faces falrer,

The sombre mlen, the features glad,

And groping age, and laughing lad,
Forever passing, ever meeting,
Forever passing, never greeting.

Yet, In the passing of the throng
1 find no melancholy song,
1 find instead an Inspiration:
Whatever wealth, whatever statlon,
Whatever work we have to do,
We're In it, of it, I and you;
And, though I know not whera it's going,
This atream of llfe forever flowing,

‘I, too, yes I am borne along

Upon the current of the throng;

Yes, this the reasoa that I love It—

Thank God that i'm a little of It!

(Note: The author is one of the leading
and best after dinner spoakers in Amerlca.
He will deliver an unusually inspiring ad-
dress at the 23rd annual banguet of the
Macaron] Manufacturing Industry In Edge-
water Beach Hotel, Chicago, the evenlng of
June 9, 1926, It's a treat; hear it!)
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SEEK “PRICE PEACE” PLAN

In an attempt to work out a solu-
tion of the serious problem of price eut-
ting, Edward Plaut, president of the
Lehn & Fink Products company of New
York, has announced a *‘price peace
plan’’ contest, with prizes amounting
to $10,000, which his firm offers for
the best suggeations as to how the prob-
lem may be solved.

The contest is open to every indivi-
dual connected with a dealer, either re-
tail or wholesale, with rewards ranging
from the first prize of $3000 to 20 prizes
of $50 each—37 in all. In addition, a
special prize of $1000 is offered for the
best plan submitted by o professor or
student of cconomics or marketing in
any college of the country.

The plans submitted will be passed
on by a jury of nationally known indi-
viduals, all of whom are authoritics on
some or all phases of the problem. The
chairman of the jury is Arthur Capper,
United States senator from Kansas.

With Sonator Capper on the jury
will be: Mrs. J. Borden Harriman,
chairman of The National Consumers
League, representing the consuming
public; Dr. Melvin T. Copeland, Har-
vard School of Business Administra-
tion, representing education; Nelson B.
Qaskill, former federal trade commis-
sioner; Q. Barrett Moxley, former pres-
ident of the National Association of
Wholesale Druggists, representing
wholesalers; A. W, Shaw, publisher of

“‘System,’’ the magazine of business,
representing bvsiness executives;
Frank L. Stone, president of the Na-
tional Association of Retail Druggists,
representing retailers; Herbert J. Tily,
president of the National Retail Dry
Qoods association, representing the dry
goods trade,

By attracting the attention of those
specially interested in the problem Mr.
Plaut plans to evolve some plan that
may help stabilize business practices
affecting the distribution and sale of
nationally advertised products.

*“For years manufacturers, jobbers
and retailers of branded merchandise
have been trying to find a solution to
the difficult problem of price cutting,"”
Mr. Plaut states in his formal an-
nouncement of the contest. *‘The sub-
ject has been much written ahout, much
commented upon, and much discussed
but most of this has stressed the evils
of the practice, rather than to offer any
means by which it might be ended.

“‘That our individual problems—and
grievances—loom largest in our own
minds, is only natural, The retailer
.blames the manufacturer for not main-
taining prices; the manufacturer
blames the retailer in turn; the jobber
blames both retailer and manufacturer,
And none of us sees the other's prob-
lems in the same light; all of which
does not solve our common problem.”’

It is Mr. Plaut’s expressed purpose
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to get a comprehensive plan covering a
definite nolicy for retailer, jobber,
manufacturer, chain store and depart-
ment store.

The winning plans must make an at-
tempt at a practical solution of the
‘‘free goods' and ‘‘hidden discount’’
problems. The workability and legal-
ity of the plans, either under exicting
law or desirable modification, is the
chief criterion on which judges will
bage their decisions.

The contest closes at noon, Nov, 1,
1926, and all plans to be considered
must have been received before noon
of that date by the ‘‘Price Peace Plan"’

. Editor, Lehn & Fink Products Com-

pany, 250 Park av., New York, N. Y.,
who will supply any required informa-
tion to prospective :ontestants.

—Support Your Trade Associalion—

Mould Company Expands

F. Monaco & Brothers at 881 Grand
st., Brooklyn, N. Y., a pioneer company
in the macaroni die industry, in
America, has been taken over by the
International Macaroni Moulds com-
pany, 317 Third av., Brooklyn. Through
this merger the company hopes to
strengthen its position to serve its
many clients in the mazaroni industry.
The members of F. Monuco & Brothers
desire to thank all theiir many friends
and customers for their past coopera-
tion and to assure them that their needs

will be equally well cared Aor by the
new firm,
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INSTALLMENT SELLING

Selling on the installment plan is a
recent development in business. It has
reached such proportions as to attract
the attention of business interests
everywhere.  Many industries have
given the policy considerable thought,
some in encouraging the policy and
others in discouraging it.

Macaroni produets are not sold on
the installment plan. The amount in-
volved in the ordinary purchase is too
small to consider deferred payments
thercon. However, the industry is in-
terested from the fact that money di-
verted to pay installments on articles
purchased on the installment plan seri-
ously affects the buying power of the
individunl. Installment selling, as at
present condueted, is doing strange
things to markets, to business and to
money. Will it prove a permanent, le-
gitimate sales method, or only an ill ad-
vised passing phase of business?

Installment selling has received the
attention of the leading bankers of the
country, George W. Norris, governor
of the Federal Reserve bank of Phila-
delphin, has established that tho total
of deferred payment sales on Jan. 21,
1926, exceeded 5 billion dollars. From
the same source come figures showing
that the volume of installment accounts
outstanding in department stores of
Boston increased 309 in May 1925 and
by November of that year had jumped
1109%. Almost anything can be pur-
chased on the ‘‘small down payment”
plan from a glass eye to an automobile.
One firm has offered automobile tires
for 50c down and a nickel n week. A
clothing firm greatly increased its sales
by offering clothes on the 10 payment
plan and even in the country secctions
mail order business is earried on along
the same lines.

Installment selling is a wonderful
snles stimulus—a means to more and
more sales particularly in lines of what
may be called luxuries. It has resulted
in the establishment of consumer cred-
its in a volume that might spell dis-
aster should there be an unexpected
depression in business. -

Mr. Norris explains that under the
installment selling plan the buyers
have merely borrowed, in 1925, 5 billion

"dollars of sales from 1926. If this per-

formance can be repeated in 1926 all
will Le well.

Installment selling was first applied
to sewing machines, furniture and
pianos 20 or more years ago. The re-

markable prosperity of this country
since the war, the excessive manufactur-
ing facilities of the United States, the
keen struggle of manufacturers to sur-
vive, the huge gold deposits that our
country has and the high pressure sales-
manship adopted by the stronger firms,
all have contributed to the expansion of
a business policy that has attracted the
attention of the leading business people
of the country.

Many authorities think that install-
ment selling, though still in its infancy,
has come to stay. The plan has a won-
derful appeal to the purchaser who
thus has the privilege of paying for an
article while ‘‘using or enjoying it.”
On the other hand such authorities as
0. J. Cheney, vice president of the
Ameriean  Exchange-Pacifie  National
bank, believes that the policy is a
dangerous one. ‘‘There is danger of
eating breakfast, lunchcon and dinner
all the morning and having anything
left except hunger or indigestion when
dinner time comes around.”’ Other au-
thorities says that, ‘“the danger of over-
stocking a dealer’s shelves is generally
recognized but there scems to be no
general recognition of the equal danger
of overstocking consumers’ houscholds
on credit."”’

Much will be heard in conventions
about the new sales policy which has
become one of great concern to manu-
facturers and distributers. The bank-
ing interests are studying the matter
very closely. How far will it pay the
business interests to permit this mort-
gaging of the future buying power of
the public? Business is active at pres-
ent, money is abundant, interest rates
are low and easy crediting prevails,
Macaroni manufacturers will be affect-
ed by the new installment selling plan
and are warned to watch earefully this
trend in business to the end that our
indusiry may be in a position to take
advantage of the conditions that will
be created when the experimental
stages of the poliey have past.

—Bring Wife and the Kiddies—
General Conditions

General business conditions continue
to be fundamentally sound. There are
unusually good prospects for the grow-
ing crops. The labor situation gives
no evidence of trouble save in the
strike at the Passaic mills in New Jer-
Bey.

There is a well founded feeling that

we arg entering upon a period of closer
and more harmonious relations between
employers and employes than we have
experienced in the last half a century.
Experience and more straight think-
ing on the question is bringing both
employes and employers to a :enliza-
tion that their mutual interests are con-
served better by harmony than by dis-
cord. )

Prevailing unfavorable weather dur-
ing March and much of April delayed
plowing and seeding in nearly all sec-
tions of the country. The progress of
cotton planting varies with differences
in local soil conditions. Spring wheat
is being seeded to a large acreage as
far north as the Dakotas. Despite se-
vere local damage to fruit by frost and
freczing in some southern states, the
outlook is still for a generally good
crop,

‘Winter wheat is generally in fine
shape, with a reported condition of 84.1
on April 1, compared with 68,7 at this
time last year. West of the Mississippi,
except in Missouri and California, its
condition is very good.

‘Wheat is proportionally even a more
important eash erop in Canada than in
this country, as its value last year was
placed at $465,116,200 or over $53 per
capita of Canadian population.

Rates for money continued easy, and
the trend is toward lower figures.
There are several rensons for this,
Brokers' loans have been radically re-
duced. The demands for commereial
purposes are not unusually heavy. Our
large stock of gold was recently in-
creased, while note and deposit liabili-
ties of the federal reserve banks de-
crensed, There is now plenty of mon-
ey for all legitimate purposes at all
times and under all conditions.

Collections continue to he affected
by unchecked buying on the install-
ment plan, which has also caused much
more careful serutiny in the granting
of credits,

Widespread cold and wet weather
during much of April, the continued
prevalence of buying on time payments,
and the gradual decline of prices of
commodities keep the general volume
of business within moderate bounds—
with the usual exceptions in some lines
and in some localities. The general ex
pectation, however, is for the usual
seasonal improvement as spring finally
opens into full bloom. What the sum-
mer and fall will bring will depend
principally upon the outcome of the
harvest—and at present, the outlook
is for good harvests-in nearly all sec-
tions of the country. kel
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CEVASCO, CAVAGNARO & AMBRETTE, inc.

= Buildezs of High Grade

Macaroni Machinery

p—

Presses—

: SCREW AND

: VERTICAL AND
e HYDRAULIC

HORIZONTAL

Kneaders

Mixers
Dough Brakes

| 8 Mostacciolli and
Noodle Cutters
Bologna Fancy
© I B 3 Paste Machines
S ~ Die Cleaners
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Specialists in everything pertaining
to the Alimentary Paste Industry.

(u]
Complete plants installed.

D_

We do not build all the Macaroni
Machinery, Lut we Build the Best.

) — [Jo—

Vertical Hydraulic Press with Stationary Die

At Last! The press without a fault. Simple and economical in operation;,compact and
durable in construction. No unnecessary parts, but everything absolutely essential to the
making of a first class machine. Only two controls on entire machine. One valve controls the
main plunger and raises cylinders to allow swinging. Another valve controls the hydraulic
packer. No mechanical movements, all parts operated hydraulically .

(i‘:.t:aranteed production in excess of 25 bbls. per day. Reduces waste to one third the usual
quantity.

. Do you want to increase your production with less expense for power and labor? Let us
install one of these presses in your plant on 30 days' trial. If it does not meet all our claims, we
will remove the machine without any expense to you.

Our new catalogue in now read; for distribution, describing in detail the above machine and

many others manufactured by us. If you have not received your copy, let us know and we will
send it to you.

156-166 Sixth St. 159-171 Seventh St.

Brooklyn, N. Y., U.S.A.

Address all communications to 156 Sixth Street.
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Macaroni Exports for March 1926

The macaroni exporting business con-
tinues to hold its own, according to the
figures relensed by the department of
commeree covering March 1926, when
a total of 852,000 lbs. was slipped to
foreign countries. This is an increase
of 25% over February and nearly 109
over March 1925, when the shipments
amounted to 783,000 1bs.

For the 9 months period ending
March 1926, total exports of these

products were 6,152,000 lbs,, slightly
less than the total for the same period
in 1925,

Canada forged to the front as our
best buyer during March when 212,000
1bs. found their way into that country.
The Dominican Republic was second
with 150,000 1bs, Then came Mexico
which received 97,000 1bs.; United
Kingdom, 89,000 lbs.; Cuba, 73,000
Ibs.; Australia, 56,000 lbs, and New
Zealand, 51,000 lbs,

EXPORTS OF MACARONI, BY PORT8 AND BY COUNTRIES OF DESTINATION
(1000 Pounds)

New Neow
York Orleans
Irlsh Freo State......vev 13
Netherlands .... oo 10
Russia ....oovee . 2
United Kingdom . B9
Canads ..vovavnns sessanes .
Quatemala ........ sesa T o
Honduras ... vya: » 8

Nlcaragua ...
Panama ....
Salvador .
Mexlco ....uee 13
Jamaica .

Other Br, W. Indles.

HRIM oo sioss Somnnnnsiabis 16
Colombia .
Peru .oeeees

Venezueln .. cres
British India....cooveveinns

New Zealnnd

.1
Australla ..... i;
Britlsh Bouth Afrlea,..... 1

.................. 233 2n

Wash- . San All
inglon Francisco Other ‘I'nl;;
10
2
80
212 212
L 1
8
1 4
3 26
1 1
16 69 97
3
1
¢ 73
160
17
3 3
L 2
2
1
2
1 17 18
1 2
] 2
1 4 6
19 66
6 51
1
2 73 m 852

—Join! Cooperate! Roost!—

A Silent Salesman

It may be said without contradiction
that & manufacturer’s best salesman is
the label on his prodiets. This is par-
ticularly true of the labels on eartons.
Arrayed on the storekeeper's shelves
they serve as a ‘‘silent salesman’’ that
talks to slmost every customer that
enters the shop, getting in their best
licks when the clerks are busy waiting
on other customers.

Manufacturers of food products have
spent hours of anxious moments and
millions of dollars in getting up a pack-
age or libel which will have eye ap-
peal that will immediately draw the
attention of the shopper. The sale of
your product is huadicapped if the
package in which it is marketed does
not show signs of palnstaking atten-
tion to design, color and style of the
carton. : :

Some manufacturers have planned
their containers also to be real adver-

& ve

tisers. Merchants are urged to display
these cartons in such a way to make
it easier for the publie to buy their
eontents. They spread their message
enroute from plant to retailer, to any
who may see or handle the container,
Macaroni manufacturers would do
well to study the matter of proper la-
beling all cartons and containers to the
end that they will obtain from them
the utmost amount of general adver-
tising, which is at their service if some-
thing distinetive and unique can be
adopted. ;
—Answer** Presenl'’ at Convention—

Trade Marks---Twenty Years

Macaroni manufacturers who have
had their trade marks registered for a
period of years would do well to look

up the dates and numbers of all their _

old registrations. The present law cov-
ering trade mark. registrations provides
that all rights thereto will expire at
the end of 20 years, unleis remewed.

Renewal must be made within 6 months
of the date of expiration, otherwise en-
tirely new registration will have to be
obtained.

It has been the policy of most firms
to apply for a renewal of their brand
registrations to prevent them from fall-
ing into hands of competitors who
stand ready to ‘‘grab off'’ valuable
brand names when permitted to lapse
because of failure to renew.

The sorvices of the Washington repre-
gentative of the Natlonal Macaron! Manu-
facturers assoclation will be found helptul
in ronewing old registrations or rogistering
new trade marks, Y/hile this service Is of-
fered espocially to National association
members, nonmembera are invited to en-
gage Dr. B, R. Jacobs for this work In
which he Is speclalizing.

—8upport Your Trade Association—
Who Is My Customer?

The late John Wanamaker, success-
ful merchant in Philadelphia, used to
say: “‘If you entertain n person and
teach him something you have a friend.
If you have made a fricnd you have
made a customer." 5

How often is the complaint made
that a competitor has stolen another
firm’s customers? If an investigation
were possible it might be shown that
customers are more often driven away
than enticed, Who is a firm's real cus-
tomer!

It is not he who comes to buy at a
price below that of a competitor.

It is not the fiym who cuts business
relations of long standing for a lower
price,

It is not one who buys from you to
tide himself over a temporary lull in
delivery from the usual sources of sup-
ply.

It is not the distributer who will
handle your orders only when the trade
rejects his private brand.

It is not the buyer who places an or-
der because the salesman belongs to
the same race, church, society or politi-
cal party.

1t is not the firm that is influenced
-by any special deal or inducement.

1t is not the man who buys a small
quantity of your goods to use as a lead-
er to pull along much larger quantities
of in'erior products.

Wer is it the firm that buys from you
on sridit after its credit with another
has been exhausted.

Your customer, is the person or firm

" whom you have served faithfully, who

is pleased with your business policy
and who trades with you for these rea-
sons alone, : -

%
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The Char;lpion Way

Not many years ago practically every sack of flour or semolina
used in a Macaroni or a Noodle plant was hustled around by a
husky employee, with little or no care as to the cleanliness of its
contents. It was measured out in scoopfuls, seldom accurately.

The progressive manufacturers of the industry are fast adopting
the machine_method of handling their raw material and many
Champion Flour Handling Outfits are now in daily operation.
_ Everywhere these outfits have been found most efficient and re-
liable. They help produce better products, more cleanly and uniform.

Once tried you will always want a Champion.

This Outfit
Handles Your

Semolina

Th

Modern
Way

Built any
Size to Fit
Your
Plant

Saves Time
and Material

Here are a few of the progressive firms that have installed thi
2 . . . S
Modern Way of handling their semolina:—

Roman Macaroni Co.
Ronzoni Macaroni Ca.
Westchester Macaroni Co. Mt. Vernon, N. Y.
D’Amico Macaroni Co. Chicago Heights, Ill.
Kansas City Macaroni & Importing Co. Kansas City, Mo.

Long Island City, N. Y.
Long Island City, N. Y.

_ We offer you the benefit of our many years of experience in
building these successful flour handling outfits. Tell us your needs
and we will devise plans to suit your plant, whether your capacity

be 10 barrels or 500 barrels a day.

Write for catalogue and other literature.

THE CHAMPION MACHINERY CO.

JOLIET - - ILLINOIS

New York Representative: Frank P. Murray, 260 West Broadway, New York City—Walker 7095




KNOW YOUR BUSINESS

Also Your Competitors—Data on Sales
Problems Now Exchangeable—
Trade Relations Body
Needed.

“Manufacturers secking knowledge
of the factors responsible for business
conditions are no longer stopped from
gathering and exchanging those figures
needed to furnish information on pro-
duction and sales problems,’ declared
Alvin E. Dodd, manager of the domes-
tic distribution department of the
Chamber of Commerce of the United
States, in an address last month at the
meeting of the Quality Bakers of Amer-
iea in New York city.

' Results of the so-called ‘maple floor-
ing’ and the ‘cement’ cases have in-
gured to business men the right of col-
lecting and publishing information on
such subjects as will guide them to-
ward more stabilized production and
more economical policies of purchase
and sale,”" declared Mr. Dodd. “The
greatest possible accumulation of facts
relating to a particular trade and to
the particular subjects which an asso-
cintion has adopted for its program are
a prime necessity in the planning and
the exeeution of its work.

“My those of us standing somewhat
apart but close enough to see the re-
sults of laws forbidding business men
from acquiring the nezessary knowl-
edge of the conditions under which
their affairs must be conducted, it has
seemed both tragic and humorous that
manufacturers and merchants should
be encouraged by private interest and
public sentiment to apply every prac-
tical means of economy yet they have
until recently been fearful of applying
the most impor‘ant of all rules—the
obtaining of knowledge of the factors
whieh are responsible for business con-
ditions.

Improve Trade Relations -

o careful investigations have shown
{hat almost all business misunderstand-
ings oceur between manufacturers and
wholesalers; manufacturers and retail-
ers; or wholesalers and retailers; and
sometimes these misunderstandings are
passed on from one to another of these
functionaries. The result of these mis-
understandings has been litigation and
disturbanee down the whole line.

“Formation of trade relations com-
mittees within trades is having iis place
in the peaceful settlement of trade dis-
putes. When the public becomes fa-
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miliar with the difficulties faced by
business men a long step will have been
taken in the removal of some of the ob-
structions which now hamper business
men."

A trade relations committee should
be appointed in every line of business
which is to act as a clearing house by
setting up of the mechanism in the
trade for the elimination of trade
abuses and uneconomic trade practices.

—Bring Wife and the Kididies—
Does It Pay?

Does it pay a business man to de-ote
any time to trade association work?
This is an oft repeated question, whose
reply differs with the differing views
of the individuals,

What is meant by ‘‘pay''t If one
means merely the reward in dollars
and cents the ““pay’’ may not be up to
his expectations, If that is the only
standard of compensation then there
is little in life worth while,

But on the other hand if ‘‘pay”
means helping your industry, improv-
ing your business, cheering the trade,
promoting friendships, spreading ac-
quaintance, creating understanding and
linking together the allied business in-
terests in a way that will make your
path and that of your competitors less
diffieult to travel, then you will find
that it does “'pay.”

Trade association work done for the
right ‘‘pay'' above mentioned will
bring you increased business and great-
er happiness as well as the true appre-
ciation of your industry on the part of
those on the outside who judge your at-
titude and work in connection there-
with,

—Join! Cooperale! Boost!—
Americans Like Luxuries

America’s sweet tooth, which has de-
veloped so noticeably since the coun-
try went dry, last year resulted in the
conenmption of $1,200,000,000 of can-
dy. This is o record. It is more than
twice the prewar figure. According to
the National Confectioners association
425,000 tons of sugar, 60,000 tons of
chocolate, 50,000 tons of nuts and 225,
000 tons of corn sirup went into the
manufacture of sweets.

Lost year's bill for soda fountain
and other soft drinks approximated
$1,000,000,000.  Specially manufac-
tured drinks under particular trade
names had a sale which reached the
$25,000,000 mark. This industry, too,
has been immensely boosted by pro-
hibition. The sale of ice cream alone
netted $260,000,000.

However, statistics at best are more
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or less unreliable, Different authori-
ties estimate the 1925 sale of chewing
gum reached between $50,000,000 and
$100,000,000. Likewise, estimates on
the cost of tobacco and accessories
range from $2,100,000,000 to $3,000,-
000,000. And purchases of cosmetics
are figured to aggregate anywhere
from $117,000,000 to $750,000,000, de-
pending on what may be considered
under that gencral heading. One au-
thority says $150,000,000 is spent by
the American people on scented soaps.

It is known, however, that America
is spending close on to $1,000,000,000
for movie admissions, not considering
other amusements. We own B3% of
ihe world’s 26,000,000 automobiles, and
buy 80% of them on the installment
plan,

In considering time payments it
m.ght be interesting to note that these
amounts were collected on various
products sold in that way: washing
machines, $70,000,000; vacuum clean-
ers, $50,000,000; phonographs, $60,000,-
000; furniture, $800,000,000; pianos,
$40,000,000; jewelry, $100,000,000; ra-
dio, $50,000,000; automobiles, $£3,000,-
000,000,

Though the use of snuff has been on
the decline for many years it is in-
teresting to note that its annual sale
still touches $7,000,000. The hair net
industry has been hard hit by bobbed
hair. A few years ago the annual sale
of hair nets approximated $200,000,-
000 but the figure is now way below
that.

The money spent on luxuries looms
big in comparison with the $1,500,000,-
000 expended on education.

— Answer** Present’’ at Convenlion—
A Poctic Argument

Breathes there a man with soul so dead,

Who never to himself hath sald:

“My trade of late is getting bad,

I'll try another ten inch ad?”

It such there be, go mark him well,

For him no bank account shall swell;

No angel watch the golden stair

To welcoms home a millionaire.

The man who never asks for trade

By local line or ad displayed

Cares more for rest than worldly gain

And patronage but gives him pain,

Tread lightly, friends, let no rude sound

Disturb his solitude profound;

Here let him live in calm repose

Unsought except by men he owes,

And when he dles go plant him deep,

That naught may break his dreamless sleap;

Whereln no clamor may dispel

The qulet that he loved so well;

And that the world may know its loss

Place on his grave & wreath of moss,

And on a stone above: “Here Lles

A Chump Who Wouldn't Advertise.
—The Atlantic Log.
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Glues, Pastes and Gums

Used for 40 Years By the Leading
Makers of Macaroni and Noodles

For Wrapping Packages
(By Hand or Machine)

There are special ARABOL adhesives for wrapping
every type of package, and for every kind of wrapping
n'fachine on the market. Let usknow what make of wrap-
ping machine you use, or if your packages are wrapped
Ly hand. We will be glad to send samples of adhesives
which will do your work better and save you money.

For Sealing Cartons or Shipping Cases
(By Hand or Machine)

Do you seal your cartons by hand or machine? Do you
ship your goods in corrugated or fibre shipping cases? Tell
us whether your sealing is done by hand or machine and
let us send you samples of glues which will seal your
containers securely and quickly.

For All Kinds of Labeling
(By Hand or Machine)

Glues, pastes and gums for general labeling in the
shipping room and for labeling on cardboard, wood, glass,
tin and other surfaces. Whether your labeling is done by
hand or machine, there is a special ARABOL adhesive
for every type of work.

THE ARABOL MANUFACTURING COMPANY

NEW YORK: 110 EAST 42 ST. CHICAGO: (CICERO) ILL.
(Factory at Brooklyn, N. Y.) (Factory and Office)

, BOSTON, MASS. BALTIMORE, MD. TORONTO, UnT.
(Office and Warehouse) (Office and Warehouse) (Office and Warehouse)

SAN FRANCISCO, CAL. PHILADELPHIA, PA. LONDON, ENG.
(Office and Warehouse) (Office and Warehouse) (Office and Warehouse)
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PROGRAM

Twenty-third Annual Convention National M acaroni
M anufacturers Association

June 8, 9 and 10, 1926 -- Edgewater Beach Hotel, Chicago, IlL

TUESDAY, JUNE 8
"GREETINGS"

9:00 n. m. Registration and Heception of Membera and
Guests In West Room,

Sesslon—West Room—10 a. m, to 2 p. m,

Opening Ceremonlies.

Conventlon Songs.

Call to Order—Presldent Henry Mueller.

Welcome—Henry 1. Rossi, 2nd Vice President,

Responses—Selected representatives of manufucturers and
allled tradesmen,

Presldent's Address—Henry Mueller,

Trensurer's Report—Fred Becker.

Secretary’s Report—>M. J. Donna.

Washington Representative—B. . Jucobs,

Appointment of Standing Committers,

Address—"Guard Good Goods,” W. D). Burr of Chlcago Mill
and Lumber Company.

Address—"You, Your Industry and Your National Assocla-
tion,” R. M. McClure, Secretary Wirebound Box Mfrs.
Assoclation,

Shop Talk

D:scussion of timely toples by manufacturer-allied [nterests.
(1=Improved Manufacturing Methods.
Suggestions: (2—Bell-Regulation versus Government Inter-
( ference.
(3—Ralsing the Quality of our Products.
Announcements.
AdJournment.
Evening Entertainment

(A Surprise Affair being planned by Illinols Manufactur-
ers, ulded and abetted by the Allled Trades. Be in on this.)

WEDNESDAY, JUNE 9

“With Friends—Distributers and Supply Men"
Sesslon—West Room—10 a, m, to 2 p. m,

Call to Order—President Henry Mueller.

Reports of Commiltees.

Address—"Promoting  Macaronl Sales,” John J. Miller of
Sprague-Warner Co., Representing Natlonol Wholesule
Grovers Assoclatlon.

Address—"Selling Mocaronl TO and THRU the Retailer”

John C. Sheehan, President, Representing Natlonal As-
soclation of Retall Grocers,
Hntunuialmhtlp—“.\luking ‘em Say YES!" Charles Henry Mack-
ntosh,
Recess—The Allled-Tradesmen's Hour—(A Secret).
8hop Talk
Open Discussion of any Problem of tue Industry,
(1—DBullding Consumer Confidence,
Suggrestions: (2—Competition, From Within and Without.
(3—Production Statistics as a Business Gulde.
Motor-Coach tour over Chicago's wonderful Boulevard System
for the Ladies. Also for men If time permits.
Annual Banquet and Entertalnment
7:00 p. m.—DBlack Cat Room
(Informal Dinner for Members, Guests and Ladles.)
Toastmaster—Henry Mueller, Presldent.
Speaker—Douglns Malloch—The Business Poet—"Happiness
In Business."
Entertainment—Selected. (Broadcast Thru Statlon WEBIL)
Dancing—Marine Dining Room.
THURSDAY, JUNE 10
“Selling the Consumer"
Sesslon—West Room—10 a. m. to 2 p. m.
Call to Order—President Henry Mueller.
Reports of Committees,
Address—"Increaslng Consumption of Cereal Products” Dr.
H. 10, Darnard, President American Institute of Baking.
Address—"The Ethles of Competition,” E. H. Shanks of The
Dartnell Corporation.
Address—"Are Your Employes on Your Sules Staff?” H. E.
Hunter, Engineer, The Sherman Corporation,
Shop Talk
(Gathering Up the Loose Ends of Convention Work.)
EXECUTIVE BEGSION (MEMBERS)
Electlon of Nilicers.
1427 Convention City and Date.
Miscellaneous Business Matters.
Adjournment.
(Organization Meeting of New Board of Directors.)
(Convention Is on Chicago Uaylight Saving Time.)
An Important Conference A Blg Convention
BRING THE LADIES

Edgewater Beach Hotel
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HOURGLASS BRAND
Semolina and Flour

Quality of First Consideration

Milled exclusively from carefully select-
ed Durum Wheat, which eliminates
entirely the necessity of artificial
coloring.

Every Sack Guaranteed

Location Enables Prompt Shipment
Write or Wire For Samples and Prices

DULUTH-SUPERIOR MILLING CO.

Main Office: DULUTH, MINN.

NEW YORK OFFICE: F6 Produce Exchange BOSTON OFFICE: 88 Broad Street
PHILADELPHIA OFFICE: 458 Bourse Bldg. CHICAGO OFFICE: 14 E, Jackson Blvd.
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PRIGES OR PROFITY

Only Sound Way to Cut Prices Is to
Reduce Cost of Making and
Leave Profit Margin
Alone,

We have been learing and reading a
great deal of late anent price cutting
and profits, It is to be hoped that the
subject does not become monotonous
to readers 'since there is great need for
fuller appreciation of the value of prof-
its and the dangers of price cutting,
snys the New York Commercial. There
can be nothing of greater importance
to manufacturers, wholesalers, jobbers
or retailers than the obtainment of a
fair return for every dollar of capital
or effort invested. There is no alterna-
tive for profit. Either it must be had
or failure endured.

John A, Wild, F. C. W, A,, recently
wrote an impressive and scholarly ar-
ticle for an English technical magazine
on the subjeet of prices and profits. So
fundamentally 1sound were his argu-
ments that we quote a few of them
here:

“It is Loth sound business and the
duty of the manufacturer to give velue
for the money of his customer. Not
only is this a duty to the consumer but
it is a duty to himself and his business,
for if his productions are consistently
priced at a higher figure than their
fair market value his sales will decrease
and his business ultimately fail. If on
the other hand he prices his goods at
less than their fair market value he
will not be able to meet his commit.
ments, for the outgoing cash will be
greater than the return,

“In the buying and selling of any
commodity the price obtained depends
upon the amount of competition in
goods of similar quality, in the amount
of demand and in the availability of
supplies. If there is a scarcity then
the buyer will be ready to pay more;
if there is a surplus he will have a wid-
er range of choice and he will pay less,
Whenever there is a surplus there is
sure to be a seller wha, through ig-
norance of financial embarrassment,
will realize his goods at far below their
actual cost of production, and the natu-
ral result is that the market value of
other manufacturers’ goods is brought
down,

“Manufacturing, in the last analysis,
is only a form of merchanting, Like the
problems of the retailer or the whole-
saler the manufacturer’s work is mere-

ly o matter of buying and sclling, the
sole difference being that the material
leaves the manufacturer's hands in a
different form from that in which it
was purchased, The reason for the ex-
isting prevalence of low profits and
high investment risa in manufacturing
lies in the fact that there is no straight-
forward, ) *determined method where-
by all m..ufacturers may accurately
aseertain the purchase price of the fin-
ished product. It is a difficult matter
to determine the actua’ production
costs of any article when the materials
entering into the fabrication of that
article are bought in little bits—bits
of raw material, bits of labor, bits of
rent, bits of light, hieat and power, and
bits of a hundred and one other items,
In fact no 2 factories will produce the
same article at the same cost for no 2
factories are identical in their equip-
ment, either managerial or mechanical.
Because of the greatly varied factors
that enter into the fabrication of any
produet, selling value, in reality, has
no definite or exact relation to the cost
of the goods. Profit, without which
there can be no successful business, is
an absolute essential,

**The manufacturer who cuts his price
to meet or beat competition injures far
more than merely himself and his par-
ticular business. In addition to ecut-
ting his own commereial throat he af-
fects every other manufacturer making
a similar produet, for they too, in the
face of such price competition, must of
necessity either take something out of
their quality or out of their manufac-
turing costs if they are to maintain
their volume of business and their av-
crage profits,

“‘The only sound and ethical way of
cutting the price of any product is to
reduce the cost of manufacture and
leave the margin of profit untouched.
By this means only is it possible to
maintain suecessful business,"

—Support You= Trade Association—

Honor Weevil Expert

Dr. Royal Norton Chapman, head of
the department of entomology at the
University of Minnesota and  well
known authority on wheat and flour
weevils, has been honored by appoint-
ment as o ‘‘Memorinl Fellow'' under
the Guggenheim Foundation. Dr.
Chapman has gained national reputa-
tion through his investigation of in-
sects which infest milling products,
stored cereals and other foods.

The John Simon Quggenheim $3,000,-
000 Foundation was established last
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year by former United States Senator
Simon Guggenheim and his wife of
Colorado, to help scholars and artists
carry on work abroad. It was estab.
lished ns & memorial to their son. This
year 37 fellows from 18 states were ap-
pointed by the direct. s of the founda-
tion,

Dr. Chapman has been assigned to
make an investigation of the destruc-

tive pests which have come under his
observation, and to the problem of the
relation of the abundance of insects,
particularly destructive insects, to
changing environmental conditions. He
will conduct his studies chiefly in
laboratories in France, Italy and Eng-
land.

—Bring Wife and the Kiddies—
Manufacturing in 1926

With a potential maximum produc-
tion estimated at $50,000,000,000,
American industries are expected in
1926 to have an output of probably
$75,000,000,000, nccording to official
Washington statistics. In 1921 the
maximum potential output from Ameri-
can factories was $57,000,000,000 and
the actual produetion $42,000,000,000.
Department of Commerce officials now
esimate the production of manufactures
at over 756% of eapacity.

Other government economists are
fearing a decline in business volume
Inte in the fall following the high point
of activity this spring. Mentioned ns
factors are possible deerease of agricul-
tural purchasing power on account of
expected lower prices for feed grains
and cotton and a possible slump in
building, suggested by a tremendous
increase in pewspaper advertising of
houses and offices for rent in same cities
where building programs are even
heavier than last year, There has been
arccent falling off in commodity prices,
notably in silk, whicli led the 1921 de-
cline, gt
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Presses

Mixers

Die

PRESS STYLE “E"
STATIONARY DIE TYPE

The illustration on the left shows our lutest style
of Stationary Die Vertical Press which has been in-
stalled in many Macaroni Manufacturing Plants and
given excellent results.

We wish to deseribe this machine in detail and to
point out all its advantages over other Presses of the
same type now in the market. We begin with the
Pump in this issue (see illustration on the right).

The PUMPS are built on top of tht reservoir for
the oil which is the hydraulic medium,

A three-stage-plunger-pump supplies the prineipal
piston, whereas a one-stage-plunger-pump operates the
dough-packing piston. The crank shaft is machined
from a solid piece of high-grade-carbon-steel, and is
equipped with both fust anid loose pulleys for the belt
drive or with a gear for the direet motor drive. All
the plungers are made of {ool steel hardened and
ground to fit. The body is bronze. The pressure is
indicated by a dial gauge.

Kneaders

Cleaner
Machine
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DEFRANCISCI

Hydraulic

FOUR STAGE PLUNGER PUMP

Our Pumps work smoothly and requive only 3 1P,
when operating at the highest pressure which are never
reached to manufacture the usual produets, We wish
to particularly eall attention to the great advantage
our Pumps have over the two-stage type, in that our
Pumps supply an almost continuous pressure, thus
avoiding destruetive vibration which shortens the life
of machinery.

Moreover by assuring a contimwous and uniform
pressure on the prineipal pistor, its travel is steady
and uniform, forcing the paste throug!i the lie at a
constant veloeity, thus insuring a good and uniform
quality of the product.

Another characteristic of our Pumps is that they
are absolutely noiseless. We have examined several
muchines which have been in operation five years and
find that they are as quiet as the new machinés which
we are selling today.

I. DeFRANCISCI & SON

219 MORGAN AVE.

BROOKLYN, N. Y.
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Tribute to Trade Associations

Leaders of industries in Europe af-
ter studying American business have
practically agreed that one of the prin-
cipal causes for our success in this
country is ‘‘the labit of meeting to-
gether frequently and exchanging ex-
periences, & matter in which American
leading business men are more ready
to take an active part, in trade associa-
tion work, even at personal sacrifices,
than are the more suspicious Euro-
peans.’’

To this very general tribute, O, H.
Cheney, vice president of the American
Exchange-Pacific National bank of
New York city, adds that a business
man’s eredit standing will depend very
much on his affiliation with his trade
association. We quote—

“The time is not far away when a
business man’s membership in trade ax
sociations will be an important factor
in his banker’s judgment of his credit
rating, It will be that for 3 reasons:

1—Trade nssociation membership is a

measure of character, because it
shows the member’s ability to get
along well with others.

2—Trade association membership is &

measure of intelligence of the
member’s business methods, be-
cause he is trying to eliminate
competitive waste and to use co-
operation as an economical pro-
motion weapon.

3—Trade association membership is a

measure of the soundness of the
industry, because it is doing some-
thing for the stability, efficiency
and economy of production and
distribution.

““That is why, as a banker, I believe
that the need of the nations is better,
stronger, more active, more intelligent,
more publie spirited trade associations.
Only through them can there be better
business men and better business.”’

These opinions of students of busi-
ness conditions should appeal to those
members of the macaroni industry who
have not recognized their duty to them-
selves and to their industry to cooper-
ate with competitors in improving the
whole business structure of manufac-
ture and distribution insofar as it af-
fects our products.

We have a trade organization that
has been functioning as thoroughly as
its limited support enables it, but in

order to create among macaroni manu-
facturers Banker Cheney's idea of a
BETTER, STRONGER, MORE AC-
TIVE, MORE INTELLIGENT and
MORE PUBLIC SPIRITED MACA-
RONI TRADE ASSOCIATION it will
be necessary for some who have been
negligent to become more interested
and for others who have held aloof to
come in ‘‘on the level’’ with their com-
petitors and help establish the kind of
organization that our industry should
have and which will redound to the
benefit of us all,

I'o this end manufacturers are invit-
ed to overlook the causes of their un-
interestedness, submerge selfishness,
and to promote even at some personal
aaciifice the welfare of their trade or-
ganization by joining and supporting
its activities. Let's try to accomplish
this before the midsummer meeting of
the industry where the ‘*hatchet should
be buried’’ and the ‘‘flag of better co-
operation be unfurled.”

—Answer*! Present’’ at Convention—

PACKAGE ECONOMY

Values in Use of Machive Made Food
Cartons—Time Savers, Sanitary,
Sure Weights —- Packers
Made to Order.

A glance at the shelves in many re-
tail establishments, especially -those
handling goods in bulk, like grocers,
for instance, will show the great pre-
dominance of cartons and similar pack-
ages.

Nowadays if n customer asks for a
pound of this or half o pound of that,
instend of stopping to weigh it, the
salesman simply reaches the package
down from the shelf, a saving in time
which the employe, the owner and the
customer alike appreciate, says the Ex-
porters and Importers Journal in a re-
cent article showing low successfully
American package goods have sold in
foreign countries, and urging a more
general installation of packaging ma-
chines in plants manufacturing for ex-
port.

The first departure in this direction
was the ready-filled paper bag but this
did not prove satisfactory; the modern
package or carton is A much more clean-
ly, a handier and more economical idea
and it is put up entirely by machinery,
uniform weight, “cleanliness, economy

abgence of waste and a much more at-
tractive package being insured. A ma-
chine fills and seals the cartons; 2 girls,
one operating the machine and the
other removing the scaled packages,
handling up to 1800 per hour.

With such an equipment there can
be no dispute as to weight, each car-
ton receiving exactly the stipulated
quantity, without possibility of under-
weight and without the risk of over-
weight, which if constantly occurring,
even if only in small amounts, causes
a considerable reduction in the mer-
chant's profits,

There is not only the economy and
convenience obtained by the saving in
material, time and space, but in ship-
ping the finished product there is like-
wise a saving. It is known exactly
how much space a certain number of
packnges will occupy and the cases are
made of the required size.

By a system of standardizing the car-
tons, their cost may be materially re-
duced, while some concerns use ma-
chines that make and label the carton
as well as filling and closing it.

The macaroni industry is fortunate
in having 4 successful firms which make
a specialty of machines of this deserip-
tion, namely the National Packaging
Machinery company of Boston, Mass,
the Peters Machinery ecompany of Chi-
cago, 1ll.,, the Johnson Automatic Senl-
er Co. of Battle Creek, Mich., and
Stokes & Smith of Philadelphia, Pa.

‘While they will design and construct
machines to meet the requirements of
any business desiring to handle pack-
aged goods in place of the old time
wasteful, hand packing methods, these
firms have made a thorough study of
the needs of the macaroni industry and
offer to those who are interested, their
ability and invaluable experience.

Machines may be purchased to han-
dle the entire process of forming, fill-
ing, weighing, closing and wrapping or
such portions of these processes as each
manufacturer desires to use, In short,
machines are obtainable to meet indi-
vidual requirements.

To the manufacturer selling a loose
product for retail and desiring to
change to packages, such an equipment
would mean not only a saving in time
and material but the marketing of his
produet in a convenient and distinctive
package that will familiarize the buy-
ing public with its appearance and
thereby encourage its sale. 4

Tho firms recommended invite cor-

Tespondence,

e S
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When you think of packaging you think of Peters.

With the simplest mechanism and the most economi-
cal materials we have evolved a package which has be-
come as familiar to the housewife as the kitchen stove.

The Peters Package has every protective quality
combined with attractiveness of design.

Our Engineering Department is eager to give you
“specific information regarding YOUR particular packag-
. ing problems and our catalogue will be mailed upon request.

PETERS MACHINERY COMPANY

4700 Ravenswood Avenue
CHICAGO, ILLINOIS
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Palatable Macaroni Dishes

By Mary Mason Wright

Macaroni or spaghetti is a food that
makes excellent substitutes for meat
dishes, and are especially nice to serve
during the hot summer months. They
have another radvantage in the fact
that they can always be on our shelves,
since they may he kept for a long time
without spoiling and are quite inex-
pensive. Leftover meats may be com-
bined with them so as to make palata-
ble and delicious dishes and no one
will even suspect that you are trying
to be economical and work up left-
overs,

One secret in cooking macaroni and
spaghetti is fast boiling in slightly
salted water. Iave the water boiling
when the macaroni or spaghetti is put
in and keep boiling constantly for 15
or 20 minutes or until tender. Then
pour into a colander, and drain. This
boiled macaroni or spaghetti can then
be combined with cheese, eggs, meats,

fish, ==d vegetables in hundreds of *

ways a few of which are given here.
Macaroni with Ohicken

1 pint bolled macaroni,

1 cupful chicken stock.

Salt and pepper.

1 pint cooked chicken,

14 cupful cream.

Buttered bread crumbs,

Butter a bake dish and place in the
hottom half of the macaroni that has
been hoiled in slightly salted water
until tender; add a cupful of chicken
and repeat. Pour over the stock and
cream that has been well seasoned.
Cover with buttered bread erumbs and
bake about 30 minutes or until nice
brown on top. Nice served with pars-
ley or olive sauce,

Macaroni S8ouffle

1 pint bolled macaronl.

1 cupful mlilk.

2 tablespoonfuls flour,

2 tablespoonfuls butter.

3 eggs.

14 cupful cheese.

Balt and paprika.

Cut the boiled macaroni up into
small bits, unless you have originally
used the short eut macaroni. Make a
cream sauce with the butter, flour and
milk, when smooth and thick season
with salt and about a half teaspoonful
of paprika or pepper. Add grated
cheese and stir till melted. When part-
ly cool add the heaten yolks of the

eggs, and the macaroni stirring them

thoroughly together; then carefully
fold in the stifily beaten whites of the
eggs. Put the mixture into well
greaged ,ramekins or a pan. Bet in a

pan half filled with boiling water and  fire and add macaroni. Boil ‘15 min-

bake in a moderate oven for about 15
minutes, or until well puffed up and
firm to the touch.

Bavory 8paghetti

14 pound spaghettl,

1 cuplul stock or water.

14 teanspoonful pepper.

1 tablespoonful Lutter.

Cream cheese.

1 pint tomatos.

2 onlons,

1 teaspoonful salt.

1 tablespoontul flour.

Buttered bread crumbs,

Place the tomatoes over the fire and
add the onions chopped fine, and if
liked a few cloves or a bit of bay leaf
may be added. Simmer slowly for a
few minutes. Blend flour and butter
together and stir in the stock or water.
Add tomatoes and stir all thoroughly
together. Season with salt and pep-
per.  Boil spaghetti in slightly salted
water until tender, remove and drain.
Put a layer of spaghetti in a bake dish,
cover liberally with the sauce and re-
peat.  Sprinkle over the top with
grated cheese and cover with buttered
bread crumbs. Bake in the oven until
a nice brown on top.

Bpaghetti with Beef

Bolled spaghettl,

2 tablespoonfuls butter,

1 tablespoonful flour,

Balt and pepper.

1 cupful cooked beef,

1 cupful stock.

2 hard bolled eggs.

Tomato sauce.

Make a cream of the butter, flour
and the stock or milk and season with
salt and pepper to taste. Add chopped
beef and hard boiled egg chopped.
Line a dish with the hoiled spaghetti,
fill in the center with beef mixture,
cover with more spaghetti and but-
tered bread erumbs on top of all. Bake
in oven till brown on top. Serve with
tomato sauce.

Macaroni with Bacon and Onions

Boil macaroni in slightly salted wa-
ter until tender and drain. Place in
a frying pan several slices of bacon
and fry until quite crisp; then remove
the bacon and add 2 or 3 onions
chopped fine and fiy until a nice
brown. Chop the bacon into small bits
and add. Pour inahalf cupful of soup
stock or milk and stir in the macaroni.
Stir all until thoroughly mixed with
bacon and omions. Cook quickly till
a nice brown ond serve with tomato
sauce if liked.

Macaron{ Vegetable

1 pint soup stock.

QOrated cheese,

1§ pound macaronl

Balt and pepper.

Place stock in stew pan over the
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utes or until tender and stock is all
absorbed. Place on a platter, grate
over some cheese, Garnish with pars-
ley. Can be served with tomato sauce
or nice served with meat plain,

—Join! Cooperate! Boost!—
Fight Italians With Macaroni

Macaroni was used as one of the
weapons in the fight that arose in
southern. Tyrol when the German mi-
nority in that section of Europe re-
belled against the Italian authorities.
The old adage, ‘‘fight fire with fire,”
was suggested as a method of safe-
guarding the rights of the objectors.

‘Fight the Italians with Macaroni,”
forms the basis of action that the Pan-
German Union urged the Austrians to
adopt in keeping with its policy of re-
sistance. The public was exhorted to
use ‘‘no Italian produets' as long as
the Fasisti ‘‘continue to deprive the
southurn Tyroliang of their natural
rights, such as spegking German in
public and in their churches and
schools.”” They demanded that mer
chants refuge to import anything from
Italy and urged the public to make ev-
ery merchant prove that the goods are
not of Italian origin before purchasing.

This attempt at boycotting Italian
products was met by more drastic laws
on the part of the Mussolini regime.
Premier Mussolini has publicly an-
nounced that he will tolerate no out-
side interference with the Italian gov-
ernment rule in Tyrol which is now
Italian territory.

The trouble between the Pan-German
of Tyrol and the Italian government
caused the governments of Europe con-
siderable worry and the German na-
tion felt it necessary to deny any con-
nection with the movement of its for-
mer subjects to resist the authority of
the new owners of the land. Musso-
lini's firm stand discouraged the lead-
ers and the peace threatening opposi-
tion has subsided.

—Answer* Present”’ at Convention—
Made in China Long Ago

By stating that spaghetti is not
Italian you can easily see how interna-
tional complications may arise. But
the truth is out. Spaghetti was first
made centuries ago in China. 1t is
claimed, though, that the Japanese
made their own spaghetti from rice in-
stead of wheat even before the Chinese
started making theirs.

Itslian spaghetti is a copy of the
Chinese variety. Bomehow or other
people in nort:ern Europe forgot en-
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tirely how to make spaghetti for a.
while. Until the 156th century the
Italians were the only spaghetti mak-
ers. About this time the French re-
meémbered how and since then spa-
ghetti hns spread, figuratively, from
Nome to Timbuctoo.
—-Support Your Trade Association—

Wholesale Grocer Red Book

The 1926 edition of the Red Book—
32nd annual of the Orrin Thacker di-
rectory of wholesale groeers, United
States and Canada, semi-jobbers and
chain groecery stores—is now ready for

distribution. Tt is o compact booklet
that is exceptionally accurate in its
listings and compilations.

Of a size to fit any man's coat pocket,
the hook is the most remarkable to con-
tnin the listing of 5183 strietly whole-
sale jobbers; 856 semi-jobbers (both
wholesale and retail) ; 317 chain gro-
cery store operators (including infor-
mation as to the number of stores each
controls) ; population of states and
cities; designation of counties; street
addresses in the larger citics; code key
indicating the size of the concerns (not
eredit ratings), and ecross reference for
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branch houses, showing headguarters.

It is a fine guide to alvertised com-
modities.  Sales and advertising man
agers, salesmen  themselves, il all
others desiring to reach either in per
son or by mail this class of business
concerns will find the Red Book ex-
ceedingly useful, The eost is anly $2.50
postpaid,

Macaroni manufaeturing firms desir-
ing to order this booklet may do so hy
addressing the Nationnl Macaroni Man-
ufnceturers Association, . 0, Drawer
No. 1, Braidwood, Tl Deliveries will
be made about June 1.

NO, 2 SEMOLINA

STANDARD

Pure Durum Semolina
Quality -

Service - Satisfaction

NO. 3 SEMOLINA

WRITE OR WIRE FOR

KING MIDAS MILL CO.
MINNEAPOLIS, MINN.

SAMPLES OR PRICES

CONVEYING
or WEIGHING

SEALING or WRAPPING

“The National Way
is the rational way"

to save labor and materials

NATIONAL PACKAGING
MACHINERY COMPANY

170 Green St,, Jamalica Plain,
BOSTON, MASS.
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Patents and Trade Marks

APPLIED

Forest Park

A brand name for alimentary pastes
and other grocery products manufac-
tured for the Downing-Taylor com-
pany of Springfield, Mass. Applica-
tion filed Sept. 8, 1924, published April
6, 1926. The owner claims use since
Jan. 10, 1895. The trade mark consists
of the name in heavy type.

Mun Hing

A brand name for noodles manufac-
tured by Wong-Hing doing business
as Mun Hing, Mun Hing Noodle Fac-
tory and Mun IHing Chow Mein and
Noodle Factory of Minneapolis, Minn.
Application filed Feb. 19, 1925, pub-
lished April 13, 1926, The owner claims
use sinece on or about March 1, 1921.
The trade mark consists of the name
in‘ heavy type.

A brand name for macaroni and
other grocery jpioducts manufactured
for Francis H. Leggett & Co., New
York city. Application filed Aug. 26,
1925, published April 15, 1926. The
owners elaim use on macaroni products
since May 20, 1005, The trade mark
consists of the name in heavy type.

American Lady

The brand name for macaroni, spa-
ghetti and noodles manufactured for
the Hass-Lieber Grocery company of
St. Louis, Mo. Application filed Nov.
12, 1923, published April 20, 1926. The
owners claim use on macaroni, spaghet-
ti and noodles since June 1, 1904. The
trade mark consists of the name in
heavy type.

Red Oross

The trade mark for all varieties of
alimentary paste goods manufactured
by the John B. Canepa company of
Chicago, 11l.  Application filed April
15, 1925, published April 27, 1926. The
firm claims use since April 1872, The
trade mark consists of a cross with
the upright and arms of equal length.

Monopole

A brand name for macaroni manufac-
tured for Wadhams & Kerr Brothers
of Portland, Ore. Application filed
Oet. 30, 1925, published April 27, 1926.
The owner ,claims use since Oct. 1,
1898. The trade mark consists of a
cross with the upright arfd arms of the
same length.

Groub's Belle

The brand name for alimentary
pastes and other grocery products man-
ufactured for the John C. Groub com-

e T A A S o S

pany of Seymour, Connersville and
Mitchell, Ind. Application filed Feb.
26, 1926, published April 27, 1926.
Owners claim use since Oct, 1, 1898.
The trade mark consists of the name
in heavy type.

REGISTERED

CGolden Gate

The trade mark used on the alimen-

tary paste products manufactured for
the Golden Qate Macaroni and Paste
Factory of San Francisco, Cal. Appli-
cation filed Nov. 21, 1925, published
Jan, 19, 1926 (in the Macaroni Jour-
nal Feb, 15, -1926), duly registered
April 13, 1926, The trade mark con-
sists of the name in heavy type.

The trade mark used by G. Rossano
& Brothers of New York on Macaroni
and canned tomatoes, Application
filed Oct. 23, 1925, published Jan. 26,
1926 (in the Macaroni Journal Feb, 15,
1926), duly registered April 13, 1926.
The trade mark consists of the trade
namé ‘‘Aida'’ printed in heavy type
over an oval depicting a beautiful Ital-
jan maiden, holding on her lap an an-
cient waterpot and carrying over her
shoulder a palm leaf fan.

Rosinella

The brand mark used on macaroni
and oil by F. Filipponi & Co. of Pas-
saic, N. J. Filed Dee. 15, 1925, pub-
lished Feb. 9, 1926 (in the Macaroni
Journal Feb, 15, 1926), duly registered
April 27, 1926. The trade mark con-
sists of the trade name ‘‘Rosinelli’’
printed over the figure of a beautiful
lady attired in the fancy Italian cos-
tume and carrying in her uplifted right
hand a package of the product.

—Join! Cooperate! Boost!—

“Iello, old top! How's business?’’

Are you to be one of the many to
give or receive that greeting at the
annual gathering of your trade in Chi-
cago on June 8, 9 or 101

This greeting will bring a smile to
your friends and to others who would
be your friends if you would let them.
After all business is built on friend-
ghips. Be even more friendly than you

_ plitg

are accustomed to be.
you,

Picture yourself as one of these who
are apparently “‘glad they are there"
and arrange now for your reservations
at the Edgewater Beath hotel during
the convention week.

If you can keep old friends and maks
new ones, you are progressing wonder.
fully indeed, you're LIVING. Try it
by meeting old ‘‘cronies’’ and cultivat-
ing new ones in Chicago convention on
June 8-10, 1926,

—Support Your Trade Associalion—

Bus Service to Convention

The Edgewater Heach hotel, the scene of
the 1026 Natlonal conventlon, 5 miles north
of the Chicago loop on Lake Michigan,
reached by surface or elevated cars, or by
special motor busocs that serve the hotel
putrons, Buses leave Marshall Field & Co.
retail store Washington strect entrange &s
follows: Morning 8:15, 8:46, 9:20, 9:50,
10336, 11:05, 11:60; afternocon, 1:00, 2:05,
3:36, 4:05, 4:40, 5:20, 5:46. At 6:35, 8:05,
11:156 p. m. the buses leave the Randolph
street entrance of S8herman hotel.

—Answer ' Present” at Convention—

The California View

Macaroni, spaghetti and noodles are
popular foods in California according
to the newspapers of that state which
have printed freely the following:

Perhaps no state in the union con-
sumes 50 much ‘‘paste’’ goods as are
made and used in California. The
Italians, and many other Europeans,
are fond of this kind of food and all
kinds on sale in Jocal stores. A partial
list of the different varieties is as fol-
lows: Spaghetti, vermicelli, tagliarini,
sagnette, regatoni, pastina, orecchi, al-
fabeta, macaroni, and ravioli, There
are a hundred or more additional kinds,
and many varieties of each kind. These
goods are made in factories, and the
manufacture is an interesting process
to watch,

Heretofore a coloring matter has
been used in the manufacture of
‘“pastes’’ but a new government order
forbids this, so that the manufacture
of all the above articles of food, end
the hundred or so other kinds we did
not mention, will require more eggs to
give them the proper coloring. It is es-
timated the extra consumption of eggs
for this purpose will amount to 18,000
dozen per day, or a total of 6,670,000
dozen per year. But California’s hens
will be equal to the emergenoy.

—DBring Wife and the Kiddies—

There is no redress for a man with
but one suit of clothes.

It won't harm

May 15, 1926
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The right kind of ‘960&3

LABELS *

AND

CARTONS

WIEL HELP YOUR SALES.

he yvour “Package Counsclors.”
“CONSL LT OUR 5
TRADE MARK BUREALU.

Nonew brand should be adopted without a thoi-
ough.investigation of its availability.

The complete history of ‘829,200 hrand names is
on file in our trade mark bureau. : ‘

We search titles and help safeguard against in-
fringement. Write us foi particulars. "The service

is free.
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The Unit'cd'-S‘ﬁtés ‘Printing

CINCINNATI
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& Lithograph Co,
Color Printing Headquarters
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MALDARI'S INSUPERABLE MACARONI BRONZE DIES

Grain, Trade and Food Notes

Snubbed for Spaghetti

A survey of the New York markets
by newspapers of that city finds that
even the Irish-cops are snubbing their
favorite potato heeanse it is so “‘up-
pish'" in price. Potatoes—at 2 pounds
for & quarter—cost more than they
ever have hefore in all spud history,
except for a short period in 1920, Most
vegetables have also gone skyrocketing
80 that an ordinary vegetable dinner is
now estimated to cost at least 50%
more than it did last spring. Spaghetti
and macaroni are now replacing pota-
toes in homes where potato was king
for many years. The potato scarcity
has been a boom to the macaroni man-
ufacturing industry, leaders of which
hope- through this fortunate circum-
stunce to establish a permanent appe-
tite for their products as a change from
potatoes even when the Iatter are dirt
cheap.

Meat Btatistics

The Ameriean people are continuing
to live up to their reputation as the

greatest consumers of meat in the
world, Official statisties for 1925 re-
vealed the fact that there was a sharp
increase in the consumption of beef,
veal, lamb and mutton over the previ-

ous year.

Do you realize that during 1925 you
consunzed a total of 15643 1bs. of vari-
ous meat products or nearly one half
a lb, per day! That was the average
consumption and exceeded by nearly
4 1bs. the average per eapita consump-
tion for the entire period since our
government instituted meat inspection
in 1907.

There was a sharp decline in pork
consumption due to the shortage of

hogs that prevailed last year. Beef’

continues to he the favorite meat for
Amerieans, our per capita consumption
equaling 63.1 1bs., the largest consump-
tion since 1912, if the year 1918 is elimi-
nated. The increase over 1924 is about
one half a Ib, .
Veal was more of a favorite last year,

The first estimate of wheat produc- eatinate for 1ask Senr 2

setting a new high record with 8.8 1bs.  tion in the Punjab seetion of India for : g
This is the highest consumption record  1925.26 is given as 108,209.000 bus., ac- —Join! Cooperate! Boosl!— CROOKSTON, MINN. )
within the last 18 years. The lamb and  cording to eable from the International HAD HIS DOUBTS S \
|

mutton consumption totaled about 5.3
Ibs,, a slight deerease of that of previ-
0US Years. ;

The statistics do not reveal what pro-
portion of the various meats was fresh
or smoked, nor disclose how the definite

figures were arrived at with reference
to the various kinds of meats used in
ground form, sueh as hamburger and
sausage.

‘‘Hurrah for Betty!"

The durum department of the Wash-
burn Crosby eompany, of which A. L.
Ruland is manager, is rightfully proud
of the results attained “through {he
brondeasting work Dby Miss Hetty
Crocker during the winter mienths.
This well known specinlist in foods de-
clares My macaroni recipes are the
most popular ones everywhere.”” In
proof of this statement letters from
almost every state in the union are
quoted in an attractive circular issued
from that office on April 15.

Several times weekly Miss Betty
Crocker has made macaroni and spa-
ghetti the subjects of her talks over
the vadio through a chain of a dozen
stations reaching from the Atlantic
seahoard to the Rocky mountains. Mr.
Ruland has been enthusiastic from the
heginning as to the possibility of Betty
Crocker's work over the radio, through
her various recipe services and her gen-
eral contact with thousands of unseen
women, Housewives have been edu-
cated to more truly appreciate the nu-
trition, economy and delicious appeal
to the appetite possible in macaroni
and spaghetti dishes.

Receipt of the many letters of ap-
proval of her work and recipes indi-
cates the wonderful possibilities for in-
ereased macaroni consumption if prop-
er means are taken for its development
by those who are most directly con-
cerned.,

A special program for Betty Crocker
talks over 12 stations at 10:45 a. m, on
Mondays, Wednesdays and Fridays,
has heen issued and thousands of house-
wives will tune in regularly, and eager-
ly imbibe the valuable information fur-
nished them through this wonderful
medium,

Punjab Wheat Orop

Institute.

This estimate is 1% helow the 109.-
275,000 bus. harvested in the Punjab
last year when the wheat crop for all
of India was below average and 26.7%
below the gond 1925-24 crop of 147,-

671,000 bus, The yicld indicated by
this estimate is 10.4 bus. to the acre
compared with 10.0 hus. lnst year when
the yield per acre for all Indin was 10.6
bus. For the year 1923-24 the yield in
Punjab was 134 and for all India 11.6.
The latest estimate of wheat acrenge
for all India is 29,711,000 acres com-
pared with 31,773,000 acres as finally
estimated for last year,

The Punjab is the most important
wheat area of Indin. As has heen pre-
viously reported, the low yield in this
area lust senson was the largest facto.
in the 40,000,000 hus. reduction 1 the
total Indian wheat crop for 1925 as
~ompared with the 1924 harvest.

None for Export This Year ..

India will have practically no wheat
for export this year, says the Depart-
ment of Agriculture, based on a fore-
cast. by the Indian department of a
crop of 320,208,000 bus., compared with
324,651,000 bus. last year, and the 1919-
23 average of 329,671,000 bus, Normal
consumption of wheat in India is re-
ported by the department at 330,000,
000 bus. The third cstimate of the
Indin wheat area is 29,899,000 acres, a
decrease of 5.9% from last year's final
estimate of 31,773,000 acres.

More Chilean Wheat This Year

Wheat production in Chile is plae-d
at 27,587,000 bus. or 3,000,000 bus.
more than last year's crop, according
to a eable received by the Department
of Agriculture from the International
Institute of Agriculture at Rome. The
erop this year will permit about 5,000,
000 hus. to he exported, the department
SAYS,

Argentine 1925.26 Orop

The third estimate of Argentine
wheat production for 1925-26 places the
crop at 191,139,000 bhus. according to
a cable from the International Insti-
tute, , This estimate shows a decrease
of more than :4,000,000 bus. from the
second wetimate made in December, hut
is practically identical with the last

Willie: Ilellol Why are you standin’
here in front of the office you got fired
from last week? Whaitin' to get taken
back!

Jimmic: Not mueh! I just wanted to
see if they was still in business,

F. MALDARI & BROS,, Inc.,

with removable pins

Quality

Trade Mark
Reg.
U. S. Patent Office

Satisfaction

SEND FOR CATALOGUE

127-31 Baxter St.,
NEW YORK CITY

Established 1903

Pure Amber Durum

SEMOLINA

STRONG and UNIFORM
FOR QUALITY TRADE

“Crookston Means - - First Quality”

CROOKSTON MILLING CO.
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Price Maintenance

Californin grocers are among the
leading advocates of the maintenance
of & minimum resale price basis, Many
of the manufacturers who do business
in that section have been led to guar-
antee the resale value of their goods,
Macaroni would enter this class if the
article which appeared in the April 23
issue of the Retail Grocers Advocate of
San Franeisco is based on facts.

Good News, If True

““We understand that. Foulds maca-
roni is to be sold on & minimum resale
price basis—2 packages for 25c. We
have not yet been able to verify this
and will make o more definite an-
nouncement later,

“If it is put on a maintained price
basis, every individual retailer in Calj-
fornia should show appreciation by
boosting the sale.’’

New Plant at Dunkirk

The Dunkirk Macaroni & Supply Co.,
which has enjoyed a long and success-
ful career in Dunkirk, N. Y., has found
it necessary to enter more commodions
quarters. According to the Dunkirk
Observer of April 17, this firm is now
established in a fully equipped plant
at East Front st. and Park av. This
firm's success has been due to the good
management of Fred C. Henning who,
with his sons and other able assistants,
has long controlled the company.

Good Business in Cumberland

The people of ‘Cumberland, Md., are
truly proud of the progress which the
Cumberland Maearoni epmpany of that
city is making. Last month a delega-
tion of the leading people was guest
of the firm and a thorough inspection
of the plant and the mode of manufac-
ture was made,

The Cumberland Macaroni company
plant is at 37 Thomas st., and is one of
the city’s most flourishing industries,
It was established 10 years ago and
now occupies a 3 story building, em-
ploying 35 to 50 persons. An adjoin-
ing lot has been purchased on which
will be erected a building to provide
additional.space for drying storage.

The plant is modern in every respect
and the machinery is electrically driv-
en. The drying or curing process is
one which has received the keenest at-
tention of the owners. There are 22
drying rooms for the finer forms or
shapes, 3 patent drying rooms for

Notes of the Macaroni Industry

short cuts and 1 preliminary drying
room for long goods. The firm’s lead-
ing brand is known as ““Kook-Rite.’
M. J. Clemente is. salesmanager and
Ralph Nevy is general manager of this
suceessful firm,

—

Bupport Oooking School

Tho Domino Macaroni company of
Springfield, Mo., was one of the strong
supporters of the Springfield-Leader
Washburn Crosby cooking school last
month in that city. It was directed by
Mrs. Marjorie Child Evans who had
previously supervised a similar school
in that city a year ngo. All records of
attendance were broken during the 4
days during which the school was in
session.

Macaroni and spaghetti were given a
place of prominenee in one complete
program wherein this expert explained
how casily and satisfactorily these prod-
ucts may be prepared for ‘‘luncheon
for the unexpected guests."

The macaroni firm cooperated by
supplying the mucaroni and spaghetti
used in the demonstration work in
which Mrs. Evans ‘vas ably assisted by
tlie senior students in the home eco-
nomics department of Drury college
and the State Teachers college of that
city.

How Bpaghetti Grows

Canned spaghetti is receiving the at-
tention of the press of the country
through a release from one of the lead-
ing canning concerns of the country.
This story is well illustrated, showing
spaghetti in the making. It is a good
food propaganda.

When we open a can of spaghetti, all
cooked and tastily blended with toma-
to sauce and cheese, we give little
thought to its origin, It is ns much a
matter of course to us as if it grew in
the garden. Yet the fact is spaghetti
and its big brother macaroni are manu-
factured articles, made from a paste
created out of the meal or *‘semolina’’
that comes from crushing very hard,
glutinous  wheat—in this country
known as durum or macaroni wheat,

The semolina is moistened 'with a
very small quantity of boiling water
and is then mixed by machinery until
smooth and ‘“‘tough.” A powerful

kneading machine works up the dovgh
until ready to go into the cylinder of
a press, where revolving screws with .
tremendous pressure force it .through .

small holes in a perforated plate at the
bottom of the eylinder. This is ecalled
the “trafila,” and jts form fixes the
character of the product. The hollow
form of macaroni is given by a steel
pin in the holes. Smaller holes without
pins produce the solid spaghetti.

Spaghetti and macaroni, cut off at
the proper lengths, are looped over
frames to dry. In the best conducted
factories in this country, the heated
drying rooms are supplied with washed,
filtered and continually changing air.
In Italy the drying is done out doors.

At the cannery the spaghetti is
thoroughly cooked in steam retorts,
blended with cheese and tomato sauce,
and automatically sealed in air tight
cans. It needs only reheating to be
ready for the table. This dish of Italian
origin adds variety to the menu.

—_—

K-0.1L

Twice u week there is some broad-
casting of fine macaroni propaganda
through KOIL at Council Bluffs, Iowa.
Programs which go on the air from
6:30 to 7:00 o’clock every Monday and
Thursday night are sponsored by the
Skinner Manufacturing company of
Omaha, Neb,

The program consists of some fine
orchestra musie, but between numbers
officials of that company interpose short
but telling points on the value of maca-
roni produets as a food for old anl
young, sick and healthy. Incidentally
mention is also made of Raisin-Bran,
also distributed by the firm, The fir- -
sends speeial recipes or cook hooks to
housewives requesting them.. As a re-
sult of these radio programs hundreds
of these ““Silent Spokesmen’’ have been
sent to women in most of the central
states.

Eugene Skinner of the sales d=part-
ment of the company believes his firm
is profiting satisfactorily by this ad-
vertising through KOIL, which is a 500
watt station with a wave length of 278
meters.,

A Now Member

Thomas - Daniel is the name of the
new member of the Sharp-Elliott Man-
ufacturing company of El Paso, Texas,
This fact was probably anncunced by
D. C. Maclver, president and manager
of that firm, when he told of the ar
rival of o son at his home on March
20, 1926. Mother and baby are doing
fine and father is celebrating, .

!
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OUR NEW BRAND

T o K

COLUMBUS'
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COMMANDER MILL CO.7A
MINNEAPOLIS, MINN.

GIVE IT A TRIAL

Commander Mill Company

Minneapolis, Minnesota

D. & E. Kneaders
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To The Trade:-

We wish to announce that we are building a complete
line of P:u!u (both screw and hydraulic) kneaders, Mixzers,
etc., also that we can furnish any repairs to Walten machin-
ery now in use. ) .

Your inquiries aro solicited and will be given careful
and prompt attention,

Yours very truly,
DIENELT & EISENHARDT, Inc.
R. F. DOGGS, Sales Manager

DIENELT & EISENHARDT, Inc.

1304-18 N, Howard Street
PHILADELPHIA, PA.

Established Over 50 Years

Buhler Brothers’

.

for Quality
The BUHLER
PASTE GOODS PRESSES

are the result of careful studies
and great experiences.

Every detall of the BUHLER
PRESSES is manufactured with the
old time
Accuracy and Reliability.

All sizes of

Buhler Presses A ' N

can be used
inconnection with the

Buhler Chassis Drying
System

which is most efficient
as it can be worked en-
tirely automatically. ;L—\

-==Saving---
Labor
Time
Money

¥ %

A,

2y 3

Ty T
> 087/040"

For information and catalogues please ask

Th. H. Kappeler

Sole Distributor for Buhler Machinery
NEW YORK OFFICE, 44 Whitehall St.
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Promote Wooden Box Use

The principal subjeet of discussion
by the Box Manufacturers association
at its annual meeting last month in Chi-
cago was “‘sales promotion of the wood-
en box."  Sinee the war the popularity
of the solid fibre and corrugated paper
containers has scriously injured the

wooden box business and the manufae-
turers hope to regain lost ground by a
well planned campaign.

J. IL Dunning of the J, II. Dunning
corporation, New York ecity, is chair-
man of the trade promotion committee
of the organization and has outlined
the following promotion activities for
the association and individual manu.
facturers:

1—Improve selling methods.

2—Make surveys of various indus-

tries to show the cconomies wood
boxes would give.
d—Educate receivers of merehandise
to note superior conditions of
goods packed in wood and to
specify “wood packing.’

4—Educate the shippers as to the
value of having their goods de-
livered to customers in 10055 con-
dition,

5—Educate carriers to study relative
loss and damage caused through
the use of wood and other con-
tainers and to make rates which
put a premium on good packing.
6—Develop lighter and cheaper box-
¢s without sacrificing strength,
T—Cooperate with the shipper in de-
veloping better methods of inter-
ior packing,
8—Develop new uses for wood boxes.
B. F. Masters, president of Rathbone,
Hair & Ridgway company, Chicago,

.

IF
IF—
Yon obéy the Ten Commandments,
Do Business on the Square,
Treat your employes humanely,
Give salesman a cordial hearing,
Subseribe for your trade paper,
Cooperate with fellow business,
Belong to your Trade Association.
THEN, Mr. Macaroni Manufaetur-
er you can truly and openly say
in the language of a western poet:
“We are doing derndest,
Angels can do no more,"

—Bring Wife and the Kiddies—

—Yyou must use the best eggs,

with—

color., K

Soluble.

Samples on Request

New York

CHICAGO BOSTON
WAREHOUSES

NOODLES

If you want to make the best Noodles

We kmow your particular requirements
and are now ready to serve you

Special Noodle Whole Egg—

Dehydrated Whole Eggs—selected—
Fresh Sweet Eggs—particularly bright

Special Noodle Egg Yolk—

Selected bright fresh yolk—entirely

JOE LOWE. CO. Inc.

“THE EGG HOUSE"

LOS ANGELES TORONTO
Norfolk  Atlanta  Cincinnati  Detroit

of

Perfection

Pitnburgh

The House

Where Others Have Failed,
We Have Succeeded.

IS
s

Why not deal with a reliable house?

INTERNATIONAL
MACARONI MOULDS Co.
317 Third_ Ave.

May 15, 1528

was chosen as chairman of the board of
governors; T, J. Wilcox of Ean Claire,
Wis., president, and Paul L, Grady of
Chicago, secretary-treasurer of the Na-
tional Association of Box Manufactur-
ers, at the close of the convention.

—dAnswer* Present” at Convention—

Old and Reliable

The Cheraw Box Co., Inc., of Rich-
mond, Va., enjoys a fine reputation
among macaroni manufacturers in the
eastern half of the country because of
its specialization in  macaroni box
shooks. For 15 years this firm has sup-
plied dependable containers for many
millions of pounds of macaroni, Aside
from box shooks the company s
equipped to supply setup boxes from
ita factory in Richmond, Va, .The
shook factory is at Cheraw. S, C., while
its sawmills are seatterced through
Florence county of that state. R, II,
Johnson, manager of the company, is
well known to the macaronj manufae-
turers whom he knows among his most
consistent clients for shooks,

—Join! Cooperate! Boost/—

If your sales aren’t growing there is
something wrong with the market, the
methods or the product,

Always at
Your
Service

)

Brooklyn, N. Y. .

May 15, 1926
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Cheraw Box Companys,i.
Seventh and Byrd Streets
Richmond, Virginia

SATISFACTORY

Wooden Macaroni Box-Shooks

NOT E—Our shooks are made from taste-
less and odorless gum wood.
Sides, tops and bottoms are full
one-quarter inch thick and one
picce. All ends are full three-
cighths inch thick.

788 Union St.

Penza’s Superior Bronze Macaroni
Moulds with Perfected and Patented

“Kleen-E-Z” Removable Pins.
SAVE

Power
Waste of Dough
Time in Cleaning
Give Better Service

A trial will prove the superiority.

Frederick Penza & Co.

Brooklyn, N. Y.

The Proof of
the Pudding

The final results are what count.
Good ingredients, style, form and
the best intentions all count for
nothing when the finished product
fails to fill the bill.

The careful business man counts
his eggs after they are hatched—
after they are delivered. Heknows
that his customers like well de-
livered goods better than sales-
man's promises,

And that is why the experienced
shippers favor Anderson-Tully
boxes. They stack up well in the
final reckoning. Back of them is
a thoroughly equipped plant that
does the job from start to finish;
thirty-five years of experience and
satisfied customers.

If you do not know how well
Anderson-Tully Macaroni Cases
will fill the bill and solve your
packing problems, it will pay you
to drop us a line. You will find
that they are cheapest in the long
run. Let us quote you,

ANDERSON-TULLY CO.
Good Wood Boxes

Memphis
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The Macaroni Journal

Trade Mark Reglstered U, 8. Patent Offics

to the OId ] |=Pounded by Pred Becker
of Cleveland, 0., In 1903.)

A Publication to Adv?nu the American Maca-
ronl Industry.
Published Monthly by the Natlonal Macaron|

Bdited by the Becreriary o No. 1
(. e Becre « O, rawer 0.
T Bratdwood. T )

PUBLICATION COMMITTEE
HENRY MUELLER JAS, T, WILLIAMS
M. J. DONNA, Editor

BUBSCRIPTION RATES .. .. .. ..

United Btates and Canada - = 31,60 per year
in advance.

Forelgn Countries - = $3.00 per year, In advance

Single Coples - - - - 15 Cents

Back Coples - - - - 25 Cents

BPECIAL NOTICRH

COMMUNICATIONS: —The Bditor lol[elIT
news and articles of intercst to the Macaron
Industry. All matters intended for xubllullou
must reach the Editorial OMce, Braldwood, Il.,
no later than Fifth Day of Month.

THE MACARONI JOURNAL assumes no re-
sponsibilily for views or opinions expressed by
contributors, and will not knowingly sdvertize
Irresponaible or untrustworthy concerns,

The publishers of THE MACARONT JOURNAT,
reserve the right to refect any matter furnished
aither for the advertising or mdln; columna,

REMITTANCES:—Make all checks or drafts
rnbh to the order of the National Macaron|

fanufacturers Association,

ADVHRTISING RATES

Display Advertlsing - - Rateson A lication
WantAds - - - . Five Cents Per Word
Vol, VIII May 15, 1926 No. 1

Questions and Answers
Bemolina Egg Noodles

Can egg noodles bearing the label
‘‘Semolina Egg Noodles" contain ordi-
nary flour heside semolinat

Reply: The firm which propounded
the question is of the opinion that the
article is mishranded, even though the
per cent of ordinary flour contained in
the product amounts to 30%.

- That is the commonsense interpreta-
tion though it is difficult to prove the
contention. Reason is the failure of
the government to define just what con.
stitutes semolina.

Fresh Egg Noodles

Would not this label mislead con-
sumers to believe that the product is
an cgg noodle made out of strietly
fresh eggs?

Reply: There are 2 interpretations
possible. First—that noodles are fresh-
Iy maue and, second—that they are
made of fresh eggs. If the manufactur-
er gives his brand ecither interpretation
and manufactures his produets accord-
ingly, the goods could ngt be ealled
mishranded,

—Bring Wife and the Kiddies—
Pictorial Maps of Chicago

As a preconvention publicity stunt
there has been sent out from the head-
quarters of the National Macaroni Man-
ufaciorers association at Braidwood,
11, severa” hundred pictorial maps of
Chicago. These will serve as a depend-
able guide to those who will attend the

convention of that organization this
year,

On one side is shown the downtown
district with its most important streets,
theaters and places of interest, ‘On the
opposite side is shown a panorama of
the city, especially the shore of Lake
Michigan on which is situated the con-
vention hotel. There is the impression
of a finger pointing to the Edgewater
Beach hotel, and bearing the message
‘‘Annual Convention, National Macn-
roni Manufacturers Association, Edge
water Beach Hotel, Chicago, June 8, 9,
10, 1926."

The pictorial map is presented with
the compliments of the association
which cordially invites all manufactur-
ers and allied tradesmen to join in the
prime purpose of the convention which
is—the promotion of understanding
among manufacturers and allied trades-
men. ““Just as this map can be your
gvide when in Chicagn, the National
Macaroni  Manufacturers association
can and will willit gly be your guide
in matters pertaining to the industry’s
welfare. Answer present when the con-
vention roll is called in what promises
to be the best, the biggest and the most
important convention of our industry,"

—Join! Cooperate! Roost!—

Flexible Tariff Hearing

The hearing held last month by the
senate committee that is investigating
the flexible provisions of the MeCum.
ber-Fordney tariff law now in' opera-
tion brings out the suspected fact that
the flexibility of the law was intended
for one direction only—downward.
That has been the impresa, :n gained by
macaroni manufacturers who have
sought to obtain a more adequate pro-
tection against foreign competition.

Tarift Commissioner Edward P, Cos-
tigan was the important witness that
left that impression. The idea back of
the desire of the late President Harding
and members of the administration for
the adoption of the existing flexible
tariff provision was to provide a ve-
hicle for the lowering of rates in that
measure, believed sufficiently high to
meet the upset postwar conditions.

Doubtless that was the impression
which the sponsors for the law wished
the public to obtain and the actions of
the tariff commission justify that im-
pression. A review of its decisions’in
the past 5 years shows that mosi re.

visions were downward, with fsw nota- .

ble exceptions. Under the conditions
thus divulged, macaroni manufacturers
might well expect unfavorable action

i T S T o

LA TiAN 4

on its appeal for an increased duty if
the demand for a readjustment of rates
was pushed at this time. If the Me-
Cumber-Fordney bill placed our rate
sufficiently high to care for our inter-
ests, little relief can be expected from
the flexible provisions of the present
tariff.

—Answer** Present” at Convention—

Tramp—Pa::dlon me, sir, but have
you seen a policeman around here!

Polite Pedestrian—No, T am sorry to
say I have not,

Tramp—Thank you, Now will you
kindly hand over your wateh and
purse,

—Support Your Trade Association—

A good slogan: ‘‘Hats off to the
past. Coats off to the future."

WANT ADVERTISEMENTS

Five cents per word sach Insertion.

EXPERIENCED ITALIAN FOREMAN seeks
?onlllnn In & well estahllshed macaronl plant.
fe hns had 15 years experience in Italy and
5 yenrs In America In macaronl manufacture
and drying. References furnished to Interest-
ed firma In any part of the country. No
family. Write Gluseppe Da Simone, 76 Wilson
Av., Brooklyn, N, Y.

SEMOLINA

For Sale,---Several Thousand
Barrels fine Semolina. Special
car-load price. -

Wire or wrile---

Mound City Macaroni Co.
St. Louis, Mo.

BARGAIN
15 Macaroni Drying Trucks

Brand new; made of galvanized 13"
heavy angle iron with 4 revolving
steel bn!l-bcaring casters. Will take
three 23" hangings on 52" sticks.
Size of trucks, 52" long, 34" wide,
78" high. Can be shipped set-up
or K. D. Price $12.00 each.

“A. S. K."-care of Macaroni Journal

A. ROSSI & CO.

 Macaroni Machinery Manufacturer

Macaroni Drying Machines
That Fool The Weather

——

387 Broadway - San andnu,- Calif,

.
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SUCCESS

in producing and marketing a useful Product in Cartons can be traced to two causes,—

»f Low Production Cost and Means of Protection

to preserve the Product from the Factory to the Consumer.

T T T
]

Consumer in

NEW YORK, 30 Church St.,

PACKAGING NMIACHINERY

hing, Filling, Sealing’and Wrapping Cartons—not only offers the most ECONOM-
%Aiﬂfﬂﬂeﬁ Pagékagingg ’in Cart%ns, extremely LOW cost of maintenance and repairs but—
the Lining and Wax Wrapping methods of protection guarantee the delivery of your Product to the

PERFECT CONDITION

Automatic Sealer Co., Ltd., Battle Creek, Michigan

CHICAGO, 208 S, LaSalle St.,

LOS ANGELES, CAL., 607 Marsh-Strong Bldg.
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DRYERS

That will dry your macaroni
perfectly

Stop all the waste—acidity—
cracked and moulded goods

Save labor 75%

USING

BAROZZI DRYING SYSTEM

616-620 Clinton Street HOBOKEN, N. J.
New York City District

Make monzy and better macaroni




OUR PURPOSE:

Educate
Elevate

Organize
Harmonize

ASSOCIATION NEWS

National Macaroni Manufacturers
Association
Local and Sectional Macaroni Clubs

OUR MOTTO:
First—
The Industry

Then—
The Manufacturer

OFFICERS, 1925.192¢ A, C, KRUMM, Jr.. waresases: Director F.X lloonbrumr. Minnesota Macaronl Co., Bt.
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Brald

A,
P. O. Drawer No, I.. quldwodd. n.
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WILLIAM, A, THARINGER.<csssrss ..Director  James T. Willlams, The Creamette Co., Minne- 1

1458 Holton st., Milwaukee, Wia. apolls, Minn,

038 1 at. N, W.,
Washington, D, C,

A Friendly Conference

It is the wish, hope and purpose of President Henry
Mueller and the other members of the Board of Directors
that the 1926 Convention of our industry to be held in the
Edgewater Beach hotel, Chicago, on June 8, 9 and 10, will

be purely and simply, a
terests."

All arrangements have been made with this thought in
mind. Come in a friendly spirit. Yon'll gel a friendly
treatment. Bring along other friends. Don't forget wifie
and the children.

“‘Friendly Conference of All In-

Balesmanship

SELLING is your biggest problem. If you can get but
one selling idea, you will be amply repaid fer attending the
- trade convention of your industry. There is one sales talk
that you cannot afford to miss. Hear Charles Henry Mnc-
kintosh in ‘‘Making Buyers Say ‘YES." "
Miniature Macaroni Exhibition

No, it’s not a dream! Macaroni making from the grow-
ing of durum wheat, its milling, manufacture into macaroni
produets, curing, use as a food for the healthy, the sick,
adults or children, all in miniature is an exhibit that may
be the main attraction at the convention this year. No
definite deelsion as yet but plans are in the making. Attend
the convention in Edgewater Beach hotel, June 8-9-10, and
‘“get all that's coming to you."'

Dues

The 1026 dues became due April 1.
paid theirs within the first 10 days, Others came across
since. A few are still delinquent. Moral—Pay your Asso-
ciation Dues as cheerfully as you would expect a culiomar
to pay for a carload of your products.

Books close May 31 for convention.
be “‘squared’’ before that date,

- —

May every account

| T 4
i -
Qet first hand information at the convention

st ]

Join the CONVENTION CROWD, —June 8-10 1926,

—_—

50% of members

You and Yours
MANUFACTURERS and ALLIED TRADESMEN!

The Secretary bids you WELCOME to the 1926 Confer-
ence of the Macaroni and Noodle Industry to be held in the
Edgewater Beach Hotel, Chicago, I1l., June 8, 9 and 10,

He WELCOMES you in the name of the National Maca-
roni Manufacturers Association and of the whole industry
which that organization aims to profitably represent.

A cordial WELCOME awaits both members and non-
members because thc conference aims to aid the whole in-
dustry.

MAKE THIS CONVENTION YOUR CONVENTION.

A IIT.M“t"

Believing that the ‘‘greatst good to the greatest num-
ber’" will result through permitting macaroni and noodle
manufacturers to discuss their problems informally, the
convention committee has wisely arranged its program to
include a period each day for ‘‘Shop Talk.” Several time-
ly topics are proposed but any matter of general interest
made be included.

Here's your chance for ‘“more talk'" and *‘less oratory,"
Enter into this ‘‘Talkfest’’ spiritedly; don't attempt an
address, but a simple and natural business discussion. Try
out your ability at the Chicago convention next munth.

Reservations

The Edgewater Beach hotel is very popular in June.
There will be terrific crowds there early that month if
weather is favorable. Take no chances. Reserve your hotel
rooms early, either by writing direct to the hotel or to the
Association Secretary.

Get in your reservation! Don’t be disappointed!

Entextainment

The entertainment program is not yet completed. How-
ever, it will be up to the standard of previous conventions,
The banquet will be & ‘“woopper.” Look for something

‘‘very special”’ as the supply men will bear watching, Yes,
the ladies will be shown a fine time! Bring them along like
a good fellow.
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John J. Cavagnaro

Engineer and Machinist

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

Specialty of

MACARONI MACHINERY

Since 1881

N. Y. Office & Shop 255-57 Centre Street, N. Y.

A-HYDRAULI
L U

2.24 bbl. Mixer
Delt Driven.

91-Inch Knender.
Capacity 2-3 bbls,

ﬂ

Inslde Pached
Vurtical Press.

Wil Mixer
lhnlrunllmll\ Tiel.

G-6 [ Kneader.
Capaeity 115 hibis,

)

Outside 'neked
Vertleal Press

Outslde P'acked Short-

Inside Packed Short-cut cut Press and Pump.

Press for Accumulator Bystem.

SOLD WITH THE ELMES GUARANTEE---FIRST CLASS MATERIAL AND WORKMANSIIP

CHARLES F. ELMES ENGINEERING WORKS, 213 N. Morgan St., Chicago, U. 5. A.

Die Washer.
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. JtMOLINA

As the oldest millers of durum wheat, we have
had the longest experience in supplying prod-
ucts for macaroni making. This experience is
reflected in the exceptional quality of Pillsbury's

Semolina No. 2 and Pillsbury's Durum Fancy
Patent,

Pillsbury Flour Mills Company

“Oldest Millers of Durum Wheat" |
Minneapolis, U. 5. A
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