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The carefully selected durum wheat from
which it is made has gluten characteristics
particularly suited for makmg the highest grade
of semolina. Butter is colored artificially to
please the eye. The same rlch, golden color
is obtainable in Macaroni by using 2/A semo-
lina without the use of artificial color.

CAPITAL FLOUR MILLS
INCORPONATID

GA)

o

ST. PAUL, MINNESOTA. |
U. 8. A

CAPITAL FLOUR MILLS, Inc.
MINNEAPOLIS SAINT PAUL
L _ _ MINNESOTA

A PERMANENT DEPENDABLE EMPLOYEE

A CHAMPION FLOUR HANDLING OUTFIT when once in-

stalled in your plant becomes a permanent, reliable, economical and
dependabl—- employee.

IT handles your Semolina without loss.
[T sifts and blendscarefully and accurately.

IT works automatically and will last a
life-time,

IT saves time and material.

IT costs little and pays for itself in savings
it accomplishes,

Catalogue and Quotations gladly sent
all interested Macaroni and Noodle
Manufacturers. Write today.

The Champion Machinery Company
Joliet - - - lllinois
New York Representative: Frank P. Murray, 260 W. Broadway, New York City---Phone Walker 7095
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Unexcelled for noodles
Stocks in principal cities
Write for Samples
®»

ALSO ALBUMEN
AND WHOLE EGG

STEIN. HALL & COpe. STEIN, HALL MF6.Co

Gl BROADWAY, NEW YORK. 284/ SO ASHLAND AVE. CHICAGO.

DIRECT IMPORTERS
ESTABLISHED 1866
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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 the 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

Best and Cheapest Food

MINNEAPOLIS MILLING CO.

MINNEAPOLIS, MINN.

Eat More Macaroni—the
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GOOD WORK--WELL DONE

Whenever successful and farseecing business men,
leaders in their industry meet in the proper frame of mind,
prompted only by unselfish motives and secking only the
common good, acu .ptable grounds will be found on which
to erect a solid foundation for future progress.

Such a gathering was held last month in Chicago. 1If
nothing else comes out of this conference of the macaroni
of the various interests, this in itself, will amply justify the
manufacturing industry of America than the harmonizing
holding of the Twenty-third annual convention of the Na-
tional Macaroni Manufacturers Association where such
action was made possible.

Since the World War, and for some years prior to it, the
macaroni industry in America has been making great
strides, until it has become recognized as a world leader.
This wonderful foodstuff made in American factories hy
Americans now goes regularly to over a score of countries.
Everywhere it is rated highly because of its consistent
quality.
capital and an acceptable sales policy, the export business

Backed by American ingenuity, United States

promises to double within the next year or two.

Of late there has arisen a depressing condition for
which the manufacturers themselves are wholly responsi-
ble. Reference is made to the small differences in policy
that in the minds of some had become magnified into what
was considered almost insurmountable barriers.  The re-
sult was the formation of different groups and the stirring
up of antagonisms from which the whole industry suffered.

At the Chicago conference light was thrown on these
imaginary differences and through calm reasoning and
thoughtful action brushed aside all suspicion and allayed
all fear and distrust, There was laid the foundation of a
harmony program that bespeaks great good for the indus-
try and for the individual in the immediate future.

Because of varying local conditions, because of different
customs in the markets of the country and for the simple
reason that no two persons see a thing exactly alike, manu-
facturing and sellinjy practices have developed to suit each
condition. But after all, it was recognized that Macaroni
is Macaroni, and whether it is made in one shape, form or
size, sold under one policy or another, the ultimate aim of
the manufacture should be to produce a high grade piece
of goods and to sell it profitable in a way to create an appe-
tite for more.

Other organizations formed to combat any of the con-

ditions above referred to, soon realized that their objective
differed little from that of the older, more experienced Na
tional Association which for twenty-three vears has heen
carrying on determinedly and with a fine record of achieve
ment. The leaders wisely proposed to merge all interests
under the hanner of the parent hody, @ sugpestion which
the Natiemal was not slow in approving.

Thus was laid the ground work for the amalgamition
of various groups and associations into one strong National
organization capable of fucctioning more efliciently for
manufacturers  of This

easily the outstanding feature of the 1920 meeting.

class, wils

The
Only details need 1o be worked out.

every everywhere,
die has heen cast.
That accomplished harmony will prevail and the macaroni
men will once more present a solid front in their hattle for
widening the macaroni market.

The wacaroni industry has been established in America
for nearly a century,  Greater progress has been made
within the last ten yvears in this country than in the last
500 vears in Furope.  After all, we have merely made o
good start. We ~'-huuhllgn much faster in the next decade,
Because of the action taken in Chicago last month, indica
tions are that we will,

Fveryhody is apparently pleased by the action referred
to.  P'resident Henry Mueller, that unselfish lewler of the
National Association, undoubtedly voiced the apinion of all
who attended the Chicago meceting, when at the close of the
3 day program said: “Our 1920 convention has been won
derfully successiul, 1 feel very proud of this organization
because of its long existence, its steady progress, its con
The

thoughtiul and praiseworthy action taken v this confer

sistent  policy and exeeptional  accomplishment.
ence looking toward the amalgamation of all interests
under the banner of the National will bring us harmeony
andl suceess, A little sacritice of one's time, more hiberal
financial support of associated activities anid perfect agree
ment among all groups will enable us to function more
effectively for the bright business future that lies before
us."”

The good work has started. May the whole industry be
united in promoting the progressive action taken in Chi
cagn.  May every manufacturer see the light, recall his
duty to others and to the industry, and unite in forming one
strong central organization representing every interest and

every section. Promote harmony by being harmonious.
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Joint Convention of Grocery Trade

What may become a general con-
vention of the food distributing trades
is the probable outcome of the first
joint convention of the National
Whelesale Grocers association and the
National Association of Retail Grocers
last month in Rochester, N. Y. Pro-
posed by J. W. Morey, retiring presi-
dent of the wholesalers, the various
groups are seriously considering the
suggestion  that immeasurable good
would result through a joint conven-
tion of the food industry.

The plan would be to have each as-
sociation of the food industry hold its
annual convention at the same time
and place and through an exchange of
ileas arrive at a common understand-
ing on matters of general interest.

President Morey in proposing a food
teade convention explained what good
could be arrived at by codperation,
among which the following are sug-
yested:

1. A continuation of these informal con-
ferences each ycear.

2. The holding of other conventions at the
same time and place as those of the whole-
salers und retailers, with a view to efecting:

a. Economy of time and money.

b. O;portunity to meet not only one's
own group but also other groups.

¢, Better entertainment features.

3. A study of national problems affecting
the trade, including legislation and especially:

a. Statutes forbidding sale of adulterated
and mishranded food; :

b Dranding, dating, clc.;

¢. Foreign corporations;

J. ‘Taxation, in so far as not a local
problem;

e. Over-regulation or interference with
business ;

f. Uniformity of state food laws and
regulations with federal law, and in the in-
terests of this, on general principles, opposi-
tion to special concessions or amendments
under the federal law.

4. Economies—

a. Uniform contract forms, fair and just
to buyer and seller;

b. Arbitration preventing expensive and

troublesome litigation ; ]
¢. Fire insurance and fire prevention;

d. Casualty and other types of insurance ;

¢ Railroad and truck transportation
prolilems;

{. Better and more cconomical contain-
ers—simplification of sizes of individual con-
tainers and shipping cases;

g. TPostal service.

5. Cobperation with Federal Trade Com-
mission in eliminating false and unfair trade
practices. i

6. Food rescarch work.

7. Mutual protection from fraudulent
claims against food manufacturers, wholesal-
ers and retailers.

The Rochester conventions of the 2
associations were well attended and
most successful. Food dist.ibuters
from nearly every state in the nation

took part in the proceedings. Resolu-
tions were adopted condemning the
gross abuse of installment buying; de-
ploring the tendency to destroy the ef-
fectiveness of the federal foods and
drugs act with reference to uniformity
of food laws aimed to afford the maxi-
mum protection to the public with a
minimum burden upon the distribut-
ers; favoring tax reduction and equali-
zation; renewing its stand and price
resale maintenance and strongly con-
demning the tendency towards jobber
manufacturing.

The new officers of the 2 associa-
tions are:

NATIONAL WHOLESALE GRO-
CERS ASSOCIATION

President, Roy L. Davidson, Indian-
apolis,

Vice presidents: Austin L. Baker,
Boston; E. Franklin Brewster, Roch-
ester; Paul H. Earle, Birmingham,
Ala.; Edward M. Schenecker, Fort
Worth, Tex.; Carl H. Schlapp, St.
Louis.

Treasurer, Sylvan L. Stix, New
York.

Erecutive committee: J. W. Simon,
Jr., Saginaw; W. M., Campbell, Wash-
ingtos  Court House, Ohio; Amos

Ayres, Sioux Falls, S. D.; Samuel B.
Steele, Chicago; Carl C. Virgil, Chi-
cago; Milton W. Griggs, St. Paul,
Minn.; F. T. Branham, Eau Claire,
Wis.; Max Christopher, Kansas City,
and Victor H. Tuttle, Los Angeles.

Secretary, M. L. Toulme, New York.

Membership secretary, John B, New-
man, Elgin, T
NATIONAL RETAIL GROCERS

President, John C. Sheehan, Minne-
apolis.

Vice president, John Coode, Nash-
ville, Tenn,

Dircctor (3 years), Eugene S. Ber-
thiaume, Superior, Wis.

Director (2 years), H. C. Peterson,
East Chicago, Ind.

Director (1 year), J. Walter Tyer,
Sacramento, Calif.

Treasurer, John F. Wicdermann,
Kansas City.

Secretary-Manager, Herman C. Bal-
siger, Kansas City.

Because of the uncertainty of the
reception of the proposal for a joint
convention of the American food in-
dustry, the question of time and place
for the 1927 convention was left to the
directorate of cach organization for a
later decision,

Specialty Men to Providence

At a meeting of the directors of the
American Grocers Specialty Manufac-
turers association held in Rochester, N.
Y., at the time of the convention of the
grocery trades last month it was decided
to have the 1926 convention of that or-
ganization in Providence, R. I., next
October. The convention city was select-
«d as a compliment to former President
William L. Sweet, who resides in that
city, The exact dates will be made
known later. J

Reducing Imperils Health

At a recent convention in Atlantic
City that attracted women from all
over the world thought was given to
the present day craze of dieting for
slimness. Many leading convention
speakers, among them some physi-
cians, told ‘of permanent injury to
health too often the outcome of the
mania to reduce weight.

After hearing the various speakers
the convention adopted the following
resolution:

Whereas, reducing body weight has become
a national mania, and .

Whereas, many women and girls have in-
jured their health by reducing nostrums and
wrong and injurious methods of dieting, and

= pailhe i 6o 08 v’ Al T T S A

by bringing themsclves below their normal
healthy weight, while others are dangerously
overweight, amnd

Whereas, there are at present no adequate
tables which tell women what they ought to
weigh, therefore be it

Resolved, that we urge the women of Amer-
ica not to imperil their health and that of fu-
ture generations by reducing methods other
than those advocated by reliable physicians.

Food manufacturers everywhere in
the country immediately took advan-
tage of the favorable situation thus
created and joined with those who con-
demn the practice of harmful reducing.

A & P. Expanding

The Great Atlantic and Pacific Tea
Company, Inc,, has announced that it
has purchased the Grand Union Gro-
cery Stores, Inc., comprising 70 stores
in Kansas City. This is the Kansas
City unit of the Jones Bros. Tea com-
pany. * The company now has about
14,000 stores in operation and sales for
the fiscal year ended February 28 and
next year will run well over $420,000,-
000, compared with $352,000.342 last
year.

ALl (s PR R T

1f a single oyster can lay from one
to B million eggs a year, what about
the married ones!
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Distribution Survey

Essential

Business has so increased its produc-
tive capacity that it is becoming more
and more apparent that the greatest
problem with which it now has to con-
tend is to find the most effective way
of disposing of the goods it produces.

Unfortunately our knowledge of dis-
tribution does not measure up to the
knowledge of manufacturing. While
many facts concerning it are known,
the outstanding and aceusing fact is
the great mass and importance of the
unknown,

One man estimates that the total
annual retail sales of consumer goods
amount to 23 billion dollars, while an-
other man exactly 2 blocks away sets
the figure at 4o billion dollars and each
of them regards his own amount as
very close to the actual. The differ-
ence, 15 billion dollars, is fairly repre-
sentative of the extent of the twilight
zone in which industry is groping its
way.

Distribution is in a transition stage
today. We are too near it to obtain a
correct perspective of it and a clear
vision, We recognize the wholesale
and the retail functions with measur-
able distinctness but even they are en-
closed in spheres more or iess misty
which prevent an accurate measure of
their dimensions or of the internal
changes which are taking place.

Methods of distribution of immense
importance and wholly different from
other methods are appearing almost
like mushrooms but with the sturdy
nature of the oak. Wholesalers are be-
coming manufacturers; retailers are
combining successfully to perform the
wholesale function for themsclves; and
wholesalers are establishing their own
“chains” or retail stores, Department
stores are forming into “chains’ and
undoubtedly other changes are in
progress which will excite our amaze-
ment when they are recognized.

Much of this is due to the need for
wider and greater distribution brought
about by the increased productive fa-
cilities born of the demand for military
supplies during the war. It has been
estimated that these additional facili-
ties amounted to ahout one third of
those existing in 1914. They affected
nearly every industry in the United
States and represented a capital invest-
ment probably greater even than the

T
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one third increase in physical ability to
manufacture,

Our population has grown but it has
not been able to assimilate the entire
output of our factories and as a conse-
quence there has been immense effort
to discover new methods of sale, To
stretch the national income e cover
the gap between consuming and pro-
ducing capacity installment selling has
been devised.  This is the manifesta-
tion of the new competition,—-the com-
petition hetween  industries and not
the competition within an industry, the
struggle to acquire a share of the
limited income.

One practical step toward the solu-
tion of the problem of distribution is
the proposed census of distributio-
This is now being discussed with cen-
sus hureau officials. 1t is possible that
this will be taken at the same time as
the census of manufacturers, as of the
year 1927,

Next in order is the periodic collec-
tion of quantities and pricés of a se-
lected few representative comm dities
—such as steel, copper, cotton, wool,
leather, pork and wheat.  With cach
of these commaodities the quantities
and prices would be collected either
monthly or annually  depending  on
whether the product is continuous or
seasonal with the same collections of
figures on a manufactured product at
wholesale and at retail.  In this way
we should, within the course of a few
years, begin to know the relation be-
tween quantity and price amd be able
to judge, on the basis of this knowl-
edge what might be expected during
the coming months.

Macaroni Cost Accounting

In greetings to the macaroni imlus-
try in convention assembled last
month, . W. McCullough, manager
of the department of manufacture,
Chamber of Commerce of the U. 5,
congratulated the industry on its prog-
ress and urged general adoption of the
plan in all plants. He said:

“Your industry has been one of the
numerous progressive industries that
in the past few years have appreciated

_the importance of better cost account-

ing, and although you have given se-

rious study to the subject we are in-

Lack of Knowledge of Volume and
Flow of Commodities Responsible for
Major Difficulties Confronting
American Industry

By Alvin E Dodd, Manager of Domestic Distribution Department, Chamber of Commerce of U. 8. A.

formed that you have not yet reached
the ultimate objective—the use of ani
form procedure by every member of
the assaciation.

“It was the pleasure of this depart-
ment to have a representative at your
annual meeting at Cedar Paoint, ('l., 3
years ago, and there was evidenced at
that meeting a lively interest in the
work of uniform cost accounting, Since
that time a manual of cost accounting
practice has heen prepared, By your
courtesy we have been provided with
a copy and a superficial examination
has indicated that the accounting pro-
cedure is sound and should be of value
to every manufacturer of macaroni and
allied products.

“The work, however, is not yet done,
in fact the problems ahead of you are
as difficult of solution as any of the
technical problems which arose in the
development of the manual.  Cost ac-
counting in the macaroni industry will
not be uniform until every member of
your association adapts its accounting
procedure to the uniform methods laid
down in your manual.  Accordingly
we urge that each of you instruct your
accountants to begin at once to har
monize your existing procedure with
that which is contemplated.

“I cannot pass this opportunity with
out emphasizing to you in the strong
est possible manner the great need of
uniform cost accounting, not only in
yvour line of industry but in cvery
other.  Competition today is Lirgely on
the basis of efficiency amd any con
cern that does not regard the elimina
tion of waste through ctliciency in ¢
ery line of its operations, including
cost accounting, is likely to find itself
eliminated. The dividing line between
profit and loss must be  definitely
known to do business intelligently anil
profitably,  Cost  accounting  today
stands at the head of the list of trade
association activities.

“T desire to express a personal hope
that you may so cooperate this coming
year as to he able to report to us that
vour members using uniform cost ac-
counting check out 1009 on this date
a vear hence. In the meantime we are
here to give you any helpful service
we may, and trust yor will feel en-
tirely free to call upon us.”

]
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Report of Audit of Association Finances

Your audlting committee desires to sub-
mit as its report, the findings of the ac-
counting irm of Wolt & Company, Chicago,
which has made a complete audit of the
association books and mccounts and to rec-
ommend that this report, after adoption by
this convention, be published for the bene-
fit of the entire membershlp, The report
of the accountants follows:

Chicago, 1ll., June 7, 1926,
Mr. Henry Muellor, President,
National Macaronl Manufacturers

Assoclation,

Dear Bir: .

In accordance with your Instructions, we
have audited the Books of Account of the
National Macaron! Manufacturers assocla-
tion, Braldwood, Ill, for the 12 months end-
ing May 31, 1926, and present our report as
contained {n the exhibits listed below und
two pages of comments thereon:

FOL'O ¥ EXHIBIT "A'\—DBalance Bheet.

FOLIO 4 EXHIBIT “B"—S8tatement of In-
come and Expense,

COMMENTS
Cash on Deposit

The General Fund, amounting to $1196, on
deposit In The United Danking and Trust
Company, Cleveland, Ohfo, was reconciled
with the records kept by the secretary and
verified with the records kept by the treas-
urer.

The Vigllance Fund, amounting to $701.90,
on deposit In The United Banking and
Trust Company,. Cleveland, Ohlo, was rec-
onclled with the secretary's records and
verified with the treasurer's records. The
detalls are as follows:

Balance June 1, 1826....s00004e .o b 23041
Add; Contributlons recelved for
Vigilance Work......... sosssnuee 1928.76
Total sovevsnsnsovnssssnssss ve0e.$2168,16
Deduct: Expenditures for Vigilance
WOTK cicivevanrorsarsrnonsaesses 1400.88
Balance May 31, 1026..... eksieen .$ 701.80

The Tariff Fund, amounting to $178.22, on
deposit in the First Natlonal Bank in Brald-
wood, 111, was not changed during the pe-
riod under review.

Letters of verificatlon were recelved from
the depositories certifylng to the balances
of the nforementioned balances.

All entries concerning Cash were checks.
to their original source.

Accounts Recelvable

ADVERTIBING — $404.30 — This balance
represents the amount due to the risocla-
tion for advertlsements In the »icaronl
Journal; mll were of current duli; and
stated to be collectible,

MEMBERSHIP DUEB—$246.00—This bal-
ance represents the amount due the asso-
clatlon by certaln members for current dues.
":‘hos accounts were stated to be collectl

lo.

All credit records to the Accounts Re-
celvable accounts were traced to the Cash
Receipta,

The charges to the varlous accounts were
tested by an examination of the advertising
In & copy of the Journal, and by examina-
tion of the correspondence for Memtership
Dues. !

The detalls of this account are as fol-
lows: .

Surplus

Excess of Income over Expenses In prlor
periods not ascertained ot the time because
the Books of Accounts were kept on a sin-
Ele entry bagld........voovevvesess.§1302.96
Excess of Income over Expenses pe-

riod under reviow:

Journal ..... cisasisensnsess SORLTE
Assoclation ...... 468.27
Vigilance ........ ceesasants 46249
— §1422.52
Total voeevins serssnsnssssnseses JET86.40

We verified all :pen;l'lluru by checking

tho Involces to the secretary's records. The
tootings of all records were verified by us,

BALANCE BHEET—MAY 31, 1928

Assots
Cash on Deposit:
The Unlted Banking and Trust Company:
General Fund..$1196.00
Vigllancp Fund 701.90 §1,897.90
First Natlonal Bank In Braldwood:
Tarift Fund.............$178.22 §2076,12

Accounts Recelvable:
Advertising ....$404.36
Mombership Dues 245.00

649,36

$2726.48
Net Worth

BUrPlUB vovene sovsrmnnnerreniens 3272548

BTATEMENT OF INCOME AND EXPENSBE
FOR 12 MONTHSB ENDING MAY
31, 1920
Journal:
Income from ad-
vertising ......$7860.25

Income from sub-
scriptions ..... 502.76 $8363.00

Exponse;
Editor's SBalary $2000.20
Office Balary &
Expense .... 700,56
Printing and
Malllng ..... 4781,62
Clippings and
Subscriptions 112.26
Advertising and

Cartoons .... 103.66
Mlscellaneous . 7560
Rent, Heat and
Light ..... .. B66.00
Auditing ..... . 2257 $7861.24 § 601.76
Assoclation;
Income—
Membership

Dues ......,36236.00
Miscellanevus (Book-
lets, ete.).... 120.97
Convention Reg-
Istration Fees 620,00 §6976.97
Expense:
Secretary’'s Sal.

BEY 4.oeeeq..$2000,20
Office Balary and

Expense .... 697.05
Travellng ..:;.. 266.85
Printing and Of-

fice Bupplies, 342.80
Dues and Bub-

scriptions ... 42.00
Telephone ..,. 63,80

Washington Rep-
resentative . 1000.00
Convention Ex-
penses ....., 097.18
Board of Direct-

OT8 ..ovsenss e
Rent, Heat an
Light ....... B5.00

Auditing Ex-
penss ....... 22.67$6617.70 § 468.27

Vikllance:
Cuntributions Recelved
tar Vigllance Work....$1928.76
Eipcrans for Vigllance
WOTK vsvereiveneesnss 1466.26 % 462,49
Excess of Income over
Expense ..... vensnnnnransesess §1422.62
Respectfully submitted,
WOLF & COMPANY.

Durum-Bran Product
The Skinnar Manufacturing com-
pany, Omaha, Neb., has placed on the
market a new food product known as

July 15, 1020

Durum-Bran, Itis a companion prod-
uct to Raisin-Bran which the company
began marketing over a year ago.
Durum-Bran as its name implies is
made from durum wheat. It is being
marketed in a patented package with
a hinged cover which protects the con-
tent after package has been opened.

Macatoni Duiy Adjustment

In a recent interview, W. V. Dickin-
son, manager of the New York office
of the Pillsbury Flour Mills Co., stated
that the import of macaroni and similar
products into this country had steadily
increased, and he regretted that Presi-
dent Coolidge had not exercised his
prerogative, under the provisions of
the flexible tariff, and increased the
duty on these commodities by 50 per
cent,

He said it was only necessary to
look at the figures which have been
compiled by the department of com-
merce in Washington to show the
trend.

In 1921, for instance, the imports of
macaroni into this country amounted
to 571,489 Ibs,, in 1922 to 1,706,134, in
1923 to 1,975,443, in 1924 to 2,664,141,
in 1925 to 3,423,710, and in 1926 by the
end of May they had already amount-
ed to 1,158,.93 lbs.

Mr. Dickinson said that it would be
deduced from this, therefore, that the
macaroni industry was justified in pre-
senting all its arguments before the
United States tariff commission, look-
ing toward a readjustment of duties,
and it was very hard to see, in the
light of the President’s action concern-
ing wheat and other articles, how he
could consistently refrain from giving
the macaroni industry the relief to
which it appeared entitled.

Macaroni Exhibit

A permanent exhibit of macaroni
products has been placed in the Ficld
Museum of Natural History on the lake
front in Chicago through the courtesy
of several firms interested in dissemi-
nating information about this food.

The exhibit consists of a display of
amber durum wheat of semolina in a
variety of granulations and a fine pat-
ent flour most suitable for the manu-
facture of high grade noodles, There is
a choice sample of macaroni, spaghetti,
vermicelli, noodles and numerous
shapes and sizes, that make the exhibit
both attractive and appealing, The
display will be seen by thousands of
people who visit this museum annually.
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Each

Sack

of the same high quality

Both the quality and
the uniformity of mac-

R
W,

most of all on the
Semolina. If the qual-
ity of the Semolina
varies then the quality
of the macaroni or spaghetti must
vary also. Any such lack of uniformity
is almost sure to affect sales seriously.

Gold Medal Semolina never varies

from our set standard of high quality.
We do not merely promise this. Be-

SEMOLINA
S

- AS|
aroni products depend Ny HBURN CROSBY COMPANY

Why Not Now ?

cause of the painstak-
ing care and rigid tests
we put behind ecach
sack of Gold Medal
Semolina, we can guar-
antee it.

-

We guarantee the qual-
ity and uniformity of every type of
Gold Medal Semolina. We stand ready
to return your purchase price of any
sack of Gold Medal Semolina that is
not up to our quality standard in
every way.

Tested at the mill—uniformity guaranteed

PIRST-—n corps of chemists analyze and
test the Durum Wheat. * '

SECOND—a sample of wheat from every
car is ground in the experimental testing mill,
The sample v Lomolina thus obtained is
actually manui. tared into Spaghetti or
Macaroni in the Mininture Experimental

plant exactly under commercial conditions,
THIRD —the finished product is finally sub-
jected to actunl builing test,

FOURTIH —only after these tests have
proved the wheat cqual to our high standarnd
requirements is it unloaded into our storage
clevator,

GoLbp MEDAL SEMOLINA

WASHBURN CROSBY COMPANY, Dept. 236, MINNEAPOLIS, MINN.—Millers of Gold Medal Flour.
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Making 'Em Say Yes -

(Address delivered at the June convention of the

Ever since Mr, Donna invited me to come
and be with you today (that was some weeks
ago), 1 have been very careful to add to my
dict, my_regular diet, at least one portion of
macaroni or spaghetti or ravioli or noodles or
some one of your products at every meal for
an entire period of 1 think 3 weeks now. Thus
you sce [ am thoroughly full of my subject.

When | say that that course has prepared
me to come and talk to you today, I am not
saying it out of idle compliment to you; it's a
fact and a_significant fact because of all the
energy building foods the world has ever
known, the group | have just mentioned and
for which you gentlemen are res sonsible is
without question in a preeminent place and if
there is anything that requires energy and ex-
penditure of encrgy, that is of course salcs-
manship in all its forms and particularly the
highly concentrated  form o} salesmanship
which consists in coming and talking to a
group of experts like you on high pressure
sclling, because that is my subject today.

I know lots of people object to the term
“high pressure” sclling because they mix it
with “strong arm" salesmanship. There is a
vast difference. “Strong arm” salesmanship is
the kind of salesmanship that gets the order
regardless of the good will of the customer,
No one has any good word to say for that
kind of selling {nu “high pressure” salesman-
ship is an entirely different thing. The “high
pressure” salesman creates within himself the
entire difference between the profit and loss
the preceding speaker was talking about in the
individual members of your sales force.

I think }»crhnps the best way for me to sct
clearly before you exactly what 1 mean by
“high™ pressure’” selling, related to your own
husiness, is to borrow a little basic faw which
can be applied just as thoroughly to selling in
your business as it can to any form of power
or engineering. 1 speak of Ohm's law ol elee-
tricity which states that “volume equals pres-
sure divided by resistance”  That applies to
every known form of power—artificial and
human. The sales volume that you will enjoy
in your businesses this year will be the exact
product of the pressure, the sales pressure
that your salesmin bring to bear 2gainst the
resistance, the sales resistance they have to
overcome. Volume is always the product of
prussure divided by resistance.

I think I might make that mathematically
clearer to you by taking a very simple illustra-
tion. You know that when you step into your
bathroom and turn on the cold water tap in
the bath tub, wide open, you get a certain vol-
ume of water falling out of that tap into the
b, You also know, because you have done
it a thousand times, that if you half shut that
tap you cut in half the volume of water fall-
ing out of that tap into the tub. \What have
you done? You haven't altered the pressure.
By half shutting the tap you have doubled the
resistance the pressure has to overcome. That
is why you cut the volume in half—because
volume is always pressure divided by resist-

ance,

That briefly means that if we wish to in-
crease our sales volume in this industry dur-
ing the next few months, there are just 3
ways in which we can do it. The third way
is a combination of the first two. We can
cither increase our sales pressure, which in
case our resistance is not_increased will auto-
matically increase our volume, or we can re-
duce our resistance or of course we can com-
bine the two, We can increase our pressure
at the same time that we find ways in which
to reduce the resistance that we have to over-
come,

One of those 3 ways we-have to follow if
we desire to have a greater volume of sales.

1 understand from the sccretary that you
gentlemen are interested in ail different ave-
nues of sales; that some of you, most of you
I presume, are manufacturers but that some
of you sell to the whelesaler, the jobber, some
direct to the dealer. So perhaps it will be
well to set up the fact that your problems are
all identical anyhow, no matter to whom you
sell because all of you in reality are selling

By Charles Henry Mackintosh

to the consumer whether you think you are
selling to the wholesaler, whether you think
youw're selling to the dealer or not, you're all
selling to the consumer, 1 think the best way
1o illustrate that again is to set up a lintle
mental diagram, a very simple little diagram.
Let us imagine that we have here a great
steel tank. Into this great steel tank the man-
ufacturer of the various paste products pours
his entire output, cartons and packages, the
whole product of the industry is stored or
poured into the tank of production. There is
only onc outlet from this tank of production
and that is the pipeline of distribution. The
problem that we are discussing today is the
problem of distribution of your products.
That pipe line of distribution leading out of
the tank of production contains a number of
lengths. First there might be the great whole-

sale house, then there is a joint,—the joint of
transportation that carries the product on from
the g}rcal wholesale house to the next length
which would Le the local jobling house. Then
there is another joint of transportation which
carries the product on to the local dealers, the
last and longest length in the pipeline of dis-
tribution.

At the end of that pipe line of distribution
there is @ tap. That tap we might _mention
bricfly, although we will return to it, ir the
retail sales person behind the countes who
comes in direct contact with the consumer,

You sec, we realize the fact that none of
the people along this pipeline of distribution
buys macaroni, not one of them. What do
they want with macaroni? \What does the
wholesaler want with a thousand cases of
macaroni? He can't eat that quantity, Nor
does the jobber require macaroni for personal
consumption,—macaroni as macaroni in larger
quantities than can personally be consumed.

The sole use of macaroni to the wholesaler,
johber and dealer is found in the resale profit
which he makes. It means nothing to him
unless he can move it on to the next length,
the next link in the pipeline of distribution.

Supposing that you do move out of the tank
of production n thousand cases of macaroni
into the warchcuses of the great wholesaler
and it stays there, what have you done? You
have simply clogged the whole of that long
pipeline of distributior, and no more of your
product can pass out of the tank of produc.
tion through the pipeline of distribution until
those thousand cases have been broken up,
passed into the hands of small jobbers, from
them into the hands of the retailers and off
the shelves of the retailers through the tap at
the end of the pilpcline of distribution,—the
retail clerk—into the hands of those who are
the only people who actually use macaroni—
the peoplc who eat it up. ose who eat it
create a dﬂﬂ!nd for the replenishment of the

National Macaronl Manulscturers associstion.)

stocks. They cause a new need for manufac-
ture, but nobody else does. N

Thus we sce that the problem is_ precise's
one and the same throughout the entire indus-
try; the whole problem is to get the consumer
to use more of ﬁnur products, because if you
can do that, then the process of flowing
through the tap continucs, drawing off the
supplies from the dealers’ shelves, drasing
automatically the supplies out of the joldgrs
stocks and from the great wholesale yoins
and constantly lowering ihe level of | roduct:
in the tank of production so that more an
more can be manufactured and put in on top.

The problem of selling, then, which is the
one 1 wish to arpruach. can be handled almost
the same for all types of salesmen lecause the
problem is onc and the same. The problem of
selling is exccedingly simple although not une
salesman in a hundred clearly understands it
so that he can define it to others. That is a
very significant statement and it is unques-
tionably true that not one salesman in a hun-
dred knows what selling is so that he can
express it to others. )

ou sce why that is so significant, because

that is the job of the manufacturer’s salesman,
or the wholesaler's salesman. His chicf job
is to be able to explain what selling is to these
retail clerks who don't know how to sell, and
because they don't know how to sell that tap
at the end of the pipeline of distribution is
more than one half shut today. It's just like
the bath tub illustration we used. The pres-
sure is there, you're putting all the pressure
you possibly can on the tank of _inrm.luclion
and all along the pipeline of distribution the
pressure follows but it runs up against a half
shut tap so your actual volume is cut in half
by the fact that the retail salesman at the end
of the pipeline does not know how to sell,
The only person who can tell him how to sell
is cither the Loss, who seldom knows himself,
or else some wholesaler or jebber's salesman
or_perhaps the manufacturer’s salesman,

There we come back to my statement that
not one salesman in a hundred knows how to
express what sclling really is. He knows how
to sell in mary cases but he doesn't know how
he does it so that he can tell anybody clse.
1 will prove that to you. 1 think you your-
selves will likely agree with me that most
salesmen believe that a salesman's job is to
make sales. That is the fundamental error in
sclling. That is absolutely unsound aud any
salesman who thinks that a salesman's job is
to make sales will inevitably have a smaller
sales volume than he would if he recognized
the true fact. "

I state that thing preciscly that way because
of this thought, with which I am sure you will

ree: Nobody likes to be sold. You don't.
if a salesman comes in to your place of busi-
ness carrying a Frip sack of samples, etc,
instantly you build up a wall of resistance
against that man. You haven't time to listen
to him, you don't want to be worried, you
don't want to take time from what you're do-
ing. In other words, you don't want to be
sold., Nobody wants to be sold,

We do like to buy what we want, but we do
not like to be sold. That is what I mean by
saying that the salesman who thinks that it is
his job to go in and sell people inevitably will
be building ug against himself a resivtance of
the type we have I)u:l discussed, that he will
have to overcome before he can hope to come
to the point of wriling down an order.

How does he do it? What should he do?
What should be his mental viewpoint? We
have covered that already when we say that
peul:le don't like to be sold but they do like
to buy what they want, Obviously, then, a
salesman’s job is not to make sales; a sales-
man'’s job i to make wants and the minute a
salesman definitely realizes that \-er{ definite
and clear distincion that his job is not to
make sales, when he gets that wiped aut of his
mind, that his_job is to make wants, at once
I'll venture the statement he will add 20% to
his sales volume because it completely changes
his mental approach to the prospect.

He no longer goes in with the thought,

'
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INTRODUCING

“CLERMONT”
Folding Machine NF Attached to

“CLERMONT”
Noodle Cutting Machine NA-2.

this machine.

the

The Clermont Folding Machine NF is a complete and perfect machine in itself and
can be attached and detached from the Noodle Cutting Machine at any time. |
With other attachments which are now in a developing stage, this machine will be
able to fold fidellini, vermicelli 2:.d similar products.

The demand of the trade for such a machine has spurred our every effort to pro-
duce it. The accomplishment of our aim as embodied in this machine is a source
of great satisfaction to us, and we are certain that the adoption of the machine by
the trg?]de will be not only a satisfaction to the user but a source of great profit
as well.

Write for catalog and detailed information

CLERMONT MACHINE COMPANY

77-79 WASHINGTON AVE.

The folded product of
this machine is best
suited for the Bulk
Trade.

BROOKLYN, NEW YORK

N
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“What do you want in my line today? We
have a special card or two.  We'd like to put
you up a couple of cases.” He's not constant-
Iy approaching with a general babble of “Can't
1 scll you somcthing?" which briefly stated,
is the mental outlook of the average salesman
when he calls on you and the average, per-
haps, of your salesmen when they call on the
trade. .

Instead, he realizes clearly that his job is
not to make sales because if he can make
wants, the wants will make the sales because
people buy what they want if they can afford
it and of course it is part of the salesman's
job to prove to them that they can afford it.

The salesman's job, then, literally is to build
up in the minds of the prospects, prospeclive
customers, a want for what he has to sell
them which will be so powerful that it will
hold up every other want for every other arti-
cle on which that prospect could spend the
same sum of money. It will hold back even
the want to hold in reserve the money which
he spends on this particular order of macaroni
or whatever it m." be. He must overcome
even that desire o if he can build up the
want to that point, he doesn't have to make
any sales because when people want things
hard cnough, lhc{ bui{ them.

I wonder whether | have made clear to you
the immense significance of that clanged view-
point, that it is the job of the salesman to
create the want that creates the sale, and that
he must never get the thought that it is his
job to sell? It is so important, particularly
if one can throw that thought into the mind
of the average retail clerk, who just repeats
the names of items. “Can't we sell you some
of this, that and the other?" After he gets
through selling one product, he names a flock
of others,

How much more effective it would be if he
were to suggest the use of some particular
product, just one product, to every customer
who came in instead of reeling off a list of
names! When you stop to think of it, what
makes people want things? We say a sales-
man's job is to make people want things. Why
do people want *hings? We will cover that
point partly in discussing the pipeline of dis-
tribution. ~We know now that a merchant
does not want macaroni, he doesn’t give a
tinker's darn about a macaroni shipment; it
is onc of two thousand items in his line.
What a merchant wants is the profits that
come from the resale of macaroni; what a
merchant wants is resales,

The man who is sclling macaroni to the
merchant is not selling macaroni if he is a
good salesman; he is sclling resales constantly,
because that is what the merchant wants, and
a good salesman always gives the man what
he wants, perhaps after showing him that he
really wants it.

Alf the different merchants—the wholesaler,
the jobber and the retailer—along the pipe-
line of distribution are all covered hy that
same point. They all want resales and noth-
ing clse, but the final person_at the end, the
consumer, what does he want? Does he want
macaroni? Absolutely not!

The sccond fallacy in selling is this: It may
be covered by this rather drastic statement
that never since the beginning of trade has
anybody anywhere ever lmugﬁt merchandise
or goods. People do not buy goods, they
never have done it, they never will. What
they buy is what the goods will do for them.
That is infallibly true. . .

If you bought a straw hat this spring, you
didn't really buy a straw hat. What you
bought was a sense that your heavy felt hat
was getting too heavy for this kind of weather,
you wanted something a little lighter, for more
comfort; you wanted protection from the sun;
you wanted good looks, style. You bought
the various thinge the straw hat would do for
wou, The 'straw hat was purely incidental.

ohody could have sold you a.straw hat as a
straw imt: it was what the straw hat would
do for you that you bought.

Of course that is true about everything. It
is true of both sexes. Most of you gentlemen
have a married look. 1 presume you know
how to designate a marricd look—and with it
you usually sce a country club cranium. That
is one with the fairway in the middle and the
rough on both sides! (Laughter) Many of

you have the country club cranium and I judge
you are married. If you are married it may
startle you to be told that absolutely no sales-
person, however clever they might be in any
specialty shop, could possibly sell your wife a
suit or cloak or a hat or any garment of any
kind. No sales person can scll your wife that
sort of thing. What does your wife buy?

When you think from the bills that come to
you that she has been buying hats, coats, suits
and the like, the thing she is most vitally con-
cerrl:d_ about is gencrally style. Style is far
mure important to the feminine sex than it is
to us, although it is rapidly becoming of great-
er importance to us. Style is the important
thing. Broadly speaking, the clever sales per-
son sells your wife style.

But she can't sell a general style because
your wife has a personality, a certain build, a
certain coloration, etc., certain rcrwmi char-
acteristics, What the clever sales person has
tu sell your wife is the arevahing style adapt-
ed to her personality, When she can convince
your wife that here is a certain garment which
is in the mode and which will match the per-
sonality of your wife so that when she gets
into the garment she'll be in style, she'll be
where she wanls to be (in style), automatical-
lylyonr wife buys,

t's always true that nobody buys articles
of merchandise; what they always buy is what
the articles of merchandise will do for them.

. So you see by another process we have ar-

rived exactly where we were before—that the
salesman sells the want and people want things
because of what they will do for them, so
that any one who wishes to increase his vol-
ume of selling has to recognize clearly the
thought that if 1 want to scll people things
I've got to make them want, and if I am
going to make them want them I've got to do
the hguring myself as to what the article will
do for that particular prospect and then I
have to tell him in terms so convincing that
he can’t get along without it. If I convince
him of the truth of what I have said that
what I have will do for him, 1 don't have to
sell him—he will naturally buy.

There are 4 steps I will have to take in
carrying out that Eroce.u of conviction. First
I will have to make him listen, and you know
lots of salesmen fail because they can't take
the first step first. The first step has always
to be taken first. You can't take the second
until you have taken the first and you can't
possibly take the third until you have taken
the second.

It is obviously true that unless you can make
them listen you can't make them wndersiond,
which is the second step—understand. If you
can't make them listen and if they don't un-
derstand, you can’t take the third step which
is to make them believe and if they don't
listen and don't understand and don't believe,

Making Them Say Yes
Actress And Athlete Too

ERSATILITY ls a word which

Is Charming Karen Peterson

son's oniy accomplishmenta. [n the’
kitchen she hold cups too—messur- .
ing cups  And the Ingredients she !
likes best to measure are those
which go to make Noodle Pudding. |
Mins Peterson’'s most successful re-,
cipe s as follows:

Noodle Pwiding
pint noodles
cup sugar =
g
cup melted Crisco -
lemon
cup blanched and chopped al-
monds
cups milk
teaspoon salt
Throw noodlies Into bolling salted
waler, and cook five minutua. Drain
in colander. Beat eggm until light
and stir in the noodlea Grease
pudding dish with Crisco. put In
layer of noodles, sprinkle with
sugar. almonds, grated lemon peel,
and melted Crisco, Then add an-

Fou FoR.lFo

other layer of noodles and proceed

can truthfully be applied to|as before, untll all are used up.
faw peopla, but it really fitse Karen| Add mllk and salt, and bake one

Peterson when one considers that

besides her various dramatie im-
. persopations, the most recent of

which was the heroine In “Not

Herbert,” presented by the Play-
.shop of New York, Mlsa Peterson
‘1s a fNne athlete, holding, among
| other trophles. a cup for the 100
. yard breast siroke.
| 4And these are not Miss Peter-

oy

hour in moderate oven. Berve hot
with milk or cream. This pudding
is deliclous with stewed fruita

A new 80 page cook book will
be sent froe W0 renders of this
newspaper, upon receipt of & two-
cent p W cover p ge.  Ad-
dresa the National "louschold Scrv-
foo, 665 Fifth Awit, wew York Oity.
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Peters Package Machinery

TC THE USERS OF

The Peters Automatic Carton and Liner Feeding
Apparatus for Peters Forming and Lining Machine
has been perfected. This device automatically feeds
cartons and sheets (from a roll) of lining paper to
the Peters Forming and Lining Machine.

We are now booking orders for the Automatic Carton
and Liner Feeding Apparatus.

Full information obtained from our Engineers.

| _ PETERS MACHINERY COMPANY

4700 Ravenswood Avenue

CHICAGO, U. S. A.
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DEFRANCISCI

Hydraulic Presses - Kneaders - Mixers - Die Cleaner Machines

The IMlustration Shows Our Latest
Type of Hydraulic Stationary
Die Vertical Press.

ADVANTAGES:

Four Stage Plunger Pump assuring practic-
ally Continuous Pressure of the Hydraulic Med-
dium.

Simplicity, Lightness and Durability of the
Distribution Valve and the Control of the Machine.

Automatic Safety Interlock which Prevents
Any Damage to the Machine caused by Neg-
lectful Operators.

Automatic and Rapid lifting of the Princi-
al Piston at the end of the operation, thus ef-
Fccling a Saving in Time. :

© PRESS STYLE “E”
STATIONARY DIE TYPE

Exact Fitting of the Dough C{‘linder on the
Die by means of the Tension of the Springs.

Mechanical Simplicity of the Lifting of the Dough Cylinders.

iminati f the Bolts in the Cylinder Head by means of our new de-
sign E\!:]llri:!':a:::;:r:a a eHi ?1 ‘P:'ellu:e Seal and makes it easy to Dismount and
Examine The Packing of the Pressure Cylinder.

Automatic Operation of the Hydraulic Packing Apparatus.
Ease and Safety of loading the idle Dough Cylinder.
Simplicity of operating the Disk at the bottom of the idle Cylinder.

Plate under the Dough Cylinders which Prevents the Dough From Falling
Out when the Cylinders are lifted.

I. DeFRANCISCI & SON

219 MORGAN AVE., BROOKLYN, N. Y.
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DEFRANCISCI

Hydraulic Presses - Kneaders - Mixers - Die Cleaner Machines

The

De Francisci
Kneading
Machine

Advantages:

18t—The revolving Pan does not rest on its vertical
shaft which is stationary, but is supported by
four conical ball-bearing rollers which are locateil
under the outer circumference of the pan.

3rd—The Kneading rollers are also mounted on
ball-bearings. ‘I'his gives the product the preat
advantage of uniformity,

Due to the ease in revolving the kneading roll
Pans supported only at the center are subject ers the dough is worked smoothly and hrought
to wobbling, wearing and even circular fracture, to the desired density without lacerations which
when a lump of dough passes under the kneading may be o oused by the heavy friction in revaly ing
rollers. Moreover, non-symmetrical stresses on the knening rallers, when they are not cquipped
the pan continuously cause flexure of the central with vall hearings.
shalt to such an extent that the shaft is often
E,l:‘cjk'sr)‘e ]l:::zcli:t;rilbll{cnLs:"la'slr:tf’lu‘t‘::gr:lim:.natzcndlr:lr; 4”1—-“315, to the bal!-’hcarings used almost in all thc:
shaft supports no weight it being only a guid- revolving parts of our kneader and the design i
bearing for the revolving pan, our Dou;_;h Plow, the required \\'n‘rk‘ls dome with-
out heating the dough. The friction heing re
duced to the minimum possible, a kncaded dougly
is assurcd in which all the natural amber color of
the Semolina is maintained.

and—The new form of construction makes it possi-
ble to employ an extra long driving shaft. Shafts
previously could not be passed through the cen-
tral support. They were seldom more than two
feet in length which caused excessive play or

whipping at each end and an excessive wear on 5'h—.(?"r kneader requires minimum . power to
bearings. aperate.

The De Francisci shaft is 6 feet in length, re- .
ducing this play to a minimum and assuring a 6th—Safety devices are applicd at all rotating parts

much longer life of the bearings. which may cause injury to the operator,

For a better kneaded dough and quality in macaroni use

The I. De Francisci Kneading Machine
I. DeFRANCISCI & SON

219 MORGAN AVE. BROOKLYN, N. Y.
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obviously they won't take the fourth and final
step which is fo acl. Those 4 steps must be
taken by every prospect before a salesman can
enter an order, He must make them listen, he
must make them understand clearly just what
he is saying in relation to their interests and
not only must they understand it but they
must helieve it because Ycople understand s
of things they don't believe, and yzi it they
don't believe they won't act. That's a cinch.
If they don't absolutely believe that there is
money in it for them, if they are not con-
vinced of that fact by proof, evidence accept-
able to their own senses, they will not belicve
and if they don’t believe they will not act.

Many a salesman falls down at the end of
a_quite claborate sales demonstration sim-
ply becausc he hasn't recognized the im-
Eorjnnce of that third step—making him

clieve. I think the reason why so many
really good salesmen fall down on that par-
ticular step is because they fail to rea'ize
that the average man will not stop you and
say, "I think you're lying.” He won't say,
"1 don't believe that." Irhe doesn't believe
it, he will just lct you rave, let you ramble;
he won't stop you and tell you that you're
lying because there's a certain prejudice
against the wory and any approach to the
word is always regarded with some preju-
dice and any joint made by you or your
salesman that he doesn't believe, chances
are nine to one that you will never find out
he didn’t believe it. He will let you ramble
aver the point. .

But it was an important point, a point es-
sential in creating the chain of conviction
upon which alone sales can be hased. So
when you have finished your chain, leaving
that one weak link, that {:ninl in which the
prospect did not believe but didn't tell you,
then when you put the tug on it that is sup-
posed to bring the order to you, the chain
snaps at that weak link and you yourself
do not know why it snapped. All you know
is that you didn't land the order.

I should say that the average salesman
who is not satisfied with the percentage of
closures that he gets for the number of
calls he makes woud be wise, if he is a
goud and experienced salesman, to look

rst at the links whih have to do with
making the prospect bulieve what he says,
because most salesmen are weak in that
point. They take it for granted that if
they make a statement that so-and-so
brothers in a certain city disposed of 15,000
cases of this product during the month of
April, that the other prospect will accept
it because they know it to be true.

The salesman knows it to be true but the
fact is that somehow or other, curiously, I
don't know why, it has sort of crept up
through the centuries that people discount
what salesmen say; they do not accept as
100% true every statement made by a sales-
man, The salesman being human, knowing
that his statement is true in this particular
:nse, is very apt to overlook that human
act.

Having made his statement forcefully,
made it as strongly as he could, but making
it only in words, he goes on to the next
statement, entirely unaware of the fact that
his prospect has not been influenced by that
statement because he did not really believe
it. If he had believed that another jobber
similarly situated to himself, operating on
the same scale, in similar territory had ac-
tually sold l?.ooo cases of that merchandise
in one month, he'd have been vitally inter-
ested and if he were vitally interested he'd
have shown it to the salesman. The sales-
man would have scen an entire change of
attitude toward himsclf, -

The fact that the jobber, having received
a significant statement like that and re-
mains calm about it, proves to the observ-
ant salesman that that statement was not
believed. The only way to have it believed
is to make it a point to dig u.F proof, proof
acceptable to the prospect. The only kind
of prool acceptable to the prospect will
take the form of a letter signed by the
gentleman referred to saying, “I want you
to know what wonderful sales we had with
your blah-blah macaroni. It beat all pre-
vious efforts. We sold 15,000 cases during

the month of April.” Signed by John Smith.

At the proper point, after making the
statement, the salesman does not han§ this
letter over to the prospect and let him read
it because that delays the process. He just
holds the letter out and says, laying his
finger over the “15,000 cases, the month of
April, John Smith,” here's the letter and
he hasn't delayed the sales talk the slight-
est, hasn't given the prospect a chance to
delay things which is never wise because
it gives the prospect a chance to think up
objections.

Ian!ir a prospect while he is pretending
to read it says to himself, “I don't want to
buy from this bird; what can I say to get
rid of him?" A salesman should nlwa¥n
keep moving as fast as he possibly can. If
he will use the testimonial in that way, as
a means of proof, it doesn't slow up the
demonstration yet you will see for your-
self that if you will stop and put the prob-
lem up to yourself, a salesman comes up
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and says, “John Smith sold 15,000 cases of
our product last month alone, Good profit
in that, wasn't there, Mr., Jones?" you don't
really believe that, It just passes in one
car and out the other.

Suppose he says, “John Smith sold 15,000
cases'” and holds up the letter. There's the
Smith letter head, a yellow letterhead with
red on it and you read there the words,
15,000 cases in the month of April," signcd
by John Smith himself, you can't possibly
disbelieve it.  All pmsibilil{ of your not
actually believing and mentally acting upon
that suggestion has been washed out by the
simple fact that the salesman in that case
has recognized that any debatable state-
ment made by a salesman must be accom-
palnied by proof which the prospect cannot
reject.

The salesman who will just keep that
thought in mind—the significance of prov-
ing every debatable point—I honestly be-
lieve will find his sales volume jumping at

MACARONI EXPORTS

According to export figures released
by the department of commerce for
May 1926 there was a decrease of over
25% in the export of macaroni prod-
ucts as compared with May 1925, The
figures are 575000 Ibs. this year as
against 769,000 Ibs. last year. For April
this year the total exports were 702,-
000 lbs.

The export business has hardly held
its own for the 11 month period end-
ing May 31. The decrease amounts to
almost one half million pounds. For
the period ending May 31, 1926, our
total export business in macaroni prod-
ucts was 7,428,000 Ibs. as compared
with 7,851,000 Ibs. for the same period
a year ago.

The United Kingdom continues to
be our best market. During May 1926
there was shipped to that country 111,-
000 lbs.; to Canada 98,000 Ibs.; to the
Dominican Republic 87,000 lbs.; to
Mexico 51,000 Ibs.; to Panama 33,000
1bs.; to Cuba 38,000 1bs.; to Australia
35,000 lbs., and to China 21,000 lbs,

Though New York city continues to
lead as the principal macaroni ship-
ping port, it is closely crowded for first
honors by New Orleans. From the
former city were shipped 179,000 Ibs.
in May while from New Orleans were
shipped 176,000 1bs. The table below
gives the countries to which American
products were shipped and the port
from which they were shipped.

EXPORTS OF MACARONI BY PORTS AND BY COUNTRIES OF DESTINA-
TION, MAY, ?16
1000 Pounds)

New Balti- ew

York more Orleans Francisco

Germany ...
Greece v L
Irish Free State...
Netherlands ... 3
United Kingdom.... 65 4
Canada ... =
British_ Honduras..

Costa Ricficaen 1
Guatemala
Honduras .
Nicaragua
Panama ...
Mexico ..
Jamaica
Cuba .. -
Dominican Rep.......
Dutch West Indies

-

N 00 @=n
- . wa
h—gs-ﬂ'.-lhlnu

Virgin Isl
Colombia
Peru .
Venez
British India ...
Straits Settleme
China —.........
ava and Madura..

5

RDRIL i

Philippines e

Australia ...

New Zealand .o

British Oceania......

British So, Africa.. 2
T | — el 79 4 176
*Less than 500,

—-ta
- QU el o BLa e WU

Countries taking less than soo Ibs. omitted, ™

San Wash- All
ington Other Total
5

10

Duluth

e
"
Eoew

oda o= b

1
oc

-
"
.~
=]

wn

Y
00t

o OAde O = et = WL = e = OO

s
&
A
"

|
|
{
|
i

-

AT 4
L et b M

44 14 7 (K1

July 16, 1926

hal

THE MACARONI JOURNAL

T PO Yo, S

KT AL TS
(ADKR S AT RTINS
W AT R
| wACIRUNN 850K NACRON

4
i

. KRUMMS SPAGHETT]

QOreuan 4

e

. -"I\ ’
i eD

IBRE

£y £ o ¥

OLID

| SHIPPING CASES

Menufactured b

15 , y
HILADELPHIA PAPER MFG, CO.

4

' MANAYUNK., PHILADELPHIA, PA.
_5. b N EWYORK. OFFICE - 110 EAST 428> STREET.

Container Co. Division

e e ———

17

o A i e b B, o R SR oo e ki St e 4 i 2

o beema Dl




18 THE MACARONI JOURNAL

least 1u% immediately after he has taken
the necessary steps to producc the prnu[.
1t's dead easy.

You may say, "How the heck are we go-
ing to get this proof?" 3

I have been confronted with that in a
hundred different businesses and I am con-
stantly amazed at how casy it is to get your
customers to tell us clearly what we have
done for them. They generally tell us in
conversation. 1 say, “That's good news,
fine information, 1'm going to write that
down and have you put it on your letter-
head and sign it, if you will, for my rec-
ords.” ‘That is usually the safest and surest
way. He has just told you about the thing.
If you then offer to do all the work for him,
making it easy for him to do it, there is no
way for him to back out and very seldom
does he do so. i

Your salesman will never do that kind of
work since it takes a little selling, unless he
knows it is necessary, That is why I have
rather dwelt on this point, in order to prove
to you s0 that you can prove to them that
it is necessary because if they will put
themselves in position to prove every de-
batable point that they make in the course
of every demonstration to a wholesaler or
retailer, they will immediately increase their
sales because sales, if they are based on any
one thing, are based upon belief. A man
must believe before he will act and it is
the salesman’'s job to make him believe.
That is why I say that most salesmen fall
down on the fact that they don't make their
stuff sufficiently believable. )

1 don't think we neced to waste any time
on the subject of how to make them listen,
because while you lose a lot of salesmen
and it costs lots of money to train salesmen
who go into the field and fall down because
they can't get their story across to the

rospect, that isn't verv important with you,
Y want to leave just one thought in your
minds on that point which I think you may
find helpful, It is this: That the proper
approach—you know, the _dwlde all sales
talk into the approach which is when you
go in and say, “Good morning, Mr, Smith,"
and the demonstration, the complete salcs
talk with various points and proofs all put
together, and finally the close where you
say, “Sign on the dotted line" The ap-
proach is iust the first three minutes, we
will sag. What is the proper approach?
You'd be amazed, by gotly, if you had to
do what I have to do: Ana[yze out the ap-
proaches of scores of salesmen. .

Usually it consists, not in your line, of
course (it would be rude to take your hqc
so 1 will take any other), of dropping in
and saying, “How are you fixed for type-
writer ribbons?”

“We have all we need, thanks."

“Do you need any printing today—cata-
logs, booklets, blotters, the like?”

"No, we are all fixed, thanks." .

*i wonder if you'd be interested in
Underwood typewriter." h

“No, we have this, that or the other type."

type.
yY\'hy. it may seem unbelievable that in a
city like Chicago where one would think
that selling of specialties from office to of-
fice would have to be carried to the highest
oint of pressure, it mai( scem unbelievable
Eut more than 80% of all the salesmen who
come to sce me crash on their arpruach be-
cause they start by trying to sell me some-
thing, breaking the first law that we dis-
cussed, that rcuplc don’t want to be sold.
What is the proper approach? 1 think
the kt{_ to the proper apﬂroa:h is lm]ply
this: To recognize that the approach is a
separate sale. You cannot possibly start
right in with your selling story, “I've got a
Zaza typewriter to scll to you,” “I want you
to put in a hundred cases of our special
macaroni this month.” You can't start that
way because you instantly throw that kind
of ‘approach, a growing resistance of the
man who doesn't want to be sold, doesn't
want a hundred cases; he has to buy all
sorts of other things. Hi:.prmcipal job as
a purchasing agent is to sit there and not
be sold. The man who throws that kind of
an approach is building resistance equal

* aspects. What the salesman is u:lli.nEi

and opposite to his own pressure by the
very nature of his approach,

l{. however, the salesman will recognize
that the approach is a separate sale, then
he must come to this consideration: What
is this scparate sale that you speak of?
What am I selling in the approach? There
we get the very key to selling in all its

is
a want to listen. The whole sale is making
the man want to buy and the separate sale,
which is the approach, is making the pros-
pect want to listen to his whole selling
story, because if he can think of 20 or jo
words that will make that prospect realr
want to hear how it happened, how Smith
and Jones sold those 15,000 cases during the
month of April, he can make the prospect
want to listen, There is no pessibility of
this resistance against being sold being
built up to break up his sales stery.

If a salesman starts right in, cven on a
good demonstration, without first selling
the prospect the want to listen, what really
happens is that his best and strongest points
go up against the inattention or deliberate
opposite thought of the prospect. In other
words, here is a prospect sitting here. He
looks up and says, “What do you want?"

The salesman immediately starts on his
big selling argument. The prospect in the
meantime is not really payin attention.
What he is thinking is, “What the heck has
this fellow come in to sell me? As soon as
I find out I'll tell him politely that I don't
want it and get rid of him." He isn't listen-
ing to the sales argument, he's listening to
hear the words typewriter ribbon:, maca-
roni, whatever the definite article is. As

soon as he hears that, he says, “All stocked

“5"' Don't need any today, Not interest-
ed.

In other words, his attention is not con-
centrated on what the salesman is really
saying to him. That is why even in the
case of good salesmen it is so important to
recognize that you've got first to sell them
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the will to listen because if you make them
want to listen, then they will give you their
whole attention and every point you make
will carry its full weight, and the way to
make them want to listen we have already
|ufge|l:d casually in passing.
am taking a purely hyrothelicni case,
but if you can go in and tell a jobber how
a competitor of his in a neighboring terri-
tory moved 15,000 cases or whatever amount
it may be, and if you can prove to him that
he really did move it, the jobber would have
to be biind and dumb and deaf not to want
to know how his competitor did it, and
that is what you are there to tell him be-
cause you want him to do the same thing,.
You see how that moves from one point
to the next, The jobber who would not
listen under those conditions would be a
jobber you wouldn't want to deal with any-
way; he'd be too dead to be worth having
on_your list at all,
he other stéps are taken in precisely the
same way. The salesman has to recognize
that his job is first to make the man want
to listen, then to make him want to under-
stand. Of course he has taken those two
steps together, If he has really convinced
this prospect that the other jobber really
did make these sales, he wants to under-
stand how he did it and the reason he wants
to understand how he did it is, naturally,
because he hopes to do the same thing.
So you see how the different steps mesh
into each other—always the prospect want-
ing to do what the salesman wants him to
do, and that is selling—making the pros-
lm:l. want to do what you want him to do
s salesmanship, We will put it that way.
We talk a lot about people who sell
goods being salesmen but in reality any
man who sells goods is really an order tak-
er and nothing else. A man who sells wants
is a salesman, but the man who sells goods
is simply nellfn;iilo those who already want
and there you have the curse of cut price
competition. That is where cut price be-

The Manufacturer and the Chain Store

By Alfred H, Beckmann, Becretary-Treasurer, Natlonal Chain Btore Grocers Assoclation

The National Chain Store Grocers assocla-
tion was organized in September 1920, with
only 12 members In the east, while today
the membership covers 26 states and the
District of Columbla, and 66 cities, embrac-
ing nearly 100 of the most important gro-
cery chains In the United Btates.

1 am a firm bellever In association effort
and results, and your Industry is to be com-
mended for the long existence of your as-
soclation, since 1904, I belleve. A spirit
of wholehearted cooperation Is essential id
any industry,

At our fifth annual meeting, held last
September In this hotel, a code of ethics
was recommended for our Industry, and
has since been adopted.

The chain store grocer is an evolution in
morchandising, and while of comparatively
recent origin and Intensive development, he
has proved to be the most economic chan-
nel of distribution for the manufacturer
and to the consumer. This Is recognized
In our rapid and stable development and the
consumer’'s Increasing patronage.

It I am not In error your industry is the
only one in the food line which enjoys the
distinction of having a manutacturer (8kin-
ner) boast of the fact that he does not sell
chaln store grocors. That Is a privilege
open to nny manufacturer but others do not
make use of it, possibly for good and suf-.
clent reasons.

You will not be unmindful of the fact that
in selling responsible chain store grocer
organizations you are saved the expense and
labor of speclalty salesmen, which is an
item of considerable moment, and the chain
store grocer is a constant advertiser of your
product in the dally newspapers and by

store display, in addition to belng a large
quantity buyer.

The chain store grocer operates A sanl
tary store, well stocked with the best goods
at attractive prices to the housewife. It
may interest you to know that our industry,
acting as a wholesaler in buylng and ware
housing, turns its stock in the warehouse
from 12 to 18 times and in the unlt stores
from 26 to 40 times per annum,

This rapid turnover in the warehouso as
well as unit stores s an sssurance of fresh
stock always, while buylng and selling for
cash makes possible a low price to the con-
sumer,

The average stock in a unit store is about
2600 to 3000 dollars, making the more fre-
quent turnover poesible not only but a guar
antee of fresh goods, which is especlally
in your Interest.

There haa exisled—and may yet to some
extent In the minds of some manufactur-
ers—the impression, that chain store gro
cers generally favor private brands, This
{s & mistaken idea, the contrary being the
case, especlally because of consumer do-
mand for nationally known products; not
omitting that the chaln store manager I»
too busy walting on his customers to take
time to recommend & private brand “just
as good” In additlon to losing the rapid
turnover in which he Is directly concerned,
and which applies on natlonally advertised
products.

Regardless of what channel of dlstribu-
tion you elect, several will always be with
us and the most efMclent will naturally hold
its own. We modestly claim to be In that
class with the good will of the consuming
publle.

1 wish your association continued success.
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Vertical Hydraulic Press with Stationary Die

CEVASCO, CAVAGNARO & AMBRETTE, .

Designersand Builders
of High Grade

Macaroni Machinery

—
AT LAST! The Press Without a Fault,

Simple and economical in operation; compact and
durable in construction.  No unnecessary pirts, but
everything :shmlugrly essential for the construction of
a first class machine,

Only two_controls on cntire machine.  One valve
controls main plunger and raises cylinders o allow
swinging.,  Another valve controls the packer. No
mechanical movements, all parts operated hydraulically.

Guaranteed production in excess of 25 barrels per
day. Reduces waste to one-third the usual quantity.

Phis press has many important features, a few of
which we enumerate herewith,

LINING. Both the main eylinder and the packer
cylinder are lined with a brass sleeve. Iy lining these
cylinders, the friction is reduced and the possibility of
any loss of llrtuuru through defects in the steel cast-
ings is absolutely eliminated. It is practically impos-
sible to obtain absolutely perfecet slm-l cylinders, Other
manufacturers either hammer down these defects or
fill them with solder.  FEither of these methods is at
Enlcst a make-shift and will not last for any length of
ime,

PACKING. New system of packing, which abso-
lutely prevents leakage.

RETAINING DISK, The retaining disk at the bot-
tom of the idle cylinder is raised and lowered by
means of a small lever, which moves through an arc
of less than 45 degrees,

\ 1I‘UMP. The pump is our improved four (4) piston
ype.

_ DIE PLATEN. The dic platen or support is divided
iito three (3) sections for the 134 inch and two (2)
seetions for |In.-_l.",i inch press. (We originated this
system of sub-division of platen, since copied by com-
petitors,)

PLATES. There are plates on front and rear of

rryne to prevent dough falling when cylinders are
FUIRLE SAWUNE.

JACKS—SPRINGS. No jacks or springs are used to
prevent leakage of dough between eylinder and die.
Our special system of contact prevents this.  Springs
will lose their resiliency from continued use amd will
nut function properly,

CONTROL VALVE. Doth the main plunger and
the packer plunger are controlled by our improved
valve, The movable part of this vialve rotates against
a flat suriace. As there s always a thin film of oil

between the two faces, there b i i y i
g can be practically 1] : Ty - X
T doRceatols 1 p ¥ no wear on this part. Very little power required to set same as the movenent

MATERIAL. All cylinders are of steel, and have a very high safety factor,

. i I'l'llll'()\(‘d by-p.lss valve, we have reduced th T r wor stroke to prac-
UICK RETUKN., By mecans of an i 1 the pressure on the return ste : I
tically no!hing. By reduring the back pressure, the ram or plunger returns to its starting point an less thin one (1) minute

PACKER. While the hydraulic pack independe it re i .
st TOINT oosillon: ¥ packer has independent control, it returns automatically when the main control valve is set

CONSTRUCTION. This press is soiidly i ial i
JC A ; 5 and heavily constructed throughout. Al material the bes ai ¢ The
base is very rigid and the uprights extend to the die platen support, thereby preventing ;n:;' l\:I:lrulI:---- iR Sl D

the press.

156-166 Sixth St.,

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

159-171 Seventh St.

Address all communications to 156 Sixth Street.
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CEVASCO, CAVAGNARO & AMBRETTE, inc.

Designers and Builders of High Grade Macaroni Machinery.

Kneader with Guard for Cone, Apron for Pan and Scraping Attachmer® to
prevent Dough adhering to Cones. (See description on opposite page.)

Specialists in everything per.taining to the Macaroni Industry.

Complete Plants Installed. Letus Show You how to put your Plant on a-Paying Basis.

We do not Build all the Macaroni Machinery, but we Build the Best. |

.__ SCREW AND HYDRAULIC
Kicues VERTICAL AND HORIZONTAL

Kneaders.  Mixers. Dough Brakes. Die Cleaners.
Mostaccioli & Noodle Cutters. Bologna Fancy Pgste Mgcl;in_es.

156-166 Sixth St. Brooklyn, N. Y., U.S. A.  159-171 Seventh St.

July 165, 1926

=

THE MACARONI JOURNAL

21

On the opposite page is illustrated our latest ¢ 'ype Kneader.

We have incorporated in this machine many improvements, making
il the most efficlent, as well as the safest machine in use in @ macaroni
factory. We mention a few of them herewith.

Guard. The cone on the front or working side of the pan is
guarded by a movable guard, which is self adjusting (Patent
applied for). This guard automatically adjusts itself to the
quantity of dough that is being kneaded. It is made in two
sections so that it can be raised to permit cleaning of the
cone.,

~Apron. The front side of the pan is protected by a fixed apron

or cover, which prevents the operator from coming in con-
tact with the revolving pan, thus giving additional security.

Scrapel:s. Both cones are equipped with scraping attachments,
which prevent the dough from revolving with the cone.

Cones. The cones revolve on roller bearings, which are more
durable than ball bearings. These eliminate considerable
friction, reducing the power required to operate the machine.
The cones are grounc’J and polished all over, which prevents
the dough from sticking between the teeth and iving the
dough that lustre and gloss which is so desirable in the
finished product. :

Pan. The pan is turned smooth all over on the inside. The
shaft of the pan has three-point suspension, it has two bear-
ings beneath the pan and one above, making it very rigid.
In addition, the pan is supported by rollers. These rollers
revolve on roller-bearings, eliminating friction, and are set
immediately underneath the cones as an additional support
for the pan.

Shafting. The main drive shaft, carrying the steel spur pinion

which drives the large internal spur gear, is fitted with a
roller bearing. This bearing eliminates friction and wear
and tear at this point, adding greatly to the life of the machine.

Endorsement. This kneader, with its various safeguards, is
practically 100 per cent safe. It has been endorsed by
representatives oF Insurance Companies and the State Labor
Department, v/ho have seen it in operation.

Patent. We have made proper application for patents on these
various safe guarding devices, and intend to prosecute in-
fringers to the full extent of the law, as soon as these patents
are allowed.

Built in the two following sizes:

No. Capacity D::?'l"‘:l:" Space gil.’:}f:;: R.P. M. Weight
G-4 14 bbl., 72in. 8 ft.x6 ft. 24in. 180 7350 Ibs.
G-5 1fbbl. 76in. 8ft.6in.x6ft.6in. 24in. 180 7750 Ibs.
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comes salesmanship—when men are <cll-

ing only to those who already want their
merchandise and it is just a question as to
which manufacturer they will buy it from,
and of course usually they buy it from the
man who can offer the lowest price, most
favorable discounts, ete. It is when your
silesmen berin to think that price is part
of salesmanship that you get this destruc-
tive competition in an industry such as
ours, and again you see how tremendously
important it is to make people realize that
prices don't count, price is not a part of
salesmanship. Nobody cares what the pr ce
is until first they want the coods. It vucy
want that particular line of goods badly
enough, then price does not matter because
the onfy reason the merchants want the
merchandise is because they see a quick
turnover and reasonable margin of profit
multiplied many times by this quick turn-
over,

In the very process of being made to
want that particular line of goods, the ques-
tion of price has been absorbed because he
doesn't want the gods, he wants what is
left to him ol the gice after he has con-
verted it into cash. That's what has been
sold him, so that price no longer matters.
But the group of salesmen who go out
among the various merchants competing on
business that already exists are compelled
to use the argument of price because there
is nothing clse left. They are not selling
merchandise, they are simply gathering or-
ders and cutting cach other's throats in or-
der to make this existing demand center
upon their particular line of merchandise.

As a matter of fact, I think that associations
like this have been a wonderful thing in this
country recently in bringing us to realize that
our compelitors arc not manufacturers of
macaroni. Your competitors are not the other
manufacturers of macaroni; they are the fel-
lows who are helpipg you, every one of them
because they are making the general public
realize the delicious and nutritious values of
the various food proucts you produce.

In other words, all of you together can o
a thousand times as much as any one of you
alone in making the general public, the con-
sumer, the only person who buys macaroni,
want your product.

But in the meantime your real compelitor is
making them want grapenuts, Quaker oats,
making them want grapefruit, making them
want two thousand and sixteen other patent
food products, every one of which competes
with your product. Those are t;uur competi-
tors and the men that you've been thinking
were your competitors are your best friends
and best allics because they are making con-
sumers want macaroni while your competitors
arc those who are making them want some-
thing eclse.

That is a_thought 1'd like to drive very,
very firmly into your minds so that you will
realize that the more every one or all the mac-
aroni manufacturers will take this process of
selling clearly to heart and instill it in the
minds of their salesmen, and the salesmen for
wholesale and jobbing houses and get it final-
1y to the thick mind of the retail clerk back of
the counter, that the way to scll macaroni is
to hand out a book of recipes to show how
macaroni can le used deliciously, to suggest
its food value contrasted with other more
costly things that the house.sife has been in
the halit of thinking better.

It is dangerous to knock meat in Chicago,
the greatest packing center in the country, but
contrast the genuine food product of all the
wheat paste products with meat pound for
pound, dollar for dollar. There is no com-
parison whatever. Contrast the facts that we
arc a nation of high blood pressureites simply
because we cat too much meat, especially in
the summer time. You begin to see at once
how a whole battery of sales argument can
be thrown out in a minute by a retail sales
person to slip swiftly into the mind.

You are actually performing a good and
kind act for the people when you ask them
for the love of Pete to lay off meat in the
summertime and substitute delicious, palatable
wheat paste products that you have to offer.
That is how you increase the demand and
therefore the output of your products—by

making people want them and they want them
hecause of what they will do for them.

Your salesmen, no matter how good they
are at sclling, even though they do realize that
their job is to make wants and not to make
sales, even though they do realize that they've
got to make the man want to listen before
they start to tell him, then when they realize
that every point they make in the course of
their sales demonstration has to be proved so
that the other fellow will believe it, even then
in spite of all these things they still will fall
down, they won'tzg:l. the order. \Why?

There are just 2 reasons. Those 1 want to
cover briefly because the first is perhaps that
which adds the greatest amount to the over-
head of selling in the United States. That is
the think-it-over call-back. DBoth reasons are
call-backs. Salesmen in many industries aver-
age 7 call-backs to one order, call-backs—not
calls but call-backs upon the same prospect
for one order, 1 don't know what it will run
in your industry. Say possibly 3 call-backs to
the order, Anything that can be done to cut
the 3 to 2 automatically cuts the cost of selling
by 331-3%.

Can anything be done about it? It most
certainly can, Very few salesmen recognize
the fact that the call-back almost invariably is
a polite turn down. I know literally scores, in
it must be hundreds of F'urthaling agentr who
never say no, They always say, *“Well, not
now, Dro& in and see me on your next trip.”
“Come back here on the 10th of July and F’ll
be glad to talk it over with you." Some form
of a call-back is their polite way of getting
rid of the salesman. Thtt\‘(zdon't say, “No, we
don't want your stuff,”” that would just start
another line of argument.

They say to the average high pressure sales-
man, "Yes, sir, you have a good line, a darned
good line, but we can't use it now. We're all
stocked up. Come and see me on the 15tk of

July.”

S‘;J he says goodbye polit:l{ and he calls
back on the 15th of Jull\: and because it is so
much easier and so much pleasanter, there are
literally thousands of prospects today who are
using_the think-it-over and call-back idea as
a polite and painless way of getting rid of
Lilgh pressure salesmen,

Supposing it is sincere, supposing the pros-
pect really does want to think over the argu-
ments you have advanced to your line of

roducts as opposed to the other line he is

andling, or might handle. You have certain
advantages, you have a more attractive carton,
:"nu prove that by showing the carton; you
ave 1 national advertising campaign that
you're carrying out in national mediums and
you can show definite proof of the results that
is dnrnducin? You have a thousand and one
different definite points in favor of your prod-
uct and your prospect his taken all those
points into his mind and sa_s, “Well, I'll tell
you. There's no hurry about this. 1 want to
think it over for a few days, possibly for a
few weeks. You can come back on the

of the month and 1l give vou my decision,
You'll be down this way about the 23d? Call
me up before you come and I'll be ready.”

What happens? That is a legitimate call-
back. “Vhat happens when the prospect is al-
lowed by 1>z salesman to think it over under
those conditions? I think we can see for our-
sclves exactly what happens. In the first
place, the buyer was husy on a thourand
things when your salesman came in to see
him,—checking up the orders, the invoices,
the questions of inventory, stock in certain
lines holding out, he had to get thoughts on
that, he had to check over the reports of his
subordinates, a thousand details that don't in-
terest you a bit are vital to him, He was
working on those when your salesman came
in. However, he set those things aside and
listened to what your salesman had to say. He
had quite a lot to say. He had all these points
carefully put in the right order and every one
of them proved.

Now he has said ﬁomlb[yc to the salesman,
your salesman, and is left alone to think it
over. Does he think it over? You know
darned well he doesn't; he goes back instantly
to what he was doing before. It's nearly 4:30
and if he has to 1::1 that bundle of invoices
out 1o the cashier, he has his mail to sign that
he dictated at 2 p. m, and every letter he
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reads fills his mind with all sorts of problems
more personal to him than the sales talk o
your salesman,

Here was the sales talk neatly placed on
top of the prospect’s mind and from the in-
stant the salesman leaves other points and
other 4eas more pertinent begin to filter down
througn that sales talk pushing the ideas out
of the way. That goes on for days. That
night, for example, the prospect takes a news-
paper and fills his mind with civic politics and
world news and such, all of which begin to
push aside and make him forget the array
of facts that have been put in his mind by
the salesman, Pussibli several days later the
i-ruspcct does get a chance to think it over.
{ow much does:he remember? How much
of what I am saying could you reproduce with
anything like approaching accuracy with me
just saying it once, shooting it as fast as I can
this way? Suppose you were allowed to think
it over for about 3 wecks, with all your busi-
ness in between, Then how much could you
reproduce?  You could reproduce 2 or 3 points
that happened to impress z'ou particularly.

That, 1s what happens in the case of your
prospect. ‘The dangerous thing is this,—what
impresses the prospect particularly? Always
the thing he thinks about himse f. That is
true, isn't it? 1f a salesman talks for 30 min-
utes and the prospect follows him but only a
two minute period when the prospect says
“that is so, I remember” and brings out a little
illustration of his own, that is the point the
prospect will remember but prospects very sel-
dom check up affirmatively, very seldom say,
“I remember selling mm{ cases of this, that
of the other,” they say, “Yes, that is all right,
buf—" and some objection comes up. That is
what usually happens.

. The salesman answers it, of course, shoots
it over and produces prooi. etc., but because
the prospect thought about that part of the
demonstration, that is the part that comes to
the surface of his mind first when he begins
to think it over. In other words, J weeks or
3 days afterwards when the prospect starts to
think over what the salesman said, he remem-
bers all the worst points, the objections in the
order af their badness because the worse they
were, the harder he thought of them and the
harder he thought of them the fresher they
are in his mind. In some cases he will re-
member the answer, There was an answer
(Continued on page 31.)

Crop Report and Semolina

High prices for semolina are likely
to continue even when the new durum
crop begins to come in about two
months hence. Premiums now prevail-
ing are practically prohibitive in the
sale of durum wheat for manufacture.
There is-small carryover from 1925,
and if there were wiy durum wheat in
farmer hands it would be forthcoming
at once on the basis of the prevailing
market. The government report that
durum is 25,000,000 bu. short of last
year is harsh news, the durum millers
say. It is going to boost prices. Semo-
lina is high now, and when the new
durum comes in there may be a de-
cline from the present high figures,
although millers are inclined to be-
lieve it will not be much of a decline,
if any. South Dakota crop has been
badly misused by the elements, and
North Dakota is not going to return
a durum crop like last year., At Du-
luth there is only half a million bu. of
durum as against 1,500,000 or 2,000,000
usual at this time, of export quality.

i S
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The Ethics of Competition

E. H. Shanks, The Dartnell Corporation

My being asked to present a paper be-
fore this mecting is an outgrowth of an in-
vestigation 1 was dirccting recently on the
subject of “Prices, Discounts, Sales Agree-
ments and Price Strategy.”  After your
convention program was drawn up, 1 no-

ticed that the subject given by your com-

mittee, was “The Ethics of Competition."
So 1 set about augmenting the Dartnell
investigations, and 1 have, athcred some
data in regard to competitive conditions,

The purpose of the Dartnell investiga-
tion on "Prices, Discounts, and Sales
Agreements,” was to uncover the gene-al
(ractices and the latest tendencies on swch
actors as terms of sale, discounts, sales
agreements, price trends, efc., and to place
before our subscribers a survey of meth-
ods and policies being used by representa-
tive companics to properly meet the pre-
vailing conditions. The investigation was
conducted in all lines of business.

Meeting the Downward Trend in the Price

Situation

300 companies approached reported a
downward trend in prices, jusi slightl
downward in the majority of irdustries, a
though decidedly downward in a few. 61
companies reported prices steady. 12 com-
panies reported an upward trend, This
price situation affords a splendid oppor-
tunity for an intensive study of manufac-
turers’ and distributers' price policies.

The majority of concerns were doing
nothing to face the situation. However,
some of the leaders in the 54 lines of busi-
ness investigated were taking some steps in
the right direction. ‘

The investigation discloses that in sev-
eral lines various companies arc striving
to eliminate special discounts, shorten terms
of sale, and to meet price C()I'II{‘I(:IIIIOI‘I with
mor= intensive selling methods, _lcaturmﬁ
quality or introducing new and improve
products.

The introduction of mew products, or
style changes, to stimulate sales is r:_special-
ly pronounced among companics in such
industries as building materials and sup-
plies, food products, carpets, Fugs and floor
coverings. y

Increased advertising and more intensive
selling constitute the price strategy pre-
ferred by many companies in such indus-
trics as shirts, pens and gcnclls. workin,
men's garments, trunks an luggage, build-
ing cquipment, dairy products, ice cream,
and meat packing. 3

Featuring specials and special deals is
considercd good price strategy in the fur-
niture industry and in the stove industry.
Legitimate consignment selling is reported
in the fertilizer industry. A suspender man-
ufacturer, a trunk manufacturer and sev-
cral hay and grain companies telk of plans
for pushing resale work to meet the pres-
ent situation. i

The protection of the trade is the out-
standing consideration in such lines as farm
cquipment, inks and paste, paint, radio,
shoes, salt and chain manufacturing,

On the other hand, there is a decided
tendency in many lines to weaken resist-
ance. lfor example longer terms are be-
ing granted by the flour mill n:-acnlm:_ry
manufacturers, oil burner companies, paint
and varnish companies, and motor car ac-
cessories and equipment companics, while
reducing prices and offering bigger dis-
counts to meet competition are being re-
sorted “to in such industries as candy,
brushes, electrical nrplianc:s, electrical sup-
plies, fire extinguishers, furnaces and sup-
plies, gasoline engines, hardware special-
ties, pneumatic tools, harness, hosiery, ho-
tel equipment, railway cquipment qn& of-
Advertising and freight al-

fice equipment.

lowances are n feature in such Ifics as
men's fu aishings, and puckages and con-
tainers. Y

Some concerns are frankly advocatin
“hand to mouth” buying as a means of
keeping sales on an even plane; & few re-
port newly developed payment plans for
the consumer to stimulate demand; two
o‘hers report inaugurating the policy of
selling {~r future delivery. |

The companics reporting arc almost
evenly divided in adopting policies that
weaken sales resistance compared with
policies that strengthen the sales plan.

How Manufacturers Meet Competition

The dh\'elancnt of new or improved
products to dodge competition, intensive
training and supervision of salesmen, cut-
ting down territories to get closer and more
frequent contact with buyers, increased ad-
vertising and sales promotion work, and
the adoption of quality arguments are some
of the methods employed in many lines
to meet compelition inspired by special
deals, future datings, quantity discounts, re-
bates, consignment selling, etc.

How Food Manufacturers Meet Situation

Increased advertising and sales promo-
tion efforts are now being uxerted by many
concerns to stimulate consumption and in-
crease sales volume to offset price declines.
In a few instances new products are being
developed, or older products are being mar-
keted in new packages with a new suﬁ-s ap-
peal as an aid in taking them out of com-
petition,

In the case of bread, meats, milk, ete,
terms are usually net cash, with collections
every week or 1o days. Macaroni manu-
facturers report terms of 2%, 10 days, net
30 days. On canned foods, usual terms are
2%, 10 days, net 6o days to dealers. Ship-
ments to jobbers are usually billed subject
to 1%% to 2% cash, with sight draft at-
tached to the bill of lading. The discount
on teas in the original packages is 4% in
10 days, net 4 months, while on coffee it is
2%, 10 days, net 6o. On cereals, soaps,
and bulk goods, the usual terms are 1% in
10 days, net 30 days, The present trend
in the grocery field is to keep net terms
down to 3o days.

Practices in Macaroni Industry

We can often get ideas by examining
the experiences of representziive concerns
in lines other than our own. However, we
all want to know what is going on in our
own industry as well. This survey that I
directed brought forth that 8 macaroni
manufacturers recognized the trend of
]mccs as downward; 7 reported prices fair-
y stable, while 2 believed an upward tren
was before them. In answer to the ques-
tion as to what steps were being taken to
meet the situation only half of the concerns
cooperaling gave any answer; one reported
the situation in its advertising plans; two
reported that they were decreasing pro-
duction costs; one reported a campaign of
careful watching, and several reported:-that
they were doing nothing. A number of
concerns advanced the information, how-
aver, that their competitors were cutting
prices to meet the situation, and others
taid that manufacturers in their industry
were giving deals, etc.

As to the terms of sale offered, 11 con-
cerns agreed on 2% 10 days as customary
throughout the industry except in rare
cases; one concern stated that it was giv-
ing 2% 30 days, and another stated that it
gave 1% in 10 days. Not one concern
among those investigated was found ofier-
ing any more liberal terms than this,

This, it seems ta me,_is a. very-good.-

showing.

The usual discount offered the trade was
reported generally as 15%, and not one re-
garded this as a flexible discount, How-
ever, 2 companies volunteered they had
evidenee showing others weakened on this
!mim. The price differential reported al-
owed distributers was from 10% to 15%,
some claiming it varied widely with the
materials involved,

Over half the concerns reporting from
your industry said that they were using
special inducements, and they included the
following: Special price on slow moving
items; free dcals; personal service; go-
operation with retailers; advertising for
jobbers; one concern reported a z‘ic f"
case allowance for special store display
during dull seasons—3o days period,

The question, “What marketing and price
policies have you found have the best in-
fluence on sales?” seemed to completely
stump practically every concern, with the
exception of one, in the macaroni industry.
In most industries the Dartnell investiga-
tion found at least a difference of oplnﬁ)n
as to the best price ‘jmlicy. In some indus-
tries this is regarded an opportunity to get
together and set up some standards; an op-
portunity to analyze the best marketing and
price policies, based on the ¢ periences of
representative concerns in your own busi-
ness and the progress of representative con-
cerns in other lines. Just one macaroni
manufacturer answered this last question,
as presented in the Dartnell investigation.
His answers to all of the questions were
interesting, especially coming from a con-
cern of high standing in your association.

The questions and answers are as fol-
lows:

What is the trend of prices in your line
of business?

Slightly higher; the trend from year to
year is almost imperceptib!.;, but undoubt-
edly the price level today 13 better than it
was is years ago.

What steps are you taking_to meet the
situation caused by this trend?

We flatter oursclves that we have been
‘l:\rlinlly responsible for this condition; we
have consistently refused to sell our goods
at lower prices than we felt were reason-
able and frequently our volume has sul-
fered. We are, however, on a whole, well
satisficd with this olicy.

What practices have you noticed others
adopting in this situation?

Few are doing as we are. A large ma-
jority are sclling at almost any price they
can get for the §nmls.

How do you determine prices?

We have tried to strike a balance, con-
sidering our gross cost and competitive
prices, Our costs are figured full, and our
appropriation for adverusing and sclling is
fixed. We attempt to keep our margin of
rofit also fixed. At times, of course, this
is flexible depending upon conditions,

What are the usual terms of sale in your
line of busingss?

Cash discount—2% for payment within
10 days.

Are you considering giving more liberal
terms? '

Not under any circumstances.

What discounts are offered? Are these
discounts flexible?

The trade discount to jobbers and large
retail outlets is 15%. This discount is not
flexible,

Have you a sliding scale to cover differ-
ent classes of buyers? Give details,

The same list price applies whether the
sale is made to a jobber for resale, or to a
chain store or even a single large retail
store. The question of whether or not the
buyer is entitled to “jobbing" discount de-
pends largely upon the volume of business
and not upon the type of buyer,

What . rebate arrangements are made—
Protection against price decline? n

We protect the trade against price de-
cline and by the same token we ask the
jobber to permit us to sell for his account
through our retail salesmen at the old price
any goods which he may have on hand at
the time-of a-price advances = =~~~

(Continued on page 26.)
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Wortld Wheat Situation
Analyzed by Farm Expert

With an indicated world wheat pro-
duction much the same as last year and
a decrease in the carryover world wheat
prices may be expected to average as
high as in the past 12 months, according
to E. E. Kennedy, executive secretary
of the Illinois Farmers Union.

At the present time the wheat cropin
the United States promises to he around
750,000,000 to 775000000 bus. Al-
though this is not a large crop it is a
substantial increase over last year's small
yield of 669,000,000 bus. Present condi-
tions forecast a yield of approximately
540 million bus. of winter wheat, as com-
pared with 398,000,000 in 1925, while the
spring wheat outlook is put at about
220,000,000 against 271,000,000 harvest-
ed last year. Of course conclusions
hased on the present situation are sub-
ject to change, if crop prospects are
modified by drouth, insects, or rust or
other causes by unusually favorable con-
ditions henceforth.

The carryover on July is less definitely
known, but it is the gencral impression
that it will fall 30,000,000 bus. short of

the 87,000,000 carried over last year and
will be the smallest since 1919, This de
crease in the carryover will ofiset part of
the increase in the erop but the present
indications are that the crop and carry-
over combined will be from 810,000,000
to 825,000,000 Tus,  The 1925 crop and
carryover amounted to 736,000,000 hus.
The amount of wheat required to supply
domestic needs for food, feed aml seed,
averages 625,000,000 bus, Deducting this
frora the supply indicated this yvear,
weuald leave about 185000000 10 20K,
000,000 bus, for export during the next
12 months and for carryover. The aver-
age carryover is around SO0.000 10
90,000,000 hus., so an exportable surplus
of 100,000,000 1o 125,000,000 bus. may
be looked for, if the crop equals present
expectations.

From this situation it is reasonable
expect that domestic prices fur the 1920
crop will hold cluser to the worlil level
than in the past year when they were 10
to 1564 over the world prices mast oi the
time, says the survey ot the [inois
Farmers Union.  The surplus as indicat-
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cd by present crop prospects is from 15,-
000,000 o 0,000,000 Liygs, more than the
nest exports of 83000000 hus, mivle m
the past 12 months, 1§ the carryover m
1927 is no larger than this year from
30,000,000 (o 73,000,000 Lus. more could
he exnorted than in the past vear Whik
this increase is not large, it will shift the
balance of supply and demand consider

ably.  Sales of wheat aml flour for ex

port of the kind ocearring in the past
vear, which were made at prices alove
the world level, will not suffice 1o take
care of the American surplus, so that o
regular bread wheats must sell at or
close to a world hasis at least part of the
time,

Reports on crop prospeets abroad are
much less complete than for the United
States.  The Canmudian outlook is hetter
than a1 this time last year, and the yield
per acre in 1925 was about 2007 above
the average.  The acreage in Furope is
reported slightly smaller than in 1925,
and the crop conditions are less favor-
able. From these reports, the world crop
situation indicates a harvest about as
large as in 1925, The increase in the
United States is large enough to make
gond some of the decline in Europe and
elsewhere,  The carryover seems to e
small, not only in the United States but
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in Argentina and Australia, so that re-
serves of old wheat in all exporting
countries and afloat for Europe on July
1 probably will be from 60,000,000 to
£0,000,000 bus. smaller than 12 months
ago. -

The Ethics of Competition
(Continued from pnge 24.)

What extra inducements arc offered? On
what occasions? .

We use the free deal and occasionally
cooperate with retailers, chain stores, or
jobbers in advertising our products over
their names,

Price Strategy

What kind of price strategy do you use
to stimulate sales? State what you con-
sider best method.

We depend almost :nlirel‘v ugon the free
deal and we consider this the best method
so far as our particular business is con-
cerned.

What marketing and price policies have
you found have the best influence on sales?

The same marketing and price policies
which have worked su:cusfull{ in other
lines of business are undoubtedly the best
for ours. Certainly the worst influence in
the macaroni business is the total lack of
appreciation on the part of a great many
manufacturers as to what constitutes a rea-
sonable profit—or the total lack of :bllt?’
on their part to get it. One thing is need-
ed and needed badly—namely a cooperative
advertising campuign such as has been sug-
gested in tne macaroni industry a great
many times which would acquaint the pub-

lic with the good qualities of these goods.
The per capita consumption in America is
something like 4 Ibs.—much of which goes
to the Italian trade in bulk. We doubt very
much whether the package consumption is
higher than 1% lbs. This may be com-
ared with a per capita consumption in
Ylnly of about 7o Ibs., France about 50, etc.

Ethics in the Macaroni Industry

In our survey of the latest competitive
conditions in your field, we found what
seemed to us to be a widespread develop-
ment of interest in the importance and ben-
cfits of getting together in a friendly way
to iron out Jdifficulties and develop plans for
the general good of the entire industry.
Your very presence acknowledges that you
are here on a friendly, constructive mis-
sion to learn all you can about building up
your own business, and to lend a coopera-
tive spirit in building up the industry as a
whole. Statistics available show that all
of the macaroni manufacturers combined
have not scratched the surface of the po-
tential possibilitics for this splendid prod-
uct. There is room in the field for every
man to increase his own business many
times over. . .

In my supplementary investigations I had
broucht to my attention time after time
cases showing that manufacturers in the
macaroni industry either weren't informed
that their unethical practices were frowned
upon by the complete industry, or the
didn't care. The chances are they didn't
know that standing pat on certain policies
and maintaining certain standards would
eventually develop their businesses to a
much more profitable extent than would
be possible ﬁ they Pumined themselves
to stray from the “straight and narrow
path" occasionally.

1 don't refer to such isolated practices
as might be evidenced by the salesman who
called on a merchant recently, and told him
that “the macaroni made by that Joliet
manufacturer is turned out by a bunch of
convicts in the famous penitentiary down
there.” This is wrong, of course. But it
is, as 1 say, like a_great many other cases
1 could cite, an isolated practice, and is not
common to the entire indum;‘y.

I have selected 8 outstanding practices

that are generally stamped undesirable by
those reporting in this investigation to
bring to your attention:
No. 1—Subsidizing of Jobbera' S8alesmen
One executive says: “Some firms are

paying jobbers’ salesmen 1oc_per case to
ush their particular brand. Whether this
s being done with the full knowledge and
consent of the principals in all cases, we
do not know. nless it is, I understand
that it is illegal. In either event, it is in
our_opinion the worst of unfair practices.
It is not only unfair to the other manu-
facturers, but to the retail grocer who asks
for his regular advertised brand, and is in-
veigled into buying some unknown line
through his confidence in the salesman's
recommendation, not realizing that there is
a mercenary motive back of it."
No. a—Infringement of Label and Package

One firm says “of all the colors there
are to work with and various color schemes
to be adopted, it is lurprininr to note how
many firms hit unintentionally, as claimed,
on a label very similar to another manufac-
turer's. While this is a practice that can
be stopped eventually, it costs money, time,
effort, good will, and a lot of other things
that cannot be recorded on the books.” Un-
der Yhis same item might be included copy-
ing advertising slogans, and other similar
infringements,

No. 3—Fumishing Salesmen With Coples
of Chain Store Ads Listing a Competitive
Brand at a Cut Price, With Instructions to
Poison the Grocer's Mind Against That
Brand.

One firm which made a practice of doing
this, started the practice as an innocent
act, and promptly stopped it when some-
one pointed out to them the effect of such

activity.
No. 4—Price Cutting

Here is a subject that would never fail,
in the macaroni industry, to come in for
one grand round of concentrated attack.

One well known manufacturer points out
that one of the difficulties in the macaroni
business as far as ethics is concerned, is
that the industry is divided into 2 groups
of manufacturers who operate on entirely
different  basic prlnciplu—ri‘nc beim" the
modern business man, and the other being
the manufacturer who does business with-
out a legitimate profit, as long as he gets
a fair living out of the business. In speak-
ing of those concerns largely responsible
for the price cutting situation, this com-
pan_i: says: .

“They have no idea as to what consti-
tutes a reasonable return on their invest-
ment—they are willing to keep a factory
going so fong as it will supply themselves
and their families with their daily bread
and the idea of dividends is something
which has nev:r occurred fo them. This
means the cutting of prices and the use of
those other business evils which it breeds,
I do not mean that the bad practice in the
industry is limited entirely to the bulk
trade but 1 do mean that the conditions
which 1 have described briefly are very
largely responsible for them, whether prac-
ticed by themselves or by other competi-
tors among the mannpfacturers who resort
to the short cut under protest.

“T will fi“ you just one instance to
illustrate this:point. We employed about
5 years ago a high grade macaroni maker
as a foreman in our pressing and drying de-

artments. Last June he suddenly left, We
ater learned that he had been taken over
by one of our big competitors—that he
had taken with him a complete assortment
of our private label cartons, and a memo-
randum of our current billings against our
customers, putting this competitor in a po-
sition to make a complete canvass of our
contract customers, quoting prices just
enough below ours to make it interesting.

“This they promptly did and while they
did mot succeed in prying loose a great
deal of our business, they did land a cus-
tomer or two to whom tiey boasted that
they would underbid nnz price that we
would make. You may be sure they did
not have that opportunity.
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“A few weeks or months later this fore-
man was discharged, having supplied them
with all the information they wanted. He
then came back to us for his old job which
he did not get.

“In my mind this is the very worst type
of competition, There is nothing of course
that can be done about it but I simply
give it as an instance of what may be ex-
Ee:ted in this industry or in any industry

y_an unscrupulous competitor.”

I think what this manufacturer meant
when he said there was nothing that could
be done about it, was that there is no quick
remedy. The association's educational and
get-together work is one eventual solution;
others are hinted at in the avalanche of ma-
terial submitted on the ﬂricc culting ques-
tion in connection with this investigation.

For example, I quote the following state-
ment from one manufacturer:

“It is the little fellow rather than his
big brother who is often responsible for the
extreme low prices at which macaroni Is
being sold, most especially bulk goods.
Naturally when a consumer can buy a full
pound of macaroni for gc which he can
right here today, it is a hard matter to
et this same person to pay anywhere from
g to 15c for a package containing only B
or 9 oz. However, advertising and sales-
manship will go a long way toward this
result, but as a matter of fact, there are
only a few manufacturers in this country
large enough and strong enough financlally
to carry on extensive advertising cam-

pnlgnr:.

“Sales of macaroni either bulk or in pack-
ages when not supported by advertising
are made largely on price alone as the
?ualily must be graranteed by the manu-
acturer and we are all using about the
same grades of semolina and producing
high grade products, with a demand large
enough to keep nearly all plants busy, so
it does seem as though we should be able
to establish and maintain prices which will
show at least a fair margin of profit. How-
ever, when one manufacturer with any con-
siderable output sells at an extreme low
price it is necessary for others to place
their customers in position to meet this
price which is soon reflected in the entire
market.

“For example a large manufacturer sold
20 1b. net weight coutainers of elbows to
a few jobbers and chain stores in this mar-
ket at a delivered price of $|.&’B, at a time
when we had been getting $1.60. The job-
bers who bought at the $1.38 price imme-
diately_reduced their price to the retailer
and within a few days our customers be-
gan asking us how they could pay $1.60
or even $1.50 and sell at the same prices to
their trade. There was nolhinf to war-
rant any reduction in ?riccs' in fact prices
on semolina were a little hlgher if anything
and we have as yet to learn just why the
extreme low price was made.

“We do know that it resulted in the loss
of considerable business for ourselves and
made it necessary for us to place our good
:ui:tomeu in position to meet the new
price.” .

I ran into quite a number of macaroni
manufacturers who were pcr[c:llr willing
to entertain any legitimate proposition that
would help them solve this price cutting
evil—concerns who were slashing prices
themselves, believing it to be the only way
to continue to exist. For example one
manufacturer stated: "It is impossible to
maintain a standard price on our product.
The practice seems to be to get all that it
is possible to get. The grocery men are
continually looking for deals because the
competition in their line is so_keen. We
try to maintain a certain price list but com-
petition steps in and starts to slash the

rice to the bone, and there is nothing
fm to do but fight right back." -
No. hipping on Consignment to Mer-

:ﬁt QI::P !{eep a Coﬁretltor from
Getting Established

This, of course, refers to the manufac-

turer who ships to merchants on a con-

signment basis as soon as they are aware
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that a cor_nrcting factory is attempting to
get established.
No. 6—Misbranding

The l:omghinu referred to branding a
product as being “extra, sublime semolina"
when the product contains only a trace of
semolina flour. As pointed out in a re-
cent issue of the Macaroni Journal it is
pretty hard to prove that this is misbrand-
ing, according to law, because the govern-
ment does not define just what constitutes
semolina. There are of course a great
mang such unethical questions that can-
not be settled legally,

No. 7—S8lack Filled Packages

At a meeting of leading executives in
this industry, it was declared to be the un-
animous sense of those present that the
slack flled package conslitutes an unfair
method of competition, is wasteful, is an
unfair trade practice, and is harmful to the
public. It was generally agreed that "slack
filled" may be applied to the package whose
cubic contents for the bulkiest product is
50 great as to enable it to contain from 1
to 2 oz. more net weight than is actually
placed in it.

When a manufacturer has a surplus
stock it does not scem to be the usual prac-
tice to cut the price to the regular trade,
but there are said to be some who go out-
side of their regular territory at extremel
low prices. This in turn makes it difficult
for the manufacturer who depends on that
territory for the sale of his output to main-
tain prices. One concern which admits do-
ing this same thing itself claims that
the better way is to curtail the production,
as the praciice certainly does not increase
the consumption to any extent. In speak-
ing of this situation one prominént manu-
facturer stated to me:

“I think one of the most demoralizing
practices is the average package macaroni
manufacturer's attitude in regard to trying
to break in or obtain business from new
territory.

“He scems to forget that what is new
lerrilorﬁ to him is just the sarie as his
established territory to some other package
macaroni manufacturer,

“For instance a manufacturer in Boston
that has an cstablished business in the Bos-
ton territory figures he wants some more
business, and although he knows that be-
cause o mlv:flising. salesmen's expenses,
factory overhead, interest on his invest-
ment, etc, it costs him real money to do
business in his home territory, he will fig-
ure that in order to get volume if he can
get some business in Lis plant at § or 10%
above his manufacturing cost, it will be a
good lhin:i for him to do so.

“He will get out a letter to wholesale
grocers or brokers in 8 or 10 different
states, quoting them a price that would be
ruinous to him if he had 1o handle his en-
tire volume on the basis quoted.

"These letters reach the mood customers
of some other manufacturer and while these
letters seldom produce any business, be-
cause it takes only a 2 cent stamp a Tetter
to make these quotations, they certainly do
produce competition for the manufacturers
that have an established busincss in the
territory where they go.

“Never in the history of merchandising
has any trade marked package food been
made a success without a certain amount
of advertising and work on the retail gro-
cer trade, and yet there are many package
macaroni manufacturers that are continu-
ously quoting a price to the trade that does-
n't cover any advertising cost or cost of
salesmen and in some cases, as stated
above, no cost for overhead at their plant.

“There are also many macaroni manu-
facturers that feel they are justified in
opening up new territory in order to get
started, and go in and give a very low
price or give away a bunch of free goods.

“They forget that some other macaroni
manufacturer can do the same thing in
their established territory,

“To stabilize the package macaroni busi-
ness all macaroni manufacturers should
have a definite price and method of doing

business that would show them all a good
reasonable profit, in addition to allowing
them to spend a liberal amount for over-
head at their plant, advertising and sales
work,

“In opening up a new territory instead
of offering free deals and low prices they
should simply appropriate a certain amount
for a stronger advertising campaign in that
territory and a larger amount of sales
work,

“In other words a manufacturer in open-
inr p a new lerrilos is justified in using
all the salesmen and all the acvertising that
he can afford, but isn't justified in under-
mining the entire industry by naming a
price or putting on a free deal to open up
a territory,

“To make a long story short, no pack-
age macaroni manufacturer should do any-
thing to promote sales in new territory that
he wouldn't want any other package maca-
roni manufacturer to do in his home ter-

ritory.”
4 SUMMARY

No doubt there are many differences of
nfinion right here in this room on many
of these questions. No one individual is
in position to pass judgment as to what
constitutes good practice, and what con-
stitutes fair competition, There must be
concerted action and the most important
step in this direction is just what you are
doing this week—gelting together on a
friendly basis in association meeting. The
next step is to develop over a period of
years a code of cthics based on past ex-
perience—not on theory; developed by con-
certed action—not by a few individuals.
T'his is a slow process.

In my work as associate editor of Sales
Management Magazine I recently had the
pleasure of interviewing a long experienced
chiel executive of a well known business
and he pointed out the tremendous differ-
ence between principles ad codes, as com-

ared with policies, standards and rules,

he latter, he said, are constantly subject
to revision to meet conditions, while prin-
ciples and codes are never changed. What
is true in his business applies to groups of
businesses, or an association, according to
one man who has had a great deal of suc-

So in closing, T wish to present to you
three im}mrlanl factors or steps for pro-
motion of desirable ethics in your business,
based on the experience of others as we
have observed it. Here they are:

(1) Continue to set up standards for the
industry—something to strive for;
standards that will be subject to con-
stant improvement to fit changing
conditions.

(2) Then “promote" items from these
standards into principles and a code
of cthics that will be rigid and un-
changeable—something on which
there has been a meeting of minds in
the industry.

(3) Most important of all, keep boost-
ing your association. Attend the
meetings regularly; use your influ-
ence to get others in. Cooperate
closely with its various committees.
Do not try to make a police organi-
zation out of it. Maintain the friend-
ly spirit and helpful spirit which has
been the basis for its progress thus
far. -Do all of this because an asso-
ciation is the greatest vehicle for the
improvement of an industry, accord-
ing to the experience of other lines
of business,

There is always the ever present tend-
ency to become discouraged if this, that
and the other thing cannot be accomplished
in a year or two. It is impossible to make
an industry ethical in a year or two i,usl b
drawing ug{a code, however well phrased.
Edgar L. Heermance points out that until
there is a falrlf definite standard of busi-
ness practice, already followed by the lead-
ing firms in the industry, a code of ethics
is no_more than a scrap of paper. Take a
specific instance. A certain industry was
fiercely competitive. They finally came to-
gether in a trade association and thought
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it was the thing to do to adopt a code of
cthics. However, it never amounted to any-
thing on paper because it did not have back
of it any experience in trade cooperation.
There has not been time to develop cthics
in that industry since the association was
formed.

Contrasting with this is the experience
of the National Association of Ice Cream
Manufacturers, This was also a fiercely
competitive industry, with an inheritance of
dangerous practices, Of course it needed
a standard of cthics at the outset, The as-
sociation wrestled with this question for
3 successive canventions. The process was
declared clarilying and educational. The
code of unfair trade practices, finally adopt-
ed, meant something.

The success of man‘y associations of to-
day has been the result of a slow develop-
ment, or growth, This process has been

encrally called “Cooperation.” 1 am more
nclined to speak of it as the principle of
common interest. To follow the principle
of common interest has proved a much bet-
ter way of doing business than the old
method ofqpursuing merely individual ad-
vantage. he reason given is that the
world in which we live is built that way.

Questions and Answets

Great Britain Consumption

Question: What is the per capita
consumption in Great Britain of all
macaroni products? asks an Illinois
firm,

Reply : Through government sources
figures are being sought. Latest fig-
ures show that Great Britain imported
from 12 to 15 million 1bs. of macaroni
products in 1923. Three quarters of
this total was imported from Italy,
France was 2nd and America was 3rd
with a shipment of nearly 1% million
Ibs.

One Association

Question: Is it true that there is
now but one big organization of maca-
roni manufacturers? asks a California
firm, b

Reply: The harmony programfol-
lowed at the national conference of the
industry in Chicago last month prac-
tically assures the formation and main-
tenance of only one National associa-
tion through the amalgamation of sev-
eral sectional groups with the original
organization. Yes, it would be a logical
step to join the National now.

A Drying Problem

Question: We are having trouble
with our drying system. Which in your
opinion is the best system to install
for drying long goods?

Reply: We have no preference. Any
good drying sysgenris: the best if it
serves yout purpdse bést, Consult the
advertisers of drying outfits whose ad-
vertisements appear in this issue. We
recommend them,

4 Lk
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Competition
Competition In Business is slowly but surely giving
away to Codperation In Business. The old theory of “Ev-
erybody for Himself” is being replaced by the more mod-
ern policy of “Help Thy Neighbor and Help Thyself,” It
now looks that even competition among nations is giving
away to understanding. Recall the Locarno treaty.  They

must do this if civilization is to endure. Therefore, DON'T
COMPETE—COOPERATE.

Goin' After 'em 'n' Git'n' 'em

We recently read a story of Tom Lee, a Memphis
Negro who saved 30 people from drowning when a hoat
went down in the Mississippi river. His bravery was laud-
ed from one end of the land to the other. When asked
how he did this almost impossible task, Tom answered ;
“Well, suh—Ah jist kep’ on goin' after 'em 'n’ git'n' ‘em."”

And that’s a mighty good motto to adhere to, whether
one is saving lives, digging post holes or selling macaroni.
One pebble does not make a beach nor a few orders spell
“Success.” The sensible thing to ¢o is to keep on "goin’

after "em 'n’ git'n’ 'em.”

His Word, His Bond

Macaroni manufacturers are called upon to do business
with people of all sorts, But when you bump into a guy
who wants everything in “black and white,” fade out of
the picture and do business with the man whom you can
trust on his bare word. A little more of that old fashioned
trust and a little less suspicion will help create that friend-
lier fecling we should all try to promote,
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Laying the Foundation for a
Quota Plan and Sales Budget

By T. E. Kendall—Wolf and Company, Ac-
countants, Chicago, Illinols

The methods used in arriving at an equlit-
able sales quota differ not only In each line
of business but in each euterprise within an
industry. There renlly is no hard and fast
rule by which any glven concern can devise
n quota plan. It depends upon many fac-
tors.

Each quota problem is Individual. The
first requirement {s to onalyze thoroughly
the business under study. This will reveal
the things nbout that business which deter-
mines its market. These [aclors are then
mensured and welghed to make a quota that
will fit that business, It is not to be sup-
poged that such an analysis will fit another
business handling even the same llnes of
merchandlse.

Past performance is one of the biggest
tactors in setting quotas for any business.

In many companies the setting of quotas
consists merely of anddlng a hoped for In-
crease to the average sales of previous
perlods, Usually at the end of each 6
months each territory’s actual sales are
compared with the previous period’a quota,
New quotas are set largely on the basis of
what the territory has previously produced,
qualified by the length of time the present
man has been In the territory; the length ot
time he has been with the company, and
what the salesmanager belleves his terri-
tory Is capable of producing.

While theoretically quotas are sct on the
territory and not on the man, the man's abll-
ity to sell ia too likely to color the sales-
manager's estimate of what the territory
can be expected to produce.

Quola 18 the measure, presumably, of &
territory's potential purchasing power. In
a given territory there may be an active or
poteutial demand amounting to approximate-
ly one milllon dollars worth of a nanufac-
turer's goods. But to be in n position to
fully capitalize and serve ¢hat demand de-
pends on many things, not all of which are
controllable at one time.

Strongly entrenched competition may
have to be met nnd overcome, A lot of
consumer education may be mnecessary,
through missionary work and advertising.
The possibilities of rapld sales development
may not exist to the extent that will permit
of quickly Increasing the snles force, hence
the *potential” quola must often remain
only “potential” and at the mercy of com-
petitors for a number of years and perhaps
forever, so far as an Individual manufactur-
er i8 concerned.

It is well for a concern to Temember
these things before it invests too deeply In
market analysis. Of what particular bene-
fit 1s it to learn, at an expenditure of hun-
dreds or thousands of dollars, that a glven
territory has a potential consumption ten
to twenty times ns great as your abllity to
become equipped to sell and satisfy it?

After n concern has been in business a
number of years It knows how much busi-
ness it can reasonably expect from its sales
force, under normal conditlons and circum-
stances, and through the methods of selling
it hns developed. Better methods are near-
ly always possible and are in thelr Infancy
in most industries. Casts to sell were never
higher, both in dollars per salesman and In
percentago to dollars of sales.

It a concern’s average monthly sales per
man have never exceeded $2800 and its
force of 60 men has never sold at that rate
more than $140,000 a month, only o miracle
or a war boom will enable it to malntain 8
quota of 300,000 a month, unless some
radical improvements are made In its meth-
ods of selling. Merely to add more men to
the sales force will rarely get the answer.
New men require tralning and experience

before they can even approach the average
production of seasoned salesmen. Adding
new men usually results in only a.slight
gain In total sales, a reduction In average
sales per man, and an incrensed percentage
In sales cost.

“Sales Analysis” Should Precede “Market

Analysis”

Bcores of pertinent facts and flgures lle
burled and unused In the unanalyzed sales
records of most concerns, They can read:
fly tell you the total sales for Inst year, but
have no accurate records of how much they
gold, in dollars or quantities, of the several
ftems comprising thelr “line They lnck
elther imagination, or wrongly believe that
such annalyses require too much effort. They
should realize that before “total” sales can
be materially increased, they must know
what items of their line offer the best prom-
fse of results from promotion.

Almost any concern will be in & better po-
sition to intelligently promote sales, it It
will dig out the essentinl facts regarding
Its past sales performance, The following
Analysis Routine, with slight varlations to
fit peculiar conditions, can be applied to the
snles performance records of many lines ot
business.

What To Sell And How Much

(1) Ascertain the general nature of its
product; its purpose and uses; its sell-
ing points and appeals.

(2) List its products, classified by groups,
pach to represent one or more similar
ftems. Break down each group to the
kinds of items comprising it. This an-
alysls will disclose "what" a concern 1s
selling or trylng to sell

Ascertain how much of each commodity

group, and of each item, the concern

has sold annually for perhaps a three
year normal perfod. This will mean
dotalled soles analysls of previous or-
dors for the periods covered—informa-
tlon which any concern should have, if
it expects to intelligently direct the sale
of those items of ita products which

are profitable and for which there s n

rensonable demand.

(4) Find out the ratio of each |tem's dollar
sales to the total sales, to determine its
relntive sales importance to the total
line of products.

() Try to determine how much of each
{tem it is reasonable to beliove can be
sold In proportion to certaln other im-
portant Items of the llne. In other
words, an item may represent only 1%
or 29 of total sales, merely because it
has not been properly pushed or pro-
moted, or is Iimproperly priced. Bet
down opposite its nctual sales the
amount It seems possible to sell,

(6) Having before you n 1ist of all items
and the amount sold of each, and In 8
parallel column the amount it s rea-
gonable to belleve can be sold, in a con-
creta way to visualize each Item's com-
parative sales possibiities.

(1) In » manufacturing business the pro-
ductlve capacity of the plant deter-
miues the maximum sales volume that
must be planned for. Therefore it 1a
necessary for s sales quota to recognize
the factury's potentinl output—by lines
of prodact, if more than one Is pro-
duced. Set up a tabulation of:

(a) How much It s possible to pro-

duce by lines;

(b) H«l;;v much of each line Is belng

sold}

(¢) How much remains to ba sold.
These 3 factors are a fine stimulus to
new ideas and sales plans.

“Where” to 8ell
Having determined “what” to sell and
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“how much” of each class of goods, the
next question s, “where can It be sold?”

There are only 2 main sources from which
sales can come. The first I8 a firm's pres-
ent t 8; the d s Ita unsold
prospects.

Many firms presume that they know all
about the firat source—that sales to cus-
tomers, while capable perhaps of some In-
creases are more or less a fixed quantity,
varylng only with fluctuations in business
conditions. Further on, herein, we will
shed some light on possibllities In that di-
rection, which are often overlooked.

It Is the urge for "mew customers" that
most frequently leads snlesmanogors and
thelr salesmen astray. Usually tho first
step in the direction of trying to expand
gales, {8 to open up new territory. It is this
old mirage of “greener grass in dislant
pastures” that Is responsible, as much as
any other factor, for the present upward
trend of selling costs. Firms too often be-
gin to plan for Interstate and even for na-
tlonal distribution Dbefore they have
scratched the surface of the sales posslbill-
tles In thelr own home territory.

For proof of this fact you have only to
analyze the sales and profit figures of al-
most any enterprise which already has
achleved so called “national distribution.”
You will find a surprising proportion of
thelr territories only breaking even or car-
ried at a loss, while real opportunities for
additional business In already profitabln
territory go begging for lack of intensive
cultivation,

Secretary Herbert Hoover has defined the
2 greatest national wastes In distribution
as follows:

#\Waste due to enormous expenditure of
effort and money, without adequnte basic in-
formation on which to base sales promotion,

“High pressure selling and marketing
expenditures in unprofitable areas.”

However, there are many cases where
sales expansion is both justified and neces-
sary. It (s then that both sales analysis
and market research are in order. S8ince
this article is intended only to discuss the
sales annlysls angle of such a survey, 1t
will only briefly discuss what s involved in
a survey and analyslis of the market's possl-
bilities. Sales Analysls has to do mainly
with known factors that are present In a
firm's records and experlences.

Market Research

This modern aid to economlical and profit-
able distribution, when conducted Intelll-
geotly and along sclentific lines, alms to ac-
complish these things:

(1) To define, locate, study, classlly and
count the ultimate consumers of &
given product.

(2) To learn as much as possible concern:

ing thelr needs, desires, buylng habits,

living standards and earning power;
and thelr faclities for purchasing, using
and epjoying the product.

To determine the most direct and eco-

nomlcal distributive channels through

which to soll and serve the consumers.

(4) To so organize and Interprot the find-
ings that thoy may serve as a reliable
gulde to profits, through better man-
agement of production, sales and
finance.

wBusines: and Industry need facts, but
most of all they need analysis of facts, and
application of them to current problems,
Business will not run on, but down, on the
momentum of customary action, Fresh and
continuous analysis of facts ls indlspens
able. The need Is for an appreciation of
facta, the abllity to observe truthfully the
conditions which produce thom, and the de-
termination logically to uso them in such a
way that they will serve as rules for busi-
ness guldance.” (Statistics In Buainoss, by
Becrist, published by McGraw HIll)

Industry Overequipped

One of the conditions today, that is creat-
ing a desire for facts concerning markets
and their absorptive power, {8 that in most
industries there exists an unused margin of
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productive capacity. In many Industries, it
their plants and machinery were permitted
to run Interruptedly at maximum capacity,
the resulting volume of product would be
many times the existing demand, for the
period of such production. It Is this surplus
product which they have the capacity to
make, but not to sell, that is causlog such
a frenzy of selling effort, cut prices and
and low nonexistent profits,

More Business From Present Customers

There are, of course, many articles of
merchandise and kinds of servico, which
once sold and dellvered offer Mlitle In re-
peat or reorder possibilities, The problem,
in such cases, 8 to provide a sales force
with an ever fresh 1ist of logical but unsold
prospects. Dut In the kind of businesa
which must depend on a steadlly growing
list of repeating customers concentration
and cultivation are the keynote of profitable
selling.

1t the merchandise under study consiss
of a line of several or many products, most
or all of which may logically be sold to
each customer, the extent to which the
average customer does buy the whole line
s well worth mnalyzing. And In many in-
stances the cost of a campaign for new
business will be lower, and the result
great- - If almed primarily at present cue-
tomes ., than If a similar effort were ex-
pended In virgin territory on cold prospects.

Test Only a Representative Group

It Is not unlikely ihat almost any con-
cern would make some startling discoveries,
it it would make an analysis of a years
purchases of a representative group of cus-
tomers. It might take some little time to
get the facts, but in most cases the effort
would pay big dividends.

In order to determine this It {8 not usually
necessary to analyze all of a concern's
present customers, but only to take a large
enough number to be representative of the
whole list. The neglected opportunities
which are most easily remedied are the cus-
tomers on one's books, who have. the need
for, and are probably buying elsewhere,
many more kinds of items than the firm (8
selllng them, ’

Many speclalty concerns with products

which repeat to the same customers, insist *

on their salesmen keeping a record of ltems
gold to each customer. This kind of rec-
ord, kept In each territory for a number of
years, I8 Invaluable In many ways. It en-
ables the man on the territory to properly
follow up recorders and plan for the culti-
vation of existing customers; shows what
jtems each one has bought and indicates
other items he I8 not buylng. Where such
a record s kept salesmen themselves can
be prompted to make limited analyses lead-
ing to more intensively cultivating present
customers for ndditional business.
Customer Analysis Routine

To establish the current and potential
value of present customers, conduct an an-
nlysis along the following lines:

(1) Select the st of customers to be anal-
yzed. Usually all of the customers In
one or a fow territories will be enough,
to Indicate whether such a study prom-
Ises to be worth while. If one's cus-
tomers are found In various lines of
business, as when a product is sold to
many kinds of manufacturers for In-
siance, it may be necessary to classily
customers Into groups, It depends on
the kind of products, the kind of cus-

. tomers who buy them, and the uses to

which the product may be applied.

(2) Determine the llst of products which it
{8 reasonable to assume a glven class of
customers should buy, We will call this
the “ideal list.”
Select a form of analysls blank sultable
for the purpose—for instance, one hav-
ing n name column at left, and a suff-
clent number of vertical columns to pro-
vile one for each class of product In
the “Ideal list.”

List the names of all cusltomers to be

studled, one name to a line.

-
ca
—
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(6) Assemble all of the orders sold to these
customers for the period under review;
group each such customer’s order
coples together it possible, so that each
one may be complotely annlyzed before
taking np the next customer's pur.
chases,

The thing to be determined Is how
many of the items In the Ideal list has
each customer purchased—in other
words how many 100% customers are
thero? How Ideal Is each customer?
how (deal |8 the group of customers—
not from a dollars standpoint but in
number of different {tems purchased?
(7) Example:

Customers' Names Product Groups or Items

(6

-

ABCDEFQGH Total

Customer No. 1 x X XX 4
w2 xx x x X b

* X% xR : O 6

" 4 x X 2

“ b x X X 3

6 XX X z 4

“# 7 X 21XxTXXXXX 8

" s x 1

¢ 3 b 4 x x 3

" 10 XX X x 4

Total ..ooevuss @ B 6 2 7 46 4 40

In the foregoing example we have shown
the analysis of 10 hypothetical customers,
“X" represents “Does buy.” We have 8
“product groups" or “items” which these 10
customers should buy. 10 customers times
8 ltems each, meane an |deal of 80 items.
Buying as they do only 40 items, this list
of customers ls only:60% efficlent. This
same method of analysls may be used on a
list of customers of any length, and for as
many {tems as desired. The total custom:
ers In each salesman's territory may thua
be “rated” to show the extent of its possi-
bilities from greater concentration, for
“more business from present customers.”
Additional “Dollar Possibllities” Per Cus-

tomer

Such a checkup may Indlcate too few
{deal customers. A firm may want to anal-
yze further Into how much, in dollars and
cents for each class of Items, a group of
customers s buying, compared to what they
should purchase. In such a case:

(8) Use n separate card or small recap blank
for each customer. This card should
contain a column for each kind of prod-
uct In the “ideal list,” In order to post
therein the dollar amount of each Item
purchased, on every order bought by
the customer, in o given period.

(9) On each card, after the analysls and
posting are completed, total up each
“{ftem" column; show how much the
customer might be sold If proper meth-
ods were applied to his cultivation;
how much additional business this
might mean.

s taken In estimating (b), becom: . i
pretty accurate measure of how much
of your hoped for sales increase can be
levied on present customers, This may
account for all or only part of the ad-
ditional sales quota for which you must
plan, to beat the new total quota you
are building up for next year.
Planning a Customer Concentration
Campalign

How to get more business from present
customers will be answered differently iIn
each case, according to the kind of busi
ness under survey. No definite plan ls pos-
sible of recommendation, unless the kind
of business were known,

It the product sold Is o speclalty or a llne
of specialty Items, with little or no repeat
possibilities, the problem {s a much dif-
ferent one than estimating the possibilities
for a concern whose products repeat to the
same customers over and over agan,

The more nearly a concern can come to
setting up It customers and prospects by
name and by location, in order to make defi-
nite plans for thelr cultivation, the more In-
telligent will thelr efforts be to secure a
glven volume of business.

% Where salesmen are limited In prospects,
and must get a high ratio of orders from
the number of calls made, they are more in-
clined to practice intensive cultivation, than
where the conditlon is reversed, Where
there s a surplus of prospects & salesman
becomes wasteful of his opportunities, This
brings up the subject of prospect lists, for
which no particular plan can be devised
until the specific business to be served s
known, ,

Bome concerns declde for themselves
what prospects, by name, they want cultl-
vated for business, and assign those names
as a8 working list to thelr men. Other types
of concerns have to leave the prospecting
entirely up to thelr salesmen.

Where prospects and custosers are
known and listed, it Is possible tc bring In-
to play the power of direct mail advertising,
wherewith to help the salesmen svll these
known prospects. Few concerns have o
monopoly on the type of things thoy sell,
hence competition Is usually a big factor
to be reckoned with In any estimate of how
much business will result from a given plan
or llst of prospects. Advertlsing properly
planned and executed, to exactly fit the con-
ditions it is alming to overcome, can usual:
ly be made a big help In overcoming com-
petition and getting dermand or acceptance
for a product.

All of the foregolng may not tell a firm
just what its total quota for a year or n
month should be, but it lays the foundation
for the right kind of sales direction and
promotion efforts. Any concern which has
the facilities, both financial and physical, to
make such a survey of Its sales situation,

Example;
Customer: Midvale Manufacturing Company
Item Columns
A c D Total
Amount Amount Amount Amount Order
Order § 48.90 $ 36.40 $ 85.30
’ 183.60 283.69
N - 80.00
“ 20.00
" 61.10 61.10
" . $ 40,00 40,00
L 20.00 30,00 16.00 116.00
{a) Total bought..... veeees.$260.00 $120.00 $ 70.00 $2356.00 $675.00
(b) Bhould buy......cc000s... 400,00 300.00 100.00 250.00 1060.00
(c) Bhort of quoth..........$150.00 $180.00 $ 3000 $ 16.00 $376.00

(a) ‘This figure for each class of product is
a “fact" and not a theory. It is the
amount @ certaln customer has bought.

(b) This, of course, {8 only an =ctliuate
and rellable only to the extent that you
can sccurately gauge & customer's
needo.

(c) This figure for each item, added to-
gother for all customers, may, if care

{8 bound to dlscover a lot of things that
chould lead to Improved methods of opera-
tion in tho Bales Department and In the

field.
Betting Up the Quota
Now let us conslder one basls by which
the foregoing survey might lead to estab-
lishing an equitable quota. In order to es-
(Continued on page 30.)

July 15, 1926 ' THE MACARONI JOURNAL

OUR NEW BRAND

T K

COLUMBUS

SEMOLINA
£ e

GIVE IT A TRIAL

Commander Mill Company

Minneapolis, Minnesota

LITHOGRAPHED IN
BEAUTIFUL COLORS
THE GAMSE STYLE

WILL HELP -

YOU SELL.

'MORE GOODS '

Consult our Trade-Mark and Copy-
right Bureau before adopting a new
Brand—It may save you costly liti-
gition. No charge for this service.

H. GAMSE & BRO.

' LITHOGRAPHERS
423 EXCHANGE PLACE
BALTIMORE, MD.

- p

NEW YORK OFFICE: F 7 Produce Exchange
PHILADELPHIA OFFICE: 468 Bourse Bldg.

THE UP-TO-DATE HOME OF

HOURGLASS BRAND

SEMOLINA AND FLOUR

Made From Pure, Selected DURUM WHEAT, Which Requisite
To Assure all the Essentials of a Highly Nutritious, Palatable Macaroni.

DULUTH-SUPERIOR MILLING CO.
Main Officc DULUTH, MINN.

BOSTON OFFICE: 88 Broad Street
CHICAGO OFFICE: 14 E. Jackson Blvd.
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Making ‘Em Say Yes

(Continued from page I2.)

given in every case, but in most cases the
answer took the form of decumentary evi-
dence that the salesman carried in his grip and
he has taken that away from the prospect.

The prospect, in thinking over these bad
points, says “that was my objection. It scems
to me the fellow had some sort of answer but
blamed if 1 can think what it was, It can't
have been a very good one or I'd have remem-
bered it."”

He goes on to the next point and the same
process is followed until finally when the sales-
man returns, absolutely certain that all he has
to do is to walk in and get the order. To his
horror, disgust and surprise he is met with
the iceberg front, “I have been thinking of
your proposition carefully, 1 have discussed it
with some of the others and we have decided
we can’t go into it at this time, We are in-
terested and if you can see me about 8 rpomh!
from today, 1 will be very glad to go into it
with you again, but at the present there is
nothing doing,”

What does the salesman do under those con-
ditions? He argues. He tries to get the pros-
pect to change his mind but you know, while
it is hard to get a man to make up his mind,
it is 4 times as hard to get him to change
it when he has once made it up, so the sales-
man who allows the prospect to get in a nega-
tive state by the think-it-over call-back has
practically wilncd out all chance of getting back

rospect who was practically sold J weeks
before—just a little more demonstration and
ush would have probably made the sale if he
Ead forced it to a conclusion 3 weeks before.

1 don't suggest to you men that you should
always close them at onc_interview, because
that would be dangerous, There are prospects
who can't be pushed that way, who insist upon
thinking it over, but my point is this—that
your salesman undoubtedly, in common with
all salesmen, is getting in the habit of accept-
ing call-lacks instead of orders because they
think they are necessary, and onc way to get
away from them is to set the figures as to
how much call-backs add to the cost of sell-
ing, how much they stop sales volume, and
nﬁ it to your prospects in terms of what it
does to their sales force. They are all sell-
ing something. .

Suggest to them: “Did you ever stop to
think how much the think-it-over call-back re-
duces the number of sales that your salesmen
make? It increases the number of calls and
so the cost of selling to you."

“Why, 1 never thought much about it."

Then tell him just about what [ have told
you. 1 have tried that in 8 or 10 cases my-
self when 1 couldn’t close a man any other
way he had 1o think it over. 1 told him this,
but applicd it to his sales force and he'd say,
“By golly. That's truc. 1 ought to get my
salesmen to sce that the call-back isn't as
necessary as they think it is, that the only
time for a man to think a thing over is when
all facts are freshly in his mind and when
there is somebody there who can answer ques-
tions if objections do come up, because what
the heck is thinking a thing over when there
is nobody there to answer your questions or
objection when it comes up?

You think, “Here is a weak link.” \Who can
tell you whether it is? You can't The sales-
man who could have told you has gone. Ob-
viously, the only time to think it over is when
the facts are freshly in mind and when some-
body is there to give you the information.

'our prospect says, *1 must give that to our
salesmen.”  Then you say, “Incidentally, Mr.
g‘cnu, that applics to our own little question

ere. The only time you should think over
this question of whether you should take this
1000 case deal is right now when you have the
facts clearly in mind, and when I'm here to
answer a*y objections.” =8

1 have tricd that B times and every time it
got the order. It reopened the discussion and
the man said, “1 guess you're right,” and went
on to put his question so we finally completed
what we had almost completed before but
which would never have been completed ha
we allowed it to go 3 weeks before con-
vincing the prospect and the little extra con-

viction which was needed before 1 got the
order.

One other thing that is likely to cut down
your salesmen’s volume is the talk-it-over call-
back. There are only two kinds of call-backs
—the talk-it-over and the think-it-over,
There's the “I can't buy, I'm sold all right,

ou've sold me but I haven't the authority to

uy, I have to talk it over with the general
manager. I have to talk it over with this,
that or the other person. When I have done
that I'll be 11:1] 1o see you again. You've sold
me solidly but it's a matter of form for me
to see Mr,'Smith."

Of course what happens in that case where
the salesman is fool enough to let the prospect
whom he has sold talk it cver with the presi-
dent or whoever it may be, is precisely the
same thing we considered when the prespect is
thinking 1t over for himself—he Jucsn’t re-
member it. How can he remember the whole
of the sales demonstration with every point in
proper order and the proof when the sales-
man took the proof away with him?

Yet the sccond prospect is going to need
very nearly as much convincing as the first
and it will take as much salesmanship to scll
him as it took to sell the first. Your own
[ll‘ﬂlpﬂ:t is not sold so solidly that he can't
be unsold by the right question put at the
right time by the other fellow. He asks, “How
ahout this?"

“BDy golly! Mr. General Manager, 1 hadn't
thought of that. That docs rather alter the
Krnpmilmn,_ doesn't it?  Maybe I was a little

asty in thinking we ought to go in on it. [
tell you, it pays to have a man with a brain
like yours at the head of the organization.
Instzntly you put your finger on the one
weak spot,” so he slides out from under his
conviction, and the salesman comes in at the
time specified and says, “Mr. Jones, did you
have the chance to talk it over with the presi-
dent?”

“Yes, Mr. Smith, 1 talked it over with the

resident and he is of the opinion, with which

am now in accord, that we cannot go into
this proposition at present. If you wirl come
back and see us B months from now we will
be ;ﬂad to rcopen it with you."

There he not only has to change the mind
«of the general manager but has to make the
general manager go in and change the mind
of the president, which is squared difficulty
compared with what we had before—4 times
as hard and at least 16 times as hard to make
them both change each others' minds.

The answer is very simple. \What salesman
In your employ would be such a durn fool as
to hire a junior salesman to work under him
take the young man as a result of a classifie
ad, say, "I Lave a standard demonstration to
sell a 100 case lot of macaroni to jobbers; it's
a damned good one! I want you to listen to
it just once. 1've got o lot of proof here—let-
ters from jobbers,—to show how they have
moved this stuff. You listen to it.” Then go
through the demonstration, referring to his
proof at different times, just once, Then he
says, "Of course I can't let you have all these
letters because I need them for my own sell-
ing but you've heard the demonstration; you
go out and sell the other fellows.”

What chance would the junior have after
hearing the demonstration once with none of
the proof? Of course put in those terms, any
salesman says that it's the act of an idiot to
let a prospect who has heard the demonstra-
tion once ﬁo in to try to scll the othei [ellow.
It's the salesman's job to go in and sell the
other fellow, whoever he is; he is the only
man who should talk it over with the second
rrnuxcct. There isn't a question in the world
hut that the salesman should say, “Let me talk
it over with the president,” and if there is any
trouble that is still his job. He has to sell the
prospect that he is the fellow to talk it over
with the president. If he does that, he will
make the sale; if he doesn't, his chances are
darned tlim for ever making it.

One &nal thing. Lots of salesmen after
they have made the sale and got the order sold
ltil{ talk themselves out of the business. It
doesn't happen often but it happens often
enough for us to devote half a second to it.

A salesman is pretty darned good, he gets

a fine, big order signed up. He has it in his
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pocket. He feels awfully good about it. The
strain of making the sale is off his mind; he
gets happy and cflusive, he begins to talk,
'What chance_do the Sox have this year?
I notice that El Krim has resigned from the
revolution business," and he begins to be ex-
pansive and friendly, elc.

Mecanwhile, what is going on in his pros-
pect’s mind? Remember, the process of mak-
ing a sale is building up a desire, a want for
that particular item which will be so strong
and so tall that it will overpower and shut out
every other want and desire for every other
item. When a salesman builds that up to that
point, automatically it discharges ilu-{l' in the
order because men will buy what lhv?' want,
Remember, it_has now discharged itsell and at
once all those other wants flood back over the
prospect’s mind and he begins to think about
this. “Doggone this salesman! He talked
me into something, 1 never ought ta have
bought 800 cases of that stuff, | can't move
it. ‘t have to I)ay for the greater part of it
on the 10th of nmext month. What a damn
fool I was!"” i

He's not saying this aloud, he's saying this
inside while the salesman is raving about the
chances of the Sox, cte. He is thinking to
himself, “Doruone, 1 was & dam fool to do
that. I had forgotten. Fire insurance on our
entire property falls due on the 15th of next
month—just 5 days after I've got to mect this
account, I should never have committed my-
sclf for all that stulf, My ﬁnllyi I can't han-
dle it next month because that payment on the
mortgage on the property falls due. We have

" to knock that down to some extent. Golly!

I let this bird talk me into something.” »

That is what the prospect occasionally is
thinking while the salesman lets his jollifica-
tion and sense of joy and victory keep him in
the prospect's office talking about nonessenitials
after he has the order,

After a little the prospect says to the sales-
man, “Let me sce the order for just a minute,
will you please?”

Put yourself in the place of the salesman.
What are you going to do about it? There's
only one thing you can do. You can’t say,
“No, sir! I've got it wnd I'm gumf to keep
it" You can't possibly say that. All you can
do is to pray to goodness that all he wants to
do is to verify one of the items, and you hand
it back to him,

It's a pretty foxy prospect that does it that
way but [ am teaching lots of them how to do
it. He takes it back and says, “I'll tell you,
Jim, while's you'w: been talking about the Chi-
nese wall, I've been thinking and you know,
by golly, i forgot when I gave you so large an
order that- er - get me right, old man, I'm
sold, absolutely sold on your proposition,
you've got me sold but you know | am com-
mitted so that I can't possibly get into it this
month and next month _cither, but if you will
call back and sce me 90 days from today you
can consider you have an order.” |

The only thing for a salesman to do a[lfr
he has the order, to be polite about it, affer
his prospect has said that, is to do what? To
do exactly what 1 do now—to-wit: Beat it!

Burlingame With Skinner

C. H. Burlingame, formerly general
salesmanager of the Foulds Milling
company at Libertyville, IIl, has
joined the Skinner Manufacturing
company of Omaha, Neb.,, as manag”
of the Chicago office and salesmanager
of the territory adjacent to that city.
Mr. Burlingame has had considerable
experience in selling macaroni prod-
ucts and should be a valuable addition
to the sales force of the firm with
which he has become affiliated.

The fellow who gets cold feet easily
seldom makes a profitable partner.
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Cheraw Box Companys,in.
Seventh and Byrd Streets

Richmond, Virginia

SATISFACTORY

Wooden

Macaroni Box-Shooks

NOTE—Our shooks are made from taste-
less and odorless gum wood.
Sides, tops and bottoms are full
one-quarter inch thick and one
piece. All ends are full three-
cighths inch thick.

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.

788 Union St.

Brooklyn, N. Y.

. 1R

L

Make it Safe for
Humpty Dumpty

Humpty Dumpty sat on a wall

Humpty Dumpty had a great fall

Al the king's horses and all the king's
men

Could ot put Humpty together again.

AND it might be that the king

flew into a terrible rage be-
cause he had no egg for break-
fast. But if he was a wise king
he saved his wrath and made sure
that in the future Humpty was
protected.

That is what the wise shipper
does today. He knows broken
merchandise is #n irreparable loss.
He knews repeated damage
peeves his customers. And he
knows such things spoil profits
and business.

Anderson-Tully macaroni boxes
are built for tha shipper who in-
sists that his shipments arrive in
perfect condition. They elim-
inate the losses from unnecessary
damage. Woe can prove that they
are cheapest in the long run. Let
us quote you.

ANDERSON-TULLY CO.
Good Wood Bowes

Memphis
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The Macaroni Journal

Trade Mark Reglstered U, 8. Patent Office

(Successor to the Old Journal—Founded by Fred Becker
of Cleveland, O., In 1003.)

A Publication to Advance the American Maca-
ronl Industry.
Published Monthly by the Natlonal Macaronl

« Manufacturers Association.
Bdited by the Becrelary, P. 0. Drawer No, 1,
Braldwood, Il

PUBLICATION COMMITTEE
HENRY MUELLER JAB, T. WILLIAMS
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g BUBSCRIPTION RATES .. «¢ s ss
United Btatesand Canada - - §1.50 peryear
in advance.

Forelgn Countries - = $3.00 per year. In advance
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BPECIAL NOTICH
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news and articles of Interest to the Macaronl
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Laying the Foundation for a
Quota Plan and Sales Budget

(Continued from page 32.)

tablish what a sales territory should have

asslgned to It as a quota, the following pro-

cedure might be necessary.

(n) Set down the amount in dollars which
Is the normal past production for the
territory.

(b) Estimate the amount of additional busi-
ness It {8 reasonable to expect as the
result of a more Intensive cultivation of
present customers. In some cases It
might even be possible to estimate the
additional business it would be possible
to secure from each customer or any
group of customers.

(a) and (b) sdded together would set

up the nmount of total business to be

expected from present customers, pro-
viding thelr cultivation s carefully
planned nnd executed, The amount of
time which a salesman would have to

(c

—

devote to only the cultivation of cus-
tomers, in order to attain this volume
of husiness, would determine how much
time he would have left for securlng
new business from noncustomers,

(d) 1t will take a glven number of calls per
month to perform the necessary calls
cn customers, If we know the number
of calls it {s reasonable to expect from
o salesman per month, It Is then pos-
sible to calculate how much time he
will have left to devote to non-custom-
ers. By conservatively estimating the
sales value per call (probably from past
experience), we urrive at an estimate

+ of the amount of business which might
posaibly result from this prospect work,
It we add this amount to the total of
(c), we wiil have the amouni it is rea-
sonable to expect from a salesman for
a glven period.

(e) The grand lotal, then, of our expecta-
tlona from all ealesmen thus sets our
quota., Maybe the amount thus arrived
at |s greater than our factory's capacity.
That s ~emediable In several obvious
ways, But ‘when our calculated sales
expectancy or quota {s less than our
productive capacity, we know about
how much, and must consider the ad-
visabllity of adding new salesmen—a
conclusion not to be jumped at without

serlous conslderation, for new men are
always an unknown quantity.

From all of the foregoing suggestions, you
will readily agree that establishing a sales
quota, that means something, is no small
task. That Is why most firms content
themselves with merely building up a quota
by adding a rensonable increase to what a
salesman has been selling, and letting It
go nt that. However, If a concern s In &
positlon to properly finance and direct a
sales expansion program, it Ia doubtful if

they can go to too much trouble within rea- -

son, to find out the direction such expan-
slon should take,

In a sales force of any size, with 25 or
more men, usually about 40% of thelr num-
ber are definitely profitable, and the other
60% are elther on the dend line between
profit and loss, or they are definitely un-
profitable.

‘Too many times a concern does not make
a proper mnalysls elther of the results from
each salesman, nor of the manner in which
his time I8 expended. Competitlon and van-
I .hing profit margine of today are forcing
the conclusion on most business concerns
that they need something (they do not al-
wayd know what) to Increase sales at a
reasonable cost, To go about it merely by
hirlng an additiona] number of salesmen,
in the hope that the extra sales volume can
be secured, without any change or Improve-
ments in wmothes, usually results only In
an Increnied seilding expenditure without a
proportionate fne rease In sales.

More busincss from the present sales
force Is usually the first problem to be
solved. Learning how to accomplish that
little task Is fine !raining for the later job
of making new snlesmen profitable.

Fatents and Trade Marks

REGISTERED
Green Brand

The trade mark used on noodles
served by Zucca's Restaurant, Inc., of

‘New York city, was duly registered

June 8, 1926. Application was filed
Oct. 10, 1925, published March 23, 1926,
and noted in the April issue of The
Macaroni Journal.

The trade mark is the trade name
in heavy black type though the owner
makes no claim for the word “Brand”
apart from the mark as shown on the
drawing submitted.

APPLIED FOR
Owl

A private brand trade mark for mac-
aroni, noodles and numerous grocery
products manufactured for Winston,
Harper, Fisher company, Minneapolis,
Minn., assignor to Winston and New-
ell Co, Minneapolis, Minn.,, a cor-
poration of Delaware. Application was
filed Jan. 12, 1925, and published June
22, 1926, Owner claims use since about
Jan. 1, 1900.

The trade mark is the picture of a
wise old owl.

Mazzini

The private brand trade mark for
macaroni and other groceries manufac-
tured for Joseph Di Santo doing busi-
ness as Di Santo & Co,, Duluth, Minn.

- ﬂﬂ#’m - : -
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,Application was filed Feb. 5, 1926, and

published June 22, 1926, The company
claims use since about Sept. 18, 1920,
The trade mark is the trade name in
heavy black type.
U-Tell-M
The private brand trade mark for
canned spaghecti and other food prod-
ucts manufactured for the Hassendeu-
bel Grocery company, St. Louis, Mo,
Application was filed Feb. 20, 1926, and
published June 22, 1926, The company
claims use since July 3, 1924.
The trade mark is the trade name in
heavy black type.
Cedar Hill

The private brand trade mark for
canned spaghetti and other grocery
foods for the Hassendeubel Grocery
company, St. Louis, Mo. Application
was filed Feb. 20, 1926, and published
June 22, 1926. The company claims
use since July 3, 1024.

The trade mark is the trade name in
heavy black type.

Onesto

The private brand trade mark for
alimentary pastes and other imported
products handled by F. & M. Import-
ing company, Los Angeles, Cal. Ap-
plication was filed May 7, 1926, and
published June 22, 1926, The firm
claims use since July 1, 1925.

The trade mark is the trade name in
heavy black type.

Christmas Eve

The private brand trade mark for
spaghetti, macaroni and egg noodles,
manufactured for Hulman & Co., Terra
Haute, Ind, Application was filed Oct.
8, 1925, and published June 29, 1926,
Owners claim use since May 27, 1925.

The trade mark is the trade name
“Christmas Eve" over an old fashioned
fire place showing the happy children
seated on the floor while the mother is
hanging up the Christmas stockings.
On hoth sides of the fire place are hung
Christmas wreaths,

A rogue always suspects deceit,

July 15, 1926
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Consumer in

SUCCESS

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

Low Production Cost and Means of Protection
to preserve the Product from the Factory to the Consumer.

JOEINSON

PACKAGING IVIACHINERY

for Lining, Weighing, Filling, Sealing
ICAL method of Packaging in Cart
the Lining and Wax Wrapping methods

-and}Wrapping Cartons—not only offers the most ECONOMS-
extremely LOW cost of maintenance and repairs but—
of protection guarantee the delivery of your Product to the

PERFECT CONDITION

JOLENSON

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

NEW YORK, 30 Church St., CHICAGO, 208 S. LaSalle St.,

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

A. ROSSI & CO.
Macaroni Machinery Manufacturer

Macaroni Drying Machines
That Fool The Weather

387 Broadway ~ San Francisco, Calif.
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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 money and better macaroni
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OUR PURPOSE:

Eduycate
Elevate

Organize
Harmonlze

ASSOCIATION NEWS

National Macaroni Manufacturers
Association
Local and Sectional Macaroni Clubs

OUR MOTTO:

First—
The Industry

Then—
The Manufacturer

e —
OFFICERS, 1926.1927 Q. GUERRIBL......iveus Prassterieenenee Director  B. Z. Vermylen, A, ?AR{;‘I Sons, Consol., 26
HENRY MBL:I.LL!R ......... vesieassas ?ru!llrll Labanon, Pa Front at,, Drooklyn, N. Y.
180 Baldwin av., Jersey City, N. J. C. 8. FOULDS........... vesssssss.Dirsctor  John Ravarino, Ravarino & Freschl Imp. & Mfx.
JOHN HAVARINSD..]. i ..;lm Vice President A (13;;. Kingshighway and Shaw bvd, Bt, Louls,
t. Lo 0, .
- M, J. DONNA.... wse Secretary
LEON aq, Tu"?ﬂ‘-"r’é’riéi:'r."r'.':. Vice President P, 0. Drawer No. 1, Braldwood, Il Leplsiative and Vigllance Committes
FRED BECKER......... bessernanrines Treasursr M. J, DONNBLcscsraaasensinsarsnssenssBcratar
6919 Lorain av., Ceveiand, O. Committes on Allled Trades Relations Bratdwood, Til. Y
JOHN B. CANEPA....iiuncissrssncnnas Director G. Guerrisl, Keystone Macaronl Co., Lebanon, Dr. B, R. Jacobs....caassssses.ss Roprasentative
Chicago, Tl Pa. 2024 I st. N. W., Washington, D, C.

Those Kind Words

It's most encouraging to have one's work appreciated.
The s:cretary is.truly grateful to the many macaroni man-
ufacturers and allied tradesmen who by letter and wire
congratulated him and the industry on the wonderfully suc-
cessful convention staged in Chicago last month. However,
the credit is misplaced. It rests on the many friends of
the industry who have cheerfully, willingly and consistent-
ly cobperated in promoting the association work of which
conventions are only starting or closing points.

Conventions in this industry, likewise all other meetings
throughout the year can be successful only when properly
supported.by those whése welfare it aims to promote. The
secretary, in return, desires to congratulate the whole in-
dustry for the attitude shown, the progress made, and in
this manner thanks those who in any way assisted in mak-
ing the Chicago conference the epoch making event it
proved to be.

Ideas

Get one.

State it clearly.

Write it out.

Read it over.

Believe it.

Like it.

Give it.

And others will “get” it.
e & @

That's how Association Members can best “associate.”

Are You a Member?

An organization that can carry on successfully for 23
years and can supervise so successful a convention as that
staged in Chicago last month deserves YOUR SUPPORT.

You can best support the National Macaroni Manufac-
turers Association's activities by JOINING.

Let us have some volunteers, - Ask for an application
blank. It will be a pleasure to serve you in this matter,
Do your share in “rushing the secretary to death” in filing
applications. Are you not with us?

Useless Perfection

It is one thing to claim perfection or efficicney; it is an-
other thing to be able to make good that claim.

“What's the fuss in the schoolyard, sonny?” asked a
genileman passing a ward school.

“Why, the doctor’s just been around examin' us, an' one
of the deficient boys is knockin’ hell out of a perfect kid.”

MORAL—Be Practical.

Good Advertising Dope
MACARONI—AIl “Meat" and no “Bone."
EGG NOODLES—The substantial “Egg wheat" food.

What's in a Name?

Sooner or later the industry will have to wrestle ‘with
the problem of giving the products of our factories a gen-
eral name that will be more appropriate, suggestive and all
inclusive than the several now in use. In Europe our prod-
ucts are generally known as Alimentary Pastes, a term to
which many in this country abject, but which is the official
designation of this food by the various government bodies
in America. However, the more common practice in this
country is to call them Macaroni Products. Objection is
made in some quarters that this name is not generic and
could hardly include all the various shapes, sizes and kinds
of products marketed under the general name of this food.

Would the name Wheat Pastes be suitable? Think this
over. Suggest a likeable name; write us your views. Who
knows but that you may have the honor of recommending
a term that will exactly fit. This is worthy of the best
thought in the industry. Don't hesitate. Speak up!

The After-effects

At any convention enthusiasm may be expected to run
high. Inestimable good results. But the real good is that
which comes from the lingering spark of cnthusiasm that
continues long after the gavel has sounded the close of the
annual meeting. There were many more good points talked
about than acted upon, probably because conditions were
not ripe at the time for some of the proposals. Keep all
good things in mind, ready to act at the opportune moment,
and lose no time in promoting activities upon which there
was a general agreement. In that way the industry will
gain from the conference of much promise. Be consistently
enthusiastic.

Send It In!

If you have a bit of news,
Send it in;

Or a joke that will amuse
Send it in;

A story that is true,

An anecdote that's new,

We want to hear from you—
Send it in, )

Never mind about the style,

1f the news is worth the while,

It may help or cause a smile—
SEND IT IN|
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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.
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LARG!-;.'(\}'ERTICAI. ELMES*

PRESS, 480 LBS. FLOUR PER CH s
ADED FROM BELOW BY PORTABLE TRUCK. OVERAI‘II\EIERABE}JCGHAEIMND[HS
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Inslde Packed :

Veriloal Prees. Inside Parked Short-cut

Press for Accumulator System,

Outslde 'acked Short-
cut Press and Pump.

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

CHARLES F. ELMES ENGINEERING WORKS, 213 N. Morgan St., Chicago, U. 8. A.
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Die Waaner., Vertical Press
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No artificial coloring matter is required in
Macaroni made from Pillsbury’s Semolina,
because of the Pillsbury method of milling,
which brings out all of the clear, natural
amber color of the select durum wheat from
which Pillsbury’s Semolina is made.

Pillsbury Flour Mills Company

#Oldest Millers of Durum Wheat"
Minneapolis, U. S. A.

BRANCH OFFICES:

Albany Chicago Jacksonville Philadelphiy Saint Paul

Atlanta . Cincinnat] Los Angeles Pittaburgh Scranton

Altoona Cleveland Memphls Portlan Springfield

Baltimore Dallas Milwaukee Providence Syracuse

Boston Detrolt New Haven Richmond Washington
New York Saint Louls

Buffalo Indlanapolls
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