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wCost of Macaroni Manufacture” - - by G. G. Hoskins

«Need of Macaroni Statisties” - = = - by B. R. Jacobs
«Play in Your Own Back Yara” - - - by F. S. Bonno
«Developing Salesmen’s Ability” - - by O.J. McClure
«Macaroni in American Menu” - - by Prudence Penny
«A Basic Standard System of Costs” - - by C. E. Marsh
«Curing of Business Ils” - - - - = by O. P. Decker
«The New Era In Distribution” - - by Frank M. Surface
wMore Macaroni” - - - - - = byD. McConaugh;

All delivered at the Silver Jubilee Conference of the
Macaroni Manufacturing Industry in Chicago last June.
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AS A There are many things which a well-sup-

ported TRADE ASSOCIATION can do for
- you and the Macaroni Industry that makes it
S ilv er a distinct asset to any business to be a member.

| Jubil

Not the least among them are these:---

1. It associates you with the better class of

This ancient Genoese walch tower near Bastia, France, has proved ils powers manufacturers.

of resistance against enemies, elements and the toolh of Time. Proportion-

alely, our fibre shipping boxes also resist abuse because built with judgment. 9 It ailies our trade with all thz leading

business lines.

3. It spreads favorable information about
our business, our food.

Only Shipping Boxes Built with Judgment
Give the Service Skippers most Desire

Strength, toughness, endurance—these factors are more than ever a requirement
by shippers in fibre shipping boxes. “These boxes must stand up” and face “rough house”
tactics without giving way. They must carry safely and far, and protect such items as
veneered doors, automobile bumpers, fragile glassware and vases, lamp shades, mat-
tresses, rugs, enameled tile, perishable fruits, meats and vegetables, delicate instru-
ments—and thousands of varicties of goods that fifty years ago were packed by obsc
lete methods into impractical boxes.

4. It gathers and communicates invaluzole
data to its members.

—boosting the good, fighting the bad.

ember O e oty through squeation.
JUNE JUBILEE MEMBERS

Reported in July 1928 issue of Macaroni Journal.

JULY JUBILEE MEMBERS

New Haven Macaroni Co., New Haven, Conn. Joined July 7.

| 5 It watches legislation in state and nation,

o

Naturally we must keep step with the advance all along the line. We MUST
know every phase of Industrial fields—and we DO know them. It is our business to
build with judgment, hence we fit our boxes to the needs and peeuliarities of cach in-
dustry as you would a glove to your hand or a shoe to your foot. Knowing each
field. ‘we “prescribe” accordingly. The result is shipper's satisfaction because he saves
from 30% to 70% of former packing and shipping expense, and
whittles down troubles to a new minimum,
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Boxes built with judgment serve you best.  Therefore we
can offer you the FREE service of our expert box designers to
help you improve and reduce your packing methods and costs.
Their special, thorough knowledge and judgment is yours with-
out obligation. It is an opportunity to help your business you

——————————Tl
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Names of The Silver Jubilee Year Members will be announced from time

to time in subsequent issues of The Macaroni Journal.
Volunteer your application to the Secretary by signing this.

—

nty ) A Strong Solid Fihre shipplng box that
cannot well afford to pass up. Fill in and mail coupon today. o el

=

CONTAINER CORPORATION  coxramin conronatioN o Asiunica

=

OF AMERICA R et . B i i i S e e e s BB EEEE h
; Gentlemen:  Please have one of your experts check uu . i . e i

s oo Lo b Sy i o National Macaroni Manufacturers Assoclation |
MID-WEST BOX COMPANY 3 Braidwood, Illinois i\

I e e e s S L S s

{ 111 W, Washington St. CHICAGO, ILLINOIS Tide — b e A T Please enl—o“ our ﬂrm as a JUBILEE MEMBER. it

Firmeoo—— — =
Capacity 1200 tons perday  aa4 . ! , (Sign here).......cccco - s isesesmesstesasseasasHsRIAB e e SR s s sz st es St sanas
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[mproved Service Through Increased Consumplion

Suc(‘ess comes
from making
things better
than other people
consider neces-
sary.

Thatis the reason
for the popular-
ity and success of
TWOSTAR
SEMOLINA.

MINNEAPOLIS MILLING CO.

SUNNEAPQLES, MINSESUTA

Chicage Ollice
Wi N Michigan Rivd

New York Office
A0 Produte Exchange
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Mueller and Party on Airplane Flighleek to Banish Practice of Refilling
Flour Sacks

To permit nonmembers to file similar  day, but through united action the use
information and thus enlarge the scope  of jute bags may be retained.  The
of survey, the questionairy is published  commission does not intend to prohibi
herewith and nonmembers are reques-  the reuse of grain bags, according to
ted to fill out the questionairy and mail  the wording of the docket.  Interest in
it immediately to the National Maca-  the macaroni men's attitwle is keen
roni Manufacturers Association, 'ost and there should be na delay nor hesi

As a change from the convention
thrills, former President Henry Muel-
ler of the National Macaroni Manu-
facturers association chose to go from
Chicago to Jersey City by airplane, not
because he was in a hurry to leave the
convention city but merely “as a
change from potatoes” as he would put
it. Two New Yorkers accompanied
him on the trip, namely, W. A. Schmitt
of the Central Advertising Service and
C. H. Rider of Street Car Advertising,
A large monoplane operated by the

cago, in company with Henry Mueller, air-
plane trips were the subject under discus-
sion. A chap living in Chicago with whom
we became acquainted suggested that we
might take a ride in the Ford plane operat-
ed by the National Air Transportation
company, flying over Chicago twice daily,
covering a circuit of approximately so
miles, the fare being $10. Tt was decided
that we make this trip during one of the
macaroni convention days and I was ap-
pointed a committee of one to make the
arrangements,

Incidentally, in making the arrangements
we learned that this National Air Trans-
portation company operated cross country

weather conditions prevailing in (he sogy
ern part of Pennsylvania were as hag uy
the northern part. Therefore we 4
doned the idea of reaching Curtiss Fel
Mr. Mueller was very much disippoin
because of his policy to finish anything
cver starts.

Some of the impressions that wi receiy
while en route arc as follows:

The principal product of Ohio 15 begy
ful rugs.

That when the pilot shuts the cngine
so that he can listen to a que-tion o
would ask, one sometimes forgets the g
tion,

That Pittsburgh is not such a big pl

Henry Mucller, W, A, Schmitt, C. H. Rider and pilot at McKees
planned flight was

National Flying Service was seclected
for the trip which unfortunately end-
ed short of the destination.

The air voyagers left the Chicago

Airport at 7:30 a. m, June 22 and ar-
rived at Cleveland on time for the first
stop, having travelcd more than 100
miles an hour, Their destination was
Curtiss Field in New York. They
were not, however, able to complete
their second hop. After battling fog
and other hazardous weather condi-
tions near the Allegheny mountains
and learning that evea the brave Lind-
bergh and mail fliers had been forced
dewn on account of the weather, the
apile decided to land at McKeesport
Field, Pittsburgh, and to allow his pas-
sengers to make the remai ider of their
trip by train. The trio had completed
approximately 450 miles in less than
5 hours, enjoying every minute of it
and regretting inability to complete
their trip. The accompanying photo-
graph of machine, pilot and passengers
was taken at McKeesport immediately
after landing, as Mr. Mueller says—
"without a hair ruffled.” -

C. H. Rider, who was appointed as
the official reporter of the air crew,
describes the trip minutely, giving the
details as follows:

On the Broadway Limited bound for Chi-

planes and we immediately conceived the
idea of flying back 1o New York. We char-
tered a plane and on Friday morning, the
day after the last convention day, at g:22,
we left the Chicago Municipal Flying Field
in a Wright Whirlwind Traveler bound
for Curtiss Feld, piloted by Robert Coulter,
the flyer who took Lindbergh's place in
the mail service.

We flew over the lower part of Lake
Michigan, following the state boundary line
of Indiana, Michigan and Ohio, over a part
of Lake Erie and landed at 12:22 at Cleve-
land flying field, having covered a distance
of 325 miles in 3 hours.

At Cleveland we were met by a deleya-
tion of macaroni men and Mr. Ammon,
manager of our Cleveland office.  We mo-
tored into Cleveland and had lunch at a
hotel.  On returning to the Rying field we
were informed that the air route to New
York over the Allegheny mountains was
impossible, the mountain peaks being cov-
ered entirely by fog. We afterwards

learned that the mail planes were down

and that Colonel Charles Lindbergh had
been forced to land some place in Pennsyl-
vania. We were also informed that the
air route to Pittsburgh was good for flying.
Therefore, we decided to go to Pittsburgh,
a distance of 125 miles.

This trip was over somewhat of a moun-
tainous country and was the most inter-
esting part of the journey, air pockets being
numerous and altitude being necessary, We
were lost for 15 minutes and the trip was
made in one hour and a half,

When we landed at the flying field near
Pittsburgh we were informed that the

ort Field, Pittsburgh, where Chica cit
broken by Allegheny mou:alina fog. Mueller ir‘ No. 2 I!::m left. solcery g

when seen from an altitude of 5000 feet

That the cattle in a ficld look like ¢
on a leaf,

That the top of a cloud looks the same
the bottom,

That the approach of a mountain is p
ceded by a “zoom," that gives one thei
pression that something went wrony or t
the pilot deliberately intended to ram t
mountain,

That on making a landing it is custo
ary to circle a field first, the actual landi
is accomplished by sticking one wing ¢
a plane in the center of a field and ~wingit
in a circle like a merry-go-round

That the sensation of flying on a straight

away is like being suspended in the air.

That Smith is a cautious and f rsight
fellow, inasmuch as he took alony ant
brella in case of accident,

‘That Bob Coulter is a damn go d pil

That all airships should be equipyed wi
sky hooks.

That a cane can be used advantageoss!
to hook around one's neck to keep it [0
gelting stiff,

That the courage displayed by Heer!
Muecller on this trip was of the brand ¢
sential to acquiring and maintaining ¥
enviable position he now holds in the b
ness and financial world, That if 1 W
going to fall out of an airship, Henry 3.'“‘}
ler would be a good man to fall out witt

That flying costs money.

That the greatest disappointment in &
ing is not being able to keep a date W
a recep’’on committee at your destinat
and last but not least that flying is jus!
trifle uncertain,

Three meetings were held in July by
¢ Consolidated Classification Com-
Qitee of the Interstate Commerce
mmi-sion on the railroads’ proposal
change the freight classification to
ohibit the shipment of flour and
molina  in secondhand bags other
an scamless grain sacks,

The National Macaroni Manufac-
brers association was represented at
ctically all of the hearings. At the
hicago hearing on July 16 and 17
hesident Frank J. Tharinger, Director
G. Hoskins, and Secretary-Treas-
r M. J. Donna appeared to protect
¢ interests of the macaroni men,
From the outset it was discovered
bt the need for the proposed change
being blamed on our industry be-
se of the numerous and heavy
ms frr loss and damages in semo-
shipments due to the free running
alities of that product. Members
the committee made it clear that the
sposed modification was not a sani-
ry but rather a loss-and-damage
oposition.

There were placed in evidence nu-
trous claims for loss and damage filed
pinst the railroads by macaroni
anufacturers within the past 2 years.
or instance one claim was for $111.45
s on one car shipment; another
iim totaled $262.59 in a shipment of
0 bags of 140 Ib, jutes. A third ex-
mple was a claim originating in New
ork city on a shipment of 14 cars
§here the loss and damage totaled
h6.42  Because of the long distance
d heavy shipments to the castern
arkets, the commission charged that
¢ greater proportion of the claims
iginated in the eastern territory.

It was pointed out that the move
i not inspired by manufacturers,

Bhillers. or bag makers, but that it was

gurely a railroad freight proposition.
ghe committee was most fair to all
lerests and at the suggestion of the
presentatives of the bakers and
Pacaroni manufacturers, it agreed to
thy decision pending a survey of
icse industries to be instituted by the
spective trade associatiuns.

To properly survey the used bags
@uation in the macaroni field a ques-
Inairy was submitted to the members

JB the National Macaroni Manufactur-

IS association, and the data compiled
g'irelrom will be submitted to the
onsolidated Classification Committee.

Office Drawer No. 1, Braidwood, 111
Indications are that the reuse of cot- main confidential—the summary only

tancy in filing returns which will re-

ton bags will be prohibited at an early  heing submitted to the commission:

L]

6.

QUESTIONAIRY ON USE OF SECOND HAND BAGS (and CLAIMS)

(Fill out with PENCIL and RETURN TO)
National Macaroni Manufacturers Association
I, O. Drawer No. 1
Braidwood, Illinois

In what kind of bags is your Flour or Semolina shipped?

Colton. e JUlC e} GRAINccieccic s OtherSa s
Do you return bags for reflling?  Yes..o . i Noo..
How do you return them?  Bundled. o Sacked oo Loose
Do you inspect and clean them before retwrning?  Yes ey NQus

Explain your cleaning process ...

From your experience is the Toss and damage to Semohna in USED BAGS
Heavy. s Medivmea Lieht

Explain the Kind, Number and Amount of Claims filed against Railroads for Flour

and Semolina losses and damages sustained during the Years 1027 and 1028:

Na. of Claims Total Am't. Asked Total Received

Cotton e 8 3
Jutes FE—— $... $
Grain Bags ... G B et 8

8. Do you file claims direet or through your mill?

If through the mill, explain as in Question No. 7.

9. Are you in favor of the proposal of the railroads to prohibit the reuse of USED

bags of such kinds as:

COTTON — Yes or No; JUTES —Yes or No; GRAIN — Yes or No

AEY A O 5
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Overproduction Causes __Imersting Discussion
R d Fi of Industry's Vital Problems g8 5
€ lgureS New York Meeting § 4
1
Slowly but surely manufacturers in Gentlemen, we are absolutely on the  §3600. Using Mr. Hoskins’ fizures
the Macaroni Industry are beginning wrong track and no one can set us  well as our own I find that the oy
to realize that there is and must be  straight excepting ourselves. You all  head amountstto o13¢ per th, mul '
some connection between overproduc-  know that the demand for our product  plying this by 20,000 Ibs. which y
tion and the “figures in red” that too is not increasing with the production  would lose by operating only ~3% 4
frequently appear in the firms' books. of our factorizs. When conditions like  have a loss of $260 per day in o
This awakening was manifested at the  we have at present hit us the only head. Added to the $3600 we haf@ .‘
Chicago meeting in June and the inter-  thing to do 18 to regulate our produc-  $3850 as the cost of manuf.ctur
est shown in the facts and figures pre-  tion. So nany of us make the mistake  Go,000 ths, Selling this 60,000 lbs, 3 .
sented by G. G. Hoskins whose paper  of keeping up our manufacturing  7¢ or the original price we would Our Ie.ftﬂlg plant 5 Cﬁfﬂplﬂ‘e—
appears in this issue. schedule even though the sales are not  ceive §4200, or a yrofit of $340 per digh ludes @ - , 7
As a resuit of this awakening, a  keeping up. This always leads to the From these ﬁl,}urcs you u:;ml1 readi! ﬂ:,'..;.'.f,":,':ﬁu"."'.'n.::fom mix: even tomintature macarom-makmg
meeting of the eastern manufacturers  same thing and that is that eventually  sce that if we all agreed to reduce of :;-m'l‘::".‘l"_“f,"'l‘;::,:: ‘:',;I,?" eq”ip,ﬂgm-‘t. That’j‘ w,]y
was held last month in New York city our stock of finished goods accumu- production when the demand sl ment.  Through this minlature,
by the bulk men, who seem to be even lates to such an extent that we are  ened and maintain our price we would | :;":l"_';::, ';,,‘,‘.::,', ':1::1. il we can say
more unfavorably affected than the obliged to move it quickly. Carrying be far better off. Surely with a i@ | means of Improving the quality
package firms by unfair competition an excessive inventory costs much  cooperation we could put this indug :’!“‘G:";'"'I‘l‘:{‘{;"::,i',‘":l:"'"‘l"
due to lackeof cost knowledge. The more than we realize. By tying up our  on a profitable basis. ‘_] l *
meeting was presided over by G. G. capital in finished goods we are very Let us look at this thing in a buw GOld Meua emO lnas
Guerrisi of the Keystone Macaroni often forced to find new channels for  nesslike way. Let us lay our cardsc .
Manufacturing company of Lebanon, our goods and in doing so must sell  the table and be frank with each othe e o °
Pa, a director of the National our competitors’ customers. You all It is the casiest thing in the worldt b d r ments
Macaroni Manufacturers association. know that in order to sell the jobber get a profit if we will but managet w111 meet your rlg]. requ1 e
Among the leading firms represented  who has been buying regularly from  produce no faster than we sell it
were A. Zerega's Sons, Atlantic Maca-  another manufacturer we must under-  have followed this method the last it
roni Co., Brooklyn Macaroni Co,, De-  bid him. This always starts trouble. cears and am pleased to say that § s . . - T “Tested” Semo- A
Martini Macaroni Co., Independent  We all have what we call our regu- fm\'u profited very handsontely by i UR years of experience in ”‘_‘- ;l“"‘l_’l} :‘ir i‘:l‘tlhslﬁzl:]l,\mllsu(:ft?nnﬁtllfl;g-
Macaroni Co., Westchester Macaroni  lar customers. They will always buy  Just as soon as 1 see my finished gooifl O manufacture of 5“"',”1""‘5 h:l}.t" m"f‘ fm ; :' rding quch‘ shysical charac-
Co., Ronzoni Macaroni Co., Savoia as much macaroni as they can sell, so accumulating, instead of going out av taught us that a chemical analysis ll"'t-l't‘- r'-ll-.:\ C(IIUE: 'f.[rund'lh hgranulaliull
Macaroni Company, Cardinale Maca-  that if they are not selling as much one  forcing the sale too much I simply 1 of durum wheat does not go far enough. l_"l"lfb :f'b .s atiil cooking q'u:ilit\' ‘
roni Co., and several others from the time as another we must believe that  duce my production, . : N CieabRrEn 4 E o
i New York district. the demand varies, This demand does In this way I have been able to sho While it is absolutely necessary, it doll.':s‘ [lie continued suceess which manufac-
£ Mr. Guerrisi who led the discussion not vary much more than 25% at any a fairly respectable statement to m ll(:il tell u’i‘;‘n \\;‘c should l{[i]:)i\(}'::lhz:_lfér}\(i lml'::l': of m‘u:’l.l.‘mli products are expe-
spoke as follows: season of the year. board of directors each 1aonth. 13 wheat, werefore, we decided sever e s ki vl
Wik l(]1.-mlv:nu.-n. we have come togudher  Gentlemen, it is a shame that we can  sure that from the figuies just gi years ago to secure the nddlltplml 1llf0l: !.l_*]-"'i'7:1:':-.1'"1gz(l’]':‘(l;'lli‘"hl? i':bl(;u(:‘.glici'?:h[l)rlt\:}(:fd:tl)
] on a very important matter. The im-  not help ourselves better than we have.  you can see what control of producti mation thr.ough the m_slulla.llou of spe- - '{i":[ (:l;r w"gci‘c.‘;libus clforts to con-
4, portance is stressed by your willing- You probably are saying to yourself: would mean to our industry. Instd cial cxpcrnncntnl_ equm_mfm. In Oll‘i: “t" li ; 1y )rn\’k: the quﬂﬁtv of our semo- 1
ness to corre. Now that w. are here “Why doesn’t he give us a plan to of worrying over a surplus of finish4 miniature “semolina mill”, samples ? ; ‘l_ll’q 1: “_L_i" worthwhile,
' sitting around the same table let us be  work by #" 11 you men will excuse the goods we would have a steady Jemas wheat are made into semolina and then nas 18 |
straightforward and frank in our state-  reference to my plant T will give you a and I am sure all be happy. ; go through practically the ) 4
ments. We are all vitally interested in - pla. and show you in figures how it By having an overproduction we 34 same process as (l.OL’S the com- Gold Medal Semolinas  arc i
the advancement of our industry. Let werks out. _ simply placing ourselves into mercial semolina in a commer- guaranteed. ]f any sack does ‘
us forget the idea of trying to force Working 10 hours per day I can pro- hands of the shrewd and often v cial macaroni factory. not prove satisfactory L‘VC_F‘)' |
the other man out of business. Such duce approximately 80,000 Ibs. per day. scrupulous buyer. In other words, ¢ By means of these tests we way, the full purchase price !
tactics may have been all right a gen-  Basing the selling price on what T was  are more apt to believe him if he s | y\' : cc‘)nqll'mtl)' iml:rO\'t:(l the will be refunded. 5
{ eration or more ago but we are now etting for macaroni before this price  he can buy macaroni from anothe 1ave 2N 1
: living in an age that despises such cut started and today's price I find at  manufacturer at so much less when (g8 i
' business tactics. Instead of trying to  least a 13% reduction. Taking a sell- warchouse is full of goods tho :‘- 4
trample our fellow manufacturer into ing price of yc per tb, less 13% would  were moving out as fast as we M *.
mud let us try and help him see the show a present selling price of .o61c it b
light of this new age. Allow me to per Ib. Our goods cost us about o6c  Let us make up our minds here i
repeat what I said at the Chicago con- per Ih. Taking the 80,000 1hs. at .06c  we try this thing out as I am sure 1hf‘ : M 0 LI NAS ',,
vention, quoting from Patrick Henry, we find the total cost per day of $4800  once we get into operation no one Wil o l i
{ “United we stand, divided we fall. Un- and by selling at .061c per th, we would  be willing to go back.
b less we hang together we shall all hang  receive §4880 or a profit of $80. - 9 !
: separately.” By reducing production 25% which ¥, & ¥ T'ested i
Let us do business on a business is really greater than necessary and The relation of production to . '
basis. Our customers are laughing at maintaining the same selling price We 40 to sales price was discussed iy BURN CROSBY COMPANY |
us because of the small and foolish will come out ahcad. By reducing 25% length, practically all of the represert § WASH Millers of Gold Medal “Kitchen-tested" Flos
things we stoop to in order that we we would manufacture only 60,000 ths.  ,4icac taking a lively interest. It Wil Genernl Offices: Minneapolls, Minn.
might perhaps make a sale. using the same cost of 6c we have (Continued on Page 37)




AT

Nine Addresses Delivered at Jubilee

Year Macaroni Conference

, Value of Research and

Statistics to Our Industry

By B. R. JACOBS
Washington Representative of the National Macaroni Mfrs, Association,

Research and the compilation of sta-
tistics are so obviously valuable to an
industry that it is hardly worth while
to discuss the question of this value,
So many associations, particularly

}_. those with headquarters in Washing-
\ ' ton where access is easily had to gov-
ernment statistics, are benefiting by
research that they are carrying on and
the gathering of statistical data that I
b have been at a loss to select trom the
large mass of information at hand just
what might be most valuable to pre-
sent to you.

On the subject of statistics, I have
; { gathered information from just a few
; trade executives, from the Chamber of
, Commerce and the Department of
. . Commerce to show just what use is
' ; being made of the statistical data that

they gather periodically.
Some associations, such for example
as the Automobile association, Rice
| association, the National Canners and
various others, compile monthly very
complete statistics on the following

subjects:
Production, Shipments, New Ord-
! ers, Canceled Orders, Unfilled Orders,

Plant Capacity, Plant Operation, Op-
crating Costs, Wages, Number of Em-
ployes, Stocks on Hand, Sales, Prod-
uct Consumption, Raw Material Con-
sumption, Raw Material Stocks, Credit
Information, Advertising, Purchases,
Markets, Terms and Imports.

Most of them, however, are satisfied
to compile statistics on a few subjects
which are of vital importance and of
immediate value to the members,

Under the title of “Leveling the
' Peaks and Valleys of Business,” the

: Chamber of Commerce of the United

States has issued the following bulle-

! tin on the collection of statistics by
: trade associations:

X “Trade associations can render their

| members no more valuable service

{ | than perfecting their methods of gath-

! ering, compiling and reporting to them

A and making available to the govern-

ment and public, current figures which

will give a composite picture of what
is going on in the industry. It is on
the basis of such facts that not only
the producer, distributer and consumer
may act intelligently but also the Scc-
retary of Commerce is enabled to re-
port the trends of industry and busi-
ness.

“The peaks and valleys of supply and
demand in commodity markets—some-
times called the ‘ups and downs’ in
business—are due in no small degree
to the lack of dependable figures to
guide or influence judgment in the in-
dividual regulation of production and
distribution. Individual errors in esti-
mating or guessing as to production,
shipments, stocks, etc., in the aggre-
gate often culminate in over-produc-
tion and the stagnation of distribution
in many lines, to the great loss and
detriment of all concerned—unemploy-
ment and market demoralization are
some of the byproducts.

“The task of the trade association in
dealing with this problem is twofold.

"First—to convince its members of
the great value of leveloping vital
facts as to what is going on in the
industry and the practical use which
may be made of them in control and
management,

“Second—since the Supreme Court
stamped with its approval the gather-
ing and distribution of trade statistics
as information, as a legal and legiti-
mate activity for trade associations to
¢ngage in, associations should recon-
struct, where necessary, their machin-
ery and methods of developing and re-
porting facts of interest to those con-
cerned.

“Further, that it is desirable that
these reports be standardized to an ex-
tent which will make them reasonably
comparable with those in allied lines,
thus offering an additional service.

“No more forceful testimony as to the
value and use of industrial trade sta-
tistics could be advanced than the fol-
lowing excerpts of letters from princi-

pal exccutives in manafuciiting cop.
cerns regarding the factual data ga
ered by their own asscciztic ns.”

Since the recent decision of the Sy
preme Court concerning the g
and distribution of trade stati
trade associations there bas leen 3
great stimulus to this work as may be
shown by the following statements re.
ceived from executives of trade ass-
ciations,

The Hardwood Manufacturers asso-
ciution has the following to say con
cerning the gathering of statistics:
Dear Sirs:

lhpllm to your favor of Jlnuur 12 in reprd
10 trade mssociation statistics, 1 will answer your
questions in order,

1, Trade statistice wnurn! by our associaton ue
decidedly helpful in ‘he operation of our busimen
In fact they are a necessity.

a. Figures on production, shipments, stocks asd
new orders are extremely valuable, but 1 believe thar
should be added reports on prices received. This o
course covers past sales.

The price reports are valuable in that they show
the final result of the changes in the producuss
shipment, stock and new order figures. In otle
words, past sales reports give the net result of tie
interplay of all the economic forces aflecting ti
industry., I desire to point out a important facton
in the value ol the past sales report.  They are:

a. In most groups thers are a large numbe
who either give iasufficient attention to the otket
daly mentioned abuve or are unable to accuratey
analyas it.. The past sales report, in a measse.
|u‘|l|n iet this defciency,

. A study of the data on production,

ments, vtocks and new orders compared
the price data over a period make any

5

wil ¥
be he an sxpert economist or an ofdinary bus

ness man, betler able to interpret the siatiuog
which he gels currently,

The two major objectives of statistics are, 6t
that all those engaged in industry may be as nwl{
on an equal basis as possible In regard to know
edge of the basic industrial facts, and, second, that
each concern may regulate not only lts prices bat
its sales and production policy in harmony witk
economic con The tesult in honest and i
telligent competition wherein the smaller units bavt
a fair chance against the larger ones and an ordensf
of production and prices in a manner that will el
inate the wide price fluctuations which othermis
will take place in many ol the industries 1In1
word, the result is market stability, desiralle 2ct
only for the seller but for the buyer and the generd
public. This means ma reduction in waste it
duction in commercial mortality, uniformity «f e=
ployment of labor and economic health, =

For the reasons briefly indicated above, 1 woud
most emphatically recommend the inclusion o sk
tistical reports of prices received for past sale

Permit me 1o say that our position in this . sty
today in ref ce to istics is o mpa
able to the position of individual firms, say «oyeart
ago in regard to accounting and cost findins T}'
firm which so years ago had anywhere near .o 3%
quate accounting system was fooked upon i (18
wravagant and visionary, It was very diffici ' eved
a lew years ago to explain to a man who !
have an adequale accounting system why he hould
have one and the advantages which he co'd gt
from it. Such a thing was so foreign to his -vperv
ence and training that he was unable to grop ¥
significance. '

believe that a few years hence when we 1o
back we shall find that industrial statistics ha . gost
1I|rnurh a similar course and have arrived al 19
equally important position In the estimation 1 e
commercial world, i

Statistics such as those under discussion will prost
10 be one of the powerful factors in our deve! pment
of world trade,

Among other association officials
who have expressed their views on the
subject of gathering and distributing
trade statistics are the following:

American Walnut Manufacturers

Assoclation

1. Besides the tabulated statistics ¢
also furnish the membership with
charts to which they may add the com
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yined report from month to month and

pave furnished them a siwilar sheet on
@ hich they can chart their own indi-

vidual statistics and make comparisons
R \ith the general tendency of the in-
dustry.

In one of our supplementary reports
we show quarterly the geographical
fistribution  of business. In other

N ords, we divide the United States in-
10 25 or 30 market areas and show the
exact quantities of our material going
into cach market. This information in
2 general way keeps us posted as to
ihe tendency in the various localities
and promptly advises us if our material
is gaining ground, standing still, or is
dipping. Incidentally it destroys the
Jibi of the incompetent salesman in
certain territories. Before this report
8425 made a distant salesman would
explain failure to obtain business by
reporting that there was absolutely no
Riuying in his district. Today if he
comes in with such a story and his
pome office discovers the buying has
Leen active in his district there is
strong probability that an incompetent
alesman will be looking for a.other

connection.
| The best testimony that our mem-
bers give that they are depending on
he statistical information and using it
fli. when the reports happen to be late
they let out a tremenlous yell anl,
dnce we will not compile a report un-
til all members have sent in their re-
ports, the member or members that
B make us late are bulletined so that
they et the full blame. They are sel-
dom the cause of a late report twice in

B succession,

In my opinion the ou.standing rea-
fson why trade associations have not
i done more effective work along statis-
tical lines is because the members of
the trade associations have not been
@ villing to supply the data necessary
land they have not been willing to do
B0 Lecause of suspicions regarding
tach other rather than any lack of ap-
preciation of the desirability of com-
bined figures that would record the

f state of the particular industry in ques-
4 l.ll‘ln,

American Zinc Institute

Weissue our statistics as of the 1oth,
and are bothered by our contributors

j frnnl the afternoon of the gth, so anx-
dlous are they to get these figures to use
in planning their forward operations.

The Asphalt Association

_One of the most comprehensive sta-
listical reports which we compile is the
8 census of paving in American cities

which we make every 3 years. We
compile monthly a tabulation of states,
counties and cities which are cither
contemplating, authorizing or selling
bond issues for paving work.  This is
distributed to our members so they
may know the localities that are con
templating paving and where money
is available for such work.

We feel that a great many trade as-
sociations have alieady done effective
work along statistical lines. We do
not find any ohstructions to this work
in the fields which we have considered
desirable to compile information.

California White & Sugar Pine
Mirs. Assn.

The principal argument we use in
endeavoring to get statistical coopera-
tion from our members is that facts
are of greater value than fiction in the
conduct of any business. We believe,
and our members generally believe,
that a true statement of stock condi-
tio. s in the long run is to the advan-
tage of both huyer and seller, and for
that reason we have fairly good sup-
port in preparing them.

The one great drawback to develop-
ing more intensive statistical service
has been the question of legality. A
recent decision of the Supreme Court
of the United States has removed a
great deal of uncertainty and [ expect
that within the next few months the
various statistical services conducted
by various industries will receive a de-
cided stimulus.

The Leather Belting Exchange

Regarding the work as ariginally
done, some of our members attached a
very high importance to it and used
it in many ways in comparisons with
their own figures, the main point being
that our work gave them an opportu-
nity to compire the movement of their
volume and tne average of their prices
with their competitors, and made pos-
sible an accurate estiinate as to just
how their business was progressing in
comparison with the general industry.

The specific point of benefit to our
members in the statistical work which
we formerly did was that they were
kept accurately informed  regarding
what their competitors ‘were daing,
both in volume of sales and in prices.

In the language of the learned su-
preme court justice, this helped very
much to stabilize business, and some
of them used it in connection with
their own statistics, and some simply
profited from the general impression
which it conveyed.

Statistical work requires a high state
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of coonperative spirit. In new orgam
zations in which the membiers are not
intimately acquainted, it is very diffi
cult to induce them to supply the inti
mate and confidential information
necessary for the completion of sta
tistics which have any value.  The
smaller people are always very suspi-
cious of the larger ones, and the smaller
they are the more suspicious they are.
but among our larger people there has
developed a very ready interchange of
information regarding business condi
tions which has been thoroughly help
ful.
National Paper Box Mirs. Assn.

When asking our members to con
tribute information we particularly
stress the advantages to the individual
member by being able to compare con-
ditions in his own plant with the aver-
age determined for the industry. We
try to show them that it is of particu-
lar importance that the paper box in-
dustry be able to furnish statistics
when called upon, which will show the
total investment of our irndustry, the
total sales, the amount paid for wages,
the amount of boxhoard consumed, the
total amount of federal, state and mu
nicipal taxes, and like questions. We
particularly stress that it is only
through the cooperation of the mem-
bers of the association that we are able
to arrive at even an approximate fig-
ure.

National Paving Brick Mfrs. Assn,

From what [ have learned of our
manufacturers’ use of our monthly re-
port on stock, production, orders and
shipments, it appears that most of
them use it to give themselves a pic-
ture of the condition of the industry
and either consciously or otherwise
these data are used by them in direct-
ing their own undertakings.

One manufacturer told us that when
the report is received he promptly
compares his own company’s business
for the same period on the same items
covered hy our report.  If he finds his
company's performance conforming te
that of the industry as indicated by
this report, or if his performance is
better than that indicated by the dia
gram, all well and good. If not, the
industry's monthly report suggests to
him to investigate the cause of his
company’s activities in any onc of the
phases covered by the report, being
helow that of the industry.

The specific points of benefit we
stress are!

First—The fact that this report gives
the manufacturers a definite and accu-
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rate picture of the industry's statistics
each month.

Second—That this report is more
accurate and more typically represen-
tative of the industry the more nearly
100% of the industry contribute to it.

Third—That the publicity given to
this report by trade papers, newspa-
pers. the several goverment agencies,
Federal Reserve banks, ete., is of the
very greatest value to the industry.

Fourth— From this report each
manufacturer is able to gage the ac-
tivities of his own company in refer-
ence to the industry. We also point
out that in our particular report, giv-
ing the distribution of shipments and
unfilled orders by .tates, each manu-
facturer can guide his sales efforts to
the best advantage.

Fifth—We point out to our mem-
bers that if the manufacturer will
study these reports when they come to
him it will tell him everything he
wants to know and should know about
the industry and from it he can guide
his company's policy for future work.

One manufacturer stated that he
looks forward to this report each
month and considers it the most valu-
able material issued from the national
office. In this particular case much of
his business is concentrated in one ter-
ritory but he uses the report to give
him an index of the entire industry's
activity, comparing it in turn with his
own company's husiness.

Another manufacturer states that he
compares his own company’s activities
with the corresponding activity on the
report and if he fiads his own company
is below the average he promptly
brings the matter to the attention of
the men in his company with the view
to remedying the condition.

Answering your question number 4,
we are able to get data from our mem-
bers representing 70% or better of the
total tonnage capacity of the paving
brick industry. We have gotten as
high as 79% and on one occasion
dropped as low as 50%. It takes per-
sistent effort on our part, however, to
maintain a 70% average.

Simplifving the statistical reports,
especially those using charts and
graphs, 11akes them more readable and
more popular.

One of the most outstanding reasons
why trade associations have not done
more effective work along statistical
lines has been the fear of govern-
ment prosecution. This, of course, is
now practically eliminated, but it will
‘take some little time even yet to thor-
oughly convince all manufacturers that

! »

the collection and dissemination of sta-
tistics is a right and proper function
of an association and that this work
has the approval as well as the en-
couragement of the government. It
will take a long educational campaign
among all business men to make them
fully appreciate the necessity and val-
ue of statistics in guiding them in the
conduct of their own business.

The thing that makes this work hard
is the overdoing of the matter by so
many agencies collecting statistics and
issuing reports. The average business
man does not have the time to prop-
erly digest these and consequently
loses interest in them generally. This
applics in the same way to the great
number of questionaries that the com-
panies have to answer,

The Silk Association of America

The benefits  which  have been
pointed out to our members in urging
their cooperation and contribution to

our statistical service are as follows:

(a) A guide against wasteful and uneconomical
production.

(b) Price palicy Fur be guided by facts of trade
conditinns instead of guesswork, =

(¢) Statnlizing_ effects on the market, resultin
from the possession of reliable information instead o
chantic_rumors,

(d) Aid in determining the best buying time.

(e? Lowered costs to individuals for information
obtained through the association.

) Seasonal trends,

The questionairy should be simple
and if possible should be prepared so
that the information is readily obtained
from records regularly kept by the
contributors.

Confidence and interest in the work
seems to be gained also thorough
group meetings where the value and
merits of the statistics may be dis-
cussed.

For our purpose it may be necessary
and desirable to gather statistics only
on production, shipments, stocks on
hand and price of passed sales. This
information would be exceedingly
valuable not only to the large manu-
facturers but also to the small ones.
It would result in reducing overpro-
duction and stabilizing the markets and
preventing the sale of macaroni prod-
ucts at a loss, which is a common oc-
currence,

Every industry that has tried it
has benefited from the dissemination
of such information. Every industry
that has established a rescarch depart-
ment has benefited from the results of
such work; from the large manufac-
turers, such as the duPonts, the Gen-
eral Electric, the Eastman Kodak, and
other concerns that spend millions of
dollars a year in research, right on
through to the smaller industries, all
have benefited from research, As an
example and to illustrate the revolu-
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!ionary changes that have taken pla =
in an industry closely allied 1 g,
macaroni industry, I wish to cite only
the great advances that have hee
made in the baking industry,

Twenty-five years ago when I starteg
in cercal work there were only a fex
men who knew anything about cerey
chemistry. Flour analysis and shop
control were looked upon as extray;.
gances and ridiculed by most haker
and millers. The idea of a baker or,
miller getting any benefit whatevy
from a chemical analysis of his whea |
or flour or froin the use of thermome.
ters in the shop was almost past the
comprehension of the large majority. In
1907, just about 21 years ago, I made
tour of the country, visiting practically
every large city in the United State
and every large bakery in the country,
It is my recollection that T found not
more than a hall dozen bakers using
thermometers in their bakeshops and
not more than 3 or 4 who had chemicl
laboratories, and some of these had
them because they were interested in
other products which required chemi:
cal analysis. Note the changes that
have taken place. The making of good
bread has been taken out of the realn
of guessing and placed under contrd
where practically every loaf of brea
that is made is a good loaf of bread |
Sour dough and overfermented doughs
are almost unknown, exact temper
ture controls are the rule and in fad
practically all control is automatic and
foolproof.

The advancement that has take
place in the baking industry has beet
duplicated in almost every other ing
dustry. The rule of thumb method
of production have been substituted
with the scientific, accurate methods
using instruments which accurate
measure what is taking place insteal
of guessing at it. T could stand her
and recite to you the names ani wor
of a great many industries which hat
and are profiting by research, lutr¥
search work should be preceded b
control. The first step that every 1)
dustiy has taken is in the control ¢
its processes and its raw matenal an!
this has always been followed by 1
search which has resulted in adanty
ment in the industry. But I am 'li“
going to take up much of your Mg
in generalizing on these subjects:
am going to cite to you a few examplt
in our own industry which have I
sulted in benefits to individual mar®
facturers,

Your Washington laboratory 4%
some control work for individ®
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manufacturers, A few months ago 1
had a case where » manufacturer pur-
chased more than 7000 lbs. of dried
eggs; when the product arrived it was
found to be corn meal and the manu-
facturer in question had paid around
70c per Ib. for the product. Chemical
control at the source might have
avoided a loss of upward of $5000
which this manufacturer is now en-
deavoring to collect from the egg
dealer.

Another manufacturer who was in
the market for frozen eggs had 2 sam-
ples submitted to him; one contained
39% of solids and the other contained
43% of solids, The first was offered
to him at 37c per Ib. and the second
was offered to him at 4oc per Ib. On
the basis of the egg solids the first
cost him g4.9¢ per Ib. and the second
cost him g3 per Ib. Since he was in
the market for approximately 100,000
Ibs. there was a difference in price
of $1900 and the difference was in fa-
vor of the higher grade product. This
manufacturer, therefore, profited to the
extent of $190o0 by merely having 2
analyses made of the samples that had
been submitted to him because he
made a contract for the 43% egg at 4c¢
per 1b. instead of the other which
seemed to be cheaper. Not only that,
but the contract stipulated that' the
buyer should from time to time be en-
titled at the cost of the seller to have
analysis made of the shipments re-
teived and he was to be allowed 1c per
Ib. for every per cent of egg solids
below 43% that the shipment showed.

A few weeks ago another mannfac-
turer sent me two samples of dried
egg yolks which were offered to him
at 68c per Ib. They were both pure,
both looked very much alike but one
contained 2.4 times as much color as
the other. Therefore, so far as color
is concerned, onc was worth 2.4 times
as much as the other and yet both
were offered at the same price. Only
a chemical analysis could have re-
vealed this difference. Numerous
manufacturers send samples of their
raw material to the laboratory for an-
alysis and in this way they keep up
the standards of their product as well
as having the satisfaction of knowing
that they are receiving what they have
contracted for,

In spite of the fact that numerous
individual macaroni manufacturers
have first class cost and production fig-
ures and also have considerable tech-
nical work done for their individual
wants, still there is no coordinated ef-
fort in the industry for the collection

of statistical data nor for the techni-
cal service that the industry is in need
of. Mauy plants have no control over
the conditions under which their prod-
ucts are made. For example, there are
no uniform or accepted figures con-
concerning the ideal conditions under
which the drying and curing of maca-
roni should be carried out. Numerous
plants have no thermometers nor hy-
drometers for determining the temper-
ature and humidity of their drying
room. We are woefully behind almost
every other industry in the amount of
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technical knowledge we possess {y
carrying on our business in the beg
and most economical way.

It behooves us to awaken an intereg
in these matters and to gather stats.
tics and carry on certain fundamenty
work for the benefit of all. No ingi.
vidual manufacturer can or will .. thi
but it should be the business i the
association to provide the means s,
that this work may be done and given
to the members as a part of the sery.
ice which the National associution
should give,

Cost of Manufacturing Macaroni

By G. G. Hoskins, Foulds Milling Co.

Last April a group of macaroni men just
returned from the government hearing on
semolina standards sat in President Muel-
ler's room in the Mayflower in Washington
and talked of the June convention, Sec-
retary Donna and our president were plan-
ning the program.

Dr. Jacobs and I held forth at some
length on the need for a larger understand-
ing of costs of manufacture. General cost
data and reliable statistics were conceded
to be essential. We talked too much,
President Mucller listened and decided that

such enthusiasm should be encouraged and
then and there ordered us to prepare to
lead discussions at the convention. Hence
the first and third items on your program
for this afternoon,

If 1 were to get up here and read a lot
of figures to you gentlemen you would
cither go to sleep or get out. Maybe the
figures would be all right, but if I can't
get you interested in them the nights and
Sundays I have spent on this subject for
the last 3 weeks would be wasted. There-
fore 1 have had all the figures mimeo-
graphed and handed to you for reference.

There are certain objectives at which we
should aim in a discussion such as this,

1. To obtain for the industry a set of
reliable average costs with which to
compare individual costs,

2. To encourage those who do not keep
an adequate cost system to install such
a system.

3. To determine the effect of volume pro-
duction on costs,

4. To measure the ability of the indus-
try to absorb more volume without
increase in capacity.

One hundred questionaries were sent out;
12 were returned. From them and from
my knowledge of manufacturing I have
cvolved what I consider to be a set of fig.
ures that when equaled by any plant for
an average of a year's production will be
a sure indication that that plant is well
managed and operating efficiently accord:
ing to present day standards,

Table 1 is a balance sheet of flour pur
chased against goods sold. Note how pro-
duction is divided. Such a division makes
it easy to arrive at the cost of any item of
a varied line. Broken goods are carried 2
“goods in process” until they are packed
up ready for shipment. Therefore, on the
inventory broken goods would carry the
same price as bulk goods,

Table 2 is a cost statement. Expenses
included under cach item thereon are de-
scribed in table 2A. The flour loss acually
averaged 6% as given by the questionarits,
but T have used 4% because I believe some
of the returns included broken goods in the
loss, I do not include broken goods in
the loss because it is possible to get some
thing more than cost of labor and materials
out of broken goods.

You will notice 1 have included an item
“unfit for human consumption” in the luss
Some return can be realized from thi- item
but it is so small that the best practice
dictates charging it off as a loss an! all
ing anything received from it just s much
velvet.

One questionairy returned showed uy% of
finished goods out of 100% of flour—an
other 99%4%. 1t is not my intenton 10
criticise anyone's system of costs but 3
long as I cannot even guess who is 1e
sponsible for these figures, 1 think 1 may
speak [reely,

It is not possible to produce macaroni
products that will keep and have only a 1%
loss between the incoming flour and the
outgoing goods. Fifty-six cars of semolint
analyzed by the American Institute of Bik:
ing by the approved government vacus®
method over a period of 3 months last win*
ter averaged 14.43% moicture, The go"
ernment requires that izacaroni productf

Angust 15, 1928

M -t not contain more than 13% moisture

fll ;.¢en chipped. Herc is a loss of practically

W% in itself and it scems ridiculous to
apect that a plant can be run without some
his from goods damaged by oil or dropped
o the floor in the process of manufactur-

B
If the plant in question uses southwestern

jatent flour it may be possible to approach

ihis figure, because 1 understand south-
sestern patent averages lower in moisture
{han ~emolina.

Packing room overhead (see Table 2) is

M -ide a separate item, hecause in order to

groperly allot it to the varied lines, it must
be based on actual goods packed. Pro-
fuction is figured on the basis of flour
insformed into salable goods. .Variation
of goods in process makes goods packed
tifierent from goods produced.

Shipping costs are based on actual goods
sipped which does not necessarily corre-
spond with goods produced. Over the year
stipments will approximately equal goods

B iroduced but when monthly statements are

made they will vary widely.

If all goods are shipped prepaid “freight
oul" may be made an item in general costs,
but freight is such an important item in our
wsts today that goods should be sold on

Min F. O. I, plant basis or freight allowed

15 a deduction from the invoice. Perhaps
then many of us would stay in our own

Nback yard. 1 predict Frank Donno is go-

ing to give us an carful along that line later
this afternoon,
Bulk and broken are considered as one

Jiem, because the packing characteristics

we identical. One of the things that could
be done to bolster up prices all along the
line and which would not react to the dis-
wvantage of anyone would be to make
aailable, for use of association members,
technical data that would tend to cut down
troken goods produced. Millions of pounds

fire sold every year at nearly the cost of

fuur and each pound so sold takes the place
of bulk goods on which a profit might be
made.

Selling and advertising expense is ap-

§ proximated at 5% of the selling cost. Many

relurns showed a lower cost than this and
many a much higher sclling cost, So much
depends on the policy of the company that
" general figure can be accurate, but in
view of the fact that 5% brokerage is not
uncommon when goods are sold through
brokies it scems to me that this figgure ouglt
1o be about right for all lines except wide-
Iy advertised brands.

‘ll is no doubt too high for a straight
line of bulk goods, but hoping that it might
fall on fertile ground 1 will just drop the
seed of thought that it is better to spend s¢
A case on increased sales cffort to get 6ic
3 case more for the goods and maintain a
Ince on which a profit can be realized, than
'Lis to let the buyer dictate the price at
all times,

5rl|iuu prices are calculated at cost, in-
cluding advertising and selling plus 10%.
The net profit, as shown on Table 3, is B.7%
o0 sales.  An investment of $300,000 is re-
fuired to make 4,000,000 Ibs. a year and this
brofit represents 9.91% return on the in-
Vestment,
_ Neither interest on borrowed money nor
terest on capital invested has been in-

cluded in costs, because for this purpose |
have assumed that the company is operat-
ing on its own capital and dividends should
come out of profit,

0.91% 1eturn on investment is not high. 1
have not made allowance for returned
goods which should be deducted from sales
Our prices cannot be changed readily with
the fluctuations in the raw material mar-
ket, and it fluctuates cnough cevery year to
make a very substantial difference in profit
depending upon whetlier we have bought
right or wrong. If everybody bought for
immediate needs prices could change with
the market, but the fellow who covered at
the season's low dictates the price at which
all the rest of us have to sell,

To those who say these costs are too
high and that macaroni can and is made
cheaper—1 say “congratulations on  your
management,” but at the si time it would
not be out of place to sce just exactly
where you save the money. Take your
plant operations for last year and spend the
time to figure them out along the lines of
tables one, two and three.  You might be
surprised.

Maybe you were the fellow that quoted
the Buyemcheaper company 6%e for bulk
goods on a 3%e semolina market and guar-
anteed them to be made from durum wheat
semoling and caused the M. J. Danna Mac-
aroni company to mect that price to hold
the business in hope he would get the price
back later. Donra had been selling at 7Vic
and everybody was happy. He made up his
mind, however, that when you came back
with a 6¢ price he would let you have the
business.  Now you have the business at
6c and Donna figures he has done the in-
dustry a good turn by helping to put the
skids under you

Maybe Donna could stand 6¢ because he
has a well established line of package goods
and a large volume and 6c would even pay
a small portion of the overhead in addition
to flour, labor and packing material, b
how much better it would have been if you
had spent 3¢ per Ib. to persuade your own
home town that there is as much food
value in 100 1bs. of macaroni at $11 a hun-
dred as in 100 1bs. of roast beel at $57.60.
Then your home town retailer would make
$2.50 on the extra 100 lhs. of macaroni he
sold. A, Friendly  Wholesale  company
would make $15 on the extra 1000 1bs. he
sold,  You would clear ¥c per 1h. more
than if you beat Donna out of his legiti-
mate business, would have a steady repeat
business that the leutem Macaroni com-
pany couldn't beat you out of, could con-
tribute 'ie per Ib. to the association’s Ad-
vertising Fund and everybody would be
happy, cven the Buyemcheaper company
for they would never know what they
missed,

The cry of manufacturers today is vol-
ume production. It is a worthy objective
Increase in volume up to a certa’n point
will unquestionably cut costs.  Hut the
methods of getting volume should be care-
fully considered.

Table 4 shows the variation in volume
by months for B plants. The cost state-
ment is based on a whole year, but we have
figures taken from the questionaries that
show comparative costs for low production,
high production and average production
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Table 5 shows this variation  An averig
of the yearly costs without freight or pack
ing supplies for these B plants is So2708
Our statement shows $o2354 Therefor
it is safe o set up our figures as a ennle
for poad performance,

Months of highest production averigee
So234. lowest production $og The
plants average about 83% capacity at the
peak month and do 1033% of the year's
business in October and anly 6.03% in July

Assuming these figures represent the
dustry at large and that 300,000,000 ths of
macaroni is produced yearly, we could pro
duce about 10,000,000 Ibs. more in October
and based on that maximum monthly prod
uction of 61,145,000 lbs. could produce 433.-
000,000 Ibs. more in a year without new
plants or added cquipment,

Now, we all know that full capacity all
the time is a pipe dream that never can be
realized. Dt as we approach capacity we
lower our costs from an average of 02768
to So2434 or $.00334 per pound. A saving
uf 3 million dollars. Would 3 million dol-
lars spent by this organization dounble the
constmption  of macaroni?  Ask N.W
Ayer.

Fantastic?  Yes, but does it not make you
think that a thorough knowledge of costs
throughout the industry and a study of the
effect of volume on costs might warrant all
of us to substantially support @ movement
to put macaroni on the map. Al we ask
is that cach person in the United States
eat 12 oz of macaroni a month

I'm trying to prove that lots more can
be obtained from cost figures than profil
or loss per pound. A thorough knowledee
of costs must be the foundation for every
move made.  Assume you decide you need
a volume of increase of 1,000,000 1bs per
year, I you know your costs you can de-
cide whether you want to do t on price,
amd i you don't want to do it on price how
much yon can spend for advertising 1o wet
i, For caple—a plant producing 4,000,
000 s crarly at $02708 per b can pro-
duee 3000000 1hs. at $o24d, a saving of
$00334 per b or $10,700 per year. A price
cut of a third of a cent would not get the
business because there is no hottom in the
macaroni industry but a little expenditure
of brain matter plus extra sales Tort and a
little advertising might increase consump-
tion enough to do it The point is tha
knowledize of costs is at the bhottom of all
moves,

In conclusion 1 want to stress certain
things and if possible start an argnment

1 Dulk goods cannot be sald at Tess than

3¢ a Ib above the cost of flour with-
out a loss and to make soch a price
the customer wili have to come and
get it No freight can he pad and no
selling expense allowed. The sales
price should be ge above the cost of
flour F. O L factory

2. The cheapest package goods cost ge

a b, above cost of flour withom
freight out or selling expense, and the
minimum price on the cheapest kind
of carton packed 23 B vz cartons o
a case should be, based on §c semo-
lina, better than $1.03 a case ¥ (0. 1
plant. Now don’t misunderstand these
statements. 1 don't recommend sell-
ing as low as this but am making the

-~
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statement that no firm can sell cheap-
er than that and stay in business.

3. Volume production will cut costs but
volume is not to be had by cutting the
sales price,  There is always some-
body who will sell cheaper so that in
the long run you get nowhere. Spend
your extra cash stimulating gencral
demand rather than taking your com-
petitor’s market by price cutting.

We don't need more plants or more
capacity in present plants, We want every
man, woman and child in the United States
to eat 35 of a th, of macaroni products each
month.,

TABLE 1

Development of cost figures for a plant operatin
efficiently with an established volume of sales an:
designed to produce 4,000,000 Ibs, net annually,

FLOUR BTATEMENT

" Lbs, Lbs,
Flour on hlmlllhn. Ty 1927cccc. Bo,000
Flour purchased during year...... 4,120,000

4,200,000
Flour on hand Dec, 31, 1947.c. 40,000 4,160,000
Rales for yeafw ... 3,900,000
Finished goods Dee. 318teee. * joo,000
4,200,000
Less finished goods Jan. 1st—. 200,000 4,000,000
LOBS it 160,000
GOODS PRODUCED
Tulk goods 1,930,000
liroken goods Bo,000
N. M. l‘. A. - 1,000,000
Private brands 950,000
In process 12-31-37—1-1-27 e 50,000
1000,000
Unfit for human consumption... 40,000
Moi 130,000
4,160,000
SHIPMENTS OR SALES
Lbs.
Hulk goods e 1,900,000 @ $.0B100 $153900
Nroken goods ... §0,000 & 08500 780
N. M. l?. A. good 050,000 @ .09i82 7461
Private brands.......... - 000,000 @ 09717 7483
900,000 i 341864
Goods in process are d'u:lur‘td under L nished goods.
TABLE 2

COST STATEMENT
Net Pounds Produced—y,000,000.

Floup . e $166400  § 04160
Repairs ....... 3400 .coofig
Factory labor 27760 00bgi
P'ower expenses 9120 00228
Sundries 4000 00100
1960 00049

LEFLY 00108

1360 00034

1480 00037

10480 00263

P coneraene caonie s040 o126

Discount oo bsat bbbt 1800 100008
General expense s 2440 Jo000b1t

245560 206139
P'acking room overhead

_pounds produced—3,950,000 6o 00080
Shinments—3.000,000 [bs.
Shipping labor P 40 Jooobo
Total general oMb 06179
lulk & bro' —21,000,000 Ibs.
Genersl COMI mmmessessee 06239
Packing supplies ... $10000 00§00
e LI Jooo  ,o0150
lulk cost ... asasomsaansiins .0bgrg
N.MMA, goods—i,000,000 1bs.
General costs, 06170

Packing supj

14540 01454
PPacking labor

i700 00370

N.MLMLA, cos 0800y

"rivate brands—gso,000 Ibs,

General costs oo, obayg

Packing supplies ... 17290 .01830

"acking labor .. aBso 00300

rivate brand cost 08300

Selling & adv, exp. 1696% 00438
TABLE 3A

DESCRIPTION OF TERM3 USED IN COST
STATEMENT

FLOUR=Cost of flour piled in plant storage in.
:ludln* sack charge,

REPAIRS—AlN n-é,uin to plant and machinery.

FACTORY LADNOR—AlN labor handlin oods
from flour storage to mclin'r department—includes
janitors and plant superintendents.

POWER EXPENSES—Purchased electric power,
waste, packing, oil, coal, and power plant labor in-
cluding firemen and waichmen and, plant mainten-
ance not charged to repairs. 4

SUNDRIES — Miscellaneous manulasturing ex-

nse includes all general factory supplies, laboratory
abor and expenses, glue and other Items- not other-
wise charged. | o

1!\]5URAN(‘E——T0|:I insurance on building and
ies.
.)IIEP'".:.CIATION—-Dtjwrr:Illlnn on plant and ma.

chinery.
TA’!E!‘.—.MI taxes except Federal Income Tax.
BAD DEDTS—Either a fixed sum per month 13
be adjusted a1 end of year or aclual loss over period
:n;erul.

ECUTIVE SAL. & EXP,—Covers salaries and
avel rumnu.
l)l-’l“c(["ﬁ \.?Al.. & EXP.—Office help and supplies,

1ll|.? at T—?i’ununl for prompt pumu:‘t on
sales le discount for prompt payment on rchases.
GEN ‘i"ll-l——-'}\llpnlh:r upcn'z not in-

*ENERAL E. h
cluded under “sundries” or “office expense,” takes
in such lhlnr- as_association dues, munfne sub-
scriptions and charity,

SHIPPING—Labor handling goods from cking
room to car or Irom packing room to truck if'.ma-
are trucked,

PACKING ROOM OVERHEAD—Includes sal-
aries of packing room foreman, stock clerk, sealing
machine supervisor and all labor unleading cartons
and containers and Fenerll items not dlnclfy charge-
able 1o mﬁ certain line of goods packed.

PACKING SUPPLIES—Cartons, containers, wax
::per. ITbch and all other articles used in packing

e Roods,

PACKING LABOR—Packing labor required for
a specific line of bnodn.

SELLING AND ADVERTISING EXPENSE—
Includes salesmen's salaries and expense, sales office
salaries and expense, advertising, advertising sup-
plies, salesmen’s automobile danerfﬂlnn and expense,
samples, etc.

{laulry [ B7] 9.3
(1401 p A e 6.52 .5
arch 10.7% 19
April 101§ 5.3
ay B.7% 7:0
iunf 9.83 75
uly 139 5.7
August 9.79 10.1
September ... e I | 9.0
?}"“”‘L -n.lu ||.z
ovember e — & R
December 5.1; l“t.l
M. P, 6 Eo
F. G. is 97
AL P.=Percentage of y

i | plant ca
F. G.—Finished goods nhulmrlrnm 100 Ibs,
M P—j333% F. G.—g4»

ANUARY . By MAY
ENRUARY 7.65 UNE T

MARCH 7.83% ULY

APRIL

AVERAGE MONTHLY PRODUCTION
§ S

696%  AUGUST o
TABL

August 15, 193

1 Adjustment of Finithed Ggod
avent ustment 1] §:
On hlnmumbcr 1, 192 Lbs,

Bulk goods at coste.._§ .o8g939 75000 $ S1pty
Droken goods &t €OM..... .069290 48000 ity
N.M.MLA. goods—coust . 08003 25000 ",.,'
Private brand at cost... .o8399 §000 am,'
In process at cost—.. 06139 Hoooo 4410

Jooooo §
On hand January 1, 1927 Ny

sust 15, 1928

ih“ year's cosl) Lbs.

lulk goods &t § .07 55000 Jigay,

Hroken goods at 3 15000 Yogag
ALMLA, goods Al . 75000 fogq 4 [N

Private brand ate——. .09 25000 444,

In process aleemmeeo. .06 0000 1Rog g

—_—
200000 $1494n0

Total increase in inventory. $0576m

Total sales e $341564
Increase in finished goods

LATTTT S 1] 1

348140

Total cost $318405
NMet profit LETH
Profit on sales. _il""

Real entate, buildings and machinery—.§i05.000
Inventory Ifuur. supplies & finished goods. fo,000m
Accounts receivable less accounts payablc js.eees

Total i L
Net return on investmento ..

g
g
o
za
"
o
e
=

5 o4 ‘l 35 £ i)
7.7 10.42 .9 9 912 bu
7.5 10.51 i.s 0z 7.41 M)
o 482 4 16 5.58 708
7.2 7.7 6.9 6.10 51 18
‘.H .7 1.; 6.36 .35 i
4 .40 6. 6.00 3.46 u
B z.og ‘q 5.08 .50 (3T}
7.9 .65 .4 10.67 RAy By
B8 7.85 8.3 10.54 B 9o
9.2 10.42 2‘_1 11,09 8.95 e
.8 945 9 L7 17 105
.5 10.50 10.1 B.a .88 '
go By By.s Bp 100 9
98 93 99 93 94 LE]

city used durinf month’ of highest production,
of four,

COST PER POUND OF MACARONI PRODUCED NOT IN DIN 3
FREIOHT OUT OR PACKING IUPFLIEBCLU el

Plant No. A B C

94 o1p48 03810 02500

54 02787 03304 03150

[} ——— — 024125

100 —— P S— «024Ro

59 CFLLDY

61 0832 04400 01999

s 01gay 02610 02280

Ja 03340 64320 03730
01773 wafigy 6250

5
Average  .o2414 03882 L0276
A—Cost for month of m;x_:"mum production,
H—Cost for month of minimum production.
C—= Average costs.

E 3
Terms  F.0.B. Bulk Pkg.
— Plant 100 Py
1% Cust. 76 3%
1% sutssssien i picied
|: Hlm |u02
1 ant a 8%
% Cust, 'I %
1% Cust, 15% [i
a% Cust, 3% urte
"% PMant 0%
$H% 4%

Play in Our Own Back Yard |

Effects of Dumping and Price Custing
on Our Industry

By F. 8. Bonno, National Macaroni Co,

The price cutter is the bane of all lines
of business. The Standard Oil company in
one of its publications ably describes his
pest as follows:

The price cutter is worse than & criminal, inlied
he_is a fool.

He not only pulls down the standard of his own
goods, he not only pulls down his competitor, he
pulls ‘down himsel{ and his whole trade with him.

He scuttles the ship in which he, himsell, is afloat,

anhin: is 80 eany ‘as to cut prices, and nothing
is 80 hard as to get back prices when once they are
pulled down, f

The price cutter admits that he cannot win by
fighting {air,

He brands himsell as & hitter Lelow the belt.

11 the business world was dominated by price
cutters there would be mo business at all.

(Reprint from Macaroni Journal, ssue 12/15/16.)

Dur_llqi; the past several months *here has
been, a¥ you all know, a macaroni price
cutting war, followed by a lowering of the

grades and qualities of macaroni productt
cenerally, and worst of all a falling off
censumption,

These conditions have been broush!
ahout by the manufacturer himscli Som
wish to attribute this war to outside caustt
and some say pressure of some kind or aw
other has been brought to bear on the it
dustry,

We have had nothing to force the mat
roni industry into a war nor do 1 br1_lf"
that any single or even multiplied actio?!
can force a war of this kind in our industfl

unless we ourselves want it and bring " |8

about.

There has been no dumping of outside B

macaronl into the United States. Thett
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have been no imported goods dumped on

our shores, nor will there be any for some

time to come.

But we do have a lot of dumping of our
own goods from one territory into the ter-
ritory of a competitor and in many in-
stances even in territories where the war-
ring factions do not conflict nor compete,
where neither does any business. Dump-
ing of this kind causes considerable uneasi-
ness and resentment and soon a spirit of
fight, of retaliation, comes on and first thing
you know the entire United States is in a
macaroni price war. 1 know of certain fac-
tories that are invading a territory where
they never before worked nor where they
ever had any business. This shows that
the fight is general in the industry, and 1
cannot sce why this is, because it causes
more ill feeling among the manufacturers
and brings on a ruination,of the industry.

Dumping of macaroni and price cutting
is usually followed by a lessened demand
for the products. This causes a curtailment
of consumption and there is where the thing
hurts all the industry; the manufacturer
that is fighting, as well as those that have
sense enough to stay out of the fight,

The greatest loss in this fight is the loss
to the industry as a whole, and this is cur-
tailment of consumption, This brought
about through lower grade and inferior
quality products,

I cannot figure why this price war now
unless it is a casc of retaliation, and this
seems to be the issue, and from what I have
found out it started through one of our
own members coming oat each year with
a coupon deal, a scheme proposition and, if
I may say it, a skin game proposition. The
deal usually is, and it has now for several
years been put on during the season of the
year when the macaroni industry can make
a few dollars, and when selling macaroni
products is less difficult. It is at a time of
the year when there is a good demand for
our products and at a time of the year
when consumption is greater. All these
good points for the industry are upset by
a deal or coupons or what not. I know that
there is considerable resentment among the
manufacturers in regard to this proposition
and this fictitious per-case-price to the re-
tailer. I say it is fictitious because the
goods really cost the retmler more than
this, even though he should use his cou-
pons. But if he does not use the coupons
then it is worse than ever, and the poor
retailer is surely made a goat, This deal
or scheme is not fairly nor honestly pre-
sented. 1 know that during the past sca-
son the only talking point was that the
goods cost “so much" per case, no men-
tion being made of the high list price, nor
that in order to mui= the goods' cost, even
at the fctitious value, certain conditions
must be followed and certain things had
to be done and certain use made of the
coupons. | know in my territory the only
thing the retailer tells you—the goods cost
“so much" per case. Yet this same retailer
is not aware of the fact that the goods are
billed or invoiced to him at the factory list
price which is $1.90 per case.

This unbusinesslike proposition or deal
has caused considerable trouble, much
worry and even loss of business. This is
forcing other manufacturers to retaliate,
and the others are retaliating, not through
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deals, coupons or other frills, but by honest
to goodness price reductions. And if any
such low figures are to be had by the re-
tailer, why not name the price down low
and avoid all the deals, the coupons, the
schemes or other frills?

The factory using this deal is actually
cheating the retailer, 1 say this truthfully
and will relate one of many instances. In
December last year one of my salesmen
called on a retailer. This retailer wvas just
opening up a few cases of this coupon deal
macaroni, to put it on the shelyes. My
man offered him my goods. But the ye-
tailer answered that our price was too high
yet our list price was 10c_per case lower
than the list price of the coupon deal maca-
roni. My man asked the retailer il he was
sure that the goods cost him so little.
The retailer insisted that it did. So finally
a little wager was made for a drink of coca
cola and the retailer was asked to present
his invoice from the jobber. This the re-
tailer Jid and he then found out the goods
were invoiced at $1.90 per case and not at
the low figure mentioned. The retailer got
mad and said he was going to have it out
with the jobber salesman, as the sales=ian
told him a lie about the cost of the goods
per case. Now my salesman insisted, be-
cause he saw 5 coupons on the floor that
the clerk had thrown out. The retailer
had opened 3 cases and should have 6 cou-
pons.  After my salesman explained this
deal the retailer looked everywhere for the
other coupon but could not find it. This
retailer swore he would never buy that
brand again, and my salesman sold him.
This is a case where the retailer was cheat-
ed. And it is onc of many instances. This
is neither fair nor honest dealing.

Another method used by the jobbers to
repay them for the trouble they have to
g0 to in order to handle the coupons, |
know of jobbers that went out and by ked
a retailer more goods than he could use,
with a distinct understanding that only the
quantities the retailer could use would be
sent him.  The other would be taken up
by the jobber. The jobber will open the
cases with the 2 coupons, take one of them
out and use for himself. He would then
later sell this same case at the regular list
price and have one coupon. This nets the
jobber more profit and really cheats the
factory out of the value of the coupon.
There are many instances of this.

Deals of this nature and conditions such
as have just been stated are the real basis
of this price war on macaroni, 1 know
now where several manufacturers are laying
plans to fight this coupon deal this next
fall, if it is again put on, And these fel-
lows are going to fight it out with real
honest to goodness price reductions. Not
deals, schemes, coupons or other frills of
like nature,

It surely appears to be a fight, and one
of the factories that is in this fight wrote
me some time ago: “It is a war to the

finish; ‘a survival of the fittest,'” 1o use his
own words. It looks like it is a war of
climination. The small factory will be put
out of business and the large ones will
have worked for glory; if there is any con-
solation in this.

The jobbers and retailers have a just
basis to complain against us. You can take
the present situation, flour and semolina at

August 15, 1981 15, 1928

high prices, considerably higher than las
fall and winter, and yet macaroni is beir
sold at the cheapest prices in several ye,
in fact cheaper. than 1 can rememb,r, Juil
think of macaroni selling for 8oc an 00t o
case, delivered freight prepaid. T on
basis of 24 7 oz. packages per case. Freigh
in many instances being zoc per case. [y,
this must be deducted a cash discount, sop,
selling cost.  How can any moncy | mad
out of selling it? Surely there is nane, g
this brings out again the fact tha we 3
fighting onc another and in the eantin
lose money and hurt our own husines
through lessening of consumer demang ard
consumption.

A cut in price can casily be made but ¢
raise a price is very, very difficult It ide
truly said in the macaroni industry gy
it is just as hard to raise the price 10c pd
case as it is to raise it 25¢. So we cann:
argue that it will be possible to raise price
at will, even though the raise be ever g
small,

Prices of raw materials have not declined
any from the prices named last fall, so therd
is no basis upon which we can truthiully
say: “Flour and semolina prices are loy
ered and we can reduce our prices” Eye
those using winter wheat or ordinary grad
of flour face higher prices than last sun
mer.  And those of us who use semoliy
are surcly not in a better position,

This brings about a peculiar positios,
about which a large number of merchany
both jobbers and retailers talk. They argu
that with low prices of flour we advane
our macaroni prices and when flour is hig)
we reduce our prices, This is a puzzle i
them, and honestly it is more of a pueth

o us, It surely appears that the macaree
business fights against everything and t
it is always on the wrong side of every
thing, and is always doing just opposite *
what it should,

Some manufacturers argue that the e
ple want a cheap macaroni. Some Jobber
has said this same thing. But it is not s
the people are wanting the best and at
willing to pay the price for it, for the cos
suming public realizes that the best even
a higher price is cheapest in the long re

The jobbers that say their trade demand
cheap macaroni are not honest with ther
selves. If you will look into this vou wil
find that these jobbers are forever chans
ing brands and accounts and cach 1ime that
they make a change the total volume g
the macaroni business becomes les-  The
the goods get so cheap that even the jobb
becomes skeptical of the quality he is by
ing and refuses to buy because he i~ afrad
he is going to be gyped or caught in oot
way or another. Then they arc right o
this stand for the quality of macaroni o
fered at these low prices is not the am
as that of higher prices. Poor pood=
low grades of flour used and poor mat
roni made. Soft, mushy and dirty mac
roni. Macaroni such as an ecastern papd
called “American low grade"—this is 1B
kind of macaroni sold the innocent o
sumer.  This cheap macaroni is retaild
for the same price as the high grade goodt

are sold for, The consumer brings a pick
age of this poor quality macaroni—couks #
—finds mush and then never again bu?
macaroni, This in turn decreases consum?®
tion,

Realization of low prices—low quality
sies a fear of deception in the minds of
gers—jobbers and retailers.  When
oduct is sold below a somewhat known
g¢ the buyer begins to doubt the value
quality offered, he becomes skeptical
4 refuses to buy. He fears that there
2 “nigger in the wood pile” and that
mtually someone must suffer.

Every item sold has a somewhat fixed
Lige in the minds of buyers and when
bices are quoted considerable lower than
i known value, and even taking into con-
Lration a price war or depressed market,
. something happens—and usually it
s ot to be a detriment to the manu-
durer, for he himself kills the thing that
wants to carry on. The macaroni fac-
des continue to produce volume—and
en we talk about there being an over-
roduction of macaroni.
There would be no overproduction of
acroni il the manufacturer would use
me of the same business ideas in promot-
¢ consumption rather than promote over-
roduction through lowering of quality and
ning of prices. In place of the manufac-
rer cutting prices and lowering quality
=4 losing thousands of dollars—he would
¢ his brains a little, put some of the
uney he would lose into the National Ad-
wtising Fund for Macaroni Products—
hings would be different, and we would
A have the overproduction and price war.
Let us be business men, men of common
nse and get out of this rut, and let us
s something constructive and of some
wd for the industry.
Let us place a certain percentage of our
les for advertising and to promote the
acaroni industry, Let us contribute 1o
is fund wholcheartedly and let us make
k2 big fund,
E Sce what the rice people are doing. They
tre brought face to face with a scrious
tuation and when the ultimatum was given
kem, they got together and signed a 5 year
ontract that runs into millions of dollars
or advertising. The rice industry com-
bined of an overproduction each year.
Ihis becoming so great that failure stared
bem in the face. They were cutting prices
tying 1o unload the production. The banks
soked into this and they found that it was
ot overproduction, so much as it was un-
Ectconsumption, So the banks insisted upon
policy to increase consumption and issued
o them the ultimatum—"No advertising, no
Gans,”

Let us remember that the more rice is

ald tlic less macaroni will be sold, for rice
Bl replace macaroni—and this again brings
B3 face to face with another scrious situa-
on. One that is going to affect every
Nt of us regardless of size or capacity or
l.tcm of territory, This is something to
'}'"k about, something to give some con-
ideration to; for it will affect everyone of
4 and this will be right away. This prin-
Mally because the macaroni consumption
# lowering, due to inferior qualities and
9% grade, The people are awaiting some-
"."'H new to replace macaroni, and rice
ill be a logical product,
So it behooves the industry to get out of
this rut, better the quality of the goods
fade, make a real honest to goodness mac-
g 0" and then advertise it as a food prod-

uct for the people—the masses—every-
boly.

Let us get behind our organization, the
National association, and let us bring back
the macaroni business 10 where it should
be and let us see that a profit is made on
every pound that is made, and let us put
the industry on a basis that it will be a
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credit to thas nation and more so a credn
1o those that are in it, and ler us make it
an industey that will survive

Macaroni is a good perfecto foml. Bet-
ter than thousands of things that it can re-
place—and remember that the field s great
and the possibilities are many.

Let us play in our own back yard

A Basic Standard System of Cost

By C. E. MARSH OF WOLF & CO., ACCOUNTANTS

I am very glad indeed that this organization
took it upon themselves o express appreeiation
for the paper which G. G, Hoskins prepared.
As an accountant | can rightfully say that to
the best of my knowledge | never saw pre-
pared a paper with any more meat in it. The
real benefit, however, will come from  the
paper only so far as the amount of thought
the membiers of this association give to it

In preparing that paper, 1 am told through
the sceretary’s office, there were distributed
something like 10K questionaires. 1t has heen
brought out that approximately 11 manufac-
turers responded, indicating at least that 11
manufacturers actually had a defnite idea of
their costs. As 1o how the balauee of the
manufacturcers conduct their business, | imag-
ine it is more or less of a thought that they
actually do know what their cost of doing
husiness is.

In our work we come in contact with a very
diversified class of industries, manufacturers
and retailers. One of the outstanding bodies
of men with which we have had contact dur-
ing the past few years has been the retail
lumbier dealers.  Seven years ago the retail
lumbier dealers | believe would have responded
to a questionaire is ust about the same ra-
tio as did the macaroni manufacturers. To-
day 1 believe if the same kind of questionaire
were to be sent ot to the lumber dealers
throughout the country, we'd have probably
75 10 85 replics out of 100 questionaires,

That has all been brought about, gentlemen,
because the association as a body recognized
the fact that it is impossible to conduct busi-
ness intelligently and suceessfully unless you
make a definite effort to study every detail
of your business and after you have stud-
icd, after you have secured the data and the
information compiled from statistics, compared
the relative costs of various operations with
your competitors, cither privately if you care to
or collectively through virtually the same sys-
tem that was carried out by your Association
in sccuring information for the paper which
Mr. Hoskins read.

In other words, in the lumber industry to-
day we have in a number of communities
what we call cost study clubs. The merchants
who some years ago (1 refer 1o the retail
lumber dealers) would not, in many instances,
even speak 1o their competitor, today get
down to the table of an evening and explain
the various items in their costs, how they
arrive at such and such a cost.

When we first started our work, we brought
out the fact that the cost of carrying lumber
in the yard, moving the lumber from the car
into the yard and out again, averaged any-
where from $5 to $13 per thousand fcet.
Mind you, we had lumber dealers who would
go before a meeting and make the statement,

“I can hawdle my lumber for $5 a thousand.”
The man who actually knew what it was cost-
ing him to do business woulll say, "It costs
me anywhere from $12 to $13 per thousand *

The result is that our surveys that we lune
canducted, the cost study clubs that we have
canducted, have convineed the retail umber
dealer that it costs him from $11 to $13 for
every thousand feet of Tumber that comes mto
his yard.

In the old days we had a number of lumber
dealers who simply added §7 or 8 per thou-
sand to their lumber,  That condition doesn't
exist today because they actually know, they
don't guess.  They know what it costs them
W perform a certain operation.

I am rather inclined 1o believe, from the
short contacr that 1 have had with your seere
tary and a tew members of your association
with whom we have contact through auditing
of their acounts, that there is just as great an
opportunity today in the macaroni business to
better the manufacturing condition through a
better knowledge of the facts as the lumbler
dealers ever experienced.,

It is just simply a matter of applying your
best brain power, because it is going o take
cifort. There is no uniform cost accounting
system, gentlemen, we believe, that can be ap-
plied to your business,

The Department of Commerce and  the
United States Chamber of Commeree advo-
cate very strongly better knowledge on costs.
They even go so far as 10 say a uniform cost
accounting system.  Qur practical experience
has tavght us that a uniform system in most
businesses 1s not practical, hut we have found
that we can take certain basic facts of an -
dustry anl through those basic facts we can
get information that will enable the manufac-
turer to comgare in the final analysis his van-
ous operations, applying instead of the um-
form system a C‘standard system,” and then
apply that standard system to the individual’s
own condition, his cvwn  factory  condition.
That climinates the necessity of completely
changing a man's system of keeping his ree-
ords.  ‘That is not always advisable.  There
are always individual problems in any factory
that require individual attention,

I only had in mind, gentlemen, taking just a
few moments of your time because | beliese
after the years that your assoc. ion has
given consideration to this, you ¢ abuut
reached the point of where you are going to
recognize that sumething has got to be dune

There is no need of trying to create a de-
mand for your merchandise unless you know
what that merchandise costs.  There is no
need of trying to tell one manufacturer that he
can’t scll for a hali cent less until you know
actually what your costs are. I a man,
through some channel with which | am not fa-
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miliar, can produce at a lower cost than you, lower cost and gentlemen, as your account-  men's money for that which is not bringis
there is a reason why. Then he can sell for ants, your secretary yesterday asked me to in any revenue because they are spendis
less, but until such time as you know your say just a few words along the line T have that time on business they do not vep,
costs, you have no right to criticize the other  veen speaking, and as your accountants and The obvious way to make more nrofy i
man, due ta the fact that we have several individual  to show your salesman how to do b Iter ,“'
If your organization will take it upon itself  manufacturers as clients, we believe that you ing and in that way how to get more of
to apply certain principles individually to your can Letter your condition but you've got to  business which is getting away, bi caye
factory, then after such a syste'n has een in come from underneath, you've got to start in-  his volume goes up the natural selling co f
operation for some time, you can get with side your plant, you can't start outside with percentage comes down, and that is g}
Tom, Dick and Harry and figure out why it the consuming public until you get your own better salesmanship is so necessary
is that he can manufacture macaroni at a  house in order. Salesmen today know their lin s fajy

well. Tam u:l: \:'i:cl:“sa1::n:;l:“nyur:llat d:;
Developing Natural Ability of e,
Your Salesmen

in the reld and my observation lias be
BY O, ). McCLURE

?

this, that salesmen generally know ghe
line, not as well as they should, but the
know it fairly well, but they don't kng
how to put into effect what they kno
about their line. They don't know how 1
use their knowledge of the macaroni by
ness to get more sales, They know thed
line but don't know how 1o use that knowl
edge to make a sale, consequently, the
work is not effective as it should be.

When I face an audience for the first time You all know—1 assume you do—at least
I always think it wise to tell some of the  you should know what it costs you to get
things that 1 am not going to do. Thir  business. But I doubt if there is a man in
subject of “Salesmanship” is one that is so  this andience who has any concept of what
muck misunderstood and it may be that it costs him to lose business. In other
some of you have come here in the expecta-  words, your selling costs are based on the
tion, os I might say, in the fear thai I am  business that you get but the cost of losing

going to give a “pep talk” or =u inspira-
tional address, or that I am going to tell a
lot of fuany stories ©i success stories or
reel off a series of epigrams, but 1 am not
going to do any of these things.

I am going to give you, instead, a very
bricf outline of what I understand to he,
alter many years experience as a salesman,
the fundamentals of the business of sales-
manship. There isn't much room for that
kind of thing that we commonly know as
pep, high pressure, or anything of that sort
because everything about salesmanship is
just the plainest kind of common sense.
Anything that isn't good, every-day com-
mon sensc isn't good salesmanship, and any-
thing that is unnatural or artificial is not
good salesmanship. Good selling is just

not.
I was a failure as a saleman before I be-

You have very wonderful salesmen if they

In order to teach a man salesmanship y
have, in a great many cases, to get his mird
‘off the line that he is selling, He think
too much about his line. I traveled with
man who is selling lubricating oil, Tha
fellow knew the oil business backwards
knew it thoroughly. He was a great si
dent and had studied the business for yer
and it seemed on the surfuce that herd
was a fellow who ought to be selling
lot of business. His manager told me ik
next day or so that this man was ju
barely holding his job. He sold just ennug]
to bring his quota within the mark of beir
discharged.

I traveled with a man selling varnish an
there the same condition prevaled Th
man knew varnish but he was not a suel
cessful varnish salesman. And then ther

and for that reason you must begin to €&

el nnon===cd>
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like every day living; just as common sense was another varnish salesman who knesh i
and just as natural as that. very little about varnish but he was thefd i

This is a subject 1 would like to admit biggest producer in Chicago because e y ek s |
I know very little about, and I haven't any knew something about how to deal witt I N
hesitancy in saying you don't know very people, how to persvade them to do wha e = i
much about it cither. Nobody knows very (he business that you don't get is a far  he wanted them to do. — _é {
much about it as yet. 1 believe there are  Lipper item, a far bigger drain on your If you undertook to build a woodshed \
some great discoveries to be made in the  pyginess. you would begin by laying some 1wo by il
near future about salesmanship, but at the Now one way to get more business is  fours; you would probably put a rock &t H
present time we are all wandcering more or only one of several to get business, is by cach corner, start to nail some upright I ~ b t
less in the dark about it. It is something  geveloping the individual man power of and in a little while you would have? 7 ; ’ ]
that has not only been misunderstood, as I your salesmen, developing the matwral  structure that would begin to look liked ~ i
said a while ago, but there have been a  ghitity of your salesman. Let's draw that woodshed. If you undertook to build 3 i
great many cfforts made in the wrong di-  gown 10 a little narrower focus; let's say you 10 room house you would begin by di i
rection to bring about better selling. The  jave a salesman who is selling $100,000 of  Bing o trencn and flling it with mortar aod i ¥
details of selling have been talked about a goods a year and the selling costs incident  rock and building up from there, and # S i
great deal but the fundamentals, the basic 14 his work—salary, commission, traveling  would be several days before you woull niOG UAL'TY 1 é d
laws of it, have not been discussed very oxpenses, or whatever it may be—amounts have a structurs that would begin 1 lock B _Q ‘ ll
much, to so much, He spends a part of that time  like a 10 room house. UBut if you under ‘,l'

When I first started on the road in 1902 soliciting the business which he gets but he  took to build a skyseraper caissons woull \ ORKMANSHlP i
salesmen were taught very little about sales-  spends some more of that time (we will have to be sunk to bedrock and work i i
manship. I was given an outfit of samples  say hall of that time) soliciting business . weeks would have to go on befort V lcE L th
and told to go out and sell, and a good which he does not get. That is a total loss  the s, ‘rstructure ould be startd avd SE R ni
many men in this audience had the same becausé it brings no revenue. It varies, then there would be many more wecks ¢ L J i
experience and started out with the same | suppose, in every case but it is generally  work before you would have even an ol * ATISFACT'ON I ? |
amount of training, and we floundered a fact that the business the man is not get- line of what would finally be a skyscrape® ; i
around a great deal and some of us have ting in greater in volume than the business Now salesmanship is a skyscraper. 115 !
learned something about it and some have he is getting. exactly the same as a mammoth buildiss ’ __/'/ '

= _‘_“_ '

gan to think seriously beneath the surface
and learn for myself the things that really
should have been taught to me.

are getting more than half the business in
their territories, in such cases you are
spending half, and in other cases three
fourths or maybe nine tenths of the sales-

sider this subject beneath the surface. Th'§

does not look like salesmanship and "
tainly not like the macaroni business, b
you have to begin educating your salesm®
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by talking about subjects whick have noth-

ing to do with selling.

I want to cover a few of t).ose topics and
then get on to the points taat seem to be
more closely connected wita your business.
I have arranged this subject in 3 main di-
visions. The first is courage because cour-
age is the fundamental element of all sell-
ing. A man is about as successful as he has
courage. In other words, if he is scared he
can't sell. Don't let any oac tell you that
there is anything more important in sclling
than courace. That is the foundation
stone—the bedrock about which all selling
takes place,

Then next comes vision which is predi-
cated upon courage, We all know that a
man can become so scared he can't see to
read the typewriting on this piece of paper,
We know that is a common experience.
We know vision is predicated upon courage
and in the proportion that he is not scared,
just in the proportion and in that propor-
tion only can he have vision, and vision is
that quality of thought which takes in all
angles of the situation, which sces the
whole proposition and sees it through from
beginning to end; in other words, which
knows what it is all about.

Then upon the bedrock of courage we
have vision and then generalship, which is
ability to manage the interview, not the buy-
er. We have courage as the bedrock and
vision is the next step, and the generalship
which is where a man puts ‘nto effect what
his courage and vision possess him with.

With regard to courage we must needs
do something more than tell a man he must
not be scared—must not be afraid. In tell-
ing him he must not be afraid you are like-
ly to leave him worse off than he was be-
fore. The way to help a man into a
greater degree of courage is to give him
specific problems connected with that phase
of his work and then show him how to
work his way out of those problems,

Let's take one specific thing to begin
with. The old belief that salesmen are born
and not made is probably the deepest scated
and deepest rooted form of fear that a
salesman cver has to contend with. The
old saying is scoffed at very often and very
largely is discredited, yet in spite of that
fact the majority of salesmen, yours as well
as others, are going around with the no-
tion that they were not born as good a
salesman as some one else, and there begins
the trouble. If you go to the heart of the
thing you will find they believe luck is
lined up against them. This man represent-
ing a firm in this territory thinks the fellow
in the other company or next territory was
born with some strange ability that he does
not possess, and he just naturally puts a
wall of opposition up in front of himself

and first he becomes discouraged, then dis-
gruntled and then confused, and so he
doesn't call on the right buyer at the right
time, and when he does call he makes the
wrong impression. The belief that a man
is not born a salesman is one of the very
first things we need to explain to a man.
Explain that he is a born salesman and can
be just as good a salesman as any other
man.

In salesmanship as in every other calling
it often happens that the man who makes
the biggest success ultimately, is the man
who made the poorest showing at the start.

1

A lot of fluent ability when a man first be-
gins to scll may only be temporary, My
observation has been that the men who
made the biggest success had the greatest
amount of difficulties to overcome when
they started. It is just the samein engineer-
g or law or anything they do,

You must keep telling them there is no
limitation; that they are all born with as
much as another. That doesn't mean a man
can be just as good as the other but there
isn't anything to this notion that a man is
born not made,

Another related worry is the fear men
have of getting old faster than they are
providing for their families. They have a
constant fear that old age is going to over-
take them; and don't think you haven't
salesmen who are not worrying about that.
They believe you can't teach an old dog
new tricks and that if they don't make good
by a certain age they can't make good at
all. Relieve them of that.

I made this statement before an audi-
ence and when 1 had finished a man got up
and said that the idea of an old dog not
being able to learn new tricks was wrong.
He said that men learn faster after they
are 42 years old than they do before, He
also told about the dog; said that a dog
learns more readily after he is 2 years then
before and that an ape learns more readily
after he is 14 years old. So there is noth-
ing to that old saying, “You can't teach an
o'd dog new tricks.” Some one started it
and another carried it along until it has
come to bz a beliel,

This may not seem to have anything 10
do with the macaroni business but it has a
great deal to do with it. It is one of the
things that is affecting your salesmen and it
is up to you to teach them the truth
about it,

Another thing is, that salesmen do not
know how to meet their buyers on an equal
footing. They cither make the mistake of
lording it over them or assuming a bom-
bastic attitude, or else they cringe and
kotow to them. Both of those ways are
wrong. The way for him to mect his buyer
on an equal footing is for the salesman to
have equal balance with the buyer.

Salesmanship is largely a matter of being
in good balance. A salesman has got to be
in good balance about everything. He must
not talk too much or too little; he must not
magnify the obstacles or undervalue them.
In short, he must not get out of balance.
An engine needs a balance wheel or it will
pound itself to picces. Food rations need
to be balanced; everything needs to be in
balance, and certainly a salesman must be
in balance. 1 would like to have you pass
that along,

1 was out with a man selling crackers.
He is a wonderful salesman representing
one of the big biscuit companies. As 1 left
him in the evening his manager told me
that if he had a hundred such men he would
corner the cracker business for the whole
United States. “He is the bulldog type of

salesman—he never quits, he doesn't know
anything about quitting.” *But,” he sald,
“do you know what I believe is the trouble
with most of your salesmen? The trouble
with your salesmen is that they don't know
how to meet the buyer on an equal foot-
ing.”

He used the very words I have used so
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many times, This man does knoy how
He does not lord it over his buyer nor goy
he cringe or kotow but he is absolurcly j,
equal balance with the buyer, and that js 4
good thing to teach vour salesmen The
salesman needs to know more about si
up the buyer. Let me give YOU just gng
way in which he does that wrong.  He i
too much inclined to spend time wiy, the
buyer who is friendly with him, with (ke
buyer who is affable, who is courteous, and
who gives him time to say everything by
wants to say. But he does not speng
enough time with the buyer who may be
inclined to be a little gruff.

If you teach the salesman that the iriend.
ly buyer is no more likely to buy than the
other man, that he is no better prospect

!ing

than the other man, you will make him a

better producer. Spending too much time
on a friendly buyer because he is friendly
buyer is in comparison just like a bascha]
player who strikes at all the bad oncs and
lets the good ones go by. He is rating his
buyers on the wrong basis and the result js
he wastes a great deal of time. That is an.
other thing that seems to have little to do
with the macaroni business, but has a great
deal to do with it.

I started out one day with a salesmin
who was not making good and his manager
had told him so, and he wanted to find o
what his difficulty was. Before we started
out we sat down at his desk and took his
card index and went through the cards one
by one, and in cach instance he told me
why he couldn't get the business. [ let him
g0 on with 20 or 3o cards telling me why
he could not get the business and not in
one instance did he advance any reason
why he could get the business.

I saw what the difficulty was and I said, “1
suppose we had better get started on the
day’s work,"” and we did so. Now that man
is a sad example of a salesman who makes
too much of his difficulties. He is out of
balance. He lost his position even though
he got 2 trials. He knew the business, is 2
fine charactered fellow of good appearance
and in every way qualified, but he makes
too much of a mountain out of little ob
stacles. Every one of you has salcsmen
doing that very same thing and it is one of
the reasons why they ars not selling more
goods, and that is one of the things that
needs to be taught them.

Here in Chicago a man was given an ac-
count and he made 2 or 3 calls. It wasa
small concern and he didn't think it would
ever amount to niuch. He didn't care any-
thing about the buyer so he cut the 1ame
off the list. After a few weeks an inquiry
came in and he was assigned to follow up
the inquiry so he went out to see the con-
cern.  Quite a transformation had taken
place and it had grown to be a good ized
outfit. The salesrwan saw at once what a
change had taken place and he was a little
ashamed to face this buyer and the man
began to rebuke him for not calling. “You
thought this business would never amount
to anything, Isn't that it?" he said.

The salesman said, “Yes, but 1 will with-
draw from this account and have another
salesman call on you."

The man thought a moment and then
said, “No, I don't believe you had better do
that. Now that we understand each other
we can get along all right.”
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Ji grew to be one of the best accounts this
gesman had. Here is a casc where the
alesman was afraid to probe to the bottom

fraid to get to the very bottom of the
boblem and find out what was going on
ad what the prospects were, and the result

s he eliminated himself for the time be-
zg from an account that had good possi-
Mlities.

That is what salesmen are doing; they are
fraid to dig to the bottom of an account
Lecause they are afraid they can't cope with
Bie situation when they find out what it is.

dl them not to be afraid, If they don't
srobe to the bottom how can they find om
what is being bought and where and why?

ese are things they have to do and are
itings you should teach them to do and
ihey will help your men to actually scll
zore merchandise. I have never known it
1 fail that where a man began to think

fibout these things and began to study them
{it became a better producer. He begins

1o make a better salesman out of himself
kcause he begins to think of what really
wunts in selling. I instead of cramming
ihese notions and pep things down a sales-
man's throat, which he automatically re-
ects, you give him ideas and make him
feel he is making a betler salesman out of
timself instead of you making a better
ulesman out of hua, you really accomplish

Mhat ou desire to accomplish, that of mak-
2g a belter salesman out of him,

Vision is the ability to grasp all angles
ind understand what it is all about, to sec
shat the situation is and what the problem

sand to understand what it is and what
you must do about it in order to make a
nle. Salesmen go ahead and work in a lit-
e narrow groove and don't know what it
#all about largely because they are scarced.

You are selling ideas. Every picce of
strchandise is a product of an idea. You
ire selling a merchandise called macaroni

Bt still back of that some one had an idea
before it could be created, and the mor-
tant today is not buying merchandise, he
itbuying a sales proposition. He is buying

the idea of profit or, if you are selling to a
uer, he is buying the idea of utility. It is
i great reliel to get his mind off of mer-
fhandise and have him think of himself as
slling ideas, either the idea of profit or the
idea of utility, as the case may be.

I it is an idea that your salesmen are
tlling then it must be a change in the mind
of the buyer that constitutes a sale. When
our calesman makes a call he finds the
bayer in one of 3 moods: either he will not
Uy, or he is undecided, or he will buy.
Those are the only 3 ways in which he can
fnd his man. If he has decided that he
will buy, then of course the sale is already
made  If it is either of the other 2 cases
then he must change his mind before your
Wlesman gets the business; so it is the

- ‘h}ﬂrc in the mind of the buyer that con-

Mitutes a sale, 1 find that it takes a great

kad off a salesman's mind when he realizes
B b is selling ideas and that the change of

Weas in the buyer's mind is what consti-
fules a sale,

Another thing on which a salesman needs
More enlightenment is on this question of
®rsonality, Salesmen have been preached
9 100 much about personality. They have

e taught they must have a personality
“ they can't sell. They have been told how

1o cultivate a personality and in some cases,
I regret to say, the salesmen have been
taught that if they develop a certain kind of
personality they can use it to control the
buyer. That is a very dangerous thing, in
my opinion. It is not in accord with
natural justice, it isn't common selse, it s
unnatural, it hasnt any clement of <ound-
ness so far as sound salesmanship is con-
cerned. 11 in salesmanship you can create i
personality that can control the buyer, it
follows that it should be perfectly right for
the buyer to create a personality that can
control the salesman, I the salesman
learns to control himself he has done a full
time job and in that way he has placed him-
self in position to get business.  The con-
trol of self is the essential thing and not the
control of some one clse,

There is too much arguing and not
enough reasoning in actual selling. 1 am
amazed when T am out with salesmen 1o
see how much they jump from one argu-
ment to another.  Their calls are one suc-
cession of arguments. They all too quickly
lose their tempers or get excited, or plinge
into an argument.  The only way that you
can sell a person, man or woman, is to rea-
son with them. There is nothing clse that
appeals to people quite so much as reason-
ing. There arc some other elements that
enter into making sales but reason is the
most cffective form of appeal that you can
make,

I said a while ago that the salesman is
too much inclined 10 be discouraged by the
negative attitude of his buyer. Now | want
to say that this negative attitude means al-
most nothing, Those of you who are
experienced salesmen will agree with me, |
am sure, when I say that many of your best
sales have been made in the face of opposi-
tion all the way through, and that you met
with nothing but opposition until time oi
closing. The prospeet who is inclined 1o
buy is the person who gives you the most
opposition, and the salesman who is the
most successiul is the one who learns 1o
translate what the buyer says into terms of
what he actually means. 1 dare say  he
doesn't say what he means one time om of
ten,

Just last fall T saw such a case of selling
This particular salesman met with the must
complete opposition that T live cver seen,
There wasn't one single thing that woulld lead
the salesman to believe he hid one chanee 1o
get the husiness and he went out withom get-
ting an opportunity to explain his proposition
as it should have been explained. It was the
most hopeless and most disconraging case |
ever observed.  But he was not defeated; he
submitted his proposition by mail which was
the best he could do under the cirenmstances,
and that letter was received by the buyer the
day before Thanksgiving Day and the day
after he mailed his order back. Al that ex-
ample shows how much we should allow our-
sclves to be influenced hy the negative attitude
of the buyer.

1 was out calling with a salesman aml we
called on a concern where the salesman told
me had no chance of genting the business.
But I went back with another salesman irom
that same company a few weeks later and this
man, in going to this place, had some very
good reasons why he should get the business.

He didn't get the order that day but had a
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very satisfactory interview which paved the
way for getting the husmess the next time he
calledd “The buyer was ready to give the same
negative reply and the only  difference was
that wne salesman was ready to listen 1o the
negative sule whereas the other one wonld
nat hsten 1o
men trom the same company and both calling

Thar was a case of 2 sales

on the same company, ar layer,

| think i the macarom business, i yon are
callmg on reril grocers and  delicatessen
stores, that the problem of selling 1o women is
quite e problem as very few salesi n know
as much as they should about selling to wom-
on I am surry there are not more women
here this morming as they always appreciate
this. | have heard salesmen say, cven in the
millinery business, they dreaded o call on
women,  Their ooposition extends around the
wlea that women don't reason, and they go 1o
their women buyers with that erroncous sense
which gets them in bad right at the very
start and they do not sell them as successiully
as they should.

Waomen do not reason as we think we rea-
soi W men think we are great reasoners
A woman has a iferent way of arriving at
her conclusion. She doezn't reason things out
as we give ourselves eredit for doing.  She
goes about 1 another way and therefore we
think she is not a good thinker and regard her
as o nuisance. et me say if women don"t
reason the way we do, they have a better way,
ad af you look it up you will find the lest
amthorities on the sulyjeet say that a4 woman
arrned at her conclusion through imuition,
aml inmition is @ more direet route to con-
clusion. A woman may not know why she
thinks so and so bt she thinks so and so even
when she can't give you all the reasons, Lut
she as no less sure and no less likely 1o he
right, and i fact she is more likely o be
oghts so thar explams why a salesman should
never get into an argument with a woman
Tuyer. I is bad enough 1o argue with a man
buyer but sull worse to do so with a woman
laver.  She puts herseli immediately on the
defensive becanse she knows you can lest
her inoan argument amd she doesn’t want to be
bested o an argument, so don’t ever argue
with a woman,  (Lavghter ) 1 see there are
same marned men here,

\ woman may be a little more susceptible
to dtferent ks of sales appeal than men
For mstance, f you can get the wea over tooa
woman buyer that this s the kind of goads
they are buying, or this s the way they dire
serving macarom, or something along that line,
you make a strong impression with the woman
buyer; and if you can convinee i woman
buyer that you are sineere, and go to her amd
act ke a gentleman should act amd don't put
on any false smiles when you are dealing with
hier hut let her know you are sincere and con-
viee her of that, you get her business. A
womsn s more stsceptible 1o than appeal than
a man. | othink, oo, that when a woman
huyer comes to the conclusion that i salesman
ar house deserves her business she is nelined
1o e more loyal than o man buyer

Now those are a few points about vision
Those are gust a few of the many things a
salesman ought o know 1o give him a hetter
grasp of the kmad of work he is doing. He
gets that vision only i proportion as he learns
1o mercome being afraid,

I want to tell you of ene experience 1 had
and then 1 want to go on to the question of

—
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generalship, which is managing the interview,
A few weeks ago a salesman came to me and
said: "I lost my job, Last year I sold $100,-
000 worth of goods and this year 1 sold only
$70,000 worth. The house has dismissed me
and 1 don't know why. 1 would like to have
you go out aml see if you can find out why.”

I was very glad of the opportunity and I
spent some time at it. 1 would go into the
store and say that 1 was investigating this
man's record and his wark, which 1 was, |
would ask a few questions about him such as
was he steady, was he reliable, could his prom-
ises be depended upon, did he know his busi-
ness (it happened to be a hardware line), and
| got "yes” 1o all these questions. This man
was a fine gentleman and he was steady, re-
liable, could be depended upon, they liked to
have him come in; and then 1 came to the
question: “Is he a good salesman and did he
scll you as much as he should have sold you?”
And they said, “No, he dido't.” And hat
was the answer in every case. He was a fine
fellow—the right kind of fellow 19 be a good
salesman, but when it came to the question,
“Did he sell you as much as he should?” and
the answer was “No,” it showed he was simply
afraid. He had all the other qualifications but
he was afraid if he could try to sell them
more he would destroy that friendship, and
that was the cause of his failure; and that
is the cause of a great many failures.

You sometimes accuse your salesmen of not
selling enough because they don't work hard
enough,  Generally they don't know how and
they get discouraged and the first thing you
know they are starting out late in the morn-
ing and knocking off early in the afternoon,
and thus begins that which becomes a total
failure.

And now we come to generalship, and this
scems to be the most important because it gets
a little closer 1o the actual proposition of sell-
ing. People ought to buy what they ought
to buy, If a picce of merchandise is the right
thing for a man to have, he ought to have it,

1 tried to sell for several years, and 1
found out that they won't do that. Some~ other
influence has to be brought to bear to get the
people to buy the thing they ought to buy, so
we have to consider ways and means of pre-
senting our proposition to a man so thay he
will get the inclination to make the purchase.
In other words, if you give a man some
thought or idea or selling reason before he is
ready to receive that he doesn't get much
gued.  Your proposition has to be presented
in logical scquence. Your salesman has to go
in and make the right impression and then go
through in logical order to get his ideas or
gouds accepted.

We hear a good many things about pre-
approachment. It is every bit of prepara-
tion that a man has made before he calls on a
customer, It is everything we have been talk-
ing about—this preparation—and the approach
he makes at the bLeginning of a call often
makes or mars the sale. A salesman will go
into a place and say to a buyer whom he
scarcely knows, "How are you?" and many a
buyer objects to this sort of greeting because
he knows the salesman is not particularly in-
terested in his welfare and he feels the re-
mark is not at all sincere, and it creates the
wrong impression right at the start, Another ,
man goes and says, “Well, what can 1 sell

you today?" That is also the wrong start be-
cause a salesman is not at that point ready

to bring that question up and it gets the inter-
view started on the wrong track.

There should be a logical sequence in which
the salesman presents his proposition and that
logical sequence is more important in one
business than it is in another; it is more im-
poctant in making big sales than in making a
little one, and more important where a man
makes just one sale than it is where he calls
every 2 or J days. Bul still a salesman should
know that in this logical sequence the place 1o
begin is with the selfish interest of the buyer.
He should begin with something of which the
buyer is thinking,

If you are going to change a man's opinion
and get him 1o adopt your ideas, give him an
idea where he is thinking—something about
his business, or his interests, After you have
done that then go on to your product and
what it will do for him. That is only a small
step and your buyer will never know just
what it was that led him along. After you
have started in on the product you can take
up the question of manufacture and packing
and so on. When you go in he is thinking
about his business and right there you should
give him an idca that will affect his business
in a Leneficial way and then lead him on to
your proposition and then to your merchan-
dise—how it is packed, what a drawing card
it is and so on, and then after that the price
and terms.

Very scldom do I sce a salesman who holds
the price back until the proper time. Nearly
cvery salesman quotes too quickly. 1f he has
a low price he thinks the thing to do is to put
the price out in front. That is wrong; never
do that until you have put out other things to
support it, because if you put the price out in
front too much that is all he sees, and then
every successive point you bring up he weighs
that one point against the price. Teach your
men to build up the proposition first and then
quote the price. It takes some stamina for a
salesman to do that. He thinks that if a huyer
asks the price he must quote it right away.
I know a salesman who made a buyer ask the
price 3 times before he quoted him. The first
time he ignored it entirely; the second time
he said, "We will get to that in a few min-
utes.” The third time he did quote because
he had stated what he wanted to and then the
price looked reasonable.

I have heard a great deal about this price
quoting question, and some of you arc prob-
ably thinking that you can't handle it in the
same manuer as can an adding machine sales-
man or a man selling some specialty, Perhaps
you cannot handle it in just exactly the same
manner, but you can instruct your salesman
about the technique of properly timing the
quotation of the price, and if you do you will
find that you will have fewer price problems
than you hacl. It won't solve the problem but
it will help every salesman that gives thought
to the proposition. If the salesman isn't seared
he can quote that price at the right time and
quote it in a way that will sound right; it
won't sound high and he will be in a position
to stand by his price.

A salesman will very often allow the inter-
view to get out of his hands because he allows
negative suggestions to creep in. We have
heard a great deal of suggestion in selling, but
we have not heard enough about the sugges-
tion that is negative and which keeps him
from seiling.

A man | traveled with asked every buyer

he called on, “How is business?” And eyepd
buyer said, "It was rotten.” Nearly every gnd
gave him a long drawn out story oi by
bad business was. This man had been wi
this company and sclling for 12 years, and
presume in those 12 years that every Duye
he called on, or at least a large majoriy of
them, had answered, “Business is rotten

With a question like that the buycr ny
urally has opposition at the end of his 1ngy
and a salesman should be very caretul of whg
he says because as soon as it is a negativg
query the buyer takes advantage of it Ty
your salesmen not to ask, “How is business?
and give them the reason why,

“Would you be interested?™ is another g
A salesman goes in and says, “Would you i4
interested?”  Of course he says, “No." an
immediately he puts that salesman on the de
fensive and he is fighting for his life. Wh
he wants to do is to keep on the offensiy
and not ask questions or make statement
that will get him on the wrong side of th
interview, That is managing the interview
which is good generalship, !

I wonder how many times you have seen o
salesman go in with a sales talk all ready
calling on a buyer he has sold to before, an
have him become completely up.ct by som
complaint that the buyer has made? e
become completely upset because the luyer
complained about the last shipment or some
thing the home office neglected to do. Now
there 15 a way of turning complaints into as]
scls,

Complaints have to go through a proces)
the same as a sale, and the place to beg
with that complaint is where he is thinking
Begin with him by agreeing to some exten,
cither wholly or in part.  That doesn't ma:
you are committing yoursell 1o some kind of
an adjustment that he is going to demand
You can simply say somcthing that is in agrec §
ment with him. But just like making a sl
begin with the buyer where he is thinking.

Some complaints can be Jaughed off buta
salesman has to use his judgment about laugh:
ing off a complaint. He must learn not to le
the complaint handle him, 1f he is going ©
handle a complaint he must handle it proper
and not allow it to handle him. He must nt
get angry or get too critical of the buyer, of
tose his head. When he does that he is letting
the complaint handle him. You want to tris
your salesmen to begin, if possible (i il
always possible to some extent) to agree wih
the buyer and then get at the bottom of the§S
complaint just like ther would get to the bt
tom of making a sale. \When a salesman gues
1o the bottom of a complaint 99 times out ofa
hundred the buyer sces there is nothing to#
and it fades out of the picture, Then afte
he has done that comes the adjustment, if 328
ad,ustment is necessary.,

These 3 stages have certainly preparcd the
buyer tor a reasonalle sale.  You want tu
tnat complaint into an asset if it can be done
Tell your salesman that if he gets angry |
critical of the buyer he is just letting the s
uation wut of his hands and is going 1u make
an unsatisfactory adjustment or lose the buse
ness, and probably both,

Another thing that your buyer will alwa)§
be receptive to is the right idea about courtes):
Courtesy is something that doesn't exist @
the surface; it is something that is bencad
the surface and is the way a salesman is think
ing about his customer. If he thinks “1 havt
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We can safely say that the largest percentage
of packaged macaroni products are automatically

packaged by
Peters Package Machinery

LC) - + \
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THElcasL 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 arc recognized everywhere.

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

ET”RS MACHINERY COMPANY

4700 Ruvenswood Avenue
CHICAGO, ILLINOIS
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got to call on this old skinflint,” and then

goes in and puts cn a smile he is not sincere

and is therefore not courteous. Courtesy is a

form of toleration and a salesman has got to
learn to take the right attitude toward his cus-
tomer; he must learn to have respect for his
point of view, and courteousness will increase
in proportion as that respect increascs,

There arc a few things salesmen do which
prevent them from getting business, For in-
slance, a salesman very ofttn assumes the at-
titude that it is all right for him to smoke in
the buyer's place of business. If the buyer
is a smoker he thinks he has a right to smoke,
It doesn't necessarily follow that because a
buyer is a smoker that the salesman has a
right to smoke in his presence. The buyer
takes a lot of privileges unto himsell that he
does not accord to the salesman, \When 1
was sclling | made it a rule never to smoke in
the buyer's place of business until 1 made ab-
solutely surc that 1 was welcome to do so,

Just recently a friend of mine told me he
had a complaint from a buyer in St. Louis
that the 5t. Louis representative came in
smoking and he objected to that, although this
man was a smoker. Now that salesman isn't
using quite fine enough judgment about his re-
lations with that buyer. He is overlooking
that buyer's opinions for which he should hold
respect,

There are scveral other things a salesman
should not do. Sometimes a salesman assumes
the idea that he is talking to a man to whom
he can use any kind of language, and very
often the use of improper language will drive
a salesman away from a buyer who is par-
ticular about that sort of thing, more quickly
and more definitely than anything clse. So
there again a salesman needs to have more
respect for the wishes of the buyer,

I accompanied a salesman who called on a
retail merchant and after the interview he said,
*What do you think of that call?"

1 said, "You did very well, but there are
2 or J things of which | would like to caution
you.”

He said, “I would be very glad ‘o have you
do so."

“It was only the second call you made on
that man and yet you didn't tell him who you
were or where you were from, and all the
time you were talking he was wondering who
you were. When you make a call and there
scems to be any doubt in the man's mind as
to who you are, that man's mind should be
put at rest.  Anodher thing, you put your hand
on his shoulder. I believe he is the type of

man who wouldn't object to that but some
buyers arc very fussy and I don't think it is
wise to get unduly familiar with a buyer on
short acquaintance. Another thing, you got
the man's name wrong. He didn't scem to
carc about that but another buyer might be
very fussy about it."

Speaking of names, | had an office very near
to another man whose name was McClure and
our mail was all the time getting mixed up,

1 would get his letters and he would get mine
and finally after several weeks of this he came
in and said we ought to get acquainted, having
the same names. He was a man who was
very proud of his name. He knew all about
the McClures who had done great things and
he ended by saying that McClure was a name
that had never been dragged in the dust and
he was very proud of it. During the war I
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was doing uomc.\?ork in the hospilal at the gument to sell this buyer and couldn’t Iy
(‘:rcat Lakes training camp and it happened him anyway at all and this is what he 4
right after I had met this man McClure. Go- It looks almost absurd but it got the Lttsing

ing through the hospital 1 met a licutenant His sales arguments counted for nothj

and as 1 was introduced to him he said, "I quality talk didn't make any appeal, lu it
am very glad to meet you. I am from a little  happened that this buyer was the sam. nati
town in Towa where we had a McClure who  ality as the firm that this salesman way ,

robbed the train and he is in the penitentiary  resenting and it also so happened 1hay
" .
now.” Now if any one went to McClure and  buyer was very proud of his nationality,

called him McGuire or McDonald he is the man had exhausted everything he know gl
type of man who would resent it very much  sclling this product and finally he sair, "y

because he is very particular about and proud the name is all right, isn't it}"”

of his name. And this shows how careful a “Yes,” the buyer said, “the name is all 1
salesman should be in order to stay on the .
right track with the buyer,

Closing the sale is much misunderstood.
We hear so much about closing the sale. We
also hear about rushing the buyer at the psy-
chological moment to close. Maybe there is a
psychological moment, but closing the sale is
the same all through because he begins to close
just as soon as he begins to open. There
isn't any mystery about it. There are those
who think they are not born salesmen and
there are thousands who think they are not
born closers. There isn't any mystery about
it; it isn't anything that a man is endowed
with; it isn't a anything a man can't learn to
do. I don't believe there is anything to this
rushing a customer. There is a time when a
sale hangs in the balance; and there comes a
time very often when the buyer is hanging in
the balance and when a little more argument
and a little more persuasion brings the scale
down on the right side, and the salesman who
has vision and courage enough and keeps his
eyes and cars open senses what that point is
that is going to be the deciding factor and he
emphasizes a little more on that,

I could tell you dozens of cases of closing
and they all teach very much the same lesson.
Some I have seen and some I have practised,

goods are just as good as the namd "

the buyer would respond to that sort of
peal, There was no reason why he sho

other appeal had failed.

upon but a few of the principles of sclli
mere mention, The subject is so vay,
far reaching, and involved with so ma
varying contingencies and conditions,

would require many sessions, rather

presentation,
Dut I trust that from what has been s

better producers.

cither assumes that his men already kno
them, or he brushes them aside with o
unconsidered opinion that they have

Sometimes when closing is done you don't rea-  connection with his business, Those of yo

lize that anything diffcrent is being done. At who will avoid these two pitfalls and g
other times [ have scen men use the most ex-

member one case where a man had used every  covered a new way to increase sales, ¢

argument, This man was a good salesman—  selling costs, and build up a greater prof

a wonderful salesman. He had used every ar-  account,

Macaroni in the American Men

BY "PRUDENCE PENNY"—MRS. LEONA A. MALEK

This is a small world after all. Here 1 You gentlemen who are manuiacturie
come to talk to you in this hotel about macaroni, spaghetti and allied jrodu
macaroni products at the very moment that  have taken for your motto, 1 sec, i r yo
Mr Arnold Shircliff, the managing caterer  Jubilee year, “A Cl.OSE'R Cd('F
of this hostelry, is addressing my school of TION BETWEEN THE INDIVID
600 women on the West Side, telling them MANUFACTURER OF THE INDLUS

about Il‘w 50 gorgeous salads, including TRY AND A KEENER COMPET ITIO)
macaroni and spaghetti, that he has de- WITH THE FOOD MANUFACTURER

veloped here, Immediately aflter this talk IN OTHER LINES" that dovetail wit
T will !mrry over to my school and tell that  yours or which you 'intcnd to have yo
gathering of women what a wonderful food product substituted for, Now in that mett
you manufacture and suggest that they al- and in the facts of the expenditures fort
ways have macaroni and spaghetti on their  American meal each day of each yvar, «f
shelves as standbys, as food staples, as tainly are things worth working toward.
they have all the other food staples. Y. ¥
" ou will perhaps not select as Yoo
I think _ﬂm macaroni is fast coming to favorite parable the one which onc you
be r_l:l:ogmzed as a food staple and I am Thomas was said to have selected. T
making much of this truth in my cooking minister asked him what his favorite pin
schools under the direction of the Herald ble was and he said, "The one where |
and Exal:nlncr. To send this truth home speaks of ‘loafs and fishes,'"” and I am s
to the millions of American housewives is  that none of the membenI of this organis

your first duty, tion, if you live np to your motto, is goie

August 15,

The salesman said, “Well, my fricnd, o

That was all he did. That was resourcef
ness.  That salesman sensed the fact 1

have done so but it was an appeal 1o ser
ment and it got the business after exe

Now ladies and gentlemen, I have touch

and those few have had little more than

one, to give it anything like a thoroudf

here today you have recognized some poiy
which you can pass along to your salesmd
and if so you will surely help them 1o §

These bedrock principles of sclling 1§
nearly always ncglected in an educatiord
program among salesmen. The exccuti

. your men systematic instruction in thes
traordinary methods to make a sale. I re- vital matters will find that you have di
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\e able to Joaf and fish much this com-
year.
¢ third of the sum that is spent for
1in the United States brings into the
4en the bread, the sugar, the carbohy-
e foods, and there you have a chance for
¢ inning, in this one third expenditure.
5 thirds of the expenditure for food in
United States is for meat, fish, egus,
wr and cheese, the protein supplying
4, tissue building foods, and there also
have an opportunity by your promotion
& and your educational work to gather
ygreat many of those dimes and quarters
dollars into the macaroni business.
Ihe United States is said to spend some
aillion dollars a meal, or 49 million dol-
ya day for food, and that goces into a
n four hundred seventy million dollars
zonth, and you can figure out a year's
Lamption; so 1 am sure every onc in
s business, having such a wonderful
duct 1o promote and all this opportunity
Biire you, will take advantage of the situa-
2
We are cating only about one tenth the
Bt of macoroni we should, per capita
B year, ond with all that field I am sure
¢ cvery one who has a very gorgeous
am of the future of his business has about
best opportunily of any manufacturing or-
ication | knozw of lo realize thal dream in
fasncial way. .
Ml presume the usual convention story has
«n told hece about cooperation and I
=k that usual story about cooperation is
fine. That is where the Methudist
rister is umpiring a ball game between
: Ku Klux Klan and the Knights of
ambus being played for the bencfit of
Jewish Orphans association and Colored
4 Peoples Home,
lestead of applying that to your coopera-
o, for 1 know this organization is just
in cooperation, let us apply that
wght of diversity of interest and types
bthe consumer. 1 believe your problem
1o get all these different types suggested.
is a problem 1 am helping you with in
y work with the Herald and Examiner
din our lecture and cooking school work
o get all types of people to accept your
Mioduct as a staple product on the American
dll,
We want to lead all these groups, the
me makers of all these groups, to know
i least 57 ways to prepare macaroni and
tie lovely books you are getting out giv-
g 80 ways in one book and even more,—
we can just gel each howsewife to know
Fon g dozen good, allraclive ways lo prepare
ferent dishes, to prepare macaroni and spa-
ketti, and we can gradually lead her on 1o
k more and learn more and more, it will be
b your Lenefit,
I'd say that the first thing that you ought
bdo as manufacturers, of course you want
hume maker now to work with you and
iuse your product and of course we must
D her, and 1 think that is probably the
1siest proposition we have, to sell the
“me maker, for she is looking for va-
ty of dishes, looking for health foods,
d yours certainly is one and yours is the
e for the greatest variety for any one
%d of perhaps anything I know, really,
use it fits in and blends with all foods.
I think that the way you can be of the
tatest help is to work with the general

members of the family, the men of the
family and the children of the family in
your promotion work, Your national or-
ganization should send out general promo-
tion copy, educational copy that can be
used by those of us who are editors of food
pages and food sections not only in the
newspapers but in magazines, and you can
direct that copy to the general consuming
public, create acceptance in the minds of
the husbands for macaroni in varions forms,
macaroni as the main dish, as the base of
the main dish of the meal, and macaroni as
a salad. You are doing a very great deal
toward popularizing that, and we are help-
ing just as much as we can.

Just a little over a decade ago, say 15
years ago, it was really an undertaking to
attempt to change food habits of a nation.
We found in war time that to try to change
food habits was really a man size under-
taking. People didn't take to it comfort-
ably and happily but we went through that
phase and now the housewife is in an at-
titude of mind of acceptance of anything
that is backed by tested recipes or by some-
one in the food world in whom she has
confidence.

Today the public in general, the housce-
wife and the public, is led almost too much,
I think the psychologist and teacher would
tell us, by suggestion, but that is some-
thing you need not worry abiout.  That is
perhaps more to your advantage. The
more you can suggest the very definite use
of your product in all the different phases
of food needs, the better.

You have such a splendid peoduct to
work with, it must be a great pleasure for
you Lecause the manufacture of it so in-
teresting, so clean, the packing of it and
the distribution and you don't have such
problems of spoilage as so many manufic-
turers do, that it seems to me you have
time to give a great deal of consideration
to the general cducational promotion work.

It hardly scems necessary, after reading
your very splendid trade magazine and all
suggestions that you have there and look-
ing over some of the booklets that you
have, to make further suggestions. You
sent out a great many hundreds of those
from our department in answer to letters.
I had over 100,000 letters last year from
home makers in Chicago and vicinity and
over half of those were on fuod questions,

OFf course our ficld is not limited to food.
We have everything about the home, but
every home maker who is interested in the
rest of her house is interested primarily in
the food and so over lalf of our cor-
respondence, half of our questions, are re-
parding food, and the preat question most
frequently repeated is for new dishes and
for variety of service,

So you have this food that can be pro-
moted as u health food, for its health value
Now that we are trying to cat less meat as
we approach go and go over that, your
product comes right in to help extend the
small meat portion, extend the flavor of
the smaller meat portion, giving entire
satisfaction to the appetite and giving the
grounded meal, and its use as a meat ex-
tender 1 would advance more from the
health point of view than from the thrift
point of view. You see we have gone along
to a state of mind, most of us, it seems—
and my study of the home, the children and
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the houscewife leads me to think, that peo-
ple don’t like 10 be reminded of the thrift
angle.

Macaroni is a wonderful product from the
thrift point of view. It is all right to go
along on a thrift story with something to
sugarcoat it a bit and tell them all about
the saving on the meal so that we can have
an oriental rug or a grand piano or buy a
Tiome, but just takinge thrift as a bare, prac-
tical proposition, it is not accepted as
pracionsly as you might hope it would be.

But if we take this proposition of maca-
roni as a meat-extender from its health
point of view, I think you will find a great
response,

Then of course you have the protein
value that will go right along in that con-
nection. You know that macaroni shows
up very well in comparison with meats in
the protein percentage, in comparison with
sume of the meat, but the average person
doesn't know  that.  The average man
doesn't have any such idea or the average
woman. She thinks of the carbohydrate
first, and of course in this day amd age
when everyone is trying 1o have a bread-
and-water sillouette it hasn't been so good
fur macaroni, but they tell us now that the
latest word from Varis is that the plump
figure is coming back in style, so ler vs
hope that will be the case. 1 so, we can
then cat our macaroni in comfort,

If the fact is brought out that it contains
more of the protein than the carbohydrate,
1 think we can be able 1o overcome that
prejudice a very great deal.

This point of the use of macaroni and
spaghetti and allicd products as a gloten
food, and the place of a gluten food in the
diet of the convalescent and those suffering
more or less with digestive troubles and
for children, is one to be emphasized. 1
think that has not been presented so that
the average person knows anything about it
at all or even thinks of it when they think
of macaroni. I have yet to find a lay per-
son who had any of that in their mind,

The ease of digestion—about 9% assimi-
Jation, no waste at all,—that is another
point 14 like to see you bring out in your
promotion and general publicity. Of course
we have macaroni played up in its rather
comic fashion in the movies and on the
stage and now 1'd like to see it presented
in its more dignificd position as a pantry
staple for the American housewife, 1 think
every home should have in the kitchen cabi-

net or pantry staples (however the hou-c-
hold is managed) a certain number  of
packages of maearoni and spaghetti just as
there are salt and Aour and flavoring vs-
tract and baking powder.  Macaroni should
be on the shelf, and once the houseyvale
comes to understand the variety of its uses
she will amomatically use more of it, he-
cause it answers the call in osuch w vory,

very short time.

We have been very busy for many yoars
telling women things to use for unexpected
company.  What is better than to just ~hp
out to the kitchen, open a package of mava-
roni, put it in boiling water, go back and
talk to your company a little while, then at
the end of 12 or 15 minutes skip out and
take that off and fix it for the oven or mix it
with your cheese or your tomato or what-
ever it is? Practically anything you have in
canned form in your pantry will mix with
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macaroni, and the minute the housewife chutneys and those hot sauccs,
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I think
gets that into her mind, that it can be pre- they'd be very popular if we could start a
pared so casily and quickly and will blend fad for some of these special dishes, 1
with anything, very often she will manufac-  know that you would have an immediate
ture a dish right there in an emergency response.

that will be something unusual and a great You have started your work on the
help. novelty of macaroni for breakfast served

In this present age the houscwife the with fruits and that is something, of course,
country over demands foods and equipment  to help increase the consumption of maca-
that save her time and labor, and it seems roni. It is good but I believe that if we
ta me right there you have one of the big-  could get across considerable promotion on
gest points 1o play up. It fits right in with
the present demand for time and labor sav-
ing foods,

You do play up the variety of ways but
I'd like to sce you come out very definitely
in a campaign of national advertising (I am
thinking of the housewife in all of this),
launching a series of advertising or putting The basic principle of yours and of all
on your package or inserting with your ~imilar trade associations is COOPERA-
packages at certain scasons, having it all TION. To emphasize the need of sticking
uniform, all working together with your 'vkether in a national organization like
promotion which goes to the magazines Yours I am reminded of the story of the
which you know are very glad to have sug- banana, which said, “Every time 1 leave

the use of macaroni in these varion, M, the chain store which causes a great
I have suggested you'd find the increage lany people a good deal of worry and
turnover would begin to show right iway @sich has expanded rather rapidly in re-

As a start for that I have written youlllat years. You have the development of
story for the Herald and Examiner {.r 5,883 mail order houses, not only that—but
day on macaroni and suggested soie Jsosc same organizations are now putting
rious uses and told some of the (hi;[s retail stores throughout the country.
about it that I know the women wil' b Jney are doing many other things, such
terested in, and have offered to song J@s putting practically the equivalent of
one of your very lovely macaroni b, ks @aveling salesmen on the road to intro-
I hope that will help a little bit. " Bizce 1hcir catalogs, and various other meth-

i J that are quite foreign to what we used
The New Era in Distribution

o think the mail order house was.
BY FRANK M. SURFACE, ASSISTANT DIRECTOR, U. 8,
COMMERCE U. 8. DEPARTMENT 0

Yon have the manufacturers going dircct
s the retailers, short circuiting the whole-
ger and jobber, so to speak. You have
s retailers organizing cooperative buying
wociations to short circuit the channel of
which 1 happen to be, the Bureau of Ffllgribution. You have manufacturers go-
cign and Domestic Commerce. W thigle; dircet to the consumer, house-to-house
that is the most important one; maybe i@aavassing, and we have a great many other
others wouldn't agree with us, aperiments of that nature being earried

We have in addition to that the Burlla. Really, it is an attempt to see if we

pestions from you,

The back-of-the-book editors would act
on your suggestions if you have something
that you're ull together working with, and
the material that you send to me and to
the other newspaper women's page editors
and to food journals—they all would wel-
come the information you are able to give.

‘tuke a series of one dish dinners as
timesavers, for instance. That would be a
good subject to start on at this season. 1
find that the ladies who come to our cook-
ing school classes are much interested just
at the present moment in the one dish meal
and we are having the main dish salads
today in our schools, and we will have the
loaf next weck, but if the hot dishes and
cold main dishes were first brought out and
then followed up with the accessories, it
would be most welcome information,

You can work the macaroni and spaghetti
into your salads and into appetizers. Just
a bit of inexpensive fish mixed with or
rubbed into a bit of macaroni and spread
on your bread or tomato or whatever you
are using as the foundation for an appe-
tizer will carry that, and I'd like 1o see you
advise them always to cook enough maca-
roni at one time for 2 meals. Some people,
the very delicate lalian macaroni lover,
may think that is not aesthetic enough,
that it must be cooked fresh or it won't
taste just right, but I'm sure that you will
find the American taste will accept the
macaroni that is cooked today and kept in
the refrigerator, thoroughly chilled. Of
course we must have an efficient refrigerator
so it is kept at 50° or below, but it can be
kept until the day after tomorrow. Have
it in a hot dish today and in a salad the
third day, This is something that will help
a great deal in quantity consumption,

Another series that the housewife would
be quite thrilled with is the ways that
royalty and celebrities like to serve maca-
roni. That will take you back more or less
into history and I think there are very few
people who realize that macaroni has had
a day in the orient, that the Chinese and
Japanese are both rather fighting for the
distinction of claiming it and that the
Hindu has used it,

I wonder how many Americans have tried
macaroni  with the Hindu sauces, the

this bunch, T get skinned." And [ think
that there is a good deal of food for thought
in this for the present members and those
manufacturers who should be.

I plead some ignorance as to the par-
ticular activities of your association. 1
have known your associatifn for quite a
long time but I certainly cannot claim to
be an authority on macaroni distribution in

any sensc of the word, As a matter of

fact, I don't like the term “authority.” 1

heard the definition for it the other day.

It said, “An authority is a man who has
you bluffed beyond your limit.” I'm sure
that I haven't you bluffed that way or won't
have after speaking for a few minutes,

We in the Department of Commerce are
much interested in being of assistance to
business men wherever we can. We regard
that as our chiel function as a service or-
ganization. I don't know how many of you
are familiar with the organization of the
Department of Commerce. Perhaps just a
word along that line might be of interest
to you. I find when we get away from
Washington, or even there, a great many
people have pretty hazy notions about
what the government is down there or how
it is organized, and that it is a rather com-
plicated affair,

The Department of Commerce is com-
posed of bureaus, There are 7 or 8 or 9
of them, but the more important ones, at
least the ones in which you people are
likely to be interested, are first, the one in

of the Census, which you all know abo

we have the Bureau of Standards, the e

scientific institution that is part of the ¢

partment; we have the Bureau of Min
occupying somewhat the relationship
mining that the Department of Agriculin
does to agriculture; we have the Pai

Office; we have the Coastal Geodetic So

vey and we have other things like sta

boats, lighthouse bureau and other orga
zations of service to business.

The Bureau of Foreign and Domes
Commerce is the one that probably comd
in closest relation to business, ordinaril
That bureau has in the past been ve
largely a bureau of foreign commerce; i}
foreign end of it has been stressed—prom
tion of forcign trade=-and that was pro
ably the thing in which the governme
could assist best when it started out to hel
business men, because you have much le
information, most of you, about how |
handle foreign trade, how to promote fof
cign trade, than you do about domes
business. There are many ways of findin
that out yourselves,

Some 5 years ago it was conceived, ho
ever, that we might be of some assistanc
to men in domestic business. After all, o
of the business of this country is busine
within this country, domestic busine-+; on
10% is foreign trade. It seems a- if w
might be able to be of some assistance i
connection with this go%.

So during these § years we havo mad
some experiments along this line and
think we have some things which riay b
of interest to you. I am not goin, to at
|crppt to tell you all the things thar we at
doing but I'm going to stress pari ularl
one or two things with regard to «:trib
tion, )

As your president said, the main p blem
the most difficult problem before Arerica
business men today is, 1 believe, th. prob
lem of distribution. You have mad: enot
mous progress in increasin
of manufacture, While there are

plenty of problems in the manufacturin
field, they are not all solved by any meant
you are much further along in that dire
tion than in the field of distribution. ‘

1f we look over the field of marketing a®
distribution at the present time you fin
that we are trying a large number of €v
periments in reality. You have, for exam

an not eliminate some of these costs of
ting commodities from the producer to
te consumer.

It does cost a great deal to distribute
wmmodities and a large proportion of the
pice which the consumer has Lo pay rep-

wients the cost after it leaves the pro-

dacer.

There have been many studies along this
ise. You have no doubt heard and read
weeches, cte., as to the serious menace of
e middlemen and so forth in the process

8 distribution.  On the other hand such

wdies as have been made have failed to
#ow that ecither the wholesalers or retail-
s were becoming unduly rich.  There is
w evidence of profiteering,  Apparently
#e large margin that has to be addel
tere is made up of a large number of ac-
ml costs which go into the thing. No-
bdy scems to be profiteering in the thing,
prticularly, but there are a lot of apparent
tosts which scem more or less necessary,

On the other hand there are a lot of
wistes taking place in the field of distri-
ation. It scems to me that one of the
most important things we can do is to
uudy distribution from that standpoint to
we if it isn't possible to eliminate some
of those wasteful processes which do no
e any good, and which add to the cost
Every time you raise the price of a product
you limit the number of people who can
purchase it.  If on the other hand you can
lwer the price of the product, still keep-
ing 2 legitimate profit of course (because

l % firm can exist without a profit), if you

an lower the price to the consumer, you
an cxpand your market and the results
teach a long way, clear from the producer
1o the consumer,

We have been devoting quite a little at-
tention the last 2 or 3 years to some of
these wastes in distribution. One of the
things we have been studying in the cost
of distribution from a little different angle
than what has been undertaken before, is
fther the angle of the cost of handling in-
dividual commodities.

Going back for just a moment, 1 said a
monient ago that we have increased our
thicicncy and lowered our costs in the man-
tlacturing end of the business very greatly,
tiking it by and large. One of the things
that has contributed to that very much has
our developing the science of cost ac-
tounting. The manufacturer knows today

pretty well what it costs him to produce a
product. There is much room for develop-
ment along these lines still; we don't all
speak alike on these terms and we need uni-
form cost accounting systems so that we
can speak so, and a great many other things
are needed but we are getting along further,
One of the things which has contributed
cery  materially to reducing the cost of
manufacture has been the knowledge of the
details of cost, what the different processes
were, the different operations, and it has
enabled us to cut off here and there. We
have nothing like that in the ficld of dis-
tribution.  What distributers know what it
costs them to distribute any individual prod-
wct, or what it costs them to sell an in-
dividual customer?

It scems to me that it is along such lines
that we are going to make considerable
progress,

I will have to speak to you pretty largely
regarding wholesale and retail trade, which
may be a litle off the line that you are
mostly interested in, but it is the ficld we
have studied and 1 think the thoughts
there may suggest something to you, We
recently obtained information and issued
it regarding a whole hardware firm.
This firm some § years ago began to study
the question of what it was costing it to
handle different commadities. At that time
this firm was handling 12,000 items of all
kinds in a wholesale hardware store.

They devised a system by which they
conld allocate the costs of handling differ-
ent commodities 1o that commodity. Tt
cost diferently to handle nails—the ware-
housing expense is different on nails than
on washing machines or on pyrex glass-
ware or some other item that is handled
there—and your handling cost, your deliv-
ery costs and turnover costs and things of
that sort are different. So they devised
this system of allocating their costs and as
a result the head of that firm found that
practically half of the items he was has
dling were being handled at an actual loss.

He also began to study his customers,
his customer accounts. He was serving
about 1400 retailers.  He began to study
that from the volume of business which
cach one wias g ¢ him and the size of
the orders, and he found that out of these
1400 there were about 300 whose accounts
were so small, the individual orders were
su small, that it did not pay him to send a
salesman around to sce them,  He was los-
ing money on doing business with them.

He did a few other things with regard
to purchases, e, but in any event he had
the courape of his convictions and he clim-
inated about hall of his items, climinated
his unprofitable customers.  This reduced
his volume of bus about Jo%, reduced
his territory about one third, but alt-r. 3
years operation his dollar profits have in-
creased by 35%.  In other words what he
was doing before was giving away his prof-
its that he made on profitable t‘ulllll!udili}'s
by handling items which were costing him
more than he was getting out of them.

I think that leads to some thoughts that
might be helpful. We are just completing
an analysis of a wholesale grocery conceri
which is going somewhat further into this
subject, and it is bringing out very much
the same line of information. This par-
ticular wholesaler was handling about 2100
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items, is handling about that number at the
present time.  The ordinary cha store
however, doesn't handle more than about
700 ite This man is handling 3 times
as many as the other.

For instanee, if you take it in canned
vegetables, this wholesaler was carrying
205 items, different sizes, brands and va-
rictics,  The ordinary chain store handles
about 65 to 70 items in that same class of
poods. 1l you go back and look over this
wholesaler's inventory records you will find
that a great many of them are moving very
slowly.

For example one item in canned peas he
had 10 cases at the beginning of the year
It was 3 months before he sold a sinele
case of that item. In 2 months mare he
suld another case.  All that time his ware-
house space was being oceupied, he had his
money invested in it and he was losing
money on that whole aperation. His trade
apparently didn't demand that item

1 Lelieve that what we are going to come
to is a more careful study of the costs of
handling individual items and that we are
not going 1o load our shelves up with
every conceivable commaodity that can be
placed on them, beeause that is where one
of the big costs in the distribution game is
coming in,

We analyzed the size of the orders of
this same wholesale grocer.  22% of his
orders in 1927 were for under $3.0 10 1
remember correctly 54% of them were un-
der $St5—more than half. It is a big ques-
tion whether any wholesale concern, any
large concern as this one is, can handle an
order under $15 and come out whole on it
It's a big question as to whether that 54%
of the number were not costing him more
than he was making on them.

Of course that is a phase of this hand-
to-mouth buying of which we hear a great
deal and his records gave considerable evi-
dence along that line.  For example, in
1923 only 16% of his orders were under §5.
In 1927 it was 22%. ‘That phase of the
business was increasing and certainly the
profits on a $5 order are not very big and
the time you have gone to, all that paper
wuork, package and delivery expenses con-
nected  with i, you are probably prety
well in the hole on the operation

We hear a great deal about hand-to-
month buying and as 1 say, the evidence in-
dicates that it has increased. [ wonder,
however, if a good deal of it isn't hand-to-
mouth selling rather than hand-to-mo
buying. We are so anxious to sell com-
maoditivs, we are so anxious to expand vol-
ume of business, that we are going out and
taking business which really is losing us
money.  Probably some of that has 1o be
done.  Any distributer or any manufacturer
wust handle some orders and handle some
commuditics which are losing him moncey
He's got to do that in order to stay in busi-
ness,  But our contention is that he needs
1o know the facts and that is what we are
trying to do; develop a system by which
he can know these facts about his business
1§ he knows he is losing money on a coer-
tain commaodity and wants to handle it, all
well and good, that is his own affair; but
he should reach his decision with a full
knowledge of the facts,

There is one other point that 1 think
might be of some interest to you. In this

-
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 Consolidated Macaroni Machine Corporation

! FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

| I. DeFrancisci & Son

Designers and Builders of High Grade Macaroni Machinery

NP LAST! The press without a faul

The machine you must eventually bus
to keep abreast of the times.

Simple and ceonomical in operation
Compact, solid construction and long life
No unnecessary parts, but everything es
sential for the operation of a first class
machine.

Only two controls on the entire ma
clhine.  One valve controls main plunger
and raises cvlinders to allow swinging
Another valve controls the dough packer
No mechanical movements, all parts op
vrated hydraulically,

INCREASE YOUR PRODUCTION.
REDUCE YOUR LABOR AND
WASTE.

The machine shown herewith is o
100: inch diameter press with a capacity
of 350 pounds.  \We have furnished sev
eral of these machines to one of the larg
est manufacturers in the United States.

A repeat order proves the satisfaction
and efficieney of this machine.

This machine is constructed on the
same general plan as our other machines
incorporating therein such modification-
as are necessary in a machine of this size

| 1614 inch Vertical Hy Iraulic Press,

Albmaterial is of the best obtainable. No unnecessary weight.  This machine weighs 0%
less than any press of cqual size constructed by any other manufacturer,

BROOKLYN, N. Y., U.S.A. 159-171 Seventh Street

| 156-166 Sixth Street
' Address all communications to 156 Sixth Street

|

Consolidated Macaroni Machine Corporation
FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

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

Spectahists i eversthimg pertannng to
the Macaroni Tadustry

Complete Plants Tustadied. et us show
Vol ey to put sour plant onoa payving
bitsis

We Do Not Build AL the Macarom
Machnnery, B We Build the Best

Ihe melime showan herewith has been
spectadly designed Tor those desiring o
large daily production of short pastes, but
whio have o lnited amount of spiree

Frstead of horizontal, this press s aver
tical, bt will give a0 production cqual 1o

v horizontal pross

I order o facihtate the adnstment of
the Tengths of the vartous pastes, this ma
clinne s cquipped with o Reeves Vbl

Specd Praesmission

I s allow ~ the prtste Lo beovnt to o
desmred Tength with ondy one chiange on

the drive ]lll”q \ s

Fhe general constrnctiom s sannlar 1o
our other maclimess fone ploneer g,
Bvdranhe packer, stmplitied conrrals, o

AU exhiders ave of steel i the o

V' tcal Hydraulic Cutting Press. 123 and 13'; inch diameter, or pressure ey binder s bronze lined

Only one die is used for hoth exlinders, as this machine s of the statonaes die e, and
tdie need not be touehed wntil o change i the quality of the paste is desived.

156-166 Sixth Street BROOKLYN, N. Y., L.5.A, 159-171 Seventh Street

Address all communications to 156 Sixth Street
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whole field of distribution we are lacking
very largely on any statistical information,
As you know, we have had a census of
manufactures since 1B49. We had it first
every 10 years, then every § years and more
recently we are having it cvery 2 years,
We have had a census of agriculture, a
census of population and various other sets
of information for many, many years. They
have served a useful purpose, 1 think it is
one of the reasons we make progress in
the manufacturing industry, because we
have certain guideposts or measuring sticks
which we ean set up and see where we are
going.

We have never had any statistical figures
regarding distribution. We don't know
what the total volume of retail trade is in
this country and we can't guess at it within
1o billions of dollars. There are many
people who feel if we had a census of dis-
tribution it would enable us to chart our
course in this field with much greater cer-
tainty.

Last ycar through the cooperation of the
Bureau of the Census and our own bureau
and the Chamber of Commerce of the
United States, we took what might be
called experimental censuses in 11 cities.
Many of you have undoubtedly scen some
of these figures from Baltimore, Syracuse,
Chicago, Atlanta, Kansas City, Denver, San
Francisco and so on, 11 cities altogether.
These have brought out quite a number of
very interesting things.

For example, it is shown the large num-
ber of different classes of outlets through
which commodities are moving., In Balti-
more, 1 happen to have a note here that
cigars and cigarets are being sold through
19 different classes of outlets. That in-
cluded such things as toy shops and meat
stores and boot and shoe stores and cloth-
ing stores—places you don't ordinarily ex-
pect to find them—but the volume of busi-
ness going through these rather unusual
outlets was very large,

There are only 48% of the clothing sales
handled in ¢ “hing stores or clothing de-
partments; the rest was moving through
some of these rather unusual outlets. One
thing that came out of that was the large
number of small retailers. Taking the 11
cities together there were 93,000 retailers
covered. Approximately 13,000 of these
were chain store units and we did not get
figures of the sales of individual units—only
the total business of the chain in a given
city. That leaves Bo,000 stores exclusive
of chains covered by this census. 28% of
these Bo,ooo stores (and they are city
stores) did less than $5000 gross business
a year. $5000 gross sales a year is less
than $100 a week. As a matter of fact
the average works out for that class 1o $44
a week.

19% of those Bo,0oo stores did between
$s5000 and $10000 worth of business, In
other words 47% did less than this $10,000
worth of business a year—47% or practical-
ly half the number of stores. Their average
business on those 47% was $83 a week
sales. 1 wonder if there isn't a good deal
of waste in the distribution systemn some-
where when we send salesmen around to
visit a store which is doing less than $100
total business per week and he spends a
certain proportion of his time getting a part
of that business. Can you make a profit

on that kind of business?

This brings out only a few of the things
which have come out of this little experi-
mental census of distribution and 1 hope
some time we will have a national census
which would show us a great many other
things that could be of use.

I should also point out that this 47% of
the retail stores, while there were 47% of
the number of stores that did less than
$10,000 worth of business a year, they ac-
counted for only 5.3% of the total volume
of business. While it was almost half the
stores, it was a negligible proportion of tie
total business,

1 don't know what other things 1 can tell
you of interest. We are carrying on a con-
siderable amount of work, particularly in
the field of distribution, We are carrying
on a series of marketing surveys, regional
marketing surveys, attempting to bring to-
gether the facts about distribution in dif-
ferent sections of the country.

You know this country of ours is very
large. From a marketing standpoint, New
England is different from the south and
the middle west and the Pacific southwest
almost as much as one foreign country is
diferent from another. That is, the needs
of the people, their psychology that has to
be appealed to in selling, their commodity
preferences, their demands, are quite dif-
ferent. We are attempting to make a sur-
vey of cach of these regions to bring out
some of those facts along with, of course,
a good many others. We are bringing out
a good deal of information which can be
of assistance in connection with laying out
sales territories and routing salesmen and
things of that sort.

We have already published one report
covering the southeastern states, from
North Carolina through to Florida. An-
other report is now in the printing office
covering New England and a similar re-
port is being prepared on the Pacific south-
west and our men are in the field here in
this middle western section,

One other thing which we did a year ago

More Macaroni

BY DONALD McCONAUGHY, N. W. AYER & SON

Since the World war, and particularly
since the deflation of 1920-21, business in
this country has been undergoing a transi-
tion that is little short of revolutionary,
During the last decade we have been forced
to cast into the discard policies that had
stood the test of a century of use, We have
secn old industries shaken to their founda-
tions. Economic laws, once deemed im-
mutable, have been nullified by forces un-
forescen by econumists of an older gencra-
tion.

In no phase of commercial aclivity is
this revolutionary change more marked
than in that of competition. We can all
recall the time when competition consisted
chiefly in a struggle for orders between
concerns in the same line, Such competi-
tion was frequently full of suspicion, hatred
and jealousy., Competitors ran down each
other's goods. Sometimes they even re-
sorted to tampering with a rival's product
so as to prove its lack of dependability.

For the last decade competition within
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which some of you may h seen s
book entitled "An Atlas of V' . lesale Gy,
cery Territories.” That was an attempy g,
study the logical trading areas surroupg
ing the more important centers. |y wy
based upon groceries largely but i, g
been found it fits fairly well the di-trify
tion of other commodities,

The way that was done was of yr.d
first through qurestionaires to the whlesa)
grocers which cnabled us to pick v gy
important grocery centers, 183 primary cen
ters, and then the territory in which the
were distributing was laid out and this wa,
checked against such things as the frcigh
rate breaking point, routes for salesmen ang)
roads for truck delivery and other thing§
which affected the distribution so that th
does give you a picture of what might b
called the logical trading area surroundin
cach of these 183 centers in the United)
States,

That has been found rather useful by o
good many grocery manufacturing con
cerns. It is barely possible that that may
be of some interest to some of you people

We are also maintaining what might be
called 4 special inquiry section or a special
information division. As I said a momen
ago the government is a big organization
in Washington. There are lots of depan-
menis and bureaus and divisions and inde
pendent organizations that are scattered al
over the city in temporary buildings and
there are very few people who know much
about what is there, yet it is true that in
these various divisions and burcaus ther
is a lot of information of use to busines
men,  We have attemipted to organize a
clearing house for that information and ii
we can be of any service to you at an
time, if you think there are any problems
upon which there might be information
there, if you will drop a line to the Bureas
of Foreign and Domestic Commerce, De-
partment of Commerce at Washington, we
will try and rout it out for you and giv
you such information as is available a
least,

an industry has been increasingly over
shadowed by competition between whe!
industries organized for the exten-ion o
their own markets at the expense 1 com
petitive industrics. Uncthical practi cs art
rapidly dying out; largely becaus the
don't pay. The present day comictition
is more ethical, more powerful, more subtle
and more pregnant with possibilines ol
preat success or disastrous failur thae
anything we have known in the pa:

It is not safe to designate any vidustis
as safe from the menace of outside com
petition, Take your own industry for &
ample. Macaroni and your other productf
are in direct competition with innumerab't
other foods which are available for the
American .able. Practically every purchas

of macaroni is necessarily preceded by 78

decision on the part of the housewiie, 1!
as to whether she will purchase onc braf
of macaroni in preference to another bo!
as to whether she will purchase macarof
in preference to some other food.
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New foods are constantly tempting the
gpetites of the American public.  Two
rs ago few had ever tasted or cven
tanl of broccoli. Today it is rapidly be-
oming a familiar dish,  With the introduc-
jion +f each new food, the outside competi-
jon which macaroni must face becomes
jast that much more severe, The strugile
i a never ceasing one.  While it is being
wagel new entrants upset all caleulations.

We sce the same type of interindustry
wmpetition on every hand.  The competi-
non f most moment to the cotton manu-
hewrer is the gains made by silk, rayun
nd other textile products—largely at his
upense.  Coal must compete with oil in
ge domestic heating field.  Steel must
arupgle with concrete for the attention of
the architect, the engincer and the pros-
pctive builder, The manufacturers of ice
ad the producers of electrie refri
e competitors in the field of domestic
refrigeration,

The radio, the talking machine and the

fl jano are engaged in a 3 cornered bantle

Penty of new roofs are laid each year to
uke all the composition roofing the pro-
dacers of this material could turn out.
There would be more than enough business

B for every unit of the industry—if it weren't

for encroachments upon the market by the
minufacturers of tile, tin, slate, sheet steel,
ind asbestos roofing.

There are 2 basic reasons for the change
which has taken and is taking place in the
type of competition,

The first of these reasons is the tre-
mendous increase in production capacity ap-

 rarent all along the line, Improved or-

ganization and mechanization have so ie-
creased the productivity of manufacturing
industries in the United States since the
beginning of the century that on an average
67 workers in 1925 produced as much as

10 men turned out in 189y, and this in
spite of a substantial 1alling off in the num-
ber of working hours,

The output of 100 persons in 1899 was
cqualed in 1925 by the production of 83
persons in textiles and textile products; 81
iniron and steel; 61 in paper and printing:

| 47 in chemicals; 63 in stone, clay and glass;

# in metal and metal products; and 73 in
food und food products.

1 du not know what your expericnce has
been in your particular industry but |
should be surprised it it were not much the
same. | should also be surprised if it were
not much the same in those other indus-
tries whose products compele with yours
for a share of the consumer’s dollar. If
we wore primarily interested in more maca-
toni us applied to production, instead of
more macaroni as applied to consumption,
the problem would be ecasily solved.

The second cause has to do with what
is commonly referred to as the “synthetic
e Consider almost any young woman
of the present generation as she sits oppo-
Site 1o you in the subway. Sandals of

§ 'ynthetic snakeskin, synthetic silk stockings,

dress and underwear, Synthetic hat, syn-
thetic complexion, synthetic perfume and
Qite possibly a synthetic brain.

Certainly this illustrates the infinite pos-
sibilities inherent in the use of synthetic
Products,  Leather, rubber, silk and cotton
are among the industries which have so far
ffered most from the outside competition
of synthetic substitutes. Synthetic foods

have not yet gained much headway but ae-
cording to some scientists they are just
araund the corner.

“New times demand new measures and
new men”  The problem of selling is no
longer one confined 1o a single industry
The problem has become one which st
take into account the activities of a dozen
or a hundred industries. The discovery
of an obscure chemist in Germany may
threaten to curtail the use of, or wipe oul
of existence, the most firmly  established
commuodity unless steps are taken 1o meet
a possible invasion of its market by a new
or greatly improved substitute. The re-
sponsibilities of those charged with  the
formulation of merchandising  policies are
immeasurably greater than ever before.

The individual concern, however, fre-
quently finds itself helpless to cope with
the new competition.  While it is defend-
ing itself, or perhaps making satisiactory
progress on one Hank, it finds iuseli ar-
tacked on another,  Particularly if the com-
peting industries are organized, the forees
marshaled against it are oo great. The
battle line is wob far Alung.

What can an individual concern accom-
plish in the face of organized competition
from an entire industry, or from a number
of industries? There is no one organiza-
tion in the United States powerful enough
alone and unaided by the direet or indirect
cooperation of the other members of its
industry, to properly develop a new mar-
ket or protect an old one. There are hun-
dreds of concerns that are not powerful
enough to carry on any effective wark alone
such lines.

Industrial cooperation, through the me-
dium of a trade association, has been found
vo provide the only adequate means of
meeting the new competition.  To large
concerns and small, industrial organization
offers a means of protecting their vital in-
terest and exploiting their markets 1o the
full extent of their possi

What happens when such organization is
lacking is illustrated by the plight in which
the structural steel industry  finds itself.
The industry has learned its lesson and to-
day, thoroughly organized, it is recovering
much of the lost ground but it has sui-
fered bitterly for its blinduness i the past.

The steel industry grew like Topsy. Tt
was not nursed and fostered. No one wor-
ried about its future. 1t was a basic in-
dustry.  The majority of its leaders took
the position that people had to have steel
and that when they wanted it they could
ask for it. There were exceptions 1o that
attitude, but for many years it was the
prevailing point of view.

What has been the result?  The struc-
tural steel industry, the industey which fab-
ricates and erects the steel for buildings
and bridges, is but one branch of the im-
mense industry that is its parent but the
fabricators of structural steel are selling
cach year 4,000,000 tons less than they
should, due to the encroachments of sub-
stitute materials,

Within the last few years scores of trade
associations have been organized through-
out the country. The older associations
have widened the scope of their activitics
and have increased their efficiency,  The
gas industry provides one of the most
striking instances of what the adequately
financed, ably directed trade association can

s,
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be expected to accomplish for s members

With the advent of eleetricity the demaml
for gas for iluminating purposes began o
fall off to an alarming extent At the
is almost non

present time this dem
existent.  The gas manufacturers Tiave lost
one of their most important markets
the pas industry is not contenting itseli
with sitting back and bewailing its loss It
is investigating the possibilities of new uses
and opening up new mankets for its prod
ucs,

The industry has extended the use of was
for domestic and industrial heating 10 a
point where more of this fuel 1o used tha
when homes depended upon s for their
illumination. 1o 1926 Eas served 32,000,000
people in the United States throngh the
medium of 9,800,000 stoves, 3,400,000 waler
heaters, 4,400,000 space heaters, amd hun-
dreds of thousands of central house leat
ing installations

The wis prople are now turning to ree
frigeration  and  the  artficial  cooling  of
homes,  Several types of gas-fired refriger-
ating units are on the market. The ten-
dency toward the insulation of @4 new resi-
dence is paving the way for the artificial
cooling of homes during the summer. One
engineer predicts the peneral use of gas
for heating in winter and cooling in swme-
mer i sadd, be possible 1o auto-
matically maintain a temperature of 68 de-
grees 363 days in the year through the use
of the same fuel.

Iy no means all trade associations have
been successful, but failure 1o accomplish
what was expected or hoped for has usually
been due to lack of sufficient funds, lack
of unanimity of purpose among the mem-
bership, or lack of support from the sourees
from which the industry obtains its raw
material.  Where these 3 clements have
been present in the proper proportions suc-
cess exceeding all expectations has usually
followed.

Support from the producers of the raw
material is nearly always an cessential and
such support reacts as greatly to the benes
fit of the producers as to those who re-
ceive it. The producer’s produoct is not
really sold so long as it s in the hands of
the fabricator or imtermediate industry. I
is merely blocking the channels of tride
The speed with which it is moved 1o make
way for other raw material determines the
speed with which the wheels i the pro-
dueer's plant will turn.

The prodocer’s interest e his prodoce
does not cease until it reaches the hands of
the ultimate consumer and is placed
proper use.

The most conspicuously successiul trinle
orpanizations of the present day are un-
questiomably those which have taken jull
advantage of group or cooperative adver
tising as a modern weans of marker cnl-
tivation amd  expansion. s close inter-
relation with the growth of the new com
petition must be obvious.  \s industey s
organized itseli against industry in the of-
fort to hold present markets amd win wreat-
er ones, it was inevitable that advantage
should be taken of this great business stim-
ulam

As proup activity has supplemented ie
dividual activity, both the opportunity anmd
the necessity have arisen for presenting the
claims of the product itself, as differen-
tiated from the individual merits of this or

S
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that or the other brand, Cooperative ad-
vertising has met that need. It is estimated
that there are nearly 200 trade associations
in this country which are conducting edu-
cational campaigns of greater or less scope.
Their aggregate annual expenditures run
high up into the millions,

The Supreme Court of the United States
has placed its official seal upon association
advertising as one of the essential and con-
structive activities of an organized indus-
try. In a decision handed down not long
ago association advertising was directly and
positively commended in the following sig-
nificant reference to

. many activities which are admit-

tedly benchicial to the industry and to

consumers; such as cooperative adver-

tising and the standardization and im-

provement of its product,

The tremendous increase in the volume
of association advertising during the -past
2 or 3 years gives convincing evidence that
advertising effort of this sort is productive
of real results, Without going outside of
the food industry, the student of coopera-
tive advertising will find that dozens of as-
sociations are conducting successful and
profitable cooperative campaigns,

In the food and beverage classifications
alone he would find, among others, the fol-
lowing, each of which conducts advertising
upon a national basis:

American Tottlers of Carbonated Heverages.
American Cranberry Exchange.

m{\n'n of American Importers of Spanish Green
ives.

Rn'u ol Hawaiian Pineapple Canners.
1 o

ociated Salmon Packers
ornia F G
ilornia Olive L.
ifornia Peach and Fig Growers.

ilornia Prune Growers Ass'n,
California Walnut Growers Ass'n.
Canners League_ ol California (asparagus).
Florida Citrus Exchange,
Formosa Tea Growers. y
ndia Tea Growers Association.
apan Tea Promaotion Committee.
National Kraut Packers Ass'n.
National Conlectioners Ass'n.
Oyster Growers and Dealers As'n,
Research Council Ice Cream Industry,
Sun Maid Raisin Growers.

A short time ago sauerkraut as an article
of diet was a joke. During the last 3 or
4 years that attitude has been changed. To-
day thousands of American familics eat,
enjoy, and thrive on saucrkraut.

The change was not an accident. The
industry organized. It appropriated several
hundred thousands of dollars, and by con-
structive group advertising increased the
consumption of sauerkraut over 20% an-
nually. The campaign emphasized the body
building, appetite satisfying and palate
tickling qualities of that eabbage affair.

The Joint Coffee Trade committee raised
the per capita consumption of coffee from
9.13 Ibs. in 1913 to 1314 Ibs. in 1925, In
1923 the sale of India tea in the United
States was 4,000,000 Ibs. Between 1923 and
1925 $400,000 was spent in advertising. In
1925 the sales amounted to 17,500,000 Ibs,

The Sun Maid Raisin Growers increased
the total production from 70,000 tons in
1912 to 226,000 tons in 1925. The expen-
diture of a $200,000 advertising fund by the
British fruit trade in 1926 boosted the sales
of fruit by $10,000,000, or $50 in sales for
every dollar spent in advertising.

A sheal of telegrams received from the
executives of a group of trade associations
representing widely different industries, in
response to an inquiry as to whether or not
association advertising had paid, revealed
an almost unanimous vote in the affirma-
tive. This verdict was substantiated by

figures of increased consumption due to ad-
vertising which were little short of amazing.

Charles F. Abbott, exccutive direclor of
the American Institute of Steel Construc-
tion, had this to say about advertising, in
an address recently delivered by him:

The powerful influence of advertising
has been proved many times during re-
cent years, both in the cultivation of old
markets and the development of new
ones. 1 am not an advertising man, but
it is my opinion that advertising is one
of the most constructive cconomic forces
in existence today.,

Cooperative advertising is accepted as a
necessary part of modern merchandising.
It has won a place for itself in practically
every industry. Properly prepared and di-
rected it has proved that it can return a
profit to the advertiser. But advertising
must always be regarded as a business en-
terprise and not as a magic formula for un-
carned success. Magic, wizardry, enchant-
ment—to the uninitiate no word scems
strong enough to describe the undeniable
achievements of advertising,

As a matter of fact the making of suc-
ceseiul advertising {s a businesslike and
complicated affair, requiring both skill and
experience. Back of every successful co-
operative advertising campaign  will be
found a thoroughly organized industry, cen-
tralized control at industry headquarters
under the direction of keen and well trained
leaders in merchandising, and a definitely
predetermined program extending over a
number of years,

So far as a satisfactory increase in the
consumption of macaroni,is concerned, that
increase must necessarily be closely related
to and very largely dependent upon the
favor which your product finds in the cyes
of the American housewife. When the
American housewife learns to fully appre-
ciate the qualities possessed by your prod-
uct, then—and only then—will macaroni
reach that position as an article of dict to
which it ie entitled by its merits,

T venture to say there are thousands of
families that all their lives have been
served, in their own homes at least, with
macaroni prepared in only one way. I
venture to say that to the great majority
of housewives the thought has never oc-
curred that it might be prepared in any
other form. Although in restaurants they
may have been introduced to macaroni
cooked in « variety of ways, it has never
occurred to them to break a lifelong habit.

As a result, macaroni appears on the
table of the average American home 4 or
5 times a month at most, even during the
winter when it is most frequently used. The
probabilities are that it will never appear
more often until you do something about it.
The housewife will not break her lifelong
habit if left to lier own ineitin. With doz-
ens of other foods clamoring to be pur-
chased, those who have not caten macaroni
in the past are not likely to begin unless
they are in some way convinced that they
should do so. 1

The whole problem of how to obtain a
greater consumption of macaroni seems to
me to revolve about the problem of how
to bring the facts home to the consumer.
The American housewife must be acquaint-
ed with the superior food values of your
product, She must be assured that it is
prepared from the best grade of American
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wheat and packed with the utmost clean);.
ness in spotless American factories. Aboye
all she must be taught the innumeraple
forms in which your product can be Pres
pared for the table,

There is only one ‘wuy to carry vour
message to her, and tlat is through adyer.
tising—through advertising that will yeach
not only the housewife directly, but 4
the dictician, the home economist, ani g
others who determine the eating habits of
the American people. It is a truism 1., say
that the key to an increased consumjiion
of macaroni is an increased use of co.
operative advertising which will react 1o
the benefit of your industry as a whole.

The prosperity of the individual concern
is indissolubly linked to the prosperity of
the industry of which it is a unit. In (he
long run only that concern can prosper
whose industry is prosperous. Man has ex.
isted and progressed upon the earth be.
cause of his ability to adapt himself to new
conditions. The same thing applied (o an
industry. An industry can prosper only
so long as it adapts itself to new conditions
as they arise,

Interindustry competition is a condition
which the macaroni industry must recog-
nize and cope with if it is to meet the test
of the survival of the fittest. Furthermore,
the stringency of the new competition
makes it impossible for any industry to rest
upon the achievements of the past. With
a hundred other fcods clamoring for the
buyer's attention, it must either go forward
or backward, and progress is not to be
measured by a mere increase in consump-
tion but by the extent to which consump-
tion meets the market's potential capacity
to consume,

In interindustry competition as in war-
fare the best defense is a strong offensive.
Advertising provides industry with one of
its most cfective offensive weapons. Those
who will not use it will find it used against
them—and with disastrous effects.

A leading merchandising expert has point-
ed out that;

1. Itisa fallacy that the public will auto-
matically scek the best. It has 1o be
educated and directed,

. It is a fallacy that the public knows
what it wants,

. It is a fallacy that the public will de-
mand over any great length of time
what it is not reminded of.

It has been demonstrated over and over
again that the public buys a commedity
not upon the basis of its merits—in accord-
ance with the facts—but in accordance with
the facts as it believes them to be. The
public accepts the picture that is prepared
for it. So long as the picture is painted
with truth and skill advertising will con:
tinue to advance industry through the be:
wildering mazes of the transition it is un-
dergoing,

As relentless as the forces of nature are
the forces of the new competition. Before
Mrs. Jones can be persuaded to purchase
any particular brand she must be convinced
that she wants the type of commodity pro-
duced by the industry. No one can buy of
use at any particular time more than 3
small proportion of the various commodi-
ties which are offered to satisfy each human
need or desire.

Before Mrs. Jones decides upon maci:
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roni for dinner she must be convinced that  chandising policics to meet it will inevitably people who have stuck by the canons of Bt you can sell, and that is all you can
she and her family will enjoy macaroni outs{rip those which are unable to recog- the industry and not ‘hose that hav, .. [ rid of at the moment, bear the burden
more than some other food which might  nize the situation as it exists, or who fail tempted to go around on the outside {a factory capable of producing a great
be substituted for it. to place the proper valuation upon public The subject thnt was assigned to m. (hj; [al more.
The industry that grasps the full meaning  opinion as the controlling factor in indus-  morning was “Curing the ills of a bu.ine.s [ A sccond thing 1 want to point out to
of the new competition and adapts its mer-  trial progress. by financial organization. 1 simply “-i;“ 0 is the possibility which few of yon
to point cut to you certain possililities My realize and at which you may original-
along that line. 1 am not certain tha yoy [ lugh, but did you ever look at your busi-

Curing Of BuSineSS Ills will agree with my statements but 1 yyy Bess and ask yoursell candidly if you had

o . - i will think about them, I think if you wij [0 much money invested in it? The av-
by FlnanClal Organlzatlon go back into your own business yor wil| llage manufacturer is always  hunting

find in your own business chances (o ipply Beund for cash with which to pay his bills

BY O. P. DECKER identically this type of organization thar | @ even a manufacturer who is constantly

want to mention and 1 might say in be. @antine around for cash to pay his bills

I have been assigned a very difficult topic  that the margin of profit on that product is ginning, of course, that the proper finncial v, il he looked at his business, find an
far discussion at this meeting. We natural-  undoubtedly extremely low, That is true organization in brsiness is not alon. (he géd condition existing, and that is that he
ly dislike being told by some one not in  of all food lines. 1 can refer once more key to success, 3¢ too much money tied up in that busi-
our industry how to cure the difficultics to the meat packers but all of you have If you gentlemen adopt a cooperative s
confronting our business.  After listening  seen these so-called Swift dollars that Swift  advertising program it will do much 10 One of the largest chemical companies
to the previous speaker there is no doubt & Co. have put out, and that Armour and ward your success. But in each individusl s the United States has a treasurer who
in my mind that your industry is suffering Company have put out, showing that the business you've got the problem and yoy ppens 1o be a pretty good friend of mine.
from a number of conditions which are proportion of the consumer's dollar which have to face it, that you have a certain e recently mentioned to me that he was
typical of American industries today, comes to them that is profit is practically market to which you distribute your com. Jorrowing money once more with which

We who are more or less in the money  infinitesimal, modity, a certain amount of distribution flh pay his bills. 1 asked him how he was
loaning business to all types of industrics That is another feature that you in the that you can count on every year, and then [orrowing the money, He said, "We never
have people come in every day, presemt food industry have to face, and of course the problem after that, as T see it, is sim. row money any way cexcept on U S
propositions to us, want to get money and you have the third feature to face which ply to organize your business internally so [kaernment bonds that we own.”
practically all of them, ever since 1922 just  in itself is a hard leature to face but never- that you can supply that market which is “Are they assets of the business?”
after the whal I'm going 1o term panic of tieless is one you can in part get around, nominally yours with your commodity and | “Certainly they arce assets of the busi-
‘21, suffered from identically the same con- @ the speaker just told you—you are in a  make a profit on it. That is the problem [ees”
dition. limited market situation, You are not, for ‘The thing to do is to find out how much 1 said, “What rate do you pay?"

But you people in this association 1 feel instance, in the situation of a man who is  can you get rid of during a year. If your “We¢ borrow Bo cents on the dollar on
are in probably a rather fortunate position, manufacturing steam shovels. He is find-  sales volume is a hundred thousand a year, $tose bonds and they arc paying 3% in-
In some ways some people would consider ing new uses for steam shovels every day  the thing then for you to do is to build Jcst at the bank."”
it a rather unfortunate position but 1 can't [ dare say you will never find any appre- your internal organization so that wha That immediately struck a queer nate
help but feel it is fortunate. You people ciable uses for macaroni except as a food you are doing is producing a hundred thou. ith me. There is a man who because of
are engaged in an industry that is supply- product. You have one market. That mar- sand dollars worth of that commodity 2 [ policy that has been adopted in his busi-
ing a foci product to this country. That ket Is limited, and your sole chance of suc-  year on the most cconomical basis possible. Mos is paying a great deal more for his
in itsell is an extremely important position, cess is being able to pull a greater propor-  That is the thing that has to be done. money than he needs to pay for it and in
but being in that position you nceessarily  tion of that market to your particular com- All T want to do is simply point out cer- [@ddition to that has a much larger arouni
are supplying a product where a large part  modity. tain of the possibiliti's within your own fcapital concentrated in that business than
of your finished goods, as it comes out of You have the record there of what the business of doing identically that thing. 1 [t business justifies.
your factory and is turned over to your Spanish green olive people did. That is mentioned to you, just to take one of them A third thing that 1 would suggest you
sales department to get rid of for you, only one. That is one with which I happen by way of example, this bath tub business watch is the length of time that your re-
consists of the raw material that you put to be familiar, and T know it is possible in  to which 1 have been giving some of my [vables are outstanding, or the typical
into it American industry for a concentrated group time recently, There was a company that ems—not that you state on your invoices

1 dare say that you people in the maca- to pull more of a limited and a definitely  has been in business probably longer than at that you actually allow,
roni industry are in much the same posi- limited markel to their particular branch of any one clse in the United States in tha We will go back to Armour and Com-
tion that the meat packers are in, [ think that industry, particular line. It had a wonderful reputa- @aay, because 1 happen to be familiar with
all of you probably have seen the Swift I haven't had an opportunity to study tion in the past but its reputation, like most Bkt sitvation. At the time their present
year book in which they state that 87% of your industry particularly but 1 again will bootleggers’ whiskey, is not improving: with Burasurer came in he found it was typical 1o
the value of their finished goods, of the hazard a guess that, in the attempt to pull  age; it is definitely growing worse. sell meat products during the week, collect-
meat that they turn out, is what they pay that industry to yourselves, each individual What they had to do was to revamp Bing the following Monday. That would
the farmer. [ know not what the percent- has been working toward his own ends and  their whole manufacturing program. We Boen what? At a maximum you mght
age is in your own industry but I'll hazard that you have been finding in your industry, did that. Then we found that we coull Btave 7 or 8 days credit outstanding.  He
a guess without any doubt (I think it's as you found in every other American food nominally expect to distribute in this coun- Bws unerly astounded when he looked at
correct) that by far the majority of the industry, conditions which are not highly try somewhere between 5 and 6 nullion BRbs figures, that he actnally had credits out-
value of your product turned over to the desirable. dollars worth a year of product and we Eanding that averaged 45 days. Instead of
sales department consists of the raw ma- I'll hazard a guess that you are finding  had a factory that would, without the least Bcliecting every Monday for the sales of
terial you put into it, that you buy in what  price cutting in your industry. T'll hazard bit of difficuliy, turn out 14 million = year Bte previous week they were standing out
is pretty close to a standardized price mar- a guess that you're finding undesiralle of produet. “tween 7 and B weeks., Was that costing
ket. trade conditions of various types, and 1 What is the obvious answer? The ob- EAmour and Company money? It was ob-

It may be possible, for example, for Wil-  think all of you have to realize that in an  vious answer is that we had too much real Blvicus that it was costing a good deal.
son & Co. to buy hogs at $9.10 per cwt. industry such as yours the sole solution for estate on our hands, The first thin: we Sa there is another feature that you can
today.  Somebody else may buy them at the problem for all of you is not for any starled to do was to sell or rent th red! Bsiich—ihe type of thing that you can take
§9.12 per cwt, but if you run through the individual manufacturer to try by some estate we had, In other words, we were Btk of and the small saving that you will
records of the Chicago Stock Yards, you particular method which is not sanctioned going to concentrate our production i Bmke there that may mean the difference
will find that by and large and over the by the industry as a whole to get distribu-  that proportion of our factory, in that pro- Bebtween a profit and loss at the end of the
course of a single year, you don't have to  tion for himself, but rather it is to play portion incidentally of our heaviest nnan yaar,
spread it over more than a year, every one  the game according to the way that the in-  cial investment, that would produce ¢actly
of the meat packers is buying his original  dustry itself plays it and on that basis win  what we needed, and the rest of it wo weie
raw malterial at practically identically the his distribution, going to sell or get rid of,
same price, For the past few months 1 have been I haven't any doubt that if you gentle:

I have no doubt that that condition also  giving a large portion of my time tora com-  men would go back and analyze your owd
exists in your industry. pany that makes bath tubs, sanitary and factories you might find much the same

In addition to having a product that is enamel ware of all types. We have run situation existing. If you have overed
composed largely of ravy material which into identically that situation. pacity the thing that I suggest to you alons
you buy in a constant market, you also are During the last 5 years the people who that line is to get rid of it. For heaven
faced with another problem and that is have made money in that industry are the sake don't try and make a certain quantity

lean go on and enumerate other. cases—
Bh discounts and similar things—but the
B -*ential thing that 1 did want to bring 1o
Yo this morning, the one message 1 did
"It o give you in the short space of
'me | Lave 1o give it, is the fact that you
Enllemen in your industry have a, pecu-
larly aggravating problem due to the high
"% material content of your product, due
W the fact that such a small proportion of

your total value is within your own con-  should coaperate in the work outlined
trol. o ) by the Cost Committee of the National
But (and this is the important part s b0 . .

- A g, association,

see it) that small proportion that is within :
your control is the part out of which you It was also brought out that the in
bring your profit, and if you simply will dustry is suffering from a lack of pro
\\l‘ill(‘h the amount of space you are wsing,  (uction  and consumption  statistics,
the way you set your machinery, you will which if compiled and distributed at

find an increase in your profits. . .
1 was in one plant several years ago that regular perinds would prove invaluable

honestly hauled stuff from the top of the husiness guides,

ﬂl ““;:y‘ Ilauilluliuu to the first floor before Reliable statistical service was rec

they finished wi auled i 2
ey shed with at, hauled it on tlt\.l_luh ammended.
Watch your space. Ruthlessly get rid of Tl ) n tiie a5 Hieivi

what you don't need. Watch the way you 18 SpOnsurs "‘lmﬂ, MR ",'"u‘

are spending your money. Don't have too  0one of the most enthusiastic meetings

much in your business. 1 think you will of its kind ever held in that section,

“nd that the difference between your profits g great goud is c.'(pi.'l:ll.'d therefrom.

and your losses depends upon the way you

manage those few particular puints,

Foreign Trade . .
Oppol-t“nity Collectmg by mail

Reserved information may be ob- 1§ Slmple lf the

tained from the Burean of Foreign and right letter
Domestic Commerce, UL S, Department :
of Commerce and its district and co- is used
operative offices by duly  registered
American firms and individuals upon W Effective Collection
request by opportunity number. The Letters"
bureau does not furnish credit ratings
or assume  responsibility as to the . .
standing of foreign  inquirers.  The by Trecor and Wnyte
usual precautions should he taken in
all cases.  References are generally contains 307 tested letters
furnished and form part of the reserved - ;
information. which actually brought in
American manufacturers and export-
ers in following up foreign trade op-
portunities submitted by foreign rep-
resentatives  of the  United  States The book presents actual EX-
government, should not fail to furnish CHANGES OF CORRE-
the American consul, commercial at- SPONDENCE on past due
tache, or trade commissioner who sent
in the report a copy of their letter to

the money.

accounts.  These include the
. first collection letter, the replies
the foreign merchant.  This practice and answers of collection
should work out to the distinet advan- manager.

tage of American exporters, as it will
enable consuls and other representa-

: ¢ You may examine this buok for
tives of the government to follow up :

five days without cost.  Then,

» matter pe ally wi ¥ iy : : ] . A
the matter personally with the foreign if you decide to keep it, remit i
merchant. 85, Please wse coupon below. !

Commodity ’

Macaroni, spaghetti and noodles. Y P S P~ —— B !

T. 0. No. Prentice-Ilall, Inc. |
31081 70 Fifth Avanue, New York, N. Y. i
City and (;oumry Withuat obligation to me, vou may send \
London, England 1lr|l u\:. o 1E-.I’l-‘l'-tc'll‘_l". | (:(i[i!i:vi(;.
TION LI LIRS for five lays' iE t
Purchase of Agency EXAMINATION. Within that time, | w

Both will either remit 84 in full payment, or
return the buok to you,

Overproduction Causes | Flem oo
Red Flgures Nume. ..........ooven
(Continued from Page &) Address.
quite generally agreed that a better
knowledge of cost production and sales G B R
was a prime essential and that all

m




Bright Durum Prospeéts

The preharvest prediction is that the
durum wheat crop this year will be
better than the average in both quan-
tity and quality of the grain. Based
on figures available the latter part of
July the Northwestern National Bank
Review, Minneapolis, Minn,, states
that durum acreage this year is 16,6%
greater than in 1927,

This year's durum acreage in 4
northwestern states is precisely one
half the spring bread wheat acreage in
these states, with an indicated outturn
equal to a little more than one third of
the total wheat production, all kinds
included.

Montana, now the second largest
wheat state in the northwest, is includ-
ed as one of the 4 states, but its durur
production has in late years dwindled
to practically nothing. North Dakota,
the foremost grain state of the north-
west, is also our largest producer of
durum; the July forecast for that state
indicates a production greater by 6,
000,000 hus. than the forecast for other
wheat.

One half of the durum of the United
States is exported in the form of grai,
which places the crop distinctly on an
export basis. The price is profoundly
influenced by the outcome of the
North African, Italian, and Canadian
crops.

During the past 4 seasons exports of
hard red spring wheat from all sections
of the United States amounted to only
45,000,000 bus. and most of this (37,
143,000 bus.) was exported in the one
season of 1924-1925; in the same 4
seasons exports of durum, grown al-
most exclusively in the northwest,
were 100,000,000 bus. ranging in
amount from 17 to 3o million bus. an-
nually, Minneapolis and Duluth-Su-
perior are naturally the largest receiv-
ing centers for this grain, the latter
serving as the chief point of departure
of exports, and Minneapolis as the cen-
ter of greatest distribution to domestic
consumers,

Placing durum even more surely on
an export basis is the fact that al-
though there has been a considerable
increase in the home consumption of
American made macaroni, spaghetti,
noodles, etc., manufactured from this
wheat, we are now exporting about one
fifth or one sixth of these products. In
the past 4 years the average proportion
of durum wheat ground by domestic
mills was 219 of the entire crop. This
figure is based on returns made to
the Department of Commerce by 10

mills representing 8 concerns, which
account for the production of practic-
ally all durum flour and semolina pro-
duced in this country; a majority of
these mills, it may be added, are situ-
ated in Minneapolis,

Dumestic consumption of durum
products, as has been said, is increas-
ing, according to the bureau of for-
cign and domestic commerce: “The
amount of durum wheat grown and of
semolina produced and consumed in
the United States during the 6-month
period, July to December 1927, is the
greatest reported for any similar pe-
riod.”  Also indicating growth in
manufacturing, another report, made
by the bureau of agricultural econom-
ics, says: “In prewar years the United
States was the principal importer of
Italian  macaroni, annual imports
amoanting to approximately 100,000,
000 pounds. During recent years the
manufacture of macaroni in the Unjted
States has increased materially, and
in addition to supplying around g9%
of the amount used for domestic

consumption this country has lecon,
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a competitor of Italy in the exjiort |,
macaroni products to European g,
kets . . . Production of durum whey
in Canada has been increasing rapidl
in recent years and this is becoming
factor in the world trade.”

Even at the present rate of incregss
in domestic consumption, howevar, |
would take a long time for consump
tion to catch up with production, by
if it ever does it will be a haon
growers in the American northwey
the price of whose durum is now syl
ject so closely to the foreign deman|
It is a popular grain with farmers dy
to its rust resisting qualities, and th
yield per acre is almost invarially
greater than that of other wheat. Th
July forecast for North Dakota indi
cates a yield of 12.6 bus. per acre fo
durum and 9.3 bus. for other wheat;
a durum production of 58,167,000 bus
is forecast which il equaled at the
time of harvest will give that state the
greatest outturn of durum in its his[§
tory.

Red Cross Man
on Air Tour
R. H. Dawson, salesmanager of the
John B. Canepa company of Chicago,
manufacturer of Red Cross macaroni
products, found it necessary last
month to use an airplane to cover his
territory, southern Indiana and south-
ern Illinois, Among the places visited
were Evansville, Ind.; Bowling Green,
Ky.; and Marion, IlIl. The various
hops were made most successfully in
minutes, although it requires several
hours by train or automobile to cover
the distance. Poor visibility compelled
the pilot to fly high over the clouds.
Mr. Dawson votes the trip both excit-
ing and successful. In the accompany-

ing photograph of the plane and crew
he is shown in the middle of the group|

Honor Long Service

In celebration of his 20 years of con
tinuous service as a representative of
the Pillsbury Flour Mills company in
Chicago district, a dinner was given
for Frank J. Pastorino at the Palme
House, Chicago, last month. In addi
tion to several close friends in Chicago |

and business associates, there were in
attendance from Minneapolis, John |
S. Pillsbury, vice president of the com§ i
\
\

h

pany; F. A. Fischer, manager of the
durum department, and B. C. I'cnson.
of the mill laboratory. Short congrat
latory speeches were made and 1nk.tﬂi
of appreciation presented to the faith
ful and honored guest.

e e~ e E—F - L3~ kW=

R. H. Dawson, John B, Canepa Co., on air trade tour.

CINCINNATI
8 Beech St.
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CONSULT
OUR TRADE MARK
RUREAU

S
5
No new brand should be

adopled without careful
investigalion,

We operate a Trade
Mark Bureau for the
Benefitof our customers
It contains records of
over 856,000 brand
names including all
registe. 2d brands.
This service is free.

The United States Printing & Lithograph Co.
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What are the influences that low-
er and destroy profits? There is a
long chain of them. It starts with
over capacity and includes, among
other influences, the craze for vol-
ume, over production, obsolete
equipment and consequently high
manufacturing costs, intense com-
petition, a mobile and even fickle
buying public, high selling costs,
price profiteering by buyers and
price cutting by sellers.

At the very root of our difficul-
ties lies the craze for volume, We'd
sooner have volume than profits, A
full factory and red ink seem as
popular as 70% operation and
plenty of black.

We fail to realize that the law of
diminishing returns cannot be flout-
ed. The nearer we get to perfect
performance the smaller the gain
for given effort. It can’t be escaped.

I know all the stock defenses of
the present passion for volume. I
know that increase in production re-
duces production costs and, if ex-
penses remain the same, increases
profits. The trouble is that the ra-
pacious maw of sales gobbles up all
production savings and a goodly
percentage to boot.

Here is an opportunity for benef-
icent propaganda, for spreading a
fire of sound business doctrine the

Business Shouldn’t Be Stud Poker

country over; for creating through
trade associations, chambers of com-
merce and the business press a coun-
try wide sentiment for restoration
of fair profits as our business goal.

The sccond revolution that is
needed relates to buyers' profiteer-
ing and its accompaniment, price
cowardice. The buyer, beset by
hungry sellers, has the seller on the
run, He plays one seller against
another until the price is down not
merely to rock, but in a hole blasted
deep in the rock by the combined
dynamite and T. N, T, of buyers’
profiteering and price cowardice.

What are we going to do about
it? Here are two suggestions:

First—let all sellers determine not
to cut a price or bid once it has been
submitted. Let's do all our figuring
in advance. Then stick by our price.
In other words, let's adopt the sys-
tem of firm bids and prices.

Second—Ilet all sellers insist on
seeing all submitted prices when
price concessions are demanded.
The purchaser who is “on the
square’ will show them. Business
shouldn't be stud poker with all the
cards turned down.

Quoted by Henry Muller, retiring
president of National Macaroni
Manufacturers association, in his
annual convention address,)

AN EVIL TOOL

A Chinese legend describes how the
Father of Sin decided to have a sale
and dispose of all his tools to anyone
who would pay his price.

The implements were laid out in a
row for inspection and among others
were tools labeled “Malice,” “Envy,”
“Hatred,” “Jealousy” and “Deceit.”

Every one had a price tag on it
Apart from the others lay a harmless
looking wedge shape tool, very much
worn from use, that was priced a great
deal higher than the rest.

One of the buyers asked the devil
what it was. “That,” he answered, “is
discouragement; and it's in fine
shape.”

“But why have you priced it so
high?"

“Because it is more useful to me
than any of the others. I can pry open
and get inside a man's consciousness
with that wedge when I couldn’t get
near him with any of the others. And
believe me once I do get inside I can

use that man in whatever way suits
me best. Of course you'll notice it is
well worn, That's because I use it
with nearly everybody, for very few of
you mortals know that it belongs to
me."”

However, the price was so high that
this particular tool was never sold.
The devil still owns it and is still
using it.—Northern Furniture.

Some Izaak Waltong

James T. Williams, president of |
Creamette  company,  Minncapql
Minn,, and C. H. Janssen of St. |y
secretary-manager of the National A
sociation of Retail Grocers, were g

. .
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Janssen at left—Willlams at right
at Mille Lacs, Minn.

bers of a party that enjoyed a vacatio
in the lakes region of northern Minne

sota. 'Creamette” Jim has told song

wonderful fish stories to his macaron
friends who, while not doubting bi

veracity, demanded proof. He submit

it with “gusto.” Notice the beautiesi
the accompanying picture taken on th
shores of Mille Lacs, It was only pa
of their day's catch, said Secreta
Janssen.

The party fished Bir Sand, Litth

Sand, Crooked, Leech lakes and Ml
Lacs in northern Minnesota up woward

the Canadian boundary. The big mus
kie shown in the picture was caughtis
Little Sand lake.

Some men make a noise like a lion
others just like a li—.

FAMOUS AUTHORITIES

—— ON—

Food and Health Value of Macaroni Products

for midday meals,

meats cause in some people.

ADM'RABLE MEAT SUBSTITUTE
By Sir Henry Thompson, Great English Food Authority
Most people can digest macaroni more easily and more rapidly than

meat. It offers, therefore, an admirable substitute for meat, particularly

Macaroni helps to increase the alkaline contents of the blood and tissue
fluids, and in this way overcomes some of the effects of excess acids which

“ugt 15, 1928

THE MACARONI JOURNAL

from

HYDRAULIC MACARONI MACHINERY

MIXER TO PRESS

The problems of mixing and kneading macaroni
dough rapidly, thoroughly and continuously for in-
definite periods without interruptions for repairs are
most vital points for consideration in purchasing
such equipment.

We have embodied in these machines the best
features compatible with strength and durability
which has given them a reputation for superiority
of service and output,

The strongest and best material is used in their
construction and as nearly as possible Lhey are
mechanically perfect.

The action of our kneaders on the dough from
the mixer is a thorough mechanical refining process,
consisting of rapidly and repeatedly rolling, folding
and compressing the dough, resulting in uniform ab-
sorption and intermingling of the ingredients, so

that the quality of the product delivered by the press is constantly maintained.

Fligg All Hydraulic and Auxiliary Packing Cylinders on our Presses are bronze bushed.

CHicagy

) You'll find Quality and Workmanship in our product.

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

DO YOU LIKE

THE

Macaroni Journal?

It Costs Only a Dollar and a Half a Year.

It is devoted exclusively to the up-
building of the Industry in which you are
vitally interested.

If you are not already a regular paid
subscriber, why not prove that you are a
booster for anything that will benefit the
Industry by filling in the order opposite
and have it come to you regularly for
One Year?

THE MACARONI JOURNAL,
Braidwood, Illinois.

Please send The New Macaroni
Journal for One Year to the address
given below, for which we enclose check
for One Dollar and Fifty Cents.

Name. 3.0 50 i mis whs riiais




There are few policies which, when
handled properly, are of more value to
the house than that of having the sales-
manager cover a territory occasionally
with a salesman. It enables him to
keep in stride with his work, to encour-
age the salesmen, to adjust difficulties
that may have come up, to get a better
grasp on commercial conditions
throughout any given territory, and to
aite o first hand study of the factors
which enter his firm's relations with
that particular territory.

A great many salesmanagers do this,
and most of them carry it out success-
fully. The writer has done a good deal
of it, and it may be interesting and
helpful if I try to express the fruits of
my experience by giving a few “don’ts”
for salesmanagers who are out on the
road with their salesmen.

FIRST, 1 would suggest that the
salesmanager should not hang on to
his friends too closely. T am assuming
that he has previously covered the ter-
ritory himself and has an acquaintance
of some years standing. It is a tempta-
tion to “hog” one's friends among the
buyers and to demonstrate to the
salesman that it is possible, through
many years of friendship, to do things
he cannot do, This is apt to have a
very bad effect on the salesman and
the opposite course should be pursued.
Every effort should be made to turr
one's own friends into the salesman's
friends; to pass on to him the benefits
which come from long acquaintance.

SECOND, don't lower the salesman
in the estimation of the trade by boss-
ing him too hard in the presence of
his customers. Your object in going
out with the salesman is to make him
appear as a “great man,” not to raise
yoursel{ in the customer's estimation.
It is casy cnough to speak bluntly to
the salesman and ask him to hand you
a sample case, or a pencil, in such a
tone of voice as to sound as though
he were distinctly an employe. Of
course he is an employe, but in the
ceyes of your customer you wish him
to be not an employe of yours but
rather a representative, an adequately
trained and gentlemanly ambassador
of the house. Include him in invita-
tions to lunch, praise his work to the
customer and tell him how much you
appreciate your salesman's efforts. In
other words, give the impression that
the territory is not suffering in the
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Don’ts for the Salesmanager

By K. G. Merrill

(Reprinted from Printers' Ink)

least by the fact that the salesman is
carrying on the work there rather than
yourself.

THIRD, don’t make spectacular con-
cessions. A complaint, perhaps, will
come up which the salesman could not
handle. You as salesmanager of the
company could handle it, but T humbly
suggest that the adjustment wait until
you get back home. To make a spec-
tacular concession in the presence of
your salesman lowers him in the esti
mation of the customer. Suppose that
someone has been trying to return o
half dozen cases that have been dead
stock. Your salesman has been to!
not to take back cases without the con-
sent of the house. If you walk in and
say, “Sure, send them back,"” it sounds
as though the salesman's authority
amounted to nothing and makes him
appear small in the cyes of his cus-
tomer. It would be better to turn to
your salesman and say, “Jim, make a
note of this and write me a letter about
it with your recommendations and T'll
see what we can do when I get home.”
This makes it appear that the sales-
man's recommendations have a strong
bearing on the question and entrench
him the more deeply in the customer's
esteem,

FOURTH, this is a highly personal
“don't,” but it should be carried out
just the same—don't do all the talking.
I have had salesmanagers come in with
salesmen and sit at my desk and sim-
ply ignore the salesman's effort to en-
ter the conversation and insist on do-
ing all the talking themselves. Re-
member that as a salesmanager more
than half your mission is to listen to
how your salesman handles his cus-
tomer and to listen to what the cus-
tomer has to say in regard to condi.
tions in his territory. You are not out
to teach as much as you are out to
learn. You cannot learn if you monop-
olize the conversation.

Of course you know more about the line
than the salesman does; but unless you
hear him talk to a customer you do nol
know just how much he does express in
his conversation, and it is far better to take
the attitude of “summing up"” what the
salesman says than trying to do all the
“say" yourself.

FIFTH, don't confine yourself to big
men. That is to say, do not confine
your. conversations to the bigger ex-
ecutives in the houses where you are
calling. A salesmanager who has
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risen from the ranks usually makes j
a practice to know not only the buye
but also the salesmanager and the stock
clerk, and perhaps the man at the ¢y
desk, in any jobbing house upon which
he calls. It is a temptation to use the
old friendship to get things done ver
quickly with the purchasing agent, b
in that way you are not setting u gool
example for the salesman,

Take time enough with each call 1,
go through the entire organization and
help your salesman to become hetter
acquainted with the various men with
whom he is doing business, if it lies
within your power to do so, 1f yu
do not already know them ask the
salesman to introduce you to the lesser
lights, and in that way broaden you
own acquaintance. Many a stock
clerk feels complimented to have 2
salesman bring his manager in to se
him. In other words, don't be airail
to meet them all, as even the smallet
cogs in the machine have their uses.

My SIXTH point is also persona
Don't let the salesman do all the “tor-
ing.” Carry the sample case yourseli
part of the time so that he will fec
that you are working together, not that
he is being dragged along as a con
venience. Don't do all the treating §
Let him pay for a lunch once in awhile. |§
It makes him feel that he is a full
fledged salesman.,

SEVENTH, above all things do not
contradict the salesman in front of the
buyer. If the salesman makes a state:
ment which is incorrect make a mental
note of it and correct him kindly, aite’
you leave the office. To correct th
salesman in front of the buyer is tanta-
mount to proclaiming to all the world
that he is not qualified to handle your
line of goods, and it puts him in a bad
position in the buyer's sight.

Every salesman is struggling onward and
upward and, as such is the case, one must
remember that certain factors whicl: make
one man a salcsmanagcr make another man
aspire to the job. He is trying 1o learn
and if he occasionally makes a sturement
which is not exactly correct it can curtainly
be ascribed to his eagerness, not to any
other motive. This gives an admirable o
portunity afterward quietly to set hin righ!
in the matter, and after all probably n®
harm is done with the buyer. But distind!
harm is done with the buyer if a salesman®
ager thoughtlessly checks a salesian v
publicly.

EIGHTH, if you get any orders dur |
ing your visit with the buyer don't
mail them in yourself; let the salesma?
doit. Thave in mind an episode which
occurred about 3 years ago. A certal’
brilliant but sensitive salesman of m¥
acquaintance took his salesmanager !

o
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NORTHLAND FANCGY No.2

AND

NORTHERN LIGHT

NEW YORK OFFICE
411 Produce Exchange

NORTHLAND MILLING CO.

MINNEAPOLIS, MINNESOTA

Barozzi Drying System

Manufacturers of Macaroni
Dryers that dry in any kind
of weather

FAULTLESS AND SIMPLE

Result guaranteed
For this industry we design and
manufacture all kinds of
labor saving devices

Cataloguc and estimate at
your request

Barozzi Drying Machine
Company, Inc. '
949 Dell Ave. North Bergen, N.J. |

NEW YORK DISTRICT
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JOHNSON AUTOMATIC WAXTWRAPPER

Fully Automatic In
POINT 7 Operation=-=Labor
Costs Practically Nil

'“i’E HERE the JOHNSON
INT Automatic WAN
l _13,“, WRAPPER is used

with ecither type of JOIINSON
Sealing Equipment no operator
is required.  Packages to be
wax wrapped in this instance

are delivered automatically di-
§ Spmepex Shipmantsl reetly from the dryer of the
§ Sered with Aceuracy Sealer onto the intake con-

l Fitted to Your
Plant Requiremenial
All Parts Made
in Our Own Plant
Modern Design, and
Constantly Kept Sol

Safaty and Efficiancy! SR . " 3 - * 13 4
6 Progreasive, Straight Line \: -.!“,r of the WANX WRAI
yet Flesible Pachaging! 'R,

Fully Automatic In Ognu- . » sare
tion — Labor Costs Prac- Should no sealing or filling

tically Nil. s §
l.'(llll]lﬂ'lt‘lll be in use, an at-

8 tendant places the packages on
9 the intake conveyor, after
10 which operiation the machine

is entirely automatic in its ac-
tion, delivering the wrapped
piackage to the packing table
without further attention from
the operator.

Since its wrapping speed s
from 35 to 90 packages per
minute (depending upon pack-
age size and weight) this very
low labor cost per unit wrapped
is casily absorbed,

Write for descriptive circular.
Specific plans and  operating
data to it your particular need
are gladly furnished  withow
obligating you.  We urge yon
to put your packaging proh-
lem up to us.

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

30 Church St,—Naw York Clty 228 No. LaSalle S5t.—Chlcago, 111,

QHNSON

AUTOMATIC PACKAU.WG MACHINERY
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to call upon 7 of his customers, all in
one day. All 7 of them placed sub-
stantial orders. Business conditions
had been such that their orders had
been delayed some 2 or 3 months, and
to get them all in one day was spec-
tacular to say the least. The real rea-
son was that they could wait no longer
for the goods. But the salesmanager
mailed the orders in himself, making
it look as though the salesman wasn't
a big enough man to get the business
alone. The salesman would have got
the orders anyhow, and knowing it he
resented the salesmanager’s gesture to
such a degree that he quit his job.
Now here was a case where a house
lost a splendid salesman just because
the salesmanager could not forego the
personal gratification of having 7 or-
ders drop out of one of his envelopes.

TO SUM IT ALL UP—I should
say that the meat of the whole ques-
tion lies in this one sentence: Your
object is to make the salesman appear
as a man of consequence, not to make
yourself appear as such. Your custom-
ers know that you have a job, and you
want them to know that any salesman
representing your company has a job,
too.

Newsvertising

The Bureau of Advertising of the
American Newspaper Publishers asso
ciation in its interesting booklet *'Gond
Copy" treats at length of a new kind
of publicity which it terms “Newsver-
tising.” This word is coined to de-
seribe newspaper campaigns that are
keyed to the happenings, fads and
whims of the hour.

. “Newsvertising” is increasing in
popularity among newspaper advertis-
ers. This word which looks rather
weird at first glance is obviously &
coined term to designate the work of
a fast growing school of copy pro-
ducers.

“Newsvertising" is advertising which
rides the wave of current news, fads
and fancies. Its advocates believe in
talking to people in language they un-
derstand and on subjects which are
live topics at the moment, The fact
that some catch phrase, some favorite
bit of slang or some remembered quip
is on everybody's lips offers just as
good material for “Newsvertising” as
the probably more impoertant fact that
somebody's motor oil helped somebod;
else fly to the North Pole.

“Newsvertising” is one of the privi-
leges of the newspaper advertiser,

' With it he may put the very pulse beat
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TOO MUCH THRIFT

By F. A. Ghiglione, President A. F. Ghiglione & Sons,
Seattle, Wash.

In the serious price competition that exists in this section of the country
the query arises as to whether or not low prices by manufacturers mean
anything to housewives. 1f there were many more like the one referred to
in the incident recorded below, price cutting might die a natural death,

She was a very thrifty housewife, and she went to her favorite store
to buy some macaroni, It was 8 cents a package.

“Will you sell it 3 for a quarter?” she asked the clerk. A queer expres-
sion crossed his face, “Well we don't usually sell it at that price,” he replied,
“but if you want it at that you may have it; and the thrifty housewife never
“tumbled” until she told it to the hubby at the supper table that night.

of a nation into his copy and illustra- One may bring a panic or near-pani
tion. He and his newspaper reading —the other may bring success ani§
audience both know “what's going on.”  prosperity.
He introduces himself on this common The pendulum swings between the 2
ground and talks about his product af-
ter his audience has recognized in him tempts to curb the evil of reckley
a fellow reader of the news—a fellow competition and properly  stabiliz
observer of the passing show. business conditions.
Among the timely matters associated Mergers have been many.
with this modern trend in advertising Consolidations of investments, con-
are mentioned “Charleston” wherein trol of buying, cooperation in ware

the phrase “A wicked heel and a Ma- housing, centralized agencics, strategic

son Mint" is emphasized and made distribution centers, mutual deliveries
alive with a pert sketch of 2 twinkling —all these are growing in number and
legs in a spotlight; “I have signed up size daily.
with . A. for life,” used in the Prince Why?
Albert tobacco advertising; “S. P. C. Because business men are puzzlel
Vests" standing for the Society for the Hecause there is an insistent demand
Prevention of Cruelty to Vests, used for lower prices—and because lower
in advertising the Blackstone cigars; prices are almost an impossibility 10
“Some Fans! 1 take off my hat to bring about with profit in the face o
them, they surely make this lazy air constantly mounting and increasing
sit up and take notice,” used by the costs—unless such costs are controlld
Graybar Electric company advertising  or reduced.
its electric fans. Because business failures are in
There may be a better term than creasing rapidly and are greater 1
“Newsvertising” to describe the mod- number today in nearly every line of
ern tendency to popularize and “news- trade and industry than they hay ¢ been
ize" newspaper copy, says the article, since 1915, excepting in only 2 few
but many advertisers will say there is cases, the years of 1921 and 19-2
no better system of gaining attention. S0 s o .
As in every emergency—wisc bus

Measuring and Stabilizing ness men have been drawn togethe!

. They have formed business counclt
Our Business Pl'Ogl'EBB in several trades and in several citiet
By W. Clement Moore

The purpose of such councils being 1

Disastrous and ignorant competition study and standardize costs—1o St B

exists today as well as constructiveand  bilize the trade or industry—to find
intelligent competition, out how goods may be produced of

We have both and they are strug- sold on a basis that will be economical
gling mightily for supremacy. ly sound, and just and fair to the p

Which will win?
- The 'hisiness world watches and consumer—to maintain present €W
wonders.”- ployment and prosperity if possible=

‘The past year has seen many atjg

ducer, the worker, the seller and the §

:‘qsl 15, 1928

1to prevent further increase of busi-

failures.
These meetings beget confidence

@ g business men and raise mate-
il the standards of business execu-
R ¢ alility, as well as moral standards,

Actual monthly figures are brought
these council meetings, properly an-
ied and interpreted by some person
wing such ability and enjoying the
fidence of the membership, usually
person not associated with any of the
| ncerns represented, so that his opin-
amay be unbiased and without re-

Briction. ‘
 The result of such united study of

uts, business trends and business
aditions in any locality or trade has
ways proven helpful, because it
iminates much of the guess in busi-
s that has been and still is the un-

B.rlying cause of so many failures.

Itis a modern, sensible and success-
d plan of cooperative cost control

xd cooperative executive management

h business.

Itis a wise remedy for a very pres-
at precarious business situation, and
wiety valve for the legitimate and
wper regulation of dangerous, ig-

ant and unwise competition.

The Mysterious “Hole"

ni?

if you understand it.

opening.

The dough pressed through these holes
by powerful pressure, is separated at the
8109 of cach hole by the metal bar. But
the cone shape of the hole and the pres-

Wiure exerted from above force the dough
logether again, and it closes arourd the
lar in the center. Continued pressure
forces the lengths of macaroni out at the

battom of the cylinder.

And that's where the fun begins! Just
ike pale grass sprouting upside down,
te inverted forests of macaroni, spa-
thetti, tagliarini, or what you have, trail

How does the hole get in the macaro-

That's the sister query to "How old is
fin?” and “How high is up?” It is
Liked every time a visitor makes the
unds of the Roma macaroni factory,
19 Francisco st. The answer is simple

Gircular dies in the bottom of cylin-
ders into which the kncaded dough is
weked give the explanation. The open-
ings in this metal floor, which is about 2
inches thick, are larger at the top than at
hebottom. A tiny metal bar, as large as
Bibe hole is to be in the paste extends
from one side of the upper edge to the
tenter, and is bent to extend down the
cnter the length of the cone shaped
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down from the cylinders. Agile workers mitted corporate organization in in-
trim the long trailers with formidable dustry.

looking knives, and hang it up on racks Whether we shall continue to grow
to dry. To make the lengths even, they and expand depends uvon whether we
clip the straggling ends—then turn to  pursue an intelligent and constructive,
cut the next length from the busy or a hostile and destructive policy to-

presses. ward those forces which have brought
All the “long paste,” as it is known in  about our present development.
the vernacular of the macaroni world, is A sound industrial policy must

made the same way. Semolina flour is  square with cconomic laws, And a
used. This flour was formerly imported consistent policy is necessary in order
but is now produced in Minnesota and that capital, labor and the public may
North Dakota. Mixed with water, the know what to expect. President Cool-
flour is stirred up in mixers, then trans- idge has pursued a clear, consistent
ferred to the kneading machine. Here it course and has made it plain that his
is punched and poked until it has the administration will not interfere with
right consistency. From there it is put legitimate business merely because it
into the presses and forced through the is big, but desires that business and
dies. industry so far as possible shall work
out their own problems, provided they

14 Sane Living Rules ;c;:lf;:)rnm strictly to the law.—Andrew

Worry over debts or ill health is given
as one of the principal causes of human

istress by Dr. ert E. hreys of hlis
dism;f.s by Dr. Robert [ !lumpnr})q? Macaroni First Used
the New Jersey Orthopedic Hospital in : .
in Thirceenth Century

outlining a set of 14 rules for sane living
as affected by cating habits: To fully understand the two lines of
the classical macaroni song

(1) Don't eat when tired.
ci,(ri,)t,::fmt el WherlTMpeL gt WRRT R SR He stuek a feather in his cap
(3) Don't eat when you are going to do and called it macaroni!
things that are upsetting. one must have knowledge of 14th cen-
(4) Don't swif when you are hungry. tury Dritish slang. For it was in the
(5) Don't think you need three meals: 2 14th century that macaroni was intro-
. duced to England and became such a

(6) Don't eat hurriedly. . e
(7) Don't drive an automabile immediately popular dish that the expression That

aflter a heavy meal. is maearoni' mennt *‘That is excel-
(8) Don't get into debt tao deeply. lent,” and so Yankee Doodle, who
(9) Don't make your golf or ather reerea- Lot of British origin in spite of his

tion, work. 1 Amerie larity, seei th
(10) Don't rush when you know it's bad for later Ameriean popuinrity, seeing the
effect of a feather in his cap, ex-

yoil.
(11) Don't force a child 1o eat when he elaimed, in the most popular slang

doesn’t want to cat. ‘ ) phrase of the day, that it was ‘‘maca-
(12) Keep a child out of excitement as g
p roni.
much as poasible. )
(13) Don't scold him at meal times.
(14) See that he gets plenty of rest.

manufacturer to consumer.

—

Private Initiative

The success of American industry
and America’s growth in wealth is
based on private initiative. The foun-
dation of her present development was
laid in a system in which free play was
given 1o the energy and initiative of
the individual and which at the sane
time encouraged competition and per-

macaroni.

to the people of the world.

Persons who have a feeling for and
a liking for words will want to go fur-

Food poison comes from 3 different ther baek than this to find the begin-
sources: FFrom meats of ailing animals, ning of the word ““macaroni,'” It waa
from rats and mice, and from unsanitary  derived from “mareus,”’ meaning 1 di.
packing and handling. It may be pre- vine dish.' No less than Emperor
vented by proper inspection service and  Frederick 11, laly's famous poet, law
greater care in making and handling giver, soldier and statesman of the
foods through the various channels from  13th century, coined the name. Mys-
tery and intrigue, perfidy and tragedy
play a part in the drama the plot of
whiel is concerned with the making of

The story continues with an account
of the mysterions Chico and the curi-
ous Jovanelln, a story so well known
to those engaged in the trade but
which possesses a charm that should
mean much in the way of increased use
of these produets if made better known
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J = came along and wanted to take 4 f “ 'y f i i 3
; MY FA VORITE RbCIPE ing picture of my cheese and | Pas ‘ ' : . ¢ {
i . , him in the eye.” ) f i 1 ; , {
’ Spaghetti With Tomatoss e : ; ' | |
EOONOMY ‘a 2 _ il A ;
| By C. P. IWalton, Capital Flour Mills Ole Olson had been working gy ; : == ]
: engine wiper and his boss, a thrifty : iy - ' » -l Sl |
| ~ had been coaching him for promotion Lv[/ N/ |
Ingredients fireman with such advice as: b o |
1 Pound Spaghetti 1 Good Sized Onion ‘“Now, Ole, don't waste a drop 5 From ;
1 Pint Tomatoes Pepper, Salt and Butter oil—that costs money.  and do h( |
Method waste the waste, either—that’s ettt /4 A b D Wh at A i
. (A 4
Drop spaghetti in salted boiling water and cook until tender. Drain and ex]‘);;llswob:oo.“ ‘ iokie . . m e r u r u m e "‘r =
: blanch. Cook tomatoes and onion from 20 to 30 minutes. Pour this over aoe X ‘e'\?'on Bl %0 f]“'""“o“ /. N {
the cooked spaghetti and season with salt, paprika and butter (size of an on luakel;mblhty for an engineman STRONG and UNIFORM \\' |
English walnut). Reheat and serve, was asked : : N {
U | ‘'Suppose you are on your engine g and Of a WONDERFUL \2}.\“ {
' ) e Macsionl: Ssantietit ¢ . a single track. You go around a ey N E
(Tell us your favorite Macaroni, b[u;,hcm‘ur Noodle Recipe.) and you see rushing toward you an ol COLOR \ ) ] ;

press. What would you do!?”

To which Ole replied:
Path of Least Resistance similar, and not to people who never “I grab tho oil can; T grab ¢
heard of the product. Some educa- Waste—and I yump.”
tional work must be done by every
seller who hopes to progress. New The two I's in prosperity stand i
paths must be broken occasionally. “purchase” and “pay.”
But anyone who says it is less expen-

For Quality Trade f{]l\

Did you ever drive out in the coun-
try after a fresh snowfall?  Perhaps
some other car had been ahead of you.
How did you drive? Did you make a

Crookston Milling Company

new track or did you I;oll?rv the track sive in energy to break a new path CROOKSTON, MINNE! OTA / l
of the machine ahead? Ten chances .0 o follow an old one has never What One Sees in a Mirror /}/( |
10 GnE Fow fcllowed. the same tadks oy Gy thie country, and has never Too often in business we are prone
The man who came after you followed  yiver through a snowdrift ;
W i ; B R END y to recommend remedies for others
in your trnlcks. and soon there was a The very first thing a seller must do | hat we refuse to use ourselves _
t in which s e machines drove, i g : sl —— =
ru "T which all the m‘}chme drove is to find the path of least resistance, Taking one’s own medicine is nsual | ————— .
It is only the occasional man who 3pq having found it stick to it. A ly a bitter dose;
1’_"}'““5 his own path. In selling }"“; great specialty salesman compelled his Speaking generally of the condi-|§ A nationally-known D
will find that the greater percentage of - salesmen to use a standard demonstra- | yione in our business and particular- |8 package produced by
your sales force will follow the well tjon, He didn't encourage his men to gy . ; 5 Stokes & Smith Ma- L
T e s m—— ly in his own locality, a farsightel gk :
defined I'-‘l.“i- !!‘-“ is why selling is wander over the fields of theory and manufacturer in the east said wise J 1
so expensive. The salesman follows psychology. He ordered them to fol- ly: k3 4 |
the line of least resistance. low his path, or get off IEis payroll, ' “Why don't the macaroni makers "
All this sounds like good advice but  What is your pet sales policy? Does organize? you ask me. Well, we T KES & SMI I H
it isn't. it go with or against the current? — | know that everybody is organizel ! ‘
The least expensive selling is that (Contributed.) against the manufacturer, Thev find [§ - PO § i
which follows the line of least resist- it a good thing for them and or Machl”es for Pdckage Fl”lﬂg, Seall”g {
ance, Where does the United Cigar “JUSTIFIED ASSAULT" ganization would be a good thing E i
Stores establish its stores? It picks ] for us. a”d Wrapplﬂg -
corners in the very heart of congested How the “bumptiousness” of some “But macaroni manufacturers can r i
- . L e . . q Tor ¥ H J w " ¢ - r . . 4 1. aranteed even un !
traffic.  There may be other cigar  government nl’ﬁc:als‘ “‘Ilm lf:el x their | not seem to trust each other. Thes An extensive line of machines for Eankngmg_ Ol:n dust. dAI"i:‘:i:\::izt“fn:l\;::lr‘ﬂ:lf guaraf :
! stores near the corner but the United importance and their “backing” may | apparently haven't got sense cnough Machines that measure by volume or by weight. the more di ’ ;
! gets the corner. It goes where sales  lead them to “go to extremes” ininter- | 1o stick together, So evershody | Machines that seal and machines that wrap tight- SAVE--- i
’ are being made and places itself in a  ference with private business is illus- | ‘does' them and when nobody “does ly cartons of many sizes. Material, Labor, Contents i
position to get the major share of the trated in the following story told in them, they ‘do’ each other. it
5 trade. justification of the business man's at. “After studying our industry. | A Size and Speed for Every Need IMPROVE--- i
‘ Possibly more magazines are sold in  titude in favor of self regulation vs. am of the opinion that no matter Fully automatic single purpose machines for high DE;pIayValua.SelliBgPower.PI'ESEWlﬂOn of Contents
the Grand Central terminal in New undue government interference. how much we differ politically or re: prod):lction: machines of moderate speed, ad- Our experience is at_your service in solving i
g York city than anywhere else in this “You are charged,” said the judge, ligiously, we all agree on 2 funds [ ]ust.ablc for si'ze of package and ac:oml;‘l?g?t:‘}“ge packaging problems. We shall be glad to have i
t country. A new magazine offered for “with beating up this government in- | mentals, one, that all the other man: vanﬂus matennlsnaﬂg Vﬂxggin?:ch:g;lcd with- you call on us. ,.'E
sale at this place will have scores of spector. What have you to say?" ufacturers are wrong, and secondly. | smaller output. Dusty :
: competitors, yet this is just the place “Nothing,” replied the green-grocer. | that we are all durned fools.” ANY
to offer it for sale. “I am guilty. I lost my head. All —— M STOK.ES & SMITH choMlPd
Of course, the suggestion that we morning I had held my temper while " ' Summerdale Avenue near Roosevelt Boulevar
should avoid the path of least resist- government agents inspected my Stuffing Good Things ; Philadelphia, U. S. A,
ance has some merit, but too often the scales, tasted my butter, smelled my ~ Nit: What becomes of the holes g don. E. C. 1
Fes : oswell Road, London, E. C. 1.
suggestion is thoughtlessly made. The meat, graded my kerosene. In addi- doughnuts? British Office: 23, '
best people to sell anything to are peo- tion, Your Honor, I had just answered Wit: They use 'em to stuff mac

ple who are already using something 3 federal questionaries. Then this bird  roni with!

e T

iy
P
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Patents and Trade Marks

A monthly review of patents granted on
macaroni machinery; of applications for,
registrations of, trade marks applying to
macaroni products. In July 1928 the fol-
lowing were reported by the United States
patent office:

Patents granted—none.

TRADE MARKS REGISTERED

The trade marks affecting macaroni prod-
ucts or raw malerials registered were as
follows:

Nood

The trade mark of the Minnesota Maca-
roni company, St. P'aul, Minn,, for use on
alimentary pastes. Application was filed
Feb. 15, 1928, published in the Official Ga-
zette Apr. 17, 1028, and in the May 1928
issue of the Macaroni Journal. Owner
claims use since Jan. 3o, 1928. The trade
mark registered on July 3, 1928, is merely
the trade name in white lettering on a black
rectangular background.

Ritsy

The private brand trade marke of Ed-
ward P. Velat, doing business as Ritsy
Products Co., St. Paul, Minn, for use on
cgg noodles. Application was filed Feb. 27,
1928, published in the Oficial Gazette Apr.
24, 1928, and in the May 1928 issuc of the
Macaroni Journal. Owner claims use since
Jan. 3, 1928. The trade mark, registered
on July 3, 1928, is the trade name in shaded
type.

Lock's

The private brand trade mark of John H.
Lock Co., Inc, New York city, for use on
macaroni, dricd spaghetti and other gro-
cery products, Application was filed Jan.
15, 1927, and the trade mark registered
without opposition on July 10, 1928. Owner
claims usc since Jan. 10, 1927. The trade
mark is the trade name in shaded type,

Tama

The private brand trade mark of the
Tama Trading Co., Inc, Los Angeles,
Calif.,, for use on alimentary pastes, and
other grocery products.  Application was
filed July 13, 1927, and the trade mark reg-
istered without opposition on July 17, 1928.
Owner claims usc since Jan, 2, 1925. The
trade mark is the trade name in heavy type,
the stroke of the "T" extending over the re-
maining letters and the closing stroke of the
“A" swung backward to underscore the last
three letters in the name.

Delmonico

The trade mark of the Westchester Mac-
aroni Co., Inc, Mount Vernon, N, Y., for
use on alimentary pastes, Application was
filed Nov. 17, 1927, published in the Official
Gazette May 15, 1928, and in the June 1928
issue of the Macaroni Journal. Owner
claims use since Feb, 1927, The trade mark
was registered July 31, 1928,

The trade mark is in a rectangle over a
scroll in which is to appear the variety
name, To the left is a fanciful figure of a
maid serving a steaming dish of spaghetti
and on the right is the picture of a boy do-
ing justice to a spaghetti meal.

Omega

The private brand trade mark of J. T.
Fargason Grocer Co., Memphis, Tenn,, for
use on macaroni, spaghetti, noodles and
other grain products. Application was filed
Mar. 15, 1928, and published May 8, 1928,

in the Official Gazette and in the June issue
of the Macaroni Journal. Owner claims use
since 1922. The trade mark, registered
July 17, 1928, is the trade name in heavy
type.

TRADE MARKS APPLIED FOR

Ten applications for registration of maca-
roni trade marks were made in July and
published in the Official Gazette to permit
objections thereto which must be made
within 30 days of publication.

Local Price

The private brand trade mark of the Van
Buren County Canning Co, Hartford,
Mich., for use on noodles and other prod-
ucts. Application was filed Dec. 29, 1927,
and published July 3, 1928. Owner claims
use since 1926, The trade mark is the trade
name in dark script.

My Own

The private brand trade mark of the
Janszen Co., Cincinnati, O,, for use on spag-
hetti and other grocery products. Applica-
tion was filed Dee. 30, 1927, and published
July 3, 1928. Owner claims use since 1000.
The trade mark is in heavy dark type.

Ma Brown

The private brand trade mark of Squire
Dingee Co., Chicago, Ill, for use on maca-
roni and other grocery products. Applica-
tion was filed Apr. 13, 1928, and published
July 3, 1928, Owner claims use since on or
about Mar. 23, 1928. The trade mark is in
heavy black type.

Mauxon

The private brand trade mark of Schoke-
ladenfabrik Mauxion m. b. H., Saalfeld,
Germany, for use on macaroni, vermicelli
and other grocery products, Application
was filed Feb. 26, 1927, and published July
10, 1928. Owner claims use since 1855. The
trade mark is the trade nname in heavy
type.

Home Brand

The private brand trade mark of Griggs,
Cooper & Co,, St. Paul, Minn,, for use on
macaroni, spaghetti, vermicelli and other
grocery products. Application was filed
April 20, 1928, and published July 17, 1928.
Owner claims use since 1877. The trade
mark is the trade name in white-faced let-
tering appearing over a picture of an old
fashioned home in an oval,

Ribbons of Gold

The private brand trade mark of Gold
Rolled Food Products Co., Chicago, 111, for
use on egg noodles. Application was filed
June 4, 1928, and published July 17, 1928,
Owner claims use since Apr. 13, 1028. The
trade mark is the trade name appearing in
strands of noodles reaching from a group
of wheat sheaves to fancied noodle ma-
chines.

Montgomery Ward & Co,

As its trade mark for use on macaroni
and other grocery products Montgomery
Ward & Co., Inc, Chicago, 111, filed Dec. 8,
1927. Application for registration of a
fanciful trade mark. The application was
published July 24, 1928. Owner claims use
since Oct. 1925. The trade mark is the
figure of a beautiful lady in flimsy dress
standing with her left foot on what appears
to be the globe and holding a lighted torch
in her right hand and strands of macaroni
in her extended left hand.

Gold Medal

The trade mark of John R. Fischer, doing’

business as Pacific Macaroni Co., Los
Angeles, Calis, for use on macaroni, spag-
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hetti and noodles made from semolina,
plication was filed Jan. 11, 1928, and p,
lished July 24, 1928. Owner claims y
since Nov. 1912 The trade mark sy

over 2 pedestals on which are <lown
animals holding in their mouths an exiep|d
ed ribbon. A large oval is suspended fy
the middle of the ribbon in which will
pear the name of the varicty of the pr

uct.

Alberto

Seminola
Albertorettes
The trade mark of the United Siy
Macaroni Co., Inc.,, Los Angcles, talif, |
use on macaroni. Application was fl
Apr. 16, 1928, and published July 2y, 1y
The owner claims use since Oct. 1, 1y
The trade mark is the trade name in daf
letters of 3 different sizes of heavy bl

type.

La Contadina
The trade mark of the West Virgil
Macaroni, Co., Clarksburg, W. Va, forg
on macaroni and spaghetti.  Applicai
was filed April 24, 1028, and published
31, 1928. Owner claims use since Jan [
1921. The trade mark is the trade name i
heavy type.

LABELS
Feeser's Golden Speclalties ‘
This label for use on alimentary pas
products for the Feeser Macaroni compas,
Harrisburg, Pa., was published Jne 1, 13
and registered July 17, 1928, given title N
34,304,

San-Filippo
This label for use on alimentary pas
products for the Feeser Macaroni compar
Harrisburg, P’a., was published June 1, 154
and registered July 17, 1928, given title ¥
34,305,
Mrs. Klein's Home Made Real Egg Noodld
This label for use on noodles for Alg
S. Klein, doing business as F. . Kl
Noodle company, Chicago, 111, was pe
lished Feb. 20, 1928, and registered July
1928, given title No. 34,340
PRINTS
So Much Depends On The Sauce

This print for use on cooked ~paghtdl

in tomato sauce with cheese produced
H. J. Heinz Co,, Pittsburgh, Pa, was ps
lished June 16, 1928, and registercid July 48
1928, given title No. 11,115,

A wise counselor should in nowis
be avoided.

J—

VALUE OF TRADE
ASSOCIATIONS

The value of the trade assuiatios
to small business was upheld by ont
of the large New York banks in tht
statement: “These organizationt
are becoming more and more effic
cious and their accomplishments fur
nish a ledge for the smaller busines
unit. They are becoming powerf
not only in investigating and sU
gesting for cost reduction but a®
in concentrating for extending mi"

products.”—Printers’ Ink.
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Cheraw Box Company,.
Seventh and Byrd Streets

Richmond, Virginia

SATISFACTORY

Wooden Macaroni Box-Shooks

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

Champion_Macaroni Mixer

MORE BARRELS PER MAN
MORE PROFIT PER BARREL

—that's the secret of success in the manufacture of
food products, and you can make sure of getting a
bigger and better output by installing Champion equip-
ment,

Champion Special Mixers, most efficient for difficult
doughs, as macaroni, noodles, pretzels and similar
products. .

Champion Reversible Brakes, for saving the energy
of your men and turning out high quality brake
dough for noodles. )
Champion Flour Handling Outfits for handling your
semolina, for accurate weighing, for securing econom-
ical blends.

We sell separate units, or furnish complete plant equipment.
Our engineering department can save you many dollars in ad-
vising the type of machine you require, or in planning your
|hup'§ly¢nt_

Ch jon Reverasible

kets and developing new uses /g8

| The Perfect Egg Yolk

Fresher in Flavor
Deeper in Color

Jo-Lo

Bl Certified American Dehydrated

Spray Egg Yolk

JOE LOWE. CO. Inc.

317 South Ashland Ave.  Bush Terminal BMg. 8 5-7 W. Lombard St
BALTIMORE, MD.

CHICAGO, ILL.

BROOKLYN, N. Y.

1100 Matso St.
LOS ANGELES, CAL.

Noodle
Brake

F=]. We are at your service--write us for
T full information o
.é?
CHAMPION MACHINERY CO. .
JOLIET, ILLINOIS o Champlon
New York R?r_lnnl-mlu Frank ."' Mﬁﬁhiﬂﬁly Co.
By Murrap 240 W 7ol Joliet, Nlinols
Phone Watker 7095 L Tell us more about
Y 0 MACARONI MIXER
o’ O REVERSIBLE BRAKE
g O FLOUR OUTFIT

AR T



Notes of the Macaroni Industry

Macaroni Factory in Mexico

A concession has been granted for
establishment in Torreon of a flour
mill and a factory for manufacture of
macaroni, vermicelli and spaghetti, ac-
cording to a report from American
Consul Wm. J. Jackson.

The firm is to take over an aban-
doned flour mill in Torreon, upon
which it expects to spend 200,000 pesos
($100,000). It is understood that ma-
chinery for this factory is to be im-
pr *~d and has not yet been ordered.
(21, *oni machine firms take notice.)

Publicity for Connecticut Firm

The Ttalian Macaroni company of
Bridgeport, Conn., was given some ex-
ceptionally fine publicity in the June
3 issue of the Bridgeport Herald which
has been devoting much space to the
industries of that section of the state.
The article, which is well illustrated,
states that the manufacture of maca-
roni products has been carried on by
the Cataudella brothers, Stephen and
George, for 13 years, and that during
this period the husiness increased so
rapidly it necessitated frequent remov-
als to larger quar.ers. Now the firm
is carrying on its business in a large
plant at Reservoir av., far removed
from the crowded sections of the met-
ropolitan district. The products of
this firm are well known to southern
New England and in New York.

Federico to Porto Rico

Frank Federico, president of the
Federico  Macaroni  Manufacturing
comparny of New Orleans, La, has
spent several weeks in Porto Rico call-
ing on his macaroni agents. Business
on the island is improving says Mr.
Federico and he is well pleased with
the prospects of increased use of Amer-
ican macaroni by the natives.

Two Big Eastern Mergers

Information from the east is to the
effect that 2 large mergers have been
consummated involving about a half
dozen firms in New York and New
Jersey. In Brooklyn 3 firms have
merged, including V. La Rosa & Sons,
Naples Macaroni company and Sun-
shine Macaroni company. One cen-
tral plant will be chosen in which all
production will take place. Complete
details of the merger are still lacking.
In Jersey City the Campanella & Fa-

varo Macaroni Co. has merged with
Lino and Glaviano. The object is to
concentrate production and reduce
overhead expense.

Coolbroth Makes New Connections

J. E. Coalbroth, -formerly associated
with the sales organization of the King
Midas Mill company, has resigned to
assume a new position as sales super-
visor of the Minneapolis Milling com-
pany, Minneapolis. The change was
made last month and Mr. Coolbroth
attended the national convention of the
macaroni industry in his new capacity.

Notices of Judgment

In the report of the United States
Department of Agriculture for June
1928 showing the judgments obtained
against violators of the Federal food
laws by the food, drug and insecticide
administrators, only one macaroni firm
was involved. 'With the name deleted,
judgment Number 15490 as announced
by W. M. Jardine, secretary of agri-
culture, is as follows:

On Nov. 25, 1927, the United States at-
torney for the District of Colorado, acting
upon a report by the Secretary of Agri-
culture, filed in the District Court of the
United States for said district a libel pray-
ing seizure and condemnation of 21 cases
of macaroni, remaining in the original un-
broken packages at Denver, Colo., con-
signed by a St. Louis, Mo, firm, alleging
that the article had been shipped from St.
Louis, Mo., on or about Oect, 21, 1927, and
had been transported from the state of
Missouri into the state ol Colorado, and
charging adulteration and misbranding in
violation of the food and drugs act. The
article was labeled in part: “Fusilli * * *
Manufactured by said St. Louis, Mo., firm."

It was alleged in the libel that the article
was adulterated, in that it was colored in
a manner whercby inferiority was con-
cealed.

Misbranding was alleged for the reason
that the article was an imitation of another
article.

On Feb, 13, 1928, no claimant having ap-
peared for the property, judgment of con-
demnation and forfeiture was entered, and
it was ordered by the court that the prod-
uct be relabeled “Imitation Egg Paste, Ar-
tificially Colored,” and sold by the United
States marshal,

C.-F.-G. Macaroni Corporation

A merger of 2 large Jersey City
firms was cffected last month when the
Campanella & Favaro Macaroni com-
pany and Lino & Glaviano combined
interests,  Articles of incorporation
filed by the agent of the new

Campanella-Favaro-Glaviano Macay,
Corp. states that the firm s
authorized capital stock of $1,3004
This is divided into 15,000 shares '
value $100 each, of which $1.000
is common stock and Ssoo,uﬂp
ferred stock. At the time of the inc

poration $396,100 in stock was g8

scribed for.

The incorporators, all of Jersey Cj
N. J., consist of Salvatore Campane
who owns 6355 shures; John Camp,
ella 655 shares, Giuseppe Favira
shores, Pasquale Campanells 2
shares, Giusto Campanella 218 <hay,
Joseph Campanella 218 shares, Saly
tore Lino 447 shares, Domep
Glaviano 447 shares, Salvatore Jose
Campanella 447 shares.

Incorporates Nobile Firm
Taking as its sponsor the renowns
Admiral Nobile of dirigible fame,
R. Kerbel of Richmond Hill, N. Y., i
corporated the Nobile Macaroni Mar
facturing Corp. with capital stock
$10,000.
Milwaukee Macaroni Survey
A survey of the Milwaukee territor
made by the Milwaukee Journal |
to ascertain the consumption of va
ous products, particularly the adve
tised brands, shows that macaroni an
noodles are not as popular this ye
as they were in 1925. The sune
shows a slight increase in the cor
sumption of spaghetti. Compariso
made on Jan. 15, 1923, and on Jan. |
1928, show the following: in 19
50.5% of the families in Milwauk
served macaroni while in 1028
percentage increased to 6170 |
1925 66.9% of the families consumd
macaroni while only 64.5% dil i
1928; noodles also showed a decres
from 47.1% in 1925 to 4349 108

Changes in Chicago Company
Joseph Viviano, one of the 3 foun
ers of the Chicago Macaroni compan
recently sold his interest to his as¥
ciates, ' He will, however, continue!
serve the firm as plant superintendes

for a year after which he will probabifg

make California his home.

The Chicago Macaroni comp?
plant at 2148-2180 Canalport av. is 4
of the largest and most modern ph[ﬂ
in the central states. Tt has a capact!
of over 500 barrels a day. G. .\Iala[.0 :
and A. Morici are now the princif¥
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REW YORK OFFICE: F T Produce Exchange
PHILADELPHIA OFFICE: 468 Bourse Bldg.

THE UP-TO-DATE HOME OF

HOURGLASS BRAND

SEMOLINA AND FLOUR

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

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

TrobEl]
Aadanmsal

-~ .-lu&. .

BOSTON OFFICE: 88 Broad Street
CHICAGO OFFICE: 14 E. Jackson Blvd.

Macaroni Manufacturers!

ITELL IT TO THE CLOCK
A Man May Forget---A Clock Never Does.

If you tell it to the clock of our patented time
reversing apparatus it will be done on the second.

And Another Thing!

Our apparatus guards expensive equipment
ugainst damage through broken belts.

BECAUSE

The instant a belt breaks or leaves pulley the
power in that room is shut off and a bell and
indicator tell you which room is affected.

IMPORTANT

Our system protects your motors from overload
or undervoltage, which oftentimes cause fire and
great damage to your dry rooms.

Don't You Want to Know About this Wonderful
Convenience and Safeguard ?

Write Now To

ORCESTER BROKEN BELT DETECTOR COMPANY
$3.5 NORFOLK STREET ... WORCESTER, MASS.

Labels
Package Wraps
Window Trims
Lithographing
Posters

General Color Work

Riverside Printing Co.
38 S. Dearborn St.
CHICAGO - ILLINOIS

Color Printers for 58 Years
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members of the reorganized firm. A. and Lowe st, Chicago Heights, and of the most violent and deadly pois, \ .
Culicchia is treasurer and was very requiring more space than was avail- in use, . : Some Observatlons
active at the Silver Jubilee Conven- able in the former location, purchased “The second step was to make g, fl Your present prosperity isn't worth
tion of the National Macarom: Manu- the old piano factory at a bargain and no one was in the building, and s v whoops, old timer, unless you salt
facturers association last June in Chi- remodeled to suit its needs. ject to the deadly effects of the pfiwn some of the surplus.
cago. —_— When this process is to be applicd, e LA
Homac Plant Destroyed ployes are warned that all operatio @l Collective bargaining will be fine if
Lo Bue Plant Damaged Fire caused by the exploding of will be suspended on the day in quegdse cin have coll~cive sticking to a
A slight damage was sustained at gasoline tanks in the Sun Oil com- tion, “"d_ haone is to be allowed argain.
the macaroni plant of G. and J. Lo Bue  pany’s plant nearby brought about the the promises; Windows and doors T iy 2
at 331 Sip av., Jersey City, N. ]., iast destruction of the Homac Macaroni sealed. . A genius is a man of some u.lulu_\-
month ],)- fire discovered in an electric company plant and several ndjnininu Poison Gas at Work ho v]l.'lslll ncqulrc:l the habit of
motor, Firemen were able to over- Structures the night of July 2, 1928 The city health authorities, Dr. M @ching the clock,
come the flames and the greatest The macaroni plant was at 401 Sunset  lowney explained, are on hand to & ’ o i *
amount of damage was by water ana  av,, Syracuse, N. Y, and has been in  that no danger to the public is i Samuel Gompers said _"‘L‘ 8-hour day
smoke. The owners made immediate  ©Operation many years, In recent years  vyolved, il l’f-' “’d““}l- If radical labor suc-
repairs and the plant was soon in regu- J. G. Hotaling was in charge of the “At the time appointed,” continggeeds 0 wrecking the country, the man
lar operation. plant. A watchman in the oil plant the health director, “the pumping mg*ho a0 get 8 hours of work will be
met his death when the explosion .chine is started. All through the s @Y
Feezer Company Entertains Grocers Sprayed oil and gas in every direction.  tem of pipes the deadly vapor is farce .
The retail grocers and their familics It was one of the worst fires experi- “From many openings in the pi The reason half of ma' .h;n‘cn'l
in several counties surrounding Har- enced in Syracn?e and caused a loss  system the powerful gas Sl"'-‘ﬂ‘mul’?h SVESD 190 hand 1o loat “"“!
risburg, DPenn.,, were entertained at n[.$luo.000. Estimate ?r the loss sus- through the different rooms, fi orming is because Fl:c'l?lllur h.:;“ ’tqh
the new plant of the Feezer Macaroni tained by the macaroni company has ing every nook and corner. It pend sough on hand to last until next
company at i7th and Burryhill st, "0t been made. trates boxes and bags and closgemmer
the afternoon of June 28. Refresh- linked grains of cereal.
ments were served, games were played A New Noodle Maker “Wherever the poison encounters i Y 1
and prizes distributed, Many of the Friends of Alex S. Klein, superin- living insect, death is instantancou s of the Red, consider lIu: "'I“'_' -
prizes were the products of the firm tendent of the F. L. Klein Noodle The work of destruction contin ‘_’“"'S a train .'“ order 't"hlu e may
and articles used in preparing maca- company plant in Chicago, are con- for hours, Dr. Mullowney stated, ait ick the pncket: Ot;"‘f dead.
roni foods for the table. The atten- gratulating him on the safe arrival of which an entire day is given to thea
dance was up to expectations of the a son who is already being trained to  ing of the building. Skilled ;  he
promoters, several grocers coming succeed him. This accounts for the equipped with gas masks first engg™P 18 high as §1.35 a l""““"- “‘]“ e
from great distances to attend this fidgetness of the now proud father at the gas filled rooms and remain unt ore long one “"[_l be 'lblf to Y A
unique celebration that served to bring  the recent Chicago convention which the noxious atmosphere has been th ist-class ﬂle'-"‘ C'E“"JUF 50 cents.
about a closer contact between manu-  he attended. oughly replaced with pure air. .
facturer and distributor. — When the 2-day “battle” is over,if§ These are eritical times, but what-
. g inspectors from the health departmegg*¢r h:\ppu[}s, keep your nerve, laugh
New Plant in Louisville GﬂSSIﬂg the Weevil are on hand to take samples of i the panic-stricken, and fatten the
In June articles of incorporation for Dr. I’ntric!f H., Mullowney, deputy product, and test l.hc.m' to mifgitle pile in “lE.Sﬂ:""Efi bank.
the Kentucky Macaroni company at health cnmtmssiunf:r of Boston, Mass., sure .th_nt there are no injurious c!‘k\'
Louisville, Ky., were approved by the pcrsm:mlly supervised an lanuwec\:al remaining from the gas “barrage.
secretary of state, The company is fight in one of the macaroni plants in Campaign is Expensive
capitalized at $400000. A modern his city _I‘“f mornth. This expert in “Before this method was applied
plant is being erected at the Floyd st food sanitation carefully guards Bos- Mullowney said, “the owners i
crossing of the Southern railway, The ‘:'“ fm‘} products for home consump- o eani plant told me that in ¢
incorporators are Chester Murphy, Uon, using every known modern meth-  yoar they had returned to them S
Eugene Murphy, and James E. Pow- od. P . worth of macaroni because «f ins
ers. The capital stock consists of The poIson gas procesa Wil the one pests alone. This entailed a sericd
$100,000 of preferred and $300,000 of employed in this particular case as  gconomic loss. While the process:
no par common. According to plans one of the means to combat insects extermination of insects by g is¢
the plant will be of a size to handle and other pests that threaten econom-  nengive it is cheaper than the whif
over one hundred barrels of raw mate- :'C loss, Dr. Mullowney explains the .10 \wagte caused by neglect.
rials daily. It is expected to kave it insect battle as follows: “The presence of the pest can be s L will not cut corners,
ready for operation next October. The Battle tected by a row of small brown & U will not pass another car on
“The macaroni factory resembles the that permeate the macaroni,” e (Ve where there is not a clear road
Macaroni In Piano Plant scene of a combat with every element tinued, h'-‘ﬂd-l
Piano strings in the old Steger Pi- of the battlefield present. On one side “These are the eggs of the insig L will not speed up to pass another
ano company plant in Steger, Ill, will is the great army of industrious grain and they make the macaroni incdi ) ;f where there is not a clear road
give way to spaghetti strings, because  weevils and other vermin. On the op-  When these are found the whole ligghead _fur at least 100 yards.
of the purchase recently made by the posing side are the scientifically direc-  or package must be condemned. Uwill slow up at curves and on
D'Amico Brothers of Chicago Heights. ted efforts of a corps of expert gas same applies of course to spaght@ioroughfares where children are play-
The large airy piano factory has been men determined to wipe out the pests. vermicelli and similar products. "8 in the streets.
converted into one of the most modern “First, the various rooms were fitted  “The insccts find their way I*] _[“'ﬂl not be a “road hog” and will
and complete macaroni plants, now in  with a special series of pipes all con- semolina, which is the very heart "I“ on the right side of the strect.
full operation. This firm has for years nected with an apparatus for pumping  the wheat used in the manufacturt B8 ! Will not pass another car at high
successfully operated a plant at 17th a preparation of hydrocyanic gas, one  macaroni.”

* * »
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If you can’t understand the reason-

Tobacco growers are selling their

A good citizen is one that has a con-
iction that his own little particular
sk and duty are the only things in
he world that really matter,
* * ¥

You can't judge a woman by her
appearance on the street or by the ap-
aarance of her parlor. Take a look at
Wcr kitchen,

A Pledge For Motorists
I will not cut in.

THE MACARONI JOURNAL

speed at street crossings or race anoth-
er car while attempting to get past
legitimately,

I will observe traflic rules and will
not abuse the parking privileges nor
park my car on highways except where
there is a clear view hehind and aheld
for at least 100 yards.

I will keep my brakes in good con
dition, realizing that a driver is only
as good as his brakes,

I owill not dreive a car while under
the influence of liquor,  One dring is
tao many for a driver.

The automalilist has to hear more
of the responsibility for aceidents than
the pedestrian by the very nature of
things.  But it must be recognized than
there are some obstinate and reckless
pedestrains who do not fear to endan-
ger their own lives as well as the lives
of the automobilists.  As a peneral
thing the motor car driver has to be
careful and watchiul,

The most beggarly paid inventor is
the inventor of excuses.

SUCCESS
It's doing your job the best you can,
And befng just to your fellow-man;
[t's  making  money—but  holding
friends,
And striving true to your aims and
ends;
It's figuring how and learning why,
And looking forward and  thinking
high,
And dreaming a little and doing much ;
It's keeping always in closest touch
With what is finest in word aml deed ;
It's being thorough, yet making speed ;
It's daring Dlithely the tield of chianee
While making labor a brave romance;
It's going onward despite defeat,
And fighting staunchly whate'er you
meet ;)
It's being clean and playing fair:
It's langhing lightly at Dame Despair;
It's looking up at the stars above,
And drinking deeply of life and love;

PRICE CUTTING WRECKS
BUSINESS

Destructive price cutting brings
on “profitless prosperity ™ which will
sooner or later wreek the industry.
I'rice cutting exists hecause execu-
tives still need to encompass a
broader vision ; they are still the vic
tims of vanity, suspicion or even
malice, all of which would vanish
with personal contact and under-
standing.—Forbes.

n
T~

Is struggling on with the will to win,

But taking loss with a cheerful grin;

I's sharing sorrow and  work and
mirth,

And making hetter this good old earth;

It's serving, striving  through strain
i stress;

It's doing your noblest that's Sue
CUss,

Berton Braley.

[t is well 1o make a gond beginning
—and it is also well 1o remember that
the end is what determines everything.

A Reverie

Here is a toast that 1 want 1o drink

To a fellow U'll never know,

Tao the fellow wha's going to take my place

When it's time for me to go,

I've wondered what kind of a chap he'll be

And I've wished 1 could take his hand,

Just to whisper, “1 wish you well, old man,”

In a way he'd understand.

I'd like to give him the cheering word

That I've longed at times to hear;

I'd like to give him the warm hand clasp

When never a friend scems near.

I've learned my knowledge by sheer hard
work,

And I wish [ could pass it on

To the fellow who'll come to take my place

Some day when T am gone.

Will he see all the sad mistakes I've made

And note all the battles lost?

Will he ever guess the tears they caused

Or the heartaches which they cost?

Will hie gaze through the failures and fruit-

less toil

To the underlying plan,

And catch a glimpse of the real intent

And the heart of the vanquished man?

I dare to hope he may pause some day

As he toils as 1 have wrought,

And gain some strength for his weary task

From the battles which I have fought.

But I've only the task itsell to leave

With the cares for him to face,

And never a cheering word may speak

To the fellow who'll take my place.
—Exchange

WHERE IT DIDN'T SHOW

e was Irish, and was being ex
amined as a possible candidate for o
civil service position. The examiner
wits inclined to carry the procecdings
a bt far.

“Have you read the “Hhstory  of
\merica?” "™

“No, sir”

“Tave vou read the Constitution of
the United States?

“Nu, sir"”

“Rabinson Crusoe?”

“No, sir”

“What the devil have you read

“1 have red hairs on me chist, sir,”—
Country Gentleman,
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Grain, Trade and Food Notes

Italy’s “Battle of Wheat”

Protagonists of the Facist party hail
the prediction of a bumper wheat crop as
a signal victory for their party, states a
report from D. F. Spencor, assistant
trade commissioner at Rome. It will be
an achievement, in fact, since the pro-
gram has been adhered to with a show of
tenacity. The 1927 crop, it will be re-
called, was to have shown a large in-
crease in production of wheat but a 6
months drought spoiled all hope of an in-
crease, in fact the total yield suffered to
the extent of nearly 7 million quintals
(25,700,000 bus.), Since Italy's average
annual importations of wheat (including
flour) for the past 3 years have been only
23 million quintals (84,500,000 bus.) it is
within the realm of possibility that this
country may achieve her aim and raise
sufficient wheat for her consumption,

Change of diet of the Italian people is
playing a large part in bringing to actuz!
accomplishment the Battle of Wheat.
Since the last prewar estimate the per

_capita consumption of meat has advanced

from 18 kilos (1 kilo equals 2.2 lbs.),
sugar from 7 kilos to 8 kilos and rice
froni 8 to 9 kilos.

Changed Objectives of Wheat
Breeding

The objectives of wheat breeding have
changed notably in the past century, Ac-
cording to the Food Research Institute
of Stanford university, Cal., it was not
until the advent and growth of world
trade in wheat in the last century, and
the introduction of the roller milling
process in the 1870's, that protein content
of wheat received attention from the
wheat breeder. Previously the objec-
tive had been high yield per acre. Today
the objectives of the breeder are complex
and his problem difficult, High yield
per acre and high protein content are
characteristics not ecasy to combine.
Moreover, wheat must be adapted to the
locality in which it is grown. Hence the
breeder must consider in breeding wheat
for each region such problems as the de-
velopment of resistance to fungous and
insect pests, to drought, to cold, to hot
winds, to a short growing period, and
the like. Changes in agricultural tech-
nique such as the successive inventioa of
the scythe, the cradle, the reaper, an
the “combine” have called for the dc
velopment of wheat that would not lodge
and would not shatter its seed if allowed
to stand in the field after maturity.

Wheat breeding did not become truly
scientific until after 1900, when the laws
under which the characters of the parents
are transmitted to the offspring were not
generally known, though they had been
discovered earlier. Nevertheless several
excellent varieties were developed by
more or less haphazard methods. With
increasing application of the science of
genetics to wheat breeding in the past 20
years, much progress has been made.
The equipment of the wheat breeder to
deal with changes in objectives as they
arise has been greatly enlarged, and more
progress may be expected.

Grain Firms Combine

Two of the world's largest grain
organizations were combined last
month when F. H. Peavey & Com-
pany, Inc., of Minneapolis, completed
purchase of the controlling interest in
the Van Dusen-Harrington Company,
Inc. The combined organizations own
and operate grain elevators in Minne-
sota, North Dakota, South Dakota,
Towa, Nebraska, Alberta, Manitoba,
and Saskatchewan. In addition they
have many affiliated milling interests.
The Van Dusen-Harrington company
will continue as a separate corporation
retaining its present organization,
Frank T. Heffelfinger is president of
the Peavey company; Frederick B.
Wells is vice president and Charles F.
Deaver is secretary-treasurer.

King Midas Sells Mill

The Shakopee, Minn,, plant of the
King Midas Milling company was pur-
chased last month by the Haertel com-
pany of Minneapolis. The mill has not
been in operation since December
and is one of the several units made
unnecessary because of the centraliz-
ing policy of the King Midas Milling
company. The property consists of a
flour mill of 1200 barrels daily capac-
ity and an elevator of 10,000 bushels,

Washburn Crosby Company in Big
Merger

The Washburn Crosby company of
Minneapolis with mills at Minneapolis,
Buffalo, Kansas City, Chicago and
Louisville, joined several other milling
interests in forming the world's larg-
est milling corporation, the latter part
of June. Among the other firms in-
terested in the merger are the Red
Star Milling company of Wichita,
Kans.; Royal Milling company of

Great Falls, Mont,; Kalispell Flgy
Mills of Kalispell, Mont.,, and th
Rocky Mountain Elevator compap
with grain elevators in the impriang
wheat producing sections of Moutag

The consolidation is known s thd
General Mills, Inc., a $50,000,000 mil|
ing corporation of which James Forg

Bell of Minneapolis is president ang}

general manager. It is incorp rated

under the laws of Delaware with
authorized capital of $50,000,x0 o
preferred stock and 1,000,000 shares off

no par value ceinmon stock,

The avowed purpose of the merge
according to those behind this move
are: greater economics in operation)
greater purchasing and selling service,
ard extension and enlargement of 3
cilities to accommodate the increase]
demand of a consuming public.

Assisting President Bell in the man
agement of the world's greatest mill
ing corporation, owning mills in g
states, will be Franklin M. Crosby as
vice president; Donald D. Dasi
comptroller, and Harry A. Bullis sec:
retary.

The Washburn Crosby company,
which is better known in macaroni
manufacturing industry, will retainits
business organization and its valuable
connections. To facilitate handling o
its large business 3 subsidiaries have
been formed with C. C. Bovey &
president of the Minnesota division
F. F. Henry president of the Buffab
division, and H. G. Randall head of tht
Kansas City organization.

Country Mill Wheat Stocks

Stocks of wheat of the 1927 crop inf§

interior mills and elevators of the Unit

ed States on July 1, 1928, are reported

by the United States Department of

Agriculture at 18,856,000 bus. This §

compares with stocks on July . 194
of 21,776,000 bus, (revised).
In the states east of the Mis-issipfi

river stocks this year were 4.30500[8
bus, compared to 7,910,000 bus. 1 ye'ig

ago. In the states lying between the

Mississippi river and the Rocky moun

tains stocks this year were 1046600

bus. compared with 11,451,000 bus.

year ago. Stocks of old wheat west o
the Rocky mountains were 302507
bus. compared with 11,451,000 bus.?
year ago.

If we live on next year's income, ¥

are at least progressive.

. YA
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The House Always at
of Your
Perfection Service

Where Others Have Failed,

We Have Succeeded.

Why not deal with a reliable house?

INTERNATIONAL
MACARONI MOULDS CO.
317 Third Ave.

Brooklyn, N. Y.

WOOD
BOXES

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

1. Odorless
2. Clean, pleasing to the eye

Nail-holding texture
4. Great carrying strength

_f—f—
(0]
.

| “Good Macaroni requires good Cheese’’

ILOCATELLI'S

—LEADING BRAND FOR OVER 60 YEARS—

parmesan cheese in original

boxes.

12 BOXLES PER CARTON

Inset is actual appearance of finished
two-piece bottom.
Hidden under this tape which seals the Joint

are two corrugated fasteners, holding
the pieces together.

We strongly urge use of ends
at least onc:—halfg inch thick to
give a surrounding for the nails
that will make them hold. No
matter what kind of woods you
use this is essential but GUM
holds and keeps nails as only
Hardwood can.

Our ample facilities, timber supply,
experience in this line, and railroad
facilities guarantee prompt attention
to orders.

2 oz.

MATTIA LOCATELLI }E".ror

24 Varick Street (Locatelli Building)

ANDERSON-TULLY CO.

Memphis, Tennessee
Good Wood Boxes
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The Macaroni Journal

Trads Mark Reglstered U, S. Patent Office
(Successor ta the Ol Journal —Founded by Fred Becker
of Cleveland, Q., In 1903.)

A Publication to Advance the American Maca-
roni Industry,

Published Monthly by the Natlonal Macaroni
Manufacturers Associatlon,

Edlte: by the Becretary, P. O. Drawer No. 1,

Braldwood, 11l
PUBLICATION COMMITTEE
HENRY MUELLER JAS, T. WILLIAMB
M. J. DONNA, Editor

SUBSCRIPTION RATES .. «v «v «»
Unlted Btates and Canada $1.60 per year
in advance.

Forelgn Countries - - §3.00 per year, in advance
Single Coples - 15 Cents
Back Coples 16 Cents

SPECIAL NOTICE

COMMUNICATIONS:—The Editor sollcita
news and articles of Interest to the Macaroni
Industry. All mattera intended for ublication
must reach tha Editorial Ofce, Braldwood, Il
no later than Fifth Day of Month,

THE MACARONI JOURNAL assumes no re-
sponaitility for views or opinlons expressed by
contributors, and will not knowingly advertise
frreeponsible or untrustworthy concerns.

The publishers of THB MACARONI JOURNAL
reserva the right to reject any matter furnished
either for the advertising or reading columns.

REMITTANCES:—Make all checks or drafts
rrnhle to the order of the National Macaronl
| acturers Association,

ADVERTISING RATES

Display Advertising - -« Rateson Arpllc-uon
Want Ads - - - = Five Cents Per Word

August 15, 1923

No. 4

Changes in Postal Rates
July 1

Second Class, Reduces the rates on
the advertising portion of 2nd class to
1%¢ a pound in the 1st and 2nd zones;
2c in the 3rd zone; 3c in the gth zone;
4c in the 5th zone; 5c in the Gth zone;
6c in the 7th zone; 7c in the Bth zone.

The rate on second class matter
when mailed by others than the pub-
lisher reduced to 1 cent for each 2
ounces regardless of weight or dis-
tance.

Provides for double rates on second
class matter which consists of more
than 32 and not in excess of 48 picces
to the pound ; triple rates on more than
48 and not in excess of 64 picces to the
pound ; proportional rates when there
are more than 64 pieces to the pound.

Third Class. I'rovides for a special
bulk rate of 12 cents a pound when 200
or more, or 20 lmulltls or more, of
identical pieces are mailed at the same
time, with a minimum rate of 1 cent
per piece.  Under this bulk rate a max-
imum of 11/3 ounces could be mailed
for 1 cent. The bulk rate on books,
catalogs, cte., is 8 cents a pound. The
regular third class rate of 114 cents for
cach 2 ounces (up to g ounces) would
still remain in effect, as does the rate
of 1 cent for each 2 ounces on books,
catalogs, seeds, ete.,, when not maile!
in hulk.

Private Mailing Cards. Restores the
1 cent rate on private mailing cards.
Business- -Reply- Cards- and : Envel-
pes. Provides for mailing unstamped

.

0
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business reply cards and envelopes,
postage to the collected on delivery, at
not more than the regular rate plus 2
cents for each card or letter,

Fourth Class. Reduces the rate on
fourth class matter 1 cent in the 4th to
8th zones inclusive.

Provides for the appointment of a
director of Parcel Post.

Library Books. [P’rovides for a spe-
cial rate on books mailed by libraries
and similar institutions not operated for
profit of 3 cents for the first pound and
1 cent for each additional pound. This
rate applies only in the first three zones
and within the state,

Deficient Postage. Irovides for col-
lection of deficient postage on short
paid first class matter of the regular
postage on the first ounce, and the
regular postage and 1 cent extra on
cach additional ounce.

Special Delivery and Special Han-
dling. P'rovides for reduced rates for
special delivery and special handling.

It taxes one’s good nature to watch
a taximeter.

Personal Notes

Vacation in North Woods
Two macaroni manufacturers, mem-
bers of the Kansas City Macaroni amnd
Importing company of Kansas City,
Mo, spent their vacation in the lake
region of northern Minnescta, fishing
and hunting.  On their return N, Oni-
frio and T. Basile called on several
mills in Duluth and Minncapolis to

look over the semolina situation.

L] . L
On Eastern Tour

J. E. Coolbroth, newly appointed
supervisor of sales for the Minneapolis
Milling company, is on an extensive
tour of the eastern states, calling on
company representatives and custom-

Crs.
® ¥

Fischer in New York

A. J. Fischer, manager of the durum

department of Pillsbury Flour Mills

Co., made a circle tour of the various

branch offices in the cast, concluding

with a salesmanagers meeting last

month in New York city.

S e

Jealousy and gossip are two nones-
sential products.

THE HITTER-BELOW-THE-BELT
Who gets the benefit of price cut-
ting? Nobody.
The man, who cuts prices puts up
this sign: . “This way to the.junk
heap.” He admits his own failure as

/

August 15, 19,
a salesman. He admits he has beg
defeated according to the Marquis of
Queensbury rules of business. Tle ad
mits he cannot win by fighting fair,

He brands himself as a hitter-below
the-belt, If the business world wer
dominated by price cutters there would
be no business at all. Price cutting iy
fact is not business any more thap
smallpox is health,

Whenever you see this sign ona
price cutter’s store—"Going Out o
Business"—you may be sure that it
a lie. How can he go out of businesy
when he ncver was in?—Efficien
Magazine,

We wouldn't say that female avia§

tors are flappers.

Treasurer's Report

I, Lawrence E. Cuneo, treasurer of the
Nationals Macaroni Manufacturers associ
tion, submit the following report of the as
sociation's finances insolar as they wen
handled by me in my official capacity fo
the fiscal year June 1, 1927-May 31, 1028
Receipts from former treasurer,

Fred Becker...... e B s, $
Receipts from M. J. Donna, sec'y

checks No. 111-128, inc
Receipts from Connells

interest 10 4/1/2Buccciinisinncsnsas

Total Receipts...
Expenditures  June 1,
3, 19028
Balance in General Fund, June 1,
1028
SUPPLEMENTAL REPORT

Owing 1o a change in our bylaws necess
tating transfer of the funds to the sccretary
treasur:r, 1 wish to submit the following
supplemental report covering the pericd

May 31, 1928, to July 25, 1928,

Balance reported June 1, 1028,

Interest from Connellsville ban
July 1, 1928

Total
Expenditures—checks No.
incl. (June 4, 1928).ccneerersnes

W15, 1928

$§ sogn
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1,800,000 BU.
CAPACITY

THOUGH THE |
OLD CROP YEAR

IS COMING

TO A CLOSE Fovo

§ EXCEPTIONALLY |
| LARGE STORAGE
i FACILITIES ENABLE §

US TO MAINTAIN

THE REGULAR
STANDARD QUALITY

AT AARAAL

o

o
COMMANDER

Balance transferred to sec’y-treas,

July 28, 1028 cennniresnnssibnnen $ 2,703
Rcspu:tmllﬁsubmillcd.
LAWRENCE E, CUNEO,

‘Trea-urer

A sound book to study occasionall
is your bank book.

WANT ADVERTISEMENTS

Five cents per word each Insertlon.

FOR SALE—Seccond hand  Hoepner Au!
Sca'e.  Address Hox, b, ¢fo Macarom Io
Hraidwood, 11,

WANTED—Rologna style T Stamping Ma fines
inch dies. 1" Rossi & Sons, Draidwood, 1l

FLETCHER - EICHMAN & CO.

Importers of

“Zolty Brand'' Egg Products
Pura Chichan Egg Yolk
Bapecially selactad for Noodles

Let us Bgure on your egg requirements

1435 W. 37th-St. CHICAGO

—

PURITY — COLOR—SOLUBILITY §

Semolina
Guaranteed =
COLOR

GRANULATION
STRENGTH

1

o




EDUCATE

OUR PURPOSE: i OUR OWN PAGE OUR MOTTO:

ELEVATE National Macaroni Manufacturers ISRy
. ;;: Association =
ORGANI. ~ o Then--
HARMONIZE Local and Sectional Macaroni Clubs MANUFACTURER

Firat--

R
J

F. J. THARINGER Presldent M. J. DONN
G. GUERRISL oo Vice President L. E. CUNEO

OFFICERS 1928-1929

e e { el St
Milwaukee, Wis. Braldwood, 1L Brooklyn, N, Y.

Lebanon, Pa. Connellsville, Pa. Dallas, Texas
HENRY MUELLER... ... Advisory Officer G. G. HOBKINS..eoe oo Director G. La MARCA Director
Jersey City, N. J. Libertyville, TIL Boston, Mass,

Secretary-Treasurer FRANK L. ZEREGA..— . .. Director

Director FRANK B, BONNO ___ Directee

DR, B, Ru. {ACOBS....thIn ton Representative A. B, VAGNINO.
102

N

8t. N, W., Washington, D, C, Denver, Colo, Davenport, In.

Director C. B, BCHMIDT e Directer

The President’s Column

Your Trade Association

The success of any trade association depends upon its
value to the trade for whose use it is intended and the de-
gree to which its service is made use of by the mer hers,

After functioning for twenty-five years the trade associa-
tion of the macaroni industry is still a most promising
activity. Guided by past experiences it should now be bet-
ter able than ever to serve the industry, though the fulfill-
ment of this possible service lies solely in the hands of the
members and of the industry,

Some trade associations have proven more successful
than ours, though ours can hardly be termed an unsuccess-
ful one. TPerhaps it can best be classified as an ordinary
but promising organization, '

Mr. E. St. Elmo Lewis in a recent issue of Sales Manage-
ment & Advertiser's Weekly made the following pertinent
statement:; -

The trade association fails whose membership ex-
pects its sales problems to be solved, its technical
education to be developed, its public to become in-
formed, at no greater annual charge to each member
than the expense of a salesman's evening entei“.ain-
ment of a first class prospect.

The point I desire to make is that our association has
done some wonderful work considering the funds at its
command and the support given. Our success will be
greater when our activities are supported by a greater
number of manufacturers,—a larger membership insuring
a greater income to properly finance our activities.

Enroll Now

Resolve now to immediately enroll as a Silver Jubilee
member if you are not already a member in good standing
in our Industry's leading organization—the National Maca-
roni Manufacturers Association,

Planning Time

The summer lull is over and the fall rush will soon be
upon us, Just what have we done during the slow months
to sell our products in greater quantities this fall? Is your
present sales policy efficient and does it deliver the goods?
Does your advertising REPRESENT your business or
MIS-represent it? Your books will answer these questions
ere long.

The Secretary’s Column
Jubilating “Jubileers”

Macaroni and Noodle Manufacturers who are not no
members of the National Macaroni Manufacturers Assoc
tion should turn again to page 3 and read the general iny
tation extended to all to become Silver Jubilee Membe
You'd like to belong; we want you with us; so why del
Fill in and forward your volunteer application now.

L] . 0
Looks Good to Us

The 1928 crop of durum wheat looks big and the qualig
good. That means much to the macaroni industry he
The price? Well, it is too early to predict that yet, Lut i
change should not be very marked.

The Value of Quality

A low price may lead to the first purchase but remembs

it's the quality and satisfaction that bring repeat ordef

and after all the profits are mostly in the reorders.

L L I

Government Warning

The Federal Trade Commission feels that many man

facturers who joined in condemning certain practices hof

forgotten their promises and it is asking a rencwal
pledges. Among the practices concerned are “minim

weight packages,” “slack filled,” “free deals,” "re delsg

“subsidizing buyers,” etc.

LI

Banish Bad Bags

There seems to be a determined move on foor by M

railroads through the Consolidatsd Classified Committee
bar the use of old used cotton sacks in semolina shipmen

Proponents charge that the free flowing semolina is (g

ing too many claims for loss and damage. Can that!
possible?

Did You Earn One?

Vacations will soon be over. August 31 ends the
period and the beginning of the work period. Many of®
got no vacation this year. Perhaps we never carned @
But don't let a little thing like that bother you. Thert?

-qther more important. worries.
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John J. Cavagnaro

Engineer and Machinist

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

Specialty of

MACARONI MACHINERY

Since 1881

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

IS WELL WORTH YOUR CONSIDERATION

A clean, sound, well-milled Semolina of the best keeping quality,
intended for Macaroni products in highly competitive markets.

| CAPITAL FLOUR MILLS, INC,

{ MINNEAPOLIS SAINT PAUL

MINNESOTA

—
DURUM SEMOLINA |

,l
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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 Wheat"

Minneapolis, U. S. A,

BRANCH OFFICLSE
Chlcugo Philladelphila Salnt Paul |
Cincinnatl Los "Ittaburgh Scrunton
Clevelund Portland Springfield,
Baltimore Dallas Providence Syrucuse
Hoston Detralt New llaven Richmond Washington
Duffalo Indlanapolis New York Salnt Louls
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