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KEEP IN STEP |
% (] The World progresses naturally. %
{ To keep up, the Macaroni Industry o
must follow a steady and natural pace. 3
L

(] That will be easy for the manufac- 0
= turets who keep in step but hard for |g
Bl those who are always dragging behind.  [&
% y geing 5
() Our Industry's progress depends on %
how well we popularize our products. %
() Let's keep in step by a sane and eco- %
nomic educational publicity campaign.
] &
!,, i
STUDY PLAN PROPOSED...
. KEEP IN STEP
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One of the oldest and most famous slone arch bridges in
the world—the Camel's Back Bridge in the gardens of the
Swummer Palace, Peking, China.  Its high arch, similar to the
strong, resilicat corrugated arches in the walls of Mid-IVest
shipping boxes, las successfully wcithstood the heavy tread
of the many centuries that have passed over il

You Can Depend On Mid-West Boxes

There scems to be some confusion among buyers in determining the grade of
shipping boxes that will profit shippers the most.

Some buy a “just as good” box at a tempting, low price—but find its cost, in the
ultimate check-up, to be unwarrantably higl and its service unsatisfactory.

Others call for the best proved quality box their money can buy and discover that
the better box is most economical, judged by final cost—and a great deal more practical
in “tough going.”

Which type is the most serviceable and economical?  Which do you buy? Did
you ever check up?

The quality box has been proved by actual service records to be superior in every
phase to the “just as good” box and therefore always the most desirable. For example,

users of the popular Mid-West corrugated shipping boxes know this to be true—other-
wise such a large number of shippers would not have standardized on the Mid-West

quality product.

The solid fibre hoxes of the Container Corporation of America are just as remark-
able from a quality standpoint as the Mid-West product and can also be depended on
to give the same satisfactory, low cost service. Built up to a standard quality they best
prove their merit by gilt-edged service,

In what can our large, experienced orgamzation help you? Read the coupon here-
with, fill in and mail today. It may save you money.

RETURN COUPON

MlD“WE ST BOX COWMY MID-WEST BOX COMPANY

111 West Washington Screet, Chicago, Dept. 20

VAVAY

AN Gcrulemcnnh Plnuhveoneufynxupe:ﬁ:hgkour_:;r:w‘;:
hods—wl ting us—fol
CONTAINER CORPORATION Facking sy shgpig bVl Slgaiog
OF AMERICA
Name i
111 W, Washington St. CHICAGO, ILLINOIS e L st S
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Five Mills — Nine Factories Capacity 1000 tons per day Addegsy———— R S T
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Tanzi’s
Dies

are the best
Macaroni
dies made.

We knew they were good,
for we know the quality
of material and workntan
ship that goes into the
making of them, but it
_ seems that we have been
adding a little extra strength, a little extra weight, a

little extra care, until they have become the “BEST
MADE."

Qur ne.ll pleased customers have told us so, by repeat-
ing their orders.

We can satisly you too, because we know how.
] . “ . .
|  Our work is precise, speedy and inexpensive,

Repairs are treated with the same degree of good will
and are dependable and accurate.

l:ct us prove to you that our claim to the “BEST and
(,.HE.APEST" is not an idle well-sounding slogan, but
that it really is

Our creed, our policy, and our law.

MARIO TANZI CO.

Boston, Mass.

—
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New Friends

**TUSW’PAR**
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Selling Products “The Ametican Way”

Arguments and Plans for Advertising Macaroni Products

There is an Italian proverb, “When in Rome do as the Ro-
mans do.” This very appropriately applies to our business.

Macaroni manufacturers are American business men who
must carry on their business “The American Way.”  One
successful manufacturer says:

As a result of my lifelong work as a Macaroni Manu-
facturer and of my deep study of ways and means of
profitably disposing of my products, I am confident that
I must sell the American consumer, first, on the merits of
my food and second, on my ability to properly serve him.

This I have done in two ways—orilly through personal
friends but more effectively through the masses by ju-
dicious advertising. I prefer the Iatter method hecause it
is “The American Way,” preferred by all successful hysi-
ness men and expected by the buyers. To carefully
planned advertising 1 attribute whatever success my
firm enjoys in the macaroni business.

In this country we consume about 4% 1bs. of Macaroni
Products per person. The Italians 10 times as much. \We can
easily raise the American consumption by telling our people
of our great food, its cconomy, its food value and ways to
prepare it, and to tell it The American Way—by ADVER-
TISING.

It's funny. We all agree that sooner or later we must AD-
VERTISE MACARONI PRODUCTS—The American Way,
but we have been sitting back hoping that the other fellow will
do it for us. If it's done, WE—you and "us,” must do it.

Happily the old attitude is changing. Manufacturers are
more and more advertising individually and becoming more
am! more convinced that a well planned and a properly sup-
Ported cooperative publicity campaign, seli financed, is the
thing to do,

We could present almost endless arguments telling how
coperative advertising will increase consumption and raise
our products in the esteem of those who daily provide for the
Avierican tables, but we would rather present a plan for doing
thi very thing,

The National Macaroni Publicity Committee appointed
the Minueapolis Convention has worked faithfully and now
submits a plan wherein EVERY Manufacturer can cooperate
!N:-‘.!usc EVERY firm in the country will get its share of the
tereased consumption that is bound to result,

The plan calls for a judicious advertising campaign in such
Mational women’s magazines as Ladies IHome Journal, Good

Housckeeping, ete,, handled through the N. . Ayer adver-
tising agency which is one of the best in the country.  In awl-
dition to display advertising there will e newspaper stories,
posters for grocers and testud recipes—all aiming at ONI
THING—getting MADE-IN-AMERICA Macaroni Products
before our peaple more favorably,

About $50,000 is needed for the campaign.  After fully
studying different ways and means for raising this amount it
was agreed that we should do it by VOLUNTARY contrilu-
tions on the part of the willing and progressive firms.  In
this country we have about 175 to 200 firms that rank in Class
A and should contribute.

Note what 18 firms did at the New York meceting!  Surely
the remaining firms in Class A should contribute the balance!
It should casily be done! Tt will be done! Prove that vou
are in Class A.

These 18 firms pledged a total of $18,200. Pledges rimged
from $250 to several thousands, On this basis what can you
afford? Some pledged approximately 3¢ a barrel on their an-
nual output; others gave what they thought they could aj-
ford. You do likewise.

In determining your contribution, please REMIEEMRER—

That your name will be added to the list of original ro-
moters.

That this is not a sectional affair, but a national one.

That it is not a group movement, but one to benefit bulk
and package men, macaroni and noodle makers, the
large and small manufacturer—bencfit ALL ALIKIE

That we will advertise Macaroni Products—not brands
or kinds.

That the campaign will help ALL manufacturers il
friends and not Association members alone.

Well, the list is open for your contribution.  Fill out and
return pledge to M. J. Donna, seeretary, before Nov. 23, 1927
with the assurance that your contribution will be held strictly
confidential and that your name will appear on the roll of
those who are financially supporting this most promising ac
tivity.

Your response to this appeal will determine your attitude 1
this nation wide movement o SELL THE AMERICAN
PUBLIC TO THE TRUE VALUE OF MADE-IN
AMERICA MACARONI PRODUCTS.

Your help is needed, is wanted and will e appreciated
Let's do it
THE AMERICAN WAY

MINNEAPOLIS MILLING CO.

MINNEAPOLIS, MINN.
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MACARONI

Many Nations Lay Claim to Fostering Famous Food

ARTICLE No. 2

GERMANY

-<By JOSEPH . CUNEO, Treasurer Cunto Bros., Connellsville, P;i>

As mentioned in our last issue, space does not permit pub-
lishing at one time the historical facts of the word—
MACARON I—received from several different countries. It
will be remembered that Ireland’s claim appeared in this pub-
lication last month, in which a very convincing and argumen-
tative idea was advanced. In this number we offer Germany's
contribution :

GERMANY: In sections of countries where winter
breezes blow, the inhabitants are well acquainted with snow
men, fashioned by cither the hands of children or by the more
experienced hands of their parents who also delight in such in-
nocent frolic to give pleasure to the children, This leads us
to the subject of dough men.

In the Fatherland, particularly the northern portion, bread,
in the form that is known in other countries, was never made,
But figures—the forms of men, stars, swords, birds, sea shells,
ete., were formed with the dough and baked. These forms
were used as bread from the 13th century, and are still in
vogue in many north German cities. From this follows our
story: It is universally conceded that the word “brot”
(bread) comes from the northern part of Germany.

It should be observed that during the 1%th century, also
the 14th and 15th centuries, trade was not carried on between
nations hut by various towns, like Venice, Lubeck, Ghent,
Rruges, Cologne.

The Hinseatic League, formed in the 13th century for mit-
igating the manifold perils of the merchants, was composed of
the commer=ial towns of Lubeck, Cologne, Brunswick, Dantzig
and other centers of great importance. As pirates were nu-
merous in the North sea and the so-called Strand laws were
effective, under the provisions of which a ship with its cargo

became the property of the owner of the coast upon whicl: it
might be wrecked or driven ashore, the league was formed ior
the protection of the merchants of the towns above namel.
(Reference—German People in Town and Country, Thir-
teenth Century, by James Harvey Robinson.)

The union thus formed purchased and controlled settle-
ments in Italy. It also managed to monopolize nearly 1
whole trade on the Baltic and the North seas, either through
treaties or influence that they were able to bring to bear,

For 200 years before the discovery of America the League
played a great part in the commercial affairs of wuestern
Lurope.

The dough men, or dough baked in its many forms, was une
of the particular food products brought by the German mer-
chant to Genoa. At first the Genoese, whose sailors were
also opening up new trade routes to the East and West Io-
dies, would not purchase the large, clumsy forms, telling the
German merchants in the Genoese dialectic tongue—"ma
caroni"—signifying “but it is very dear.”” The Germans to
get the trade reduced the size of the various bread forms,
thereby reducing the price proportionately. The new size
was also called “Macaroni” by the German merchants, the con-
tracted word for “very dear,” and needless to state that this,
afterward, became an important item in the cargo of the Ger-
man merchants.

From Germany, too, came “noodles,” which are sticks of
wheat, similar to macaroni, only flat instead of round.
“Noodles” is essentially a German word.

After the Italians succeeded in opening up the Indian trade
route 200 hundred years later they improved upon the forms:
but from Germany comes the name, idea and principle of that
dish relished by those of high and low degree—MACARONL

Opposes Free Deals

John H. Meyer, for many years sec-
retary of the New York State Asso-
ciation of Retail Grocers, resigned last
month to assume the office of general
secretary of the New York Wholesale
Grocers association.

In his first bulletin to the whole-
salers he chose for his subject “Unfair
Deals and Schemes.,” Wholesalers and
retailers are congratulating him on his
able handling of this very delicate and
ticklish policy and generally commend
him on his courage. He wrote:

“From the beginning of its existence
this association has condemned all un-
fair methods of competition in com-
merce including schemes and deals
which hurt the industry and make for

misunderstanding, loss and waste. The
words ‘schemes’ and ‘deals’ themselves
imply makeshift devices or impractic-
able plans,

“In this enlightened age merchants
and consumers generally are not ex-
tremely gullible and have come to real-
ize that nothing really is free—some-
one pays.

“No one questions the right of a
manufacturer or merchant to dispose
of his merchandise without charge if
he chooses and it is not for wholesale
grocers to determine the policies of
manufacturers or their fellow whole-
sale grocers, but from an economic
point of view something can and
should be said about the unfairness
and the costliness of a free deal which
saddles additional cost and labor on a

N

wholesale grocer without adequatc re
turn,

YA manufacturer announces that
with every dozen cases of his profuct
he will give one 'free.’ Nothing is ~uid
about protecting the stock acquire:| by
jobbers before the deal announcenient
On the deal basis the trade is sold .nd
current demand satisfied. It is true
that often the jobber may continue to
buy on the deal basis but when he ~clls
it also must be on the deal hasis of
his stock remains frozen until there 1#
new detaand created, )

“So far as the wholesale grocer 18
concerned there is nothing free ‘.Ih\al!l
this deal. Aside from its unfairness 1t
is unsound economically fur it over
loads the jobber and retailes, tics up
their stocks and investments, adds 10
their costs and results in loss.”

1A

Enthusiastic Midyear Meeting

Unusual interest was shown by the
macaroni manufacturers of the coun-
try in the midseason mecting of the Na-
tiomal Macaroni Manufacturers associa-
tion held October 21 in Hotel Manger,
New York city.  About 30 manufac-
turers, the majority from castern states,
artended, and manifested unusual con-
com in the special purposes for which
the meeting was called,

I'he large attendance and keen intere
is prabably attributable to several causes
among which may be mentioned the Ia-
bor troubles in the New York plants, the
specialty convention in Atlantic City the
same week which attracted the western
manufacturers, and the importance of
business for which the meeting was
calld.  The officers of the National as-
sociation happily feel that the latter
cause was the main attraction,

After 4 months of study and research
the committees of the National Macaroni
Manufacturers association having to do
with increased  macaroni  consumption
were able to submit a workable plan
that received practically the unanimous
approval of the gathering.  The main
question under consideration was not
whether the industry should act coop-
eratively o popularize its products but
rather how to proceed in doing this very
thing.

The plan submitted by C. S. Foulds,
chairman of the National Publicity com-
mittee, combines  national advertising
with grocer trade relation activities, test-
ul recipes and newspaper stories of real
public interest. It was planned to start a
publicity fund to which voluntary con-
trilmtions will be made, A total of over
$IS000 was subseribed by 17 manufac-
trers  present, and  further  pledges
promised,

The combined committee on increased
wonsumption of macaroni products was
authorized to issue a general appeal for
finincial support toward the nation wide
cmpaign  which promises  equitable
benefits to all manufacturers.

The question of deficient cpgEs now
being offered macaroni and noudle mak-
¢ was discussed by Dr. B R. Jacobs,
\.\'.‘|.~‘hin|.;1m| representative of the Na-*
tional. - The material particularly under
observation is an olly substitute in which
l!lt' casein of cheese is the principal ba-
fs. It lacks all of the qualities of egps
as known by our industry. Further in-
}'ualigaliun and disclosure of firms sell-
ng or using the substitute was ordered,

F. Romeo of New York gave an in-

o
i)

teresting talk on closer cooperation be-
tween manufacturers for the industry's
weliare.

C. A, Tosi of lrooklyn, president of
the Olive Oil Importers association, ad-
dressed the meeting on the need of self
regulation in addition to combined ac-
tion that will teach the Americans the
true value of the wonderful food pro-
tuced by this industry.

Thomas . Toomey of Mt Vernon
spoke in favor of one strong association
as the industry's preatest need.

C. S, Foulds, chairman of the Nation-
al Publicity  committee, explained  his
plan for making made-in-America mac-
aroni products more popular in this
country,

B. S, Scotland of Joliet Macaroni
company spoke in favor of good slogans
as the best means of calling attention to
our food products,

Eugene Skinner of Omaha spoke in
favor of cooperative advertising, and
suggested that the manufacturers of the
country take advantage of the national
publicity campaign by merchandising it
properly to their jobbers and salesmen.

Many others took part in the discus-
sions that were educational as well as
interesting.

The country was zoned and the direct-
ors of the National association will join
the National Publicity Comrittee in a
general attempt to sell the pul licity idea
to the industry at large.

Among those in attendance at the New
York meeting were the following :

Co AL Tosi, Ted Maolinari, Splendor Mae.
Cu.,, t Boston, Mass,

L. K Coneo, Connellsville Mac. Co., Con-
nellsville, Pa.

H. Mack, National Egg Nuoadle Co., Union
City, N. J

Alfred A, Bianchi, lalia Macarom Co.
Warcester, Mass.

Frank 1l Angelis, B e Angelis & Co,
Philadelphia, Pa.

Frank Patrono, Independemt Mae Co, My
Vernon, N. Y.

Max Kurtz, Kurtz Bros, Philadelphia, 'a

A Lambrosa, F. Romes Brooklyn Mac, Co.,
Brooklyn, N, Y,

A Giota, A Gioa & Dro, Rochester, N Y

G, Guerrisi, Kevstone Maie, Co., Lehanon,
Pa,
E. Ronzoni, Ronzoam Mae. Co, Ine, Long
Island Ciny.

avid Cowan, A, Goodman & Sons, New
York, N. Y.

James T, Williams, Creamette Co,, Minne-
apolis, Minn,

John  Busceni,
Brouklyn, N. Y.
Edward Z. Vermylen, A, Zerega's Sons,
Hruukl}'ll. N Y.

James 1*. Glynn, A, Zerega's Sons, Brouklyn,
N. Y.

Metropolitan - Mae,  Co.,

Louis Petta, Washlorn Croshy Ca, New
Yark, N. Y.

H. P
New York, N Y

C. Ambretti, Consal. Mac. Machine Corp
Brooklyn, N. Y.

J. Horowitz, Horowitz Bros. & Margareten,
New York, N. Y.

Wm. Culman, Atlamtic Mac. Co, Long ls-
land City.

(. Lo Bue, Lo Due Dros., Jersey City, N. |

D, Glaviano, Line & Glaviano, Jersey City,
N.J.
HL Mueller, C. F. Mueller Co., Jersey City,
N. J.

F. J. Tharinger, Tharinger Mac. Co., Mil-
wittkee, Wis,

E. Skinner, Skinner Mfg, Co, Omaha, Neb.

C. 5. Foulds, Foulds M(g. Co., Cincinnats, ).

T. J. Toomey, Westehester Mae, Co., Mt
Vernon, N. Y

5. Seotland, Jaliet Mae. Co., Jolict, 1l

AL L. Donna, Seeretary, Jersey City, N. | B

Dr. B R Jacabs, Represemtative, Washing-
ton, D. C,

Macaroni for a Nickel

The consumption of macaroni prod-
ucts in Chicago is due for an increase
this fall and winter according 1o the
food prophets of that seetion.  Late in
October the newspapers of Chicago car-
ried the story that the poorer families in
Chicago are hailing with delight a new
progr: for serving  school  children
lunches, which has heen inaugurated by
the schaol hoard. .

For le the child may oltain all he
wishus to eal.

The establishing of the le luncheon
followed an investigation which revealed
that many children of poor familics le-
came weak and occasionally fainted in
the afternoon because they were hungry.

That the 1¢ luncheen is not a fake is
evidenced by the menu,  Here
you can buy for a penny

Big bowl of soup.  (1f you're still
hungry, the cook will Gl it up again free
af charge if you have no more money. )

Telly or peanut sandwich,

All the bread you can eat,

Milk.

I you have a whole nickel to spemd
for lunch, that's another matter.  You
v get

Soup,

s what

Milk or cocon,

Macaroni and cheese,

Apple sauce,

Chocolate pudding,

Plenty of bread.

Variety is furnished, tow, for the menu
is changed cach day for the nickel lunch-
von eaters.

Matehell,  Washlarn Crashy  Co.,
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Collectively

Consumer Interest

Created

Increased Sales Can Come Only
From Increased Demands for Mac
aroni Products by the Public

By Frank]. Zink of N. W. Ayer & Sen.

LEvery manufacturer is deeply con-
cernced in any fair method that will
Lring about a greater use of his prod-
uct. Macaroni Products are not as
well known nor as frequently served
as most manufacturers would like.
What agency will bring about the de-
sired increase and an equitable distri-
bution of benelits therefrom? I'ut your
money on “COOPERATIVE AD-
VERTISING."” The following open
letter to the chairman of the National
Macaroni PPublicity Committee empha-
vizes the value of association publicity.

New York, Nov. 10, 1927.

Mr. C. C. Foulds, Chairman

Publicity Committee

National Macaroni Mfrs, Assn.

522 Fifth Ave.,, New York, N. Y.

Dear Mr. Foulds:

The members of the National
Macaroni Manufacturers Associa-
tion are to be congratulated on
their efforts to broaden the market
for Macaroni, Spaghetti and Egg
Noodles by conducting a coopera-
tive or association advertising
campaign,

The controlling motive in an as-
sociation campaigr. is the greatest

good for the greatest number. It
is intended to arouse and stimulate
the interest of the public in the
products of an industry as a whole
rather than in the privately owned
brand of one member of an indus-
try. A campaign of this type ob-
viously cannot be undertaken by
any one individual, but done col-
lectively will benefit every mem-
ber of the industry. No manu-
facturer, regardless of the quality
of his product or his ability as a
merchant, can long continue to
substantially broaden his business
unless the market itself is expand-
ing.

In a cooperative campaign great
energy is devoted to the increase
of business for everybody. Ad-
vertising of this nature brings to
the front in a favorable light in-
dustries which heretofore have
been little thought of or left in ob-
scurity, Cooperative advertising
not only helps an industry to grow,
but unqualifiedly insures future
markets and a strong barrier to
competitive substitutions.

The hardest selling resistance

does not necessarily come from
competitors, but from the public's
ignorance or lack of appreciation
of a product and its uses. Often
the best opportunity for increasing
sales lies in broadening the basis
market—in increasing public de-
mand. This the National Maca-
roni Manufacturers Association
has set out to do. The results
will be commensurate with the
whole hearted support given by
every m:mber of the Association
to the cooperative campaign to be
undertaken, and in promoting the
demand for Macaroni, Spaghetti
and Egg Noodles in every way at
his command in his individual
business.

It has been our experience that
the best results in an advertising
connection are secured only
through a sense of partnership
between advertiser and advertis
ing agent. We look forward to
our connection with you, antici-
pating that this will be the case.

Very truly. yours,
FRANK J. ZINK,
For N. W. Ayer & Son.

Strong Financial

| The Macaroni and Noodle Makers of
the United States, large w0 L small, cast
and west, everywhere have been sent the
following appeal for liberal contributions
to the National Macaroni Publicity
Fund hy the husiliig committee in
charge. The promoteis wish to empha-
size the fact that while the cooperative
movement is sponsored by the National
Macaroni Manufacturers association, it
is a game all can (and all should) play
in. The Publicity committee has assur-
ance that many nonmember firms will
contribute liberally:]

The Appeai

The time has come for intelligent
TEAM WORK among macaroni manu-
facturers, The cnthusiasm aroused at
the Minncapolis convention last June in
favor of COOPERATIVE ADVER-
TISING to bring about increased use
of macaroni products in homes, restau-
rants and hotels, was manifested anew
1t the joint meeting of the 3 committees

Support Assured

on I"OI’ULARIZlNG MACARONTI in
Chicago last September and brought to'

a head at midyear meeting in New York,

October 21.

Not one word in opposition has been
voiced. It was not a question of WHY
ADVERTISE, but of HOW. Every-
body was willing that something be done¢
—and SOMETHING WILL BE
DONE.

For example, here is what 18 out of
22 manufacturers at the New York
meeting thought of the idea. They
pledged $18,200 to start a National Mac-
aroni Advertising Fund. The sponsors
are—

Brooklyn Macaroni Co., Brooklyn.

Creamette Company, Minneapolis

Connellsville Macaroni Co., Connells-
ville.

R. DeAngelis Co., Philadelphia.

. especially  when done

Foulds Company, New York.
A. Goodman & Sons, Inc., New York,
A. Gioia & Bro., Rochester.

Keystone Macaroni Mfg. Co., Lebanon

Horowitz Bros. & Margaretten, New

York.

Italia Macaroni Co., Worcester.
Joliet Macaroni Co,, Joliet.

" Kurtz Bros., Philadelphia.
C. F. Mueller Co., Jersey City.
McLaren Macaroni Co., Dayton.
Skinner Manufacturing Co., Omaha.
Splendor Macaroni Co., Boston.
Tharinger Macaroni Co., Milwaukee.
A. Zerega's Sons, Brooklyn.

The amounts pledged are VOLU N-
TARY and strictly confidential. S me
hasud it on production, figuring abou! N
a barrel on their annual product:n,
while others arbitrarily gave what they
thought they could consistently afi vl
You may do it cither way.

ADVERTISING ALWAYS PAYS,
COOPLERA-
TIVELY by an industry, Here is your
chance to add your name to the LIST
of Original supporters. Send in your
pledge before Nov. 15, 1927.

All for One,—One for All

National Macaroni
Publicity Committee.

November 13, 1927

“Tested" Semolinas,

WASHBURN CROSBY COMPANY

General Offices:
Millers of Gold Mednl “*Kitchen-tested" Flour

Our testing unit includes a
miniature mill; a macaroni
mixer, kneader and press;
drying chambers and cook-
ing equipment. Through the
daily operation of this minia-
turc but complete testing
plant we secure definite facts
that enable us to constantl

improve the quality and uni-
formity of Gold Medal

THE MACARONI JOURNAL

Here 1s a corner of our miniature ““semolina-mill”
where the wheat for Gold Medal Semolinas, is

Thoroughly tested
for your protection

OR years our aim in the making of Gold

Medai Semolinas has been to improve

the quality and uniformity of these
products,

In line with this policy, we have designed
and set up a small but complete miniature
mill and macaroni-making unit. By these
means we sccure the facts we must have
about every shipment of durum wheat re-
ceived, in addition to those facts we obtain
by chemical analysis.

Following our chemical analysis of a sam-
ple gf wheat from cach shipment, about five
or six pounds of semolina is then ground in
our experimental mill. This semolina is
then run through the macaroni-manufactur-
Ing process, to test and develop the character
of the gluten necessary for the production of
good macaroni, and to discover any defects

oib MepAL

Minneapolis, Minnesota

in the wheat as to color, or as to the presence
of foreign seed and ergot which produce an
excess of black spots.

These and other physical tests enable us to
select only that wheat which comes up to
the exceptionally high standards we have

set le_bc made into Gold Medal “Tested”
Semolinas.

The success that manufacturers of macaroni
products have experienced with Gold Medal
“Tested” Semolinas assured us that our
painstaking care in their production has been
well worth our while and thoroughly appre-
ciated by those who use our semolinas,

Gold Medal “Tested” Semolinas are guar-
anteed.  We stand ready to return vour full
purchase price if any sack does not prove
satisfactory in every way,

Mested”
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Increase Consumption ThroUgh
Eye and Appetite Appeal

Articles on the subject "What the In-
dustry Needs Most Today" in the Sep-
tember 15 issue of the Macaroni Jour-
nal were of special interest, because they
herald  the awakening of association
members to the 'realization that there is
a great opportunity for advancement of
the industry. =

I believe that after having given the
matter proper thought and consideration
the consensus of opinion is that in-
creased consumption is the real answer
to the question,

Concluding that increasing the con-
sumption of macaroni products will ben-
cfit the industry to the greatest degree,
the natural question follows, “How
shall we increase consumption "

This is a big question. It is a ques-
tion which calls for deep study. Many
methods may be suggested, but all of
them, to be successful, must be based on
publicity. Once the members of the as-
sociation have determined that publicity
is the only means of increasing macaroni
consumption, the question  arises—
“What kind of publicity shall we use?"”

Again, many suggestions will be forth-
coming; and again great care must be
exercised in the selection of a medium of
the character bringing about the desired
results; creating the proper impressions
at a cost not prohibitive to the industry
and climinating  wasted effort to ihe
greatest degree,

One of your contributors states in his
article that the habits of the nation
change frequently. This is a fact.

Several years ago the family circle,
with mother darning socks, father at-
tired in smoking gown and slippers, seat-
ed in an easy chair enjoying his after
dinner pipe and reading the evening pa-
per for the benefit of the entire family,
was a picture describing accurately the
aveérage American family's evening ex-
istence.

Today the average American family
spends the evening at home only when
the car is out of commission or there is
a death in the family. Dad reserves his
pipe for hunting and fishing excursions;
socks are not darned at home; the fam-
ily gets its news in picture form and its
diversion at the movies.

To reach this average American fam-
ily with the macaroni message it has
been suggested that a fund of 10 to 15
thousand dollars be appropriated for
carrying on an educational campaign in
the news columns of the newspapers.

This would be an excellent idea if it
would work. However one should not
let enthusiasm for free newspaper pub-
licity through the medium of “news re-
leases” outrun the knowledge that the
newspapers accept or reject  subjects
from the viewpoint of the interests of
all their readers,

There is nothing of exciting news
value today in the recitation of the vir-
tues of macaroni and I cannot by the
widest stretch of imagination picture the
average American man or woman, whose
habit is to skim the news, read the head-
lines and look at the pictures, becom-
ing consumingly interested in newspa-
per articles exploiting the virtues of pro-
saic houschold commodities.

It has also been my experience to
learn that the public cannot be influenced
by trick advertising disguised as “news.”
Expectations along this line must be dis-
counted as time advances, by reason of
the fact that people do not now relig-
iously devour the news as they did here-
tofore.

It would not be fair to advance this
destructive  eriticism  without offering
something constructive,  Therefore may
I suggest that to increase the consump-
tion of macaroni and its allied products,
steps must be taken to reach the con-
suming public through its most vulner-
able spot—the appetite,

A campaign in colors displaying the
product in all its deliciousness and asso-
ciated with standard food combinations
properly served, is a form of publicity
which must receive your serious consid-
eration,

Industries which have increased the
consumption of their products have
used this method suceessfully.

You have but to call to mind such
products as Kellogg's Comn  Flakes,
Camphbell's Soup, Mueller's Macaroni,
Heinz's Deans, Sunkist Oranges, Max-
well House Coffee, Sun Maid Raisins,
etc., to realize that this is at least one
successful way to increase consumption
through the medium of publicity.

Individual concerns within the con-
fines of your association have realized
the value of color and appetite appeal
and bhave used both advamageously, as
their position in the industrial world
would proclaim.

Publicity costs money—real money;
and until such time as the members of
the association can think seriously of
making a real effort, properly financed,

By C. H. RIDER

I do not hold out much hope that the
American public will eat very much
more macaroni than it does at the pres-
ent time.

Spending the association’s 10 or 15
thousand dollars to broadcast the maca-
roni message to approximately 112,000,
000 people is like drivizs o spike with
a tack hammer in the da, and woull
be 10 or 15 thousan ! dolsrs divened
from a more successful method.

Chicagoans Like Plan

At a sectional meeting held Novem-
ber 2 in Congress hotel, Chicago, at
the call of B. S. Scotland, member of
the National Macaroni Publicity Com-
mittee, the proposed plan of coopera-
tive advertising of macaroni products
was approved. Mr. Scotland presided
and, explained the plan.  Secretary
M. J. Donna outlined action taken hy
the manufacturers at the meeting the

_previous month in New York and

those present agreed 1o ‘cooperate fully
in the movement that has so many
promises of success.

E. W. Dica, representing the Chi-
cago Macaroni company, made an in-
teresting talk on the value of beter
understanding between manufacturers
and the need of improved business
methads, and promised favorable con-
sideration of the plan by his firm. R
B. Brown of Fortune P’roducts com-
pany discussed the proposal from the
point of continuity, making the accept-
able suggestion that ways be adopted
for continuing the publicity work over
a period of years to give it a chance
to prove its worth.

Henry D, Rossi of Peter Rossi anld
Sons, Braidwood, 111, spoke highly of
the plan as being in line with sugpes
tions made in his paper read at the
Minneapolis June convention. A ]
Grass of the I, J. Grass Noodle com-
pany strongly approved it also and
promised a liberal contribution toward
a movement by the industry that has
been altogether too long delayed. G
G. Hoskins of the Foulds Milling Co.
Libertyville, Ill, and several others
praised the plan and urged all manu-
facturers to lend the support it de-
Serves,

If you want to flatter a man ask him
for advice in a love affair,
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The “Clermont” Noodle Cutting
Machine NA-2, with Flat Noodle
Folding Attachment.

Type NC-FNF

Which is at last clear of all encumbrances from
the law suit of C. F. Mueller Co. vs. Clermont
Machine Co., Inc., as per opinion from Court of
Appeals which was short and sweet, “Decree
affirmed with costs.”

We feel recompensed for the money spent to
fight the suit, as we know this machine will
prove it's value to the trade.

We are indezd pleased to put this machine on
the market ‘‘For the Belterment of the Industry. "’

Write us for catalogue and detailed information.

268-270 Wallabout St.

CLERMONT MACHINE CO., Inc.

Brooklyn, N. Y.

R —————

____‘____’

ff




e

- ——

m—

[ —

T R R T O R IS T TR ST

P ——.

According to export figures on mac-
aroni products prepared by the food-
stuff division of the Department of
Commerce, September exports declined
slightly from August figures, though
the total for the first 9 months is still
above the exports for the same period
in 1926,

Australia was our principal custom-
er last September getting 96,000 1bs.
of made-in-America macaroni prod-
ucts, The United Kingdom was sec-
ond with 95,000 lbs. Then came Can-
ada with 88,000 lbs.; Mexico with
68,000 1bs.; the Dominican Republic
with 52,000 Ibs.; Cuba with 45,000 Ibs.;
and New caland with 41,000 Ibs. The
total for September 1927 exceeded 609,
000 Ibs.

New York continues to be the prin-
cipal export city, shipping 259,000 Ibs,
destined to 21 foreign countries. Next
came New Orleans with 136,000 Ibs.
bound for West Indies, Central and
South America. San Francisco was
third, handling shipments to Asia,
Australia and the Pacific islands.

THE MACARONI JOURNAL

September Exports Drop

November 15, 1927

EXPORTS OF MACARONI BY PORTS AND COUNTRIES OF DESTINATION
September 1927
(1000 1bs.)

New New San Fran- Vir- Wash- Mich- DBuf- Al
York Orleans cisco ginia: ington igan fale Other Total

Irish Free State..
Netherlands ...
United Kingd
Canada ..........
British Hondu
Costa Rica......
Guatemala
Honduras ...
Nicaragua
Panama ...
Mexico ...
Newfoundland
BT T e ————
Other British West Indies

8
B2

-on

s
<o
da L

-

KR = st o OV -
L)

Dominican Republic
Dutch West Indies....
Haltl wocimesinivns
Colombia .
311 {1 JR——
Venezuela ...
Dritish India..
Straits Settlementso..
L ] [T —
China .«
Hongkong
APAN reerrren
hilippines
Australia .......

TOAL" crimesssismmapirrornensi? SO 136 55

3 }
L]

12 1 "

21 3 13 22 b

-
o S
- JIOG 3. P

E i =B =it = ramt =t

rs
we

|
I
|
|
|
|

Flood Relief by Red Cross

One of the major tasks of the relief
operations following the Mississippi
flood was the feeding of a total of more
than 600,000 people in an aggregate of
149 camps and other refuge cen-

nutrition and food sclection, stressing
the importance of proper foods for
health, One of the novel features of
the development of this service, which

ters by the Red Cross during its
work in behalf of the flood vie-
tims.

Not only were they fed while
the emergency lasted, but as the
camp populations dwindled back
to their newly recovered farms
and homes, following the reces-
sion of the flood, they were
given supplies of food to last
them over the lean period until
gardens could be raised and nor-
mal living conditions restored.

The foods used in the camps °
consisted of all the varied ar-
ticles required for a health diet
anywhere, as far as conditions
permitted, including staples, veg-
etables, milk, macaroni products,
ele.

This was a strictly emergency

Big Sister

program, As an all-year around

service the Red Cross nutrition service
is contributing materially to the health
of the nation through its instruction in

)

is gaining in size each year, is the in-
terest which men are taking in it,
Each year sees them applying in

grewing numbers for this Red Cross
instruction; in fact men's classes have
been organized in some communities
Back of this development is the re-
alization by men that they can choose
their foods with much better effect on
both their health and their pocket-
books when adequately informed on
the subject.

Nutrition instruction teaches the
uses of varied articles of diet and their
relation to health, including of course
the proper way to utilize macaiomi.
such as combining it with mill: in
cooking or serving it with varius
meat and vegetable combinations.

Instruction in nutrition, disaste: re-
lief service, and the other branches of
Red Cross service are all made pos-ible
by the support of membership in the
organization, built up each year lur-
ing the Annual Roll Call, the 111! of
which will take place this year trom
November 11 to 24 inclusive.

Things never get so bad they could
not be worse—nor so good they could
not be better.

He who can bottle up_his temper is
a corker.
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No. 2 SEMOLINA

The reports we have received from our
most particular customers, of the results
they have obtained in using our new brand,
DANDELION Semolina, have exceeded
our expectations. The bright golden color,
even granulation and strong elastic gluten
of DANDELION has attracted favorable
comment from our trade in all markets.
Ask your friends in the macaroni business
about DANDELION. A trial car in your
shop will be good insurance for you on this
crop. We shall be glad to send you samples
and quote you prices.

There Is No Substitute For Durum Semolina

Write or Wire for Samples and Prices

STANDARD

A Pure Durum Wheat Product Backed by
the Guarantee of the “KING MIDAS” Name

OURLBEST SALESMEN
ARE
OUR, SATISFIED
CUSTOMERS

Ho~<Hmwm

MIDAS MILL COMPANY

MINNEAPOLIS, MINN.

No. 3 SEMOLINA
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Study in Durum Prices

The price trend of No. 2 amber du-
rum based on the Minneapolis market
for the past 3 crop years is vividly por-
trayed in a graph prepared by the bu-
reau of agricultural economics of the
U. S. Department of Agriculture,
shown herewith, .

As is naturally expected the prices
usually reach the low point on the in-
flux of the new wheat in September,
coming to a level shortly after the be-
ginning of the year.

During the 1925-26 crop year the
low of $1.19 was reached about Oc-
tober 1 and the high of $1.63 was
reached in the early part of December.
The average after that was about
$1.50.

The 1926-27 crop ycar shows a
wider divergence of prices. Starting
at $1.50 in July 1926 it rose to about
$1.65 in August and then dropped to
about $1.35 in September. The short
durum crop of that year caused a rapid
rise to over a $1.80 in December from
which prices fell slowly but steadily
to about a $1.50 in June 1927.

During the present crop year the
high point reached about the middle of
August was $1.65 from which there
was a rapid drop to about $1.20 by De-
cember 30.

The price has improved somewhat
since the low point in September
caused by the reported shortage of
high protein durum wheats.

The average price of No. 2 amber
durum in Minneapolis for the week
ending October 14 was $1.26 compared
with $1.45 in the corresponding weck

last year. This change in the situa-
tion with respect to durum is due both
to an ‘increase in the crop in United
States and to increase in foreign com-
petition from Canada and North Af-
rica. Last year the world's durum
wheat crop was relatively short which
resulted in comparatively good prices
for durum. Since the middle of Au-

* gust the price of durum has followe

very closely the course of price for the
corresponding period of 1925,

As naturally might be expected the
price of durum depends greatly on the
quantity and quality of other wheats,
In the table below is shown the United
States production by classes, 1923

1927:

WHEAT: United States Production by Classes, 1923-1927

Hard red Soft red Hard red
Total spring winter winter Durum 1/ Whitc
Million .\ﬂ!linn Million Million Million Million
Year bushels bushels bushels bushels bushels bushels
1923 ........ e 797 126 272 242 56 102
1924 ... 864 192 189 365 66 52
1925 .... 676 156 170 206 65 A0
1926 .... ... 832 122 227 361 49 73
1927% ccinnsnns 866 191 177 320 84 94
*Estimated.
PRICE OF No.2 AMBER DURUM AT MINNEAPOLIS
pr— 1925-26—1927-28
BUSHEL 1 I | I T
WEIGHTLD WLELKLY AVERAGE CASH PRICLS
190 (Week ending Friday)
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PASTE ALIMENTARI

11 Consumo Per Abitante Negli
Stati Unitl.

(Reprint From La Rivista Commer-
ciale, Official Organ of the Italian
Chamber of Commerce of New
York City)

Secondo un estimo della produzione
delle paste alimentari negli Stati U-
niti, compiuto dalla divisione dei pro-
dotti alimentari del Dipartimento Amer-
icano del Commercio, la stessa ascen-
derebbe annualmente (1926) intorno alle
200,000 tonnellate, Nella fabbricazione
di tale articolo ¢ usta quasi esclusiva-
mente la semola, ottenuta da grano duro,
di cui I'America ¢ largamente produt-
trice negli Stati di Minncesota, Sud e
Nord Dakota.

$1 grano duro americano da paste & un
grano diforza, assai apprezzato dai fab-

bricanti di ogni paese, verso il quale esso

viene esportato, ¢ principalmente in
Italia, il cui pastificio deve alle sapienti
combinazioni di grano americano da paste
e di grano duro di Puglia (saragolle) se
ha potuto mantenere il prestigio della
qualita del prodotto; per quanto I'ltalia
non possa pitt adire con convenienza
economica, e nel grossa della somminis-
trazione, il mercato americano per tale
articolo, oggi prodotta dalla fabbrica a-
mericana di qualith uguale all'importato.
Conseguenza questa  inevitabile dello
sviluppo del pastificio americano in seg-
uito alla guerra, ¢ delle mutate condiz-
ioni del dopoguerra.

Lo scorso anno vennero moliti nei
mulini americani per la produzione della
semola ben 13,851,000 bushels di grano
duro, ¢ furono ottenuti barili 2,216,065
(da 196 libbre cadauno) di semola, con
un reddito ciod del 71%. 1l consumo
della semola negli Stati Uniti & andato
costantemente aumentando, da 1,659,000
barili nel 1921 a 1,681,000 barili nel 1925,

e 2,058,000 barili nel 1926. La totale
produzione delle paste alimentari in
quest’America raggiunse lo scorso anno
la bella cifra di 500,000,000 di libhre,
1'80% delle quali rappresentato da pasta
fabbricata con semola, ¢ solo on 20% a
pasta di farina.

L'incremento meraviglioso del pasti-
cio americano e della sua produzione
pastaia si rispecchia nelle statistiche ol
movimento d'importazione di quest'artic-
olo, ormai quasi cessata.

Nell'anteguerra gli Stati Uniti im-
portavano annualmente non meno i
120,000,000 di libbre di pasta; mentre
oggi le importazioni si aggriano in
media solo intorno a 7 milioni di lib-
bre. Il consumo per capita della pasta
ascende negli Stati Uniti intorno a )2
libbre annue, non essendo che di circa
un dodicesimo del consumo per capitd
dell'Italia, la quale ¢ la nazione pM
fortemente consumatrice di questa der
rata alimentare,

1M
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We can safely say that the largest percentage
of packaged macaroni products are automatically

packaged by
Peters Package Machinery

THE least expensive cartons of the “Peters Style

are used with our package machinery — the
least number of hand operators are necessary—
hence the most economical package. Its protec-
tive features are recognized everywhere.

Our engineering staff are at your disposal. Our
catalogue is yours for the asking.

PETERS MACHINERY COMPANY

4700 Ravenswood Avenue
CHICAGO, ILLINOIS




et

There was a time when men teuk what
they wanted—if they possessed the nec-
essary physical strength,  When those
equally endowed in strength had designs
upon each other's chattels they bar-
gained for an exchange, and craft and
the tactics of barter were substituted for
force.

Contrast this condition with the busi-
ness of today when confidence, not craft,
rules the market place,

Three years ago the Chamber of Com-
merce of the United States formally de-
clared that:

“The foundation of business is confi-
dence which springs from integ-

Self Regulation by the
Business Profession

dence between producers, distributers
and consumers is the bulwark of modern
commerce. This requires honest effort
and scrupulous accuracy in the repre-
sentation of the product, The greater
the business, the greater its need for
confidence in order to endure.

As suggestive of the far distance
business has come is the recent designa-
tion of business as “the oldest of the arts
and the newest of the professions.” It
is essentially creative and constructive
in its nature; its function is to produce,
distribute, and provide for all the ma-
terial requirements of man and to in-

Address of
JUDGE EDWIN PARKER
Before National
Chain Store Grocers Association

Problems of markets, of methods of pro.-
duction and distribution, of the relatiin
of business and government, all these
press in on the individual. He has dis.
covered that through organization and
the courage of group action business is
enabled to do those things that single
and alone the individual had found le-
yond his powers.

The enlightened self interest which
prompted group action is slowly Lut
surely bringing those groups and each
individual member thereof to a realiza-
tion of group responsibilities. This is
exemplified in the wide spread move-

ment to set up in each business,

rity, fair dealing, efficient service,
and mutual benefit,”
Upon the recognition of this

Self Regulation "Best

trade, or industry high and sound
standards of business conduct,
and to outlaw practices that in

economically sound principle have
been built the great and success-
ful business enterprises of today.
It's a long road we have come—
steep and uphill much of the way.
Trade—business—once was car-
ried on at fairs and bazaars. Here
came the traders and pitched
their tents in a stockade with one
entrance, and that patrolled by an
armed guard. The buyer came,
bargained and hagglid. The bar-
gain concluded, he watched with
wary cye against the sabstitution
of an inferior article. The ven-

Apropos of the threat continually con-
fronting business that unless it attempts
to rid itself of uncthical practices, gov-
ernment would take a hand in bringing
about this end, we quote the well known
Henry Ford's statement that recently ap-
pearcd in his Dearborn Independent:

People who begin bg surrendering their duties
to a government end by being compelled to sur-
render their rights.  The American nation bas
kept its rights by attending to its duties. But
fashrons ciarw. It is a bad habit to run to
Washington for everything just as it will be
a bad condition if ever Washington comes to

the days of isolation tended to
bring the whole institution of
business into popular disrepute.
In those days one trickster forced
his competitor to use similar
tricks in self defense; but in this
day of group action the views of
the group in support of fair prac-
tices and proper relations between
buyer and seller prescribes such
tactics through the sanction of
collective action. And the old
maxim, "Let the buyer beware,"
has given place to the economic

dor bit the coin the buyer paid

run everything.

principle of modern business, Let
the vendor beware lest he offenid

him, suspicious and fearful of
spurious metal.  And the rule was caveat
emptor—let the buyer beware.

While such a rule in primitive civili-
zation composed of roving tribes of lo-
cal tradesmen may suffice, certain it is
that no great business enterprise depend-
ent for success on the continued patron-
age of a vast number of individuals, fre-
quently located in remote quarters of
the earth, can be permanently main-
tained on any such basis,

Distrust of motive as well as acts by
the associates, employes, patrons and
competitors of the business man breeds
war and all the demoralization which
follows in its wake. Such distrust can
be overcome only by absolute integrity
in thought and action and by fairness
and frankness which begets confidence—
the basis of successful modern business.
The market is no longer tribal but world
extensive, and far-sceing business men
seek permanent world markets. “Good
will” has become an indispensable asset
in permanent business, Implicit confi-

crease the wealth of the world and
therefore to that extent the value and
happiness of life. The successful per-
formance of this function is a high order
of public service. Individual profit is
its direct reward.

Business in the abstract as distin-
guished from the individual enterprise
must have a basic purpose, which is to
provide for the material needs of man-
kind. The immediate end may be profit
to the individual engaged in serving the
public, but whenever a business institu-
tion ceases to perform the basic function
of business, then it is no lorger entitled
to exist. When individual guin is a true
measure of the extent of fervice ren-
dered, then the greater hit gain the
greater the value of the individual to the
world. Then the term "big business" no
longer conveys a sinister meaning, and a
great fortune becomes a badge of honor
rather than a reproach, :

The logic of events has taught busi-
ness men the value of group action,

the canons of fair dealing that
self regulated business has set up.

The constantly increasing complexities
of business which are interknit with the
development of our civilization, requires
that in the general welfare business be
regulated. That regulation must come
cither from within or from without—
from government or from business it-
self. The growth and development of
business, and the progress and well be-
ing of society as a whole, demand wun-
hampered opportunities for individual
effort and initiative which is rendered
increasingly difficult in proportion to the
increase in government regulation of
business, On the other hand, methods
ond practices designed to secure imme:
diate gains without reference to the ¢f-
fect on the general public, or the ultimate
effect on the business itself, sometimes
renders imperative restrictive and regy-
latory legislation in the public interest.
Business impatiently. resents such legis:
lation, The remedy lies in its own
hands. It can if it will be governed and
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CARTONS

WILL HELP YOUR' SALES. - *

Leteus he your “Package Counselors.”

CONSULT OUR
FRADE MARK BUREAU.

No ‘new brand should he adopled without a thor-

ough investigation of ils availability,

,The complete history of 829,200 brand names is

on file in our triade mark:buréai.

- We search titles and help safeguard against in-

fringement. Write-us for particufars.: ‘The service
is free, : LA ; :
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regu'ated by its own rules and principles
of business conduct. Self preservation
demands the adoption of this remedy.
Self regulation alone will preserve in-
dividual initiative—the master builder of
American business.  The spirit of mas-
tery which has harnessed the destructive
clements of nature, and converted them
into constructive forces for the advance-
ment of civilization, will not turn aside
from the task of self correction through
the constant observance of sound princi-
ples of business conduct.

Business should render restrictive
legislation unnecessary through so
conducting itself as to deserve and
inspire public confidence.

It is not enough that the individual
enterprise should so conduct itself as to
deserve and inspire public confidence but
business, while reaping all of the bene-
fits of group action, must discharge its
responsibilitics, and  prescribe  high
standards of conduct for the regulation
of the entire group, not only in the gen-
cral public interest, but also for the pro-
tection of all members of that group.
Such rules business men themselves
must formulate out of their intimate
knowledge and experience of conditions
and practice obtaining in their particu-
lar trade.

Much, however, still remains to be ac-
complished. It is by no means surpris-
ing that with the growth of commerce
and industry in this country certain
practices have crept into our business
methods which are clearly unsound from
the standpoint both of business and of
the public. Some of these practices are
admittedly unfair, affecting the interests
not only of competitors but of the pub-
lic. Others are plainly wasteful and on
that score should likewise be condemned.

The remedy must be worked out by
the individual industries or trade. Not
all, not even a large proportion of any
industrial group voluntarily engages in
questionable practices.  Many of the vio-
lators of the rule of “fair play"” in busi-
ness feel they are compelled so to act lest
any unscrupulous competitors overreach
them. This fact is clearly stated in the
Federal Trade Commission's 1925 study
of trade practices.

It frequently appeared (the com-
mission says) that the major por-
tion of those engaged in an ind stry
wherein the use of some question-
able practice prevailed were the vic-
tims rather than the originators of
such practices, which they were
obliged to follow or be placed at a
serious compétitive  disadvantage.
It further appeared that in many in-

stances business men were unable to
divorce themselves from such un-
fair practices, though anxious to do
s0, without outside assistance.

Let us consider, briefly, the character
of some self imposed rules of business
conduct, Among certain manufacturers
it had been the practice to sell products
in packages which contained fifteen
ounces and were so labeled, but which
in all other respects closely resembled
the regular 16 oz. or one pournd packages
commonly used in the trade. Was this
an unfair practice? It was so declared
by the butter manufacturers at a trade
practice conference in 1920, on the score
that the practice tended to deccive cus-
tomers by leading them to believe that
they were receiving standard weights.
Moreover, the Federal Trade Commis-
sion subsequently condemned the prac-
tice from a broader viewpoint when it
found that the imitation of the stand-
ard package was an unfair method of
compelition against other m-nufactur-
ers who sold butter in standard size
packages.

From the voluntary meetings of 25 in-
dustrial groups and the Trade commis-
sion, certain general principles of con-
duct in trade and business relations have
been estiblished.. Among them are
these:

Branding of product should not mis-
lead as to value or quality.

Labeling of product should not mis-
lead as to process of manufacture or
character of product or otht rwise cause
confusion or deception of tl.e consum-
ing public.

Inducing breach of contract is unfair
and unlaw ful.

Intentionally making false returns on
report or publishing false advertisement
as to quality or quantity of product is
unfair.

Unauthorized use of equipment or
property of competitor, with intent or
effect of appropriating the patronage,
property, or business of another, is un-
fair.

Furnishing or lending property or
equipment for the purpose and effect of
influencing the receiver of the property
in favor of the furnisher or lender is
unfair,

Making false statements concerning
policies or methods of a competitor is
unfair.

Commercial bribery is unfair.

Obtaining informatiun [rom compel-
itor by impersonating public or other of-
ficial or by espionage is unfair,

Failing to pay advertised price or to
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deduct full transportation cost when

.sale is on delivered basis is unfair.

Paying prices not warranted by mar
ket conditions, distinguishing between
classes of customers, or simultancousl,
paywg different prices at different poim-
not in good faith to meet fair comperi
tion is unfair,

Giving of premiums or other valualie
things as an additional reward or con
pensation is unfair,

Speaking about a definite program «.:-
fered to business to systematically anl
speedily accomplish that for which «
has been long blindly groping, Federal
Trade Commissioner W. E. Humphry
in the “Nation’s Business” for July sail:

Business will have a splendid op-
portunity to correct existing evils,
voluntarily, intelligently, effectively,
without agitation, without crimina-
tion or recrimination, without pub-
licity in its sinister sense, without
the expense and injury necessarily
incident to compulsory adverse ac-
tion by the commission.

The statute directs the commis-
sion to prevent the use of unfair
methods. Good conscience and
good judgment require business to
cooperate  with the commission.
With intelligent and sympathetic co-
operation, the task will be made
shorter and easier, to the benefit of
all,

The opportunity for self regulation is
at the disposal of every line of business
Will business grasp it?

People Eat What
They Want to Eat

Mussolini, who is nothing if not orig-
inal, has undertaken to force the Italian
people to eat rice. He has set apat a
“Rice Week" for every year, With any-
one else that would be a grave mistike,
but Mussolini has a streak of luck as
wide as Brooklyn bridge, says the Now
York American, ;

Telling a people of any country vl
to eat and drink is perilous even i1 a
dictator. Nothing will ever take ‘he
place of macaroni and spaghetti in Itly.
The people have learned to eat spagi i
gracefully after generations of patent
practice.

They will not care much for rice. -
troducing new food to a nation is im-
possible, almost, which reminds us oi the
recent but useless efforts of the Amer
ican soldiers in China to teach the na-
tives there to eat chop suey.

Lying won't help you to get up.
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Ghampion Equipped Plants

~-are the successful plants in the macaroni and noodle manufacturing industry,

Their superfine quality products result in a steady increase of business--their
substantial operating economies assure consistently good profits.

Users of Champion Flour Handling Ovtfits, Noodle Brakes and Macaroni Mixers,
ways have a winning advantage over competition.

These Letters Tell

the ex}aerience of two prominent
manufacturers who have se-

Pt
8 areas my o i e
[REE ety DT pe

Conxerisvitie Macaron Coypany

e retey o

"LA PREMIATA MACARONI

G Gy i, I,

o Beember 17, dhie, cured important advantages
it from the use of Champion
— machinery, and also valuable

engineering aid from the
ampion service department.

1L 1s & pleasurs for us to Lnforn you
R R R i
eomplale ntl.ll'u;nn. This ln-::ll:lh 'nuln. Mad Lororos
O¥ar our previous system of handling our :u::l:.‘:w::d-“ﬂ':r."

ulas of our product, as ave e or o
E::}: E:IE;: q“:f"""f-nt.'nu -t:ﬂ‘ n.l:: n;IL::ﬂuﬁ‘ih:Lz{MNu You can gﬂf !qllﬂ”_v proﬁfaﬁfc !CSU”J by
¥e also wish to thank you fer the scurtecus ireatasnt runnfng i pta"' ”‘c "CﬁamP!on way. i

@ocorded ue by your representatives and the servi

1o sasiating us with mu i
ch patienes Lo Teduce our overhend srpease, THE JoHN B, CANEPA CoMPANY
Vith eincere wishes fer Your furihbar suceess, we resain S
; MANUFACTURENS OF
curs vary truly, Reo Cross MACARONI AlD SpAGHETT!
CONTLISVILIE xacuncer oy, 302-310 WEAT ORAND AvENUE
D _<1>€ El e Cricaoo

Treasurer, +

e

Feb. 21et, 1927,

Chanpicn Eachinery C
Joltet, 111, T O

Attent Mr, P. A, Motta, Secy.
Dear Lr, Kotta:

Appreciating your good servica, I have,
for some tine intended to write you and let
z:u.l.m;r:ml :h: scsles and elevator convey-

1 rom you ar
©lass patiafaction, : e 2

In fact we have had
LU e no trouble whatever

liaturally a

real sarvice u{ln he cots it anjrr:.:r::?y

{mr due to be rade scquainted with the fact

_:n: ;.-nudhnn “"1"1‘“ the kind of sarvice wo
nt, and your nachinery hi

that you e"umd for u’.' bl R

panufacturer

Bast wishes and overy succesa to yon,

Jery truly yours,

THE JOMN B, CANE

CPA COMPAITY
g AV Wﬂ/
L

e/,

Our experls are at your service in redesigning
Yyour present plant, or in helping you work out
plans for a new one.

We shall be glad to answer any inquiries re-

garding your problems---and without obliga-
tion to you.

CHAMPION MACHINERY COMPANY

JOLIET -2 ILLINOIS

RY.
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Consolidated Macaroni Machine Corporation
FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

I. DeFrancisci & Son
Designers and Builders of High Grade Macaroni Machinery

AT LAST| The Press Without a Fault.

Simlple and economical in operation; compact and
durable in construction. No unnecessary parts, but
everything absolutely essential for the construction of
a first class machine.

Only two controls on entire machine. One valve
controls main plunger and ralses cylinders to 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.

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

LINING. Both the main cylinder and the packer
cylinder are lined with a brass sleeve. By lining these
cylinders, the friction is reduced and the possibility of
any loss of pressure through defects in the steel cast-
ings is absolutely eliminated. It is rraclica!ly impos-
sible to obtain absolutely perfect steel cylinders. Other
manufacturers ecither hammer down these delects or
fill them with solder. Either of these methods is at
best a make-shift and will not last for any length of
time,

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 smal! lever, which moves through an arc of less
than 45 degrees,

PUMP. The pump is our improved four (4) piston
type.

DIE PLATEN. The die platen or support is divided
into three (3) sections for the 13% inch and two (2)
sections for the 12} inch press. (We originated this
systemn of sub-division of platen, since copied by com-
petitors.)

PLATES, There are plates on front and rear of
ress to prevent dough falling when cylinders are
eing SWUng.

JACKS—SPRINGS. No jacks or springs are used to
prevent leakage of dough between cylinder and die.
Qur special system of contact prevents this. Springs
will lose their resiliency from continued use and will
not function properly.

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

Vertizal Hydraulic Press with Stationary Die

between the two faces, there can be practically no w~=- - *his part, Very little power required to set same as the movement
is concentric,

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

qUICK RETURN. By means of an improved by-pass valve, we have reduced the pressure on the return stroke to prac-
tically nothing. By reducing the back pressure, the ram or plunger returns lo its starting point in less than one (1) minute.

PACKER. While the hydraulic packer has independent control, it returns automatically when the main control valve is set
to the return position,

CONSTRUCTION. This press is solidly and heavily constructed throughout. All material is the best obtainable. The
base is very rigid and the uprights extend to'the die platen support, thereby preventing any vibration of the press.

BROOKLYN, N. Y., U.S.A.

Address all communications to 156 Sixth Street.

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

s —

|

|
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Consolidated Macaroni Machine Corporation
FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

I. DeFrancisci & Son
Designers and Builders of High Grade Macaroni Machinery

Kneader with Guard for Cone, Apron for Pan and Scraping Attuchment
to Prevent Dough adhering to Cones. The main driving shaft, which
carries the pinion driving the large internal gear, is fitted with a roller
bearing, adding greatly to the life of the machine.

Specialists in everything pertaining to the Macaroni Industry.

Complete Plants Installed. Let us Show You how to put your Plant on a Paying Basis.

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

HYDRAULIC PRESSES:--Vertical and Horizontal.

Kneaders. Mixers. Dough Brakes. Die Cleaners.
Mostaccioli & Noodle Cutters. Bologna Fancy Paste Machines.

156-166 Sixth St. BROOKLYN, N. Y., U.S.A.

159-171 Seventh St.
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Collect at Source---Make

Everybody Pay

At the last macaroni convention,
held in Minneapolis, the question up-
permost in the minds of the manufac-
turers of macaroni was “W'a' does
the macaroni industry need most to-
day ' You asked me the same ques-
ticn but I hesitated stating my opinion
Fecause all of my efforts in the past
10 years to conclude anything bene-
ficial to the industry were a complete
failure.

I listened with interest to the vari-
ous opinions given and to the very
good papers read at our convention
treating this subject. T have also read
the opinions of manifacturers which
appeared in the Association journal
but I failed to find anything that would
seem to be a feasible working proposi-
tion to which the members of the asso-
ciation and those who do not belong
to the association could be reasonably
expected to adhere.

Setting aside the fact that macaroni
factories are springing up with the
same case as the saloon before prohibi-
tion, we have to contend with the ex-
pansionist who is continually increas-
ing production in the face of an over-
production with the subsequent results
of price cutting and further demoraliz-
ing the market, cheapening the product
and keeping the industry in continual
chaos. It is now time for the industry
to find itself. Personal ambition
should be set aside for positive
thought and constructive action.

The question of increasing macaroni
consumption seems to have originated
almost with the foundation of the
Macaroni association, and this leads
me to believe that the individual man-
ufacturers at that time felt the neces-
sity of concerted action to increase
consumption, and it was this thought
in mind that brought them together
into an association. All of the
talks and papers read at the last con-
vention were nothing more nor less
than a repetition of what has been said
1l along during the life of the associa-
tion,

The difficult problem has not been
and is not today what should be done
to increase consumption, but it is,
rather, how to raise sufficient funds
with a guarantee of continuity. The
members of the association most will-
ing to do anything are but a small
minority considering the number of
manufacturers in the United States.
To expect them to shoulder the re-

sponsibility of the stupendous sum
that must be raised annually for a na-
tional advertising campaign would be
unfair,

Without basing my figures on posi-
tive facts, we shall assume that we
need $100,000 for the first year, $125,-
000 the second year and $150,000 the
third year and each year thereafter,
for at least 5 years. To raise this
amount it would require a voluntary
subscription with a guarantee of con-
tinuity from a sufficient number of
manufacturers to cover the amount
necessary, If this plan cannui bz
warked out, then there is a positive one
but one which I know will meet with
a good many objections. T admit it is
arbitrary, but if it could be put over
it would certainly bring the desired re-
sults, and that plan is to assess at the
mill every manufacturer from 2 to 3c
per bbl,, more or less, on every barrel
of flour or semolina shipped to a maca-
roni manufacturer. '

To put over a proposition of this
kind I deem it necessary to put on an
educational campaign, to reach every
macaroni manufacturer in the coun-
try, preparing their minds as to what
the industry should do to save itself,
and this campaign should be the task
of the association and individual mem-
bers who approve of such a plan. This
should be the work of this crop year.

The millers should give all of their
moral support and contribute in this
work of persuasion through their rep-
resentatives all over the United States.

A general call to our next conven-
tion of all nonmembers to help shape
the proposition and give it definite
form should be in order.

Any proposition that will not equal-
ly distribute the financial burden can-
not survive,

(It would be well to consider this
suggestion as the proper 1929 “follow-
up” of the voluntarily financial plan
now proposed for 1928.—Editor.)

Crescent Salesmen Meet

Forty-two salesmen of the Cream-
ette Macaroni & Cracker company at-
tended the annual fall meeting and
sales conference of the organization
last month in Davenport, Ia, Three
days were devoted to the study of
sales conditions and new sales policies,
C. B. Schmidt, vice president of the
company and active superintendent of
macaroni production, gave an interest-

g
T

By JOSEPH FRESCHI
of Mound City Macaroni Company,
St. Louis

ing talk on the prospects of macaroni
sales during the foll and winter, The
final day of the meeting was devote
to a banquet, a picnic and a boat ride,
which furnished a full day of enjoy
ment for the salesmen, the firm's em-
ployes, and their families.

Durum 50% of Crop

Durum wheat in North Dakota thi:
year has the high quality desired by sem-
olina millers, averaging 60.4 Ibs. test
weight and more than 85% of amber
kernels, according to tests of 123 sam-
ples conducted by C. E. Mangels, cercal
chemist, and Thomas Sanderson, miller,
at the North Dakota agricultural college.

“Federal grades prescribe that durum
must contain at least 75% of hard vitre-
ous kernels to be classified as amber
durum,” Mr. Mangels declares. “In
this respect this crop averages well above
this tolerance. Semolina millers want
durum that will make a sharp, bright
semolina, and this crop is fine in that
respect.

“Due to the cooperation which we
have received from the county extension
agents of the state it has been possible
to test more samples of durum wheat
this year than ever before. Importance
of high quality in durum is apparent
when one considers that almost 50% of
the wheat crop in the state this year is
estimated to be durum.

“A rather unusual condition prevails
in that the durum wheat this year aver-
ages a little lower in protein content than
the hard spring wheat, 11.2% for the
durum and 119 for the hard spring
Usually durum will average about the
same or slightly higher in protein con-
tent.”

Of the 123 samples of durum, the one
highest in protein contains 164%. This
was sent in by County Agent John Juen-
sen of Eddy county and was grown |1
A. R. Johns of New Rockford on lail
that had been in sweet clover.

Raid Macaroni Plant

The Semolina Macaroni company at
666 Charles st., Providence, R. L, last
month was raided by thieves who
carted away a safe containing $150 in
cash and valuable papers. Entrance
was gained by breaking a glass in the
door and loosening the night latch.
The heavy safe was carried through
the front door of the plant and later
forced open. No clew to the thicves
has been found.
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URGLASS BRAND
emolina and Flour

Quality of First Consideration

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

Every Sack Guaranteed

Location Enables Prompt Shipment
Write or Wire For Samples and Prices

DULUTH-SUPERIOR MILLING CO.

Main Office: DULUTH, MINN.

NEW YORK OFFICE: F6 Produce Exchange BOSTON OFFICE: 88 Broad Street
PHILADELPHIA OFFICE: 458 Bourse Bldg. CHICAGO OFFICE: 14 E. Jackson Blvd.
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New Macaroni Industry Census

The bureau of census of the United
States Department of Commerce is lay-
ing plans for its biennial census of man-
ufacture and the cooperation of every
plant in the country is sought to n'ake
it as complete and as far reaching as
possible. If manufacturers will give
confidentially the information asked,
valuable data will be deduced from
the totals.

From the 1925 census report, which
is nearly ready for distribution, it is
gleaned that the total value of maca-
roni products made by all establish-
ments reporting such products was
$43.480.344 of which $40,545.065 value
was made by firms devoted exclusively
to these products.

In the 1925 census 327 firms were
recorded as engagred in manufacturing
macaroni products as compared with
343 in 1923. The number of workers
increased from 4008 in 1923 to 4560
employed by the reporting firms in
1925.

In 1925 the total of wages paid em-
ployes was $5.025,625 as against $4,-
332,312 in 1923. In 1925 the total
value of the manufactured products
was  $43.480,344 while in 1923 it
amounted only to $29,556,501.

In 1925 macaroni manufacturers
paid out for their raw materials $27.-
491,142 while 2 years previously the
cost was only $16616,400. The value
added to the products through the
manufacturing process was $15,098,202
while in 1923 it amounted to $12,910,
101.

The American plants increased their
horsepower consumption for driving
machines from 18,191 h. p. in 1923 to
19.873 in 1925,

The Slack Filled Package

Another trade evil that will have to
be combated is that of slack filled and
improperly marked packages or con-
tainers, This feature is receiving the
attention of the federal and state food
officials who look upon it as unfair
merchandising.  They are now plan-
ning action whereby authority will be
given the government to require that
all packages be reasonably well filled.

Notice of the expected action has
been sent to the members of the Na-
tional Macaroni Manufacturers asso-
ciation by Dr. B. R. Jacobs of that or-
ganization. Tt is suggested that sam-
ples of packages and containers of

cach product just as it leaves the plant
be submitted for measurement and
pr oper criticism of labeling and weight,
If this is done manufacturers will have
information on hand with which to
meet expected action by officials along
this line.

-Packages have been obtained in stores
that were not more than 50% full, in
extreme cases. What does the house-
wife think of it when buying one
of these deceptive packages? Her
thoughts surely will not favor that par-
ticular brand and may even reflect un-
favorably on the product. It is argued
that it is better for macaroni manufac-
turers to attempt self regulation in this
and othry matters than to await com-
pulsion with its harmful publicity.

Gallerani Company Reorganized

The Gallerani Macaroni Company,
Inc., was recently organized to operate
the plant at 107 W. Ohio st., Pitts-
burgh, Pa., and which has been shut
down for several years. Alexander
Gallerani, former proprietor, heads the
new company which has made impor-
tant changes in the plant and which
will produce both package and bulk
goods. For the past 2 or more years
Mr. Gallerani has been acting as su-
perintendent of the spaghetti depart-
ment of IHeinz & Company of Pitts-
burgh.

Wil'iams Compliments Grocers

James T. Williams of the Cream-
ette company of Minneapolis was one
of the principal speakers at the early
fall meeting last month of the St. Paul
Retail Grocers association. He com-
mented on the wonderful progress
made by the organization and on the
friendly spirit the members always
manifested toward the manufacturers
and distributers. John W. Lux is
president of the retailers and H. C,
Mathews is secretary. The continued
work of the credit bureau was the
chief topic of discussion and praise for
that service was sounded in every
quarter.

One Plant in Oklahoma

The city of McAlester has the dis-
tinction of having the only macaroni
manufacturing plant in Oklahoma and
Arkansas, and also has the oldest plant
west of the Mississippi river, accord-
ing to The Oklahoman.

The plant was established in June

Notes of the Macaroni Industry

. 1896 by Joe and John Fassino who im-

migrated to the United States in June
1887 from their home town Caneschio,
Canavese, Italy. The firm is known as
the McAlester Macaroni company.

The plant is housed in a.2 story
brick building 60x120 and produces ap-
proximately 2,000,000 Ibs. of macaroni
products annually that are valued at
about a quarter of a million dollars
Eight women and 14 men are em-
ployed in producing 23 varieties of
macaroni which are shipped to 17
states of the Union and into Mexico.
The founders are still in active charge
of the operations.

Fire Loss Is $a000

A midnight fire early last month
caused damage to the extent of $2000
to the plant and stock of the Lynn
Macaroni Manufacturing company of
Lynn, Mass. The blaze was noted by
the engineer of a shifting engine on
the narrow gage railroad and firemen
responding to his ca\l soon gained con-
trol of the fire. The damage was
mostly to the walls and partitions of
the 3 story cement and wooden build-
ing at 47 Harhor st.,, owned by Mrs.
Mary Carcione. Her husband Joseph
is the head of the operating company.
The fire was of a mysterious nature
and is being investigated by the state
police,

Vagnino Heads K. C. Firm

P. F. Vagnino, salesmanager and vice-
president of the Kansas City Macaroni
& Importing company of Kansas City,
Mo,, and of the American Beauty Mac-
aroni company of Denver, Colo.,, was
elected president of the combined firms
to succeed Rocco Sarli who died last
month, Mr. Vagnino has been an officer
of the concern he now heads since 1922
Before becoming a macaroni manufac-
turer he practiced law in Denver, Other
officers of the organization will hold
their respective positions as follows:
Thomas Basile, vice president and pro-
duction manager of the Kansas City
plant; Antonio S. Vagnino, vice presi-
dent and production manager of the
Denver plant; Antonio Onofrio, secre-
tary; John Tucille, assistant secretary;
Michael Onofrio, treasurer.

Fire in Cinelli Plant
The macaroni manufacturing plant of
the G. Cinelli & Company at 2132 Pa-
cific av, Tacoma, Wash,, was badly
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damaged by fire October 14. The fire
arted from an overheated gas heater
in the drying rooms on the third floor.

Damage from the fire itself was the
smallest factor according to President
Guido Cinelli, The greatest loss was
from the action of smoke, and water
used in quelling the blaze. Besides dam-
aging the finished macaroni products, the
stored semolina and the macaroni manu-
facturing machinery, a valuable stock
of imparted goods was included in the
loss.

The stock of the G. Cinelli company
was valued at from $75,000 to $80,000
at time of the fire. Insurance amounted
to about $35,000. In the opinion of the
president the loss will about equal the
insurance carried,

Spaghetti Features Luncheon

Believing that the manufacturers
should themselves set a good example
by eating their own products, the chef
of the Manger hotel, New York city,
concocted a dish of spaghetti that
rightfully won the commendation of
the 25* macaroni men in attendance
last month at the midseason meeting
who were the lunchcon guests of
Howard P. Mitchell, the New York
representative of Washburn Crosby

company. Properly prepared spaghetti

‘ and macaroni dishes in hotels are al-

most a rarity, This one exception was
surely appreciated.

Mr. Mitchell was a wonderful host,
the luncheon was fine and the purposes
for which the mecting was called were
accomplished. No wonder those in at-
tendance had smiling faces and con-
tented looks,  AMore meetings of that
kind and gatherings of that nature
would help bring about better under-
standing and allay suspicion that is
the source of much of the unpleasant-
ness too frequently confronting the in-
dustry.  Thanks, Mr. Mitchell!

Needed--Some
Unseen Power

The apparent disinterest on the part of
many of the macaroni manufacturers to-
ward the proposed, very economical,
campaign to increase demands for their
products makes C. S, Foulds, chairman
of the Macaroni Publicity Committee,
and his coworkers long for some unfore-
seen power to convinee the reluctant
ones that publicity alone will cure the
industry's ills.  He ¥ reminded of this
need for more pow: .y a story that he
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read in a recent issue of The Nation's
Business. i something could be con-
ceived that would give his committee the
power manifested by the fish in the story
there would be no doubt about the sue-
cess of his plan, It reads:

“Speaking of Montana and  fishing,
here is a story on worm bait which is min
only timely but good. A native fisher-
man told me, and if any reader doesn't
believe it 1 can show him the lake where
the incident oceurred.

“Two fishermen were having no luck
with flies.  One suggested that they soak
an angle worm in whisky and try that
So a fat worm was obtained, put in the
bottom of an old can, and some bootleg
poured over him.  The worm, showing
the well known signs of animation, was
impaled on a hook and cast in the lake

“Immediately the once placid lake he-
came  violently agitated.  Something
churned the waters to their depths.  The
rod bent double and the fisherman in
desperation grabbed the line. e tried
to pull it in, but his companion had 1o
come to his aid.  Together they slowly
recled in, to discover—what (o you
think? The angle worm hae! seized a Lig
teout by the throat and was choking it
to death!"

The Machine

Stckes & Bmith Automatic Package
Wrapping Machine,
Capacity, 43-80 tight-wrappsd packages
per minute.

The Tight Wrapped 1%
been used for Flour, Cereals and other prod
ucts, is now coming into use for Macaroni,
Spaghetti, Noodles, etc. The many advan-
tages of the Tight Wrapped Package, as
wragped on the Stokes & Smith [I'ackage
Wrapping Machine, make it the ideal contain-
er for food products,

Let us tell you about the latest package amd
the machine for wrapping it.  We will senil
samples if you desire.  No obligation on your
part whatever.

Tight Wrapped Package

Meets Every Requir;—nent o?“'l‘he_l_deal Container”

The Stokes & Smith

igge, which has long

STOKES & SMITH COMPANY

Summerdale Avenue and Roosevelt Boulevard

PHILADELPHIA, U. S. A.

Britlsh Officer 23 Goswall Road, E. C, 1, Londen
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PLEDGE TO NATIONAL COOPERATIVE PUBLICITY FUND )
) MALDARI'S INSUPERABLE MACARONI BRONZE DIES
& -~ with removable pins
M. J. Donna, Secretary,
y [
National Macaroni Manufacturers Association, ual t
Braidwood, Illinois. l y
The UNDERSIGNED hereby pledges and agrees to pay to the National Cooperative Publicity Fund the following sum for ok
specified purposes: ; s
U. 8, Patent Office
1—The TOTAL SUM of $orverrcrennn , payable as follows:
a—Twenty-five (25 ) per cent or $..oecereeernrrrenns with pledge.
b—DBalance in TEN MONTHLY INSTALLMENTS of $.ncicmininaans each starting January 1, 1928,
2—Subscription is made in consideration of the proposed nation wide publicity campaign, organized and conducted
by the National Macaroni Manufacturers Association to widely acquaint the American people with the real value L &
of Made-in-America Macaroni, Spaghetti, Noodles, etc., thus bringing about increased use thereof. Or mans lp ~ e r v l c e
3—Pledge is made on condition that money raised for this purpose by supporting manufacturers be expended in
National Publicity and Educational Work through the National Macaroni Publicity Committee of the National
Macaroni Manufacturers Association composed of— .
C. 5. Foulds (Chairman), The Foulds Co., New York. G. Guerissi, Keystone Mac, Mfg. Co., Lebanon
Henry Mueller (President), National Macaroni Mfrs. Assn. A, Gioia, A Gioia & Bro., Rochester.
B. S. Scotland, Joliet Macaroni Co., Jolict. L. M. Skinner, Skinner Mf{g. Co., Omaha,
C. B. Schmidt, Crescent Mac, & C. Co,, Davenport.
4—Attached hereto is our check for $....oincinn being 25% of this our pledge. S ] f @
Corporate Seal (Signed) L LeNs atls actlon
or Firm
. Now at'178-180 Grand Stre
Witness Officer F. MALDAR[ & BROS-, Inc-n NEW YORK ClTYS —
S " Title SEND FOR CATALOGUE Established 1903
v
Fill and Mail This Pledge Today. —— —
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On July 20, 1925, an article was
published in COMMERCE REPORTS
on the world trade in macaroni, in
which attention was called to the fact
that from an annual importer of 110,-
000,000 Ibs. of macaroni the United
States had become an important ex-
porter of this product, and the state-
ment was made that the United States
had apparently gone permanently on
an exporting basis, It is gratifying to
note that subsequent events are bear-
ing out this prediction, and although
imports have shown a tendency to in-
crease to a small degree exports have
more than kept pace with them.

For the first 8 months of 1927 im-
ports were 2,203,044 1bs. compared with
3,602,183 for the same period last year,
whilé exports amounted to 5,480,000
Ibs. In the minds of a great many
people there is some magic significance
attached to the word “imported,” and
it is hard, indeed, to convince these
people who have been using an im-
ported product for years that a home
product is as good or better than the
imported product. Tt is therefore all
the more remarkable that the Amer-
ican manufacturer has been able to
capture and hold the American market
against all foreign competition. -

The accompanying table of imports
to the United States and exports from
the United States shows that imports
have dropped from 107 million Ibs. i
1913 to 2,200,000 for the first 8 meaths
of 1927, while exports have gone from
nothing in 1913 to nearly 5% million
1bs. for the first 8 months of 1927.

TABLE 1
Imports of Macaroni Into and Exporls of
Macaroni from the United States

Imports Exports
Ibs. Ibs,
(' T T SRR || ;. | 1| J——
$1913,624 ...
11 T — 402,010 =
$ 40925 .
J [ L e 802,551 =
$101859 ..
M et BOB008 ...
$107,160 ...
1921 ...... = 1587464 ...
$1662H e
JORZ v 2912360  74MB873
S£2MH241  §605,184
1923 coocerrrreemrrsrsensssssaneennes 3A70,116 7,159 864
$249981  §566,230
1924 covrrreesssrrrrmesssisinenees 3,931,928 7,486,430
$298,058 :
| 7L T — 6,402‘8?8 8,557,218
$H5146  §726,765
1920 ooeoesrcsssssssmsmnsmsseeeess. 3,229,245 B2726H
$396,151  §711,122
January to August, 1927 220204 5

480,000
203913 $456819

The following table of exports by
countries of destination shows that the

United States is slowly but steadily
and surely making itself felt as a fac-
tor in foreign markets and is increas-
ing its trade not only in volume but in
width of distribution, going to all quar-
ters of the globe, f2r off Australia be-
ing numbered among our best custom-
ers. It is a well known fact that the
more widely distributed a business, the
more stable it is. That is, a business
that has a great many comparatively
small customers is much sounder than
one dependent upon a few large cus-
tomers.

America's best customers for the
first 8 months of 1927 in the order
named were as follows:

Canada cecmsisiinssmess 1,334,000 lbs.

United Kingdom........1,028,000 "

MEXICO aovrvrrinianes . G79,000 "
Dominican Rep. ........ 449,000 "
Australia e 429,000 "
[ 6T] 17 S — 375000 "

Italian Exports of Macaroni
Italy has for years been by far the

Growth of the United States
Foreign Trade in Macaroni

By FELIX T. POPE

largest exporter of macaroni in the
world, the United States up to 1916
having Leen her best customer. The
following table of Italian exports of
macaroni and the proportion going to
the United States graphically shows
the changes that have taken place in
world trade in macaroni in recent
years,

TABLE 111
Ttalian Eports of Macaroni, ete.
(Statistica d!rlm rtazions ed: Exportazions)
ota

Exports ToU.S. Percent
Year Ibs. 1bs. to U.S.
1910 140,073,009 111806509 7082
1911 .....141933,691 110,522,550 7787
1912 ..._.146,433721 088,100  63.17
1913 156,509,18 99052016 6329
1914 .......142,063, 87282319 6L4
1915 ... 98,182,743 038998  30.59
1916 ... 36,781,326 14,440,130 3920
1917 ... 5313968 501 091
1918 e 1,798,733 e 0.00
919 5412073 e 0.00

1 v

1920 . 12478918 207012 166
18,405,764 (a) 711,344 386
25 224

41, f
1925 ... 37,220,307 (a) 5529819 1485
1926 ........ Jlﬁgﬁw (a) 4,228,076 13.35
(a) U. S, Import data,

TADLE 11

To

) LTI, p— — ] | S
Denmark s
FrONCE iciisommmmerrrsrmrrosmsismsssts sonsst  vesmses
Germany 58
Greece .. 13
Irish Free StatComes s
Italy ......... ¥ 2
Netherlands .. 29 250
Norway .o . - 1
United Kingdom . 1633 - 13601
Canada ...cemne ...1295 1400
Dritish Honduras .. 15 1
Costa Rica ... 11 13
Guatemala .. 19 22
Honduras ... 147 155
Nicaragua 26 28
Panama ... 271 384
Salvador 3 3
Mexico . 8%

Newfoundl 11 11
Bermuda e - 2l 19
Barbados ... et Consins s
AMAICR  crvmresosssssmersemssrms | & 20
Trinidad and Tolago..... «.. N
Other Dritish W Tt e e
CHB oerrirmieiosrisiimissmsmeiin Y. ] 705
Dominican Republic ......... 625 056
Dutch West Indies coeers moeee cevees
5 {11 [R— 7

Virgin Islands.. 10

Balivia . %

Colombia :
Ecuador .
o o1 Jpp— 25
Venezuela A R
British India .o o e
3717 S — L0
Straits Settlements coe cee e
[0 1717 A e 153 165
{:\\'a ?ml Madura. s 25 49
Japan e — L 63
Philippines 52 54
Australia . 351 422
Oceania ....... 15 10
New Zealand ... ey 115
British So. Alri 3 17
Other cOUNLTIES cmesns 7 89

Tolal oo 10 7486

Exports Macaroni From the United States in Thousand Pounds
1923 1924 1925

Rmos.—Jan.-Aug., Inc, 1927

1 Lot
3 dai
M 16 e
3l 25
152 98 57
1556 1603 1028
1315 1650 134
12 11 4
14 9 3
26 24 19
136 133 121
36 33
406 45§ i
1158 1075 679
9 5 8
10 6 4
2 2 e
23 31 17
1 2 Crd
B 9 2
651 o4 375
1547 1084 449
5 4 4
95 70 83
15 11 4
3 | O —o
2 2 14
3 3
50 42 8
20 2 38
12 15 9
7 8 B
14 10 4
30l 188 105
41 18 16
9 3 17
62 59 56
66 66 M
45 528 429
11 6. 5
173 238 78
10 14 18
16 576 81
8557 B273 5480
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ECONOMY and EFFICIENCY

Are the two factors that really
count in business

ONLY

COFFARO’S MACARONI
DRYING SYSTEM

translates them into facts

It saves 7569, in Production Cost,
increases your daily production and
does away with waste, acidity, and
any other imperfection with which
the product is liable to be affected
through less efficient. systems.

J.S. COFFARO & CO.

L 29 Central Ave., Brooklyn, N. Y.

The House Always at
of Your
Service

|
1
|
| Perfection

Where Others Have Failed,
; We Have Succeeded.

Why not deal with a reliable house?

INTERNATIONAL
MACARONI MOULDS CO.

|

317 Third Ave. Brooklyn, N. Y.
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‘Johnson Automatic Machines
Have Reduced Our Packing
Cost Greatly”

HIS unsolicited testimonial is very gratify-

ing, particularly because it illustrates the

re-order value of JOHINSON  ackaging
Machinery. Mr, Turner says: “After operating
the two complete packaging units for four years
we increased our equipment and installed” four
more of your units."”

Mr. Turner gives four princips i i

Ir. c principal reasons for his s
lection of JOHNSON packaging machinery—1, Specd
L !:nll:tll Floor Space—3, Weight Accuracy—y, Seal-
ing Verfection—all vital factors in profitable packaging.

Read this letter again,  Isn't this convincin i

ain. s s i evidence
of the value of JOHNSON [ackaging )I:tchiulrryl?
Our Sales Engincers will advise with you on your
packaging problems without charge,

e manufacture  complete  packaging  wnits—Gre
Weight Scales; Net IWeight Scales; Bottom and Top \r.:n‘fl
ing and_Lining Mackines (with or withowt Antomatic
Carton Feeders); Wax Wrappers and Glassine W rappers

JOHNSON AUTOMATIC SEALER CO., LTD.
Battle Creek, Mich., U. S, A.

New York—30 Church St. Chicago-- 208 So. LaSalle St.

AUTOMATIC PACKAGING MACHINERY
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School Day Luncheons

By Betty Crocker

Radio Talk Over 18 Broadcasting Sta-
tions on Value of Macaroni Prod-
ucts as a Food for Growing
Children

Children, like grownups, hate mo-
notony in food. It is important that
we give them the right kind of food for
lunches because, if children are poorly
nourished at noon, they eat enormous
suppers and then do not sleep so well.
If they rush off to school without cat-
ing much lunch, they usually spend
their pennies for candy, which is not
as good for them as nourishing, simple
food,

One of the best foods to meet these
needs is macaroni. Although in the
past it has been slighted by American
cnoks, macaroni and spaghetti dishes
are becoming more and more popular
as we learn more about how to prepare
them. We now know that the food
which gives us greater food value for
its cost then any other is macaroni. It
has a high percentage of starch for heat
and energy, but also a remarkable por-
tion of protein to build tissues and is
a concentrated food without any waste
or water content. If mothers want to
be economical, they should serve it to
their growing children often. This is
casy to do and yet keep to our rule of
variety, because there are literally hun-
dreds of good macaroni dishes, and it
can be combined with so many other
foods to advantage.

Easy To Digest

Also it comes to us from the manu-
facturer in so many different shapes
and forms—macaroni, in the long tubes
or cut short (called elbow cut), in
smaller tubes of spaghetti, or vermi-
celli still finer, noodles and many
others.  Shell and alphabet letters
made from macaroni are always pleas-
ing to children. Because of its food
-alue and because it is easy to digest,
haby specialists recommend it as an
excellent food for children from one
vear on.

Ham, Spinach, and Macaroni

1 have figured out some school day
lunch menus using this marvelous food
hecause it is easy to prepare and gives
4 wonderful chance to use vp leftovers.
On Tuesday when there is only a
tiny bit of ham left and a cup of spin-
ach carefully planned for when it was
cooked for Sunday dinner, I would
make Creamed Ham in Spinach Ring
with Macaroni. Here is the recipe:

1 cup uncooked macaroni cut in inch picces.
2 cups cooked spinach

2 tablespoons hutter

2 tablespoons kitchen tested flour

1 cup milk

14 teaspoon salt

2 cups cooked ham.

Cook the macaroni in 2 quarts boil-
ing salted water about 1§ minutes, un-
til tender, and drain. Chop the spin-
ach, season, press into buttered ring
mold. Place over pan of hot water and
keep hot vatil serving time Make
white sauce using butter, flour, milk
and seasoning, adding cgg yolk. Add
the ham cut in fine pieces to the white
sauce. Remove the spinach to a hot
platter, surround with hot cooked mac-
aroni. This will make 6 servings.

Of course you do not need to steam
the spinach in a mold. You can get a
very nice effect by piling the spinach
in 2 mound in the center of the platter,
then placing spoonfuls of macaroni
and spoonfuls of the creamed ham al-
ternately around it.

Serve with it good bread and a glass
of milk, and for dessert, a combination
of fruits or fruit sauce and plain
cookies, and you will be giving your
children the advantages of a well bal-
anced meal,

Use Plenty of Water

One more precaution about cooking
the macaroni. Be sure to place it in
plenty of water, have it boiling vio-
lently and keep it boiling rapidly until
the macaroni is tender. This will swell
and cook the starch cells properly.
The time of cooking will depend on
the kind of macaroni used. Some of
it is made with thick walls, while
others are thinner walled tubes. TIf
cooked too long after it becomes ten-
der, it will begin to lose its shape and
flavor.

If you want to be as enthusiastic
about macaroni and spaghetti dishes
as the Italians are, buy the best maca-
roni made from durum semolina.

Durum is the name of the hard wheat
grown in the northwest which con-
tains an unusually high percentage of
protein, When the durum wheai berry
is ground coarsely it gives us a meal
which is amber in color and resembles
cornmeal, This is semolina, which is
the ideal meal for making macaroni
paste. Macaroni made from ordinary
wheat flour is very different. The flour
forms an unpleasant sticky coating
when it is cooked, and the macaroni
tubes collapse and adhere together.

November 15, 1927

Macaroni made from all durum sem-
olina, with no inferior flour added, i~
of clear amber color, is firm and
smooth when cooked, and has the rich
flavor of the high protein durum wheat

Williams Elected Director

At the annual meeting of the American
Grocery Specialty Manufacturess asso-
ciation the latter part of October i At-
lantic City, James T. Williams, president
of the Creamette company, Minneapolis,
Minn., was honored by election as di-
rector of the organization for a term oi
3 years, This is the second time he has
been so honored. Henry Mueller of C.
F. Mueller company, Jersey City, and
president of the National Macaroni Man-
ufacturers association, refused to stand
for reclection as director on completion
of his 3 year term.

The 1927 convention of the specialty
men was a successful one both from
point of attendance and business trans-
acted. Closer cooperation between man-
ufacturers, distributers and consumers
was the keynote of the meeting. Unfair
competition and illegal practices were
condemned and self regulation approved.

H. D. Crippen of the Bon Ami com-
pany was elected president. H. R
Drackett of the Drackett Chemical com-
pany was named first vice president, J. 5.
Goldbaum of Fels & Company second
vice president, and George D. Oles, Jr.
of Hills Brothers company is third vice
president. Louis McDavit of Colgate &
Company was clected treasurer and H.
F. Thunhorst and C. W, Dunn were ap-
pointed secretary and counsel respuc
tively.

The directors are C. Francis of the
Post Products company, W. J. Under-
wood of the William Underwood com-
pany, L. W. Mitchell of Parsons Am-
monia company, James T. Williams of
Creamette company, . E. Barbour of
the Beechnut Packing company, C. L.
Knox of Knox Gelatin company, anl
Proctor Carr of the Shredded Wheat
company..

Among the macaroni firms representel
and particularly at the cereal section
group, in which matters of great cow
cern to the business were considered, are
the following: C. T. Mueller company
of Jersey City, by Henry Mueller;
Beechnut Packing company of Cand:
joharie by F, E. Barbour; Creamultt
company of Minneapolis by James T.
Williams; Tlaringer Macaroni company
of Milwaukee by F. J. Tharinger; Skin-
ner Manufacturing company of Omaha
by Eugene Skinner, and Foulds Milling
company of New York by C. 5. Foulds.
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Amber Durum Wheat

STRONG and UNIFORM

Crookston Milling Company

CROOKSTON, MINNESOTA

THE MACARONI JOURNAL

and of a WONDERFUL

COLOR

For Quality Trade

31

THE NEW ELMES’ SHORT CUT PRESS

Gives the greatest return for every dollar

Alphabetical or fancy cut goods made any desired thickness.

Variable speed transmission. More speeds, Finer adjustments. Tydraulic and auxiliary packing cylinders, bronze brushed

Dough tempered by heating device for hot water or steam.

Cylinders outside packed.
High and low pressure pump,

BUT 4% PER CENT OF
HYDRAULIC MACHINERY
INUSE IS 10 YEARS OLD

SOLD WITH THE ELMES GUAR

New York, 420 Leaington Ave., Telephone Lexington 4270

No dismantling to repack cylinders

Speed regulating valve.

MANY ELMES PRESSES
BUILT OVER 40 YEARS
AGO ARE IN USE TODAY

~--FIRST CLASS MATE 'ORKMANSHIP
CHARLES F. ELMES ENGINEERING WORKS, 213 N.Fl‘\lllglr'g;:‘lbg::nélriz;;z?U. S. A

New York Expo:. U fice, 420 Lealngton Ave., Phone Lexington 1270

|
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Patents and Trade Marks

A monthly review of patents grant-
ed on macaroni machinery, of applica-
tions for and registrations of trade
marks applying to macaroni products.
During October 1927 the following
were reported by the United States
patent office:

TRADE MARKS REGISTERED

Only one trade mark was registered
in October.

Milano

The private brand trade mark of
Joseph M. Zaccaria, doing business as
Zaccaria & Company, Chicago, 1., for
use on alimentary pastes and spaghetti
sauce. Application was filed March
12, 1927, and was granted Qct, 11,
1927. This registration is not subject
to opposition. The trade mark con-
sists of the trade name in heavy black
script letters.

TRADE MARKS APPLIED FOR

In October, 9 applications for regis-
tration of macaroni trade marks were
made and duly announced by the pat-
ent office to permit filing of objections
thereto which must be made within 30
days of date of publication.

Pilgrim

The private brand trade mark of the
Manhattan Wholesale Grocery com-
pany, Providence, R. 1., for use on
macaroni and a long list of other gro-
cery products. Application was filed
Aug. 6, 1927, and published Oct. 4,
1927, Owners claim use since June
25, 1925. The trade mark is a fanciful
figure of an carly Pilgrim settler doing
sentry duty in front of a block house,
protecting a white settlement against
Indian attack. Above the figure is the
trade name “Pilgrim.”

Wonder

The trade mark of the Feeser Mac-
aroni company, Harrisburg, Pa, fo
use on alimentary pastes. Application
was filed Aug. 12, 1927, and published
Oct. 11, 1927. Owners claim use since
July 30, 1927. The trade mark is thr
trade name “Wonder” in an elongate’
field of black.

Eggmac

The trade mark of the Feeser Maca-
roni company for use on alimentary
pastes. Application was filed Aug. 16
1927, and published Oct. 11, 1927.
Owners claim use since July 30, 1927.
The trade mark is the trade name
“Eggmac” in fanciful, decorated let-
ters. The bottom line of the letter
“E" is extended to underscore the en-

tire word. Just above this is the
phrase “Egg Macaroni Delights" in
small type. At the bottom of the trade
mark is shown some elbows or short
cut macaroni. “The drawing submit-
ted is lined for yellow. No claim is
made to the words ‘Egg Macaroni’ nor
to the representation of the goods,
apart from the mark shown in the
drawing.” '
Leibniz

The trade mark of H. Bahlsens
Keksfabrik Aktiengesellschaft, Han-
over, Germany, for use on alimentary
pastes and other grocery products.
Application was filed Dec. 2, 1926, and
publisheg Oct. 18, 1927. Owners claim
use since July 14, 1897, Trade mark
is the trade name in black type.

Egg-Aroni

The trade mark of Joliet Macaroni
company doing business as the New
Macaroni company, Joliet, IIL, for use
on alimentary pastes. Application was
filed Aug. 20, 1927, and published Oct.
18, 1927. Owners claim use since
April 7, 1927. The trade mark is the
trade name in heavy black type with
letters increasing in size at both ends
of the word.

Song Bird

The private brand trade mark of 5.
Kahn Sons, Inc., Evansville, Ind., for
use on alimentary products and other
groceries, Application was filed April
9, 1927, and published Oct. 25, 1927
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Owners claim use since Jv' 20, 19260,
The trade mark is the « wing of a
bird perched on a flowery twig. Above
it appears the trade name.
Time O'Day
. The private brand trade mark of
Jordan Stevens company, Minneapolis,
Minn., for use on macaroni products
Application was filed June 13, 1927
and published Oct. 25, 1927. Owners
claim use since March 16, 1927. The
trade mark is the trade name appear-
ing over the drawing of the face of
clock with the hands indicating the
hour as 6:15.
Leaning Tower
The private brand trade mark of t!
Italian Importing Company, Inc., Spo
kane, Wash., for use on macaroni an
other foods. The application was filc
July 14, 1927, and published Oct. 2:
1927. Owners claim use since Feb. 1,
1927. To the right of the trade name
“Leaning Tower” is shown an inser’
of the leaning tower at Pisa, Italy.

Skinner with Jack Agency
The Skinner Manufacturing com-
pany of Omaha, Neb., maker of Skin-
ner macaroni products, has placed its

advertising account with Stanley H.

Jack Company, Inc, Omaha advertis-
ing agency. Though some newspaper
space will be used the major part of
the publicity will be carried on through
selected magazines,
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OUR NEW BRAND

~i40 LBS

COLUMBUS

s I

-

SEMOLINA!

COMMANDER MILL €O."
MINNEAP%LISI,H:MNN.

"GIVE IT A TRIAL

Commander Mill Company
Minneapolis, Minnesota

BELL RINGER

Prize Winner submitted by
Frank DeAngelis, R. DeAngelis & Co., Philadelphia
—n

of good common sense:

in the other.

glass partition.

business was bad.

any more! -

TAKE ANOTHER SHOT
There have been “Bell Ringers” of humor; here's one

A Naturalist divided an aquarium with a clear glass
partition. He put a busty bass in one section and minnows

The bass struck every time a minnow approached the
After three days of fruitless lunging,
which netted bim only bruises, be ceased bis efforts and sub-
sisted on the food that was dropped in.

Then the Naturalist removed the glass partition. The
minnows swam all arow:d the bass but be did not strike at
a single one. "He bad been thoroughly sold on the idea that

There is a moral, if one is needed, and this is it:  Take
another shot at the giass partition.

Maybe it isn't there

““Good Macaroni requires good Cheese”’

LOCATELLI

REGGIANO

Genuine Pecorino Romano

The World’s Leading Brand
for over 50 years ’

Locatelli Grated, Finest old
Reggiano Cheese grated and
packed in our own factories in

Italy. Imported exclusively in
original 2 oz. boxes, 12 boxes to
a carton, American trade partic-
ularly will find it most
convenient.

MATTIA LOCATELLI 5™

24 Varick Street, (Locatelli Building)

WOOD

BOXES

Our own manufacture from
cutting of the tree to loading
of the ready-to-assemble box.

Our materials --- Gum and
Cottonwood, ideal for meet-
ing the essential needs of
food packers.

L

Odorless

Clean, pleasing to the eye
Nail-holding texture
Great carrying strength

Inset is actual appearance of finished
two-piece boftom.

Help us keep cost down by
avoiding unnecessary speci-
fications which are always
part of price to consumer.

We solicit an opportunity of figuring
on your wood box requirements

ANDERSON TULLY CO.

Memphis, Tennessee

Good Wood Boxes
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Young Manufacturer Dead

In the very prime of life and just
when the zenith of his business career

“apparently had been reached, Rocco

Sarli, president and general manager of
the Kansas City Macaroni & Import-
ing corapany, Kansas City, Mo, passed

away on Oct. 11, 1927. In his death
the industry lost an. intrepid leader
and wise counselor, his firm a keen
executive.

Mr. Sarli was born in 1884 in Anazi,
a province of Basilicata, Italy. There
he spent his early life, receiving a pri-
mary and secondary education which
fitted him for the successful business
career which he was later to enjoy.
Being of an adventurous spirit he mi-
grated to the United States at the age
of 19.

It was in DPeoria, Ill., that he first
found employment in this country
with his brother in a bakery, Appar-

A ol

ently he was dissatisfied with the op-
portunities that existed in I"coria and
becoming fairly well acquainted with
the American language he went to
Chicago, where he found employment
with a large Italian importing com-

pany. He first worked as a clerk, ab-
sorbing and studying details of the
business, information which later stood
him in good stead. His energy and
devotion earned him a promotion to
the position of salesman for his firm,
While employed i that capacity he
traveled extensively through central
and western United States, making
friends everywhere.

The economic growth and business
opportunities of Kansas City, together
with the many business and personal
friendships established there, caused
him to sever his connection with the
Chicago firm and to head a group of

Kansas City' businessmen in organiz
ing the Kansas City Macaroni & Im
porting company. This was in 19).
shortly after his marriage with Miss
Lena Basile,

Mr. Sarli became president and gen
eral manager of the new concern, tal
ing up his duties with zeal and o
thusiasm. The manufacture of mac.
roni products began in a small-way an|
were distributed locally. The business
prospered and soon outgrew the lim
ited facilities of the plant, making n
necessary within the short interval «f
8 years to make 3 large additions un.
til today the plant is one of the largest
in the central part of the country.
Under Mr. Sarli's untiring efforts and
rare capacity for work the prosperity
of the company continued and in 1922
it was consolidated with the American
Beauty Macaroni company of Denver,
Col. Naturally Mr, Sarli became pres-
ident of the consolidated companies
whose business expanded to cover the
entire central states and the far west
sections of the country.

The great activity and energetic
spirit, however, was given at the ex-
pense of his health. Last April he
suffered an attack of influenza from
which he only partially recovered, his
heart being left in a weakened condi-
tion. A change of climate was recom-
mended and Mr. Sarli went to Cali-
fornia for the summer. He returned
apparently in good health but suffered
a relapse that brought about the end
of a promising life at the age of only
43
Mr. Sarli is survived by his wife and
2 children, Rose age 14 and Ralph age
to, also 2 brothers, Faust Sarli of I'e-
oria, I, and Emil Sarli of Kansas
City.

A "hard boiled' guy is only a bird
that is ‘*half baked."

Pacific Company to Advertise

An advertising campaign to rc. b
distributers in its natural territory of
distribution will be conducted by e
Pacific Macaroni Manufacturing ¢ -
pany of Los Angeles, Cal. It will be
in the nature of a test campaign in the
Los Angeles papers through the los
Angeles agency of Emil Prisacher &
Staff. Publicity will be given to this
firm's Gold Medal brand of macaroni.
spaghetti and egg noodles.

A lot of sales are made because com-
petition is asleep.

BUHLER BROTHERS’ ..

Works at Uzwil, Switzerland

The Long Goods Dryer Model Q. P.-1V
Capacity 1350 lbs,

“Quality”
The BUHLER
Long Goods Dryers

Perfectly straight goods,

Absolutely even drying in every part of the
Dryer.

No heating necessary.

Perfect regulation of the air currents.
Shortest drying time.

Small power consumption.

Highest efficiency.

For information please ask

Th. H. Kappeler

Sole Distributor for Buhler Machinery
NEW YORK OFFICE, 44 Whitehall Street, NEW YORK CITY

D. & E. Kneaders

To The Trade:

. We wish n announce that we are building a complete
line of Presses (both screw and hydraulic) Kneaders, Mixers,
ete., also that we can furnish any repairs to Walton machin-
ery now in use.

Your inquiries are solicited and will be given careful
and prompt attention.
Yours very truly,
DIENELT & EISENHARDT, Inc.
R. F. BOGGS, Sales Manager

DIENELT & EISENHARDT, Inc.

1304-18 N. Howard Street
PHILADELPHIA, PA.

Ertablished Over 50 Years

PER PASTA PERFETTA

Usate.’

7

el

DURUM
Milling Corporation
720 Flow Es., Minoespelis, Minn.

““Meglio Semola-Non ce ne’’
Guaranteed by the

Most Modern Durum Mills in America
MILLS AT RUSH CITY, MINN.
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The Macaroni Journal

Trads Mark Registered U. S. Patent Office
(Suecessor to the Old Journal—Pounded by Fred Decker
of Cleveland, O., In 1903.)

A Publication to Advance the American Maca-
ronl lndullrk
Published Monthly by the National Macaron]
Manufactureras Association.

Edited by the Becretary, P. O. Drawer No. 1,
Braldwood, Il

PUBLICATION COMMITTEE
HENRY MUELLBR JAS, T. WILLIAMS
DDNNA. lulwr
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SPECIAL NOTICE

COMMUNICATIONB:—The Editor solicits
news and articles of Interest to the Mncaronl
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Resolutions on Sad
Loss of Rocco Sarli

At the New York meeting of the
board of directors of the National Mac-
aroni Manufacturers association, Oc-
tober 21, 1927, the secretary announced
the sad loss of Rocco Sarli, president
of the Kansas City Macaroni & 1m-
porting company and leading member
of the National Macaroni Manufactur-
ers association. The secretary was in-
structed to prepare suitable resolutions
to be spread on the minutes of the
meeting and to be sent to the family
of the deceased member and to his
firm. The resolutions submitted and
adopted were as follows:

WHEREAS, God in his infinite wis-
dom saw fit to remove from all earthly
cares our respected fellow manufac-
turer, Mr. Rocco Sarli, president of
the Kansas City Macaroni & Import-
ing company and loyal member of the
National Macaroni Manufacturers as-
saciation, while in the very prime of
his life and facing a most successful
future, and

IWHEREAS, in his death the In-
dustry has lost a wise counselor and a
firm supporter of all its progressive
activities, therefore be it

RESOLVED, that we, the Board of
Directors of the National Macaroni
Manufacturers association, voicing the
sentiment that prevails in our organiza-
tion and in the whole Industry, express
our regrets over the untimely departure

..fﬁ’m.‘
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of this primising bussiness man and will-
ing coworker; and that we extend our
sincere sympathy to the bereaved family
and to the member company which
which he so firmly founded and ably

managed,
National Macaroni Manufacturers
Association.
Henry Mueller,
Attest: resident.

M. J. Donna, Secretary.

Personal Notes

Congratulations

The secret is out. Macaroni manu-
facturers have been wondering why
A. ). Fischer, manager of the durum
depiartment of Pillsbury Flour Mills
company, has been keeping so close to
Minneapolis of late, Last month a
daughter was born to Mr, and Mrs,
Fischer and all are fine. Modest John
says that wife is deserving congratu-
lations.  Just like him.

“Remember”

Mrs. James T. Williams, wife of
*Creamette” Williams of Minneapolis,
Minn., who thrilled the macaroni men
at their convention last June, likewise
thrilled the specialty men last month
at Atlantic City by her beautiful ren-
dition of that wonderful song “Remem-
ber”” Maybe she'll consent to favor
us again in Chicago next year.

Editor Admits Defeat

John Ravarino of Ravarino &
Freschi Importing and Manufacturing
company, St. Louis, Mo., popular and
gracious director of the National Mac-
aroni Manufacturers association, wired
Secretary M. J. Donna last month his
reason for not being able to attend the
directors meeting. The message read:

“Arrived, a hale and hearty boy,

10% pounds. All well. Can you

beat it?"

Stumped! Naturally sent congrat-
ulations.

Recuperating at the Springs
Frank L. Zerega of A. Zerega's Sons,
Brooklyn, N. Y., one of the oldest
macaroni firms in America, is sojourn-
ing at Hot Springs, Va., for his fall va-
cation, He expects to return to his
duties about the middle of the month.

Flour Man, A Visitor

Mr. and Mrs. H. S. Pearlstone of
New York paid a surprise visit to the
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headquarters of the National Many.
facturers association last month, My
Pearlstone, well known flour broker in
the east, had motored to St. Louis 1.
meet “the misses” and they were ¢
route home by way of the Great Lake.
route to Niagara Falls,

A Family Trait

John S, Dillshury, vice president . f
the Pillsbury Flour Mills company .
Minncapolis, has been elected pres
dent of the Minneapolis Chamber .
Commerce, being in the third gencr .-
tion of his family clected to that high
position. His grandfather was presi.
dent of the Chamber from 1883 to 185;
and s father from 1893 to 189y,

The consistent advertiser clips the
coupons called good will.

The advertiser's salesman spends
most of his time closing the orders;
the other fellow in locating the pros-
pects.

WANT ADVERTISEMENTS

Five cents per word each Insertion,

WANTED—Assistant Foreman. Must have experi-
ence in macaronl manulacturing. The PMafimann
i.(‘ Noodle Co., Cleveland, Ohio.

OR BALE—Roller Cutting Knile 1o fit W. & F. or
lllhr Perkins  machine, 14%” long, brand new,
Will cut noodles the w‘dlh of 3/3a%. Nrand new
Maldari Dronze 10" Sea Shell 'die. Will :ul '~u
Shells 134" long. Sell at hall price. I,

c¢/o Macaroni Journal,

FOR SALE
MACARONI PRESS

Almost New
BARGAIN

OWNER, care of Macaroni Journal

FLETCHER - EICHMAN & CO.

Importers of

#Zolty Brand'’ Egg Noodles
(Pure Chicken Egg Yolk)
Eapaclally selected for Noodles

PURITY - COLOR - Solubility
Let us Bgure on your egg requirements

1435 W, 37th St. CHICAGO

A. ROSSI & CO.
Macaroni Machinery Manufacturer

Macaroni Drying Machines
That Fool The Weather

387 Broadway - San Francisco, Calil.

I
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The Perfect Egg Yolk

Fresher in Flavor
Deeper in Color

Jo-Lo

Certified American Dehydrated
Spray Egg Yolk

Cheraw Box Company,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 JOE LOWE‘ Co' ]-NC-

p{ece, All ends are full three- 3617 South Ashland Ave,  Bush Terminal Bidg. 8 5.7 W, .ombard Si.
eighth s inch thick. CHICAGO, ILL. BROOKLYN, N. Y. BALTIMORE, MD.

1100 Mateo St
LOS ANGELES, CAL.
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DURUM SEMOLINA |

" DURIAT TEROLINA ;
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CAPITAL FLOUR MILLS, Inc.

MINNEAPOLIS SAINT PAUL

MINNESOTA
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The President’s Colt_tmn

A Thought for November

“It is not enough that goods are made, a demand for them
must also be made."—Calvin Coolidge.

Yes, we all make good macaroni products, and we sell a
goodly portion of our output, What we need is a demand for
the surplus that most manufacturers have to worry about. The
“American Way" of creating this demand is by judicious ad-
vertising.  Let's try it,

“ o
The Proof

“The proof of the pudding is in the eating."” An activity
should be judged by what it promises and does. Give it a
chance to prove its worth.

We have a fire food. Let's tell this to the world. Help
put it on the American table, properly prepared. The rest
will take care of itsclf. Support the national cooperative pub-
licity plan.

L I
Faith 2nd Dollars

I earnestly recommend that you read once more the Na-
tional Macaroni Publicity Cocmmittee’s proposal and. plan as
outlined in the Sceretary's letter to the entire Industry on
November first.

Here is a most progressive step forward, taken only after
months of study and planning, and unselfishly proposed.

Macaroni products need more favorable publicity.

Someone must finance the proposition. Who but macaroni
manufacturers can properly be expected to do it?

Someone must handle the whole affair.  Who better than the
originators of the plan, men who have given liberally of their
money and time in devising it?

Fellow manufacturers, we must have FAITH in the Pub-
licity Committee, CONFIDENCE in the plan and trust them
with our DOLLARS.

L I
An Epitaph

In the language of a well known banker—

"There are many tombstones in the Business Graveyard on
which might be written:

“*A good product, well made, well sold, BUT little known

because poorly advertised.””
L I

All It Needs It a Start
Every good thing must have a beginning. We have done
much talking about cooperative advertising. We all agree
that it will do much good. So why hesitate? Help give it the
right start,

The Secretary’s Column

A November Hit
A liberal subscription to the National Macaroni Publicity
Fund made now will give you another thing to be thankful
for on Thanksgiving Day.

* = @
The Faithful Percenters

Nothing could be aitempted, nothing be done, if an activity
depended upon 1009 support. The more progressive ones
must unselfishly carry the load till the others see the light.
There are many who always talk favorably, but “money talk”
is a strange language to them. Overlook their attitude and
think of this:

To those who talk and talk and talk
This proverh should appeal!
“The steami that hlows the whistle
Will never turn the wheel.”
L A
Advertising Creates Business
. According to the dictionary—advertising means “to turn the
attention of others to”; “to announce, publish.”

As an industry it is generally conceded that'we have failed
miserably in “turning the attention of others to” macaroni
products to the extent required. We have not “published”
to the world in convincing arguments the true value of this
wonderful food. There has been submitted a plan for doing
this that should have your moral and financial support. A
you with or against your fellow marufacturers in this wn-
sclfish endeavor to publish the true facts about macaroni pro-
ucts?

LI I
The Get-Together Spirit
Lvery little fellow, pulling in his little selfish way,
Independently and selfish in his purpose through the day —
Strife and friction, counteraction of endeavor every hour —
Get united, pull tugether, that's the policy of power.

Half a hundred individuals singing cach his little tune,

In his personal pet pitch, and there's a Babel pretty soon-

Get in harmony and rhythm and the mighty song will rist

With a throb and theill and oneness that will shake the very
skies,

It's cooperation heaivy that the miracles can show.

It's the get-together spirit that will make the movement go:

Yield a little, take a little, put your shoulder to the wheel.

All together! “Pull together,” carries through the biggest
deal.

12
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N. Y. Office and Shop
255-57 Centre Street

Accumulator
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JOHN J. CAVAGNARO

Engineers and Machinists

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

Complete

Presses
Equipments

Kneaders
Mixers
Mould Clezners
Cutters

Brakes
Moulds, Etc.
in
All Sizes
up to the

Systems

N.Y.C.
largest in use.

: R o
No. 222 Press Special

Specialty of.

MACARONI MACHINERY

‘Since 1881

.
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As the oldest millers of durum wheat, we have
had the longest experience in supplying prod-
ucts for macaroni making. This experience is
reflected in the exceptional quality of Pillsbury’s
Semolina No. 2 and Pillsbury's Durum Fancy
Patent.

Pillsbury Flour Mills Company

“Oldest Millers of Durum W heat"
Minneapolis, U. S. A.
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