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APPRECIATION

Association Members---

We sincerely appreciate your
confidence and support.

Journal Subscribers---

We truly value your interest
and friendly concern.
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Allied Tradesmen-—
We highly prize your good
will and cooperation.
e

To All We Wish
A BRIGHT AND PROSPEROUS
NEW YEAR

NATIONAL MACARONI
MANUFACTURERS ASSOCIATION




St. Catherine’s Cathedral in the famous old
walled city of Visby, on the island of Gotland
in the Buliic Sca, was built in the carly dawn
of Christianity in Scandinavia.

The strong high arches, showen in the illus-
tration, have swrvived the collapse of the
superstructure und the storms and frosts of
centuries —a  wonderful testimony to  the
strength of the arch.  The perfect arch gives
the strength.

Manufacturers---You Can Cut Shipping Costs
With Proved Strength Fibre Boxes

Every corrugation in the shock resisting wall of Mid-Weet corrugated
“safety” shipping boxes is a high, strong resilient arch designed to protect
shipments in generous measure.  Many years of experience with shippers of
a thousand commodities and the close cooperation of a large, well equipped
research laboratory, have made possible a product unsurpassed for inten-
sive and unusually cconomical service, Ask users who have standardized
on Mid-West boxes and are saving thousands of dollars each year by climi-
nating big, heavy, expensive cases in favor of smaller fibre containers,
cqually strong and casy to handle, at greatly reduced cost. YOU CAN
DEPEND ON MID-WEST BOXES.

Where solid fibre boxes are required, the Container Corporation of
America offers a product which can be used with the knowledge that they
will amply Al every need.  Quality and performance will satisfy the most
critical shippers.

Backing up both products is the largest organization in the world
engaged in the building of Corrugated and Solid fibre containers and Box-
board while numerous factories and mills are your guarantee of quick
service and short haul shipments,

lLet us prove to you that fibre shipping boxes can save you moncy.
I7ill in and mail coupon. No obligation,

MID-WEST BOX COMPANY

High, strong, resilient -
rugations form a powcriul
wall of resistance and e

fence  against  transpostas

tion abuses.

RETURN COUPON

MID-WEST BOX COMPANY
111 West Washington Street, Chicago, Dept. 20

AND Gentlemen: Huuhnmdmrnwm g ay—Tof 1he
CONTAINER CORPORATION .  packingsad shipping methodewihout oblguing v

OF AMERICA

CHICAGO, ILLINOIS

111 W. Washington St.

Capacity 1000 tons per day  Add

Five Mills — Nine Factories

check our preseat
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SPEED ALONG WITH THE TIMES

By Ernest V. Madizon

STEEL-CONSTRUCTI: uri furni

et CONSTRU L‘ I.I.I). luxuriously-furnished train darts westward through
e ams, across prairies, preceded by a chorus of clanging crossing bells '1:tl
caving behind a snaky trail of smoke. ) o

A

; t the same time, a leather-helmeted, begoggeled man, seated in a contraption of
wo VO Oe - H Hree H H 1 ; . .
od-vencer, .}Iummum, dres and demoniacal engines is whizzing castward across 1he
Rockies, carrying the govermment air mail—at a speed greater th Kbyl o 50
e $ ores i one hundred miles

S(lllnu!lnm:(msl_\'. a man in London takes down his 'phone receiver and within a few
. 5 3 3 . o i - '
seconds his words have traversed the Atlantic to a resident of New York

Gentlemen, we have to step fast nowada is i
) ner ys. This is the age of i
tion. And it is also the age of quick decisions. ; SR

As business men we must think quickly, and decide without delay on our problen
nf' replacements, expansion, competition, service improvements, :llll[-upur'llilll"' ' -
mies. Moreover, our thoughts and decisions must be surrounded by »;'ll'cl\"—llh- I"l“flfll
edge of exactly what to do; and above all, of the conerete clements SSATY - \“m-‘ .
tion into our decision. EEESRENGSR

‘ Phe advertising section of The MACARONT JOURNAL describes man product
\\]llcli will help us in the latter connection, It contains information, abont \:r|||i]m1rl|1
machines, methods, materials, ete.—and this information is 1 mental requisite

MACARONI MANUFACTURING ENXECUTIVE,

ol

Ihese advertisements in The MACARONT JOURNAL, therefore, shonld be read
regularly, They add to our administrating growth,

IF YOUR LEADING SUPPLY FIRMS ARE NOT AMONG
THE REGULAR ADVERTISERS IN THISMAGAZINE URGE
THEM TO “GET IN” AND “SPEED ALONG WITH US."
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New Friends
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MINNEAPOLIS MILLING
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Start Right---and Keep Going Right

It is one of the most encouraging things in the world
to know that every twelve months we begin i new year,
and that whatever we have been guilty of #u the way of
mistakes or weaknesses is left behind and we can make a
fresh start, determined to strengthen these weak places in
our own affairs, and to build strong plans still stronger.

This is as it should be, for unless we profit by experience,
and unless we grow wiser and mellower with the passing
of the years, what has our living, our striving availed? Not
as much as it should, surely!

We have already entered the New Year, many of us
with good resolutions and the lest of intentions. \What
1928 has in store for us cannot he foretold, We do predict
that the manufacturers who have started right and will
continue doing the right thing at the right time nmay con-
fidently expect prosperity and happiness and large op-
portunities,

Business conditions are sound.  We have the henelit of
experiences of many kinds. We recognize our weakness
as individuals and as an industry and we are striving to
sulve problems that are still puzzling us.  This is well,
To strive means to progress.

As we look back over the year just past we should he
able to see definite achievements for which we will alwiays
remember the year of 1927, If we cannot point to cleancut
progress made in the past twelve months, we are Missiiig
something—and that something is the inspiration and the
tonic of having undertaken a task and of having carried it
through successfully in the time limit set.

By the way, what is the particular ubjective that you
have determined to achieve in 19282

Is it your aim to increase your volume of business? Do
You plan the development of a finer business system in
fvery one of your departments? Have you set aside ade-
uate sums for advertising your products? Do you vision
the opportunity to extend your own influence by creating
2 definite policy which should be well sold to YOUr asso-
ciates, that they too would push this policy? Did you
fesolve to give greater cooperation in the matter of
strengthening your trade association, whose progress
aflects yours?

A group of the more progressive macaroni manufacturers
have already completed plans for some national cooperative
Wvertising that should b&;nr fruit during the New Year.

They resolved to do this at various meetings aml heing i
seeing men, and men of their word, they will push their
plan actively and determinedly ¢ ven though it means profit
to some who either cannot or will not see the light -l
have ignored the several appeals for help.

The making of New Year's resolutions is not hali so
important as keeping them.  Too many good resolutions
are made at the beginning of the year that are donmed to
die an early death—lat in the main, people of staunch
moral fibre and strong wills will keep clearly in sight the
things they want to do.  The fundamental resolution i<
to resolve not to forget any of your good resolutinns,

We believe that those who resolved to put over the 1928
macaroni publicity campaign have made a good aml neces-
sary resolution and that those who have decided to ignore
the activity should resolve now to about face amnd support
the movement morally and financially. 1 we could anly
root out one fault or overcome one failing every vear, we
would soon become perfeet business men,

In the language of one of the supporters of the miae
ment, “We have started the ball a-rolling, A\ little push s
all that is needed to keep it moving forward with ever in-
creasing foree and corresponding gool results,  Wha will
deny us this help?"

The resolution has been made.  The first advertisements
have been ordered in two of the leading magazines, ‘I'his
is not the time to stop, nor to turn back, nor to begin o
question the wisdom of the original plans. The thing to do
at this point is to do something, and do it without delay.

Ii another resolution were o he suggested, it would he
that in connection with your husiness You carry on oaorea-
sonable amount of recreation.  Balance vour play and wark,
travel a little, meet your competitors and get the outside
slant of your business and vour vocation.  This will help
increase your dividends when the New Year ends.

Look up and see the beauty of the stars, Lok out |
beyond your oflice walls amd cateh 3 glimpse of the splendidl
vista of life and opportunity ahead.  Concentrate on the
task in hand.  And when it is time to stop work for the day,
—STOI and enjoy something else.  Then when the new
day dawns, a fresh and rested body and mind is reidy o
care for the business in hand,

A Happy New Year, a Urosperous New YVear lies ahead
for those who will claim it by starting right and keep doing
right.
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Many Nations Lay Claim to Fostering Famous Food

ARTICLE No. 4

SPAIN

<B; JOSEPH ]. CUNEOQ, Treasurer Cuneo Bros., Conneilsville, Pa.>

THE CROWN

When to our homes we wend our weary way
From daily toil, our appetites are keen,

Just as the ship at night yearns for a ray
Of the Beacon light, which she deserves, as queen,

Regardless of our standing in this life,
For prince and peasant there's equality,
“How can this be?” you ask amidst the strife,
"Tis true—Now grasp this recipe.

“A man, and only man becomes a king,"
In prose some writers use judiciously,
And we, forsooth, agree in this one thing,
But add—"That king—not one—but any man can be"

“A crown is scen as through a golden gate,
By him of cither high or low degree,

Ii to his meals he'll add an extra plate,
Of food sublime, called—MACARONL"

Vibrant with genuine and valuable historical facts have the
articles in this column portrayed conditions ana laws in coun-

tries, such as Ireland, Germany and Austria, in advancing the
Sublime Product, in our previous issues; but the most fasci-

nating and interesting article, giving us a true conception of
the men whose country gave us America—The Spanish Pio-

neers—follows :

SPAIN: A young Spanish officer named Gaspar Perez de
Villagran, under General Onate, was directing operations of
part of the Spanish army in New Mexico in 1598-99, against
the Indians.

He was highly educated, being a graduate of a Spanish uni-
versity; young, ambitious, fearless and athletic; a hero among
the heroes of the New World and a chronicler to whom much
praise is due. The six extant copics of the fat little parch-
ment-bound book of his historical poems in thirty-four cantos
are cach worth many times their weight in gold. De Villagran
was “the soldier poet.”” On one of his cantos alone we will
dwell.

In the fall of 1598 four soldiers deserted General Onate's
lile army at San Gabriel; and Villagran' was sent with
three or four soldiers to arrest them. It is hard to say what
a sheriff nowadays would think if called upon to follow four
desperadoes nearly a thousand miles across a desert and with

deserters; and after a pursuit of nine hundred miles overtook
them in southern Chihuahua, Mexico. He left them, prison-
ers in charge of his little posse, and retraced his dangerons

a posse so small, But Captain Villagran kept the trail of the

nine hundred miles, alone. Arriving at the pueblo of Puarav
on the west bank of the Rio Grande, opposite Bernalillo, ¢
learned that his commander, Onate, had marched west on »
perilous trip to Moqui. Villagran followed his trail but i
was beset with continual danger and hardship. He came in
sight of Acoma just too late to wilness the terrible massacre
which had taken place of some of his countrymen. When the
natives saw this solitary Spaniard approaching, they descended
from their rock-citadel to surround and slay him. Villagran
had no firearms, nothing but his sword, dagger and shicld, and
being suspicious of the manner in which the savages were hem-
nving him in; and though his horse was gaunt from its long
joriey, he spurred it to a gallant effort and fought his way
through the closing circle of Indians. He kept up his flight
until viell into the night and at last got down exhausted from
his exhausted horse, and laid himself on the bare earth to rest.
(The “soldier poet” speaks most touchingly of his dumb com-
panion, on his long and perilous journey—his horse—and cvi-
dently loved it with an affection which only a Lrave man can
give and a faithful animal warrant.)

Having caten his last morsel of food and with only a liule
water left, he started again. He wandered for four days with-
out food and very little drink on that trackless wilderness. At
last, fairly dying of hunger and thirst, with dry, swolléh
tongue, hard and rough as a file projecting far beyond his
teeth, he was thinking of the sad necessity of slaying his faith-
ful horse, when he dully sensed that the animal paused aluut
every fifty paces licking something from the ground. Ile
noted that they were thick, round particles, which looked like
stones, but upon closer examination detected that they !.re
the impression of the coat-of-arms of his commander, ile-
lief and prayers of thanksgiving surged within his b st
This, then, was a trail which his thoughtful leader w. :ld
have him follow. A trail of food! Divine food, leadin to
health and consolation! For he found the particles v cre
water-soaked pieces of bread, impressed with the leader’s in-
signia, and dropped about every fifty paces in the sand.

In two hours, he reached what was left of his companims
and received all necessary attention. When he had recovered
from the terrible effects of his journey, he ordered these jar-
ticles to be served at every meal, impressed with the royal
coat-of-arms of Spain, thereby impressing upon the minds of
the “pioneers” the necessity of the proper food for health and
selfl preservation, from which, today, the sublime dish of
MACARONI is derived.

THE CAMPAIGN IS ON!

The United States Macaroni Industry Anxiously Awaits
the Results of a _National Macaroni Advertising
Campaign That Will Stact With the March Issue.

While every macaroni and noodle manufacturer in the country be-
lieves in advertising, some have the courage to support their be-

lief m(?rally and financially, As a result a small advertising <, T
campaign covering the entire country will open auspiciously ~ '10«1 (\Qi' s
just before Lent. ’ \;l,‘fﬁdcl‘bj\, 2,
U this page is reproduced an advance proof of the col- \'l;-':%oyﬁo"‘t‘ 3 <
umn advertisement to appear in the March issue of The \\‘17}46&)/ Ve, “a,
Ladies Home Journal, one of the leading women'’s ,h:"% sy "
magazines of the world. As you will note it recom- \rpf?”iefw‘%rfq""
mends a dozen pleasing combinations for dishes in \tp,}’réﬁda@d%%
which macaroni is the chief ingredient. Note that ' \\“"3‘45‘”% 04.""-5‘
the word “Macaroni” is the outstanding feature ~ %"’4 ron
of the ad. No brand or grade is referred to, "7;6632?’?’.’%
to detract from its gencral advertising value. Sy 4"'1; o
In the ad used in April the word “Spaghetti” “on %"’%
will be prominent and in the May number Hg, ’ Q'dét‘o ‘r
the advertisement will emphasize “Egg 9‘-”5‘, e ,’{"‘3’0 “
Noodles.” The purpose of the campaign “ fe;,J o
will be to show the value and the simi- e
larity of these three leading shapes @
and forms. ’-"4, 4 qc?
One hundred thousand reprints r,.%"'?a:%oq ;0)2 o)
of the March advertisement , /?b;éﬂ@:e o ‘g P s paign.  In this way the
have been placed in th.c hands & o.-?‘_'dv,,""aqr‘_", salesmien are  themselves
of salesmen and distributers e . Cep o8 sold on the campaign
of macaroni products . ':"4-%_ The L‘alllpiligl‘l |)I].'1‘nt;s-m ar
through lh? firms _thnt are b oq*é,-"”"r ranged as to permit its expan-
supporting this cam- 2, "3*#‘2{“?;' ¢ sion as financial support war-
"":?c:;%‘., LT 0;22. rants, Sullicient funeds have been
: ,.f;"”g :?:‘ﬁ:){%;""o pledged f.“r. a c.;un]mi;.:n on the
.50""1:;"‘}::"‘ a?”&’” Lj(lhlllll] basis in this national pulii-
oy “:.‘,Ié’fc.: g %’?. cation for the balance of the vear, Ad-
¥ 7,{?%;94;310);?},' ditional funds will be needed to pay for
s am{?% %c‘_’ enlarged space and for full page colored
i, on, g, . ads which the committee plans to run in

the early fall. The campaign will be extend-

':’f‘\b:'bq, Yn cd to other magazines if possible.
.'fao‘_;sml./;::f,' The subscription list is still open.  Support will
m;df::f“" hf" \'\'L"CU'IHC([. .\I:umf:tcllfrur:: who have heen
s 0 hesitating may now contribute freely, knowing
0. ¢ that their money will be expended wisely and judi-

ciously. Pledges and contributions may be sent hy any
manufacturer to the Seeretary of the National Association

at Braidwood, 111
Reprints of this ad and of all future ads will be supplied any
manufacturer at cost.  Send in orders now and he prepared
to cash in on this campaign that promises so much to every
manufacturer whether he is a financial contributor or not. '

“ et ==,
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Fewer Styles Means
Steadier Operation

By k. M. Hudson, Chicf, Division of Simplificd Practice, U. S. Department of
Commerce

Docs steady employment sustain con-
sumption, does steady consumption sus-
tain employment? This query is much
like the classic one as to which comes
first—the hen or the egg? The answer
seems to be that without the one we can-
not have the other,

It is commonly understood that times
are good when there are plenty of jobs
for all who want to work, for then
wages are usually good, and labor has
money to spend for goods and commodi-
ties over and above the necessities of
life. At such times merchants are do-
ing good business and placing orders
regularly with the manufacturers, thus
assuring the employes of the latter
steady work at good wages.

Census figures show we now have
more than 42,000,000 workers gainfully
employed. Obviously we have the prob-
lem of maintaining conditions that will
permit their full employment.  In study-
ing that problem we may well begin with
a study of the degree of continuity of
operation of the individual plants. What
breaks the continuity?  What causes
shut-downs and lay-offs? Are these
causes avoidable or controllable? What
can be done to overcome them—or to
safeguard against them?

“Lack of orders” may mcan faulty
sales planning or management.  Perhaps
the price is too high, because production
and selling costs are unnece < rily high.
In such cases simplification often per-
mits a reduction of cost that affords a
lower price to the public, and buying is
thus stimulated. P reduction is
often a splendid cure for “lack of or-
ders.”

In his study of the “Regularization of
Employment,” Professor H, Feldman of
Dartmouth says, “Perfect your sales
program first, analyze your markets,
simplify lines, reduce style hazard, ete.”
Through these methods much can be
done to bring in that volume of businzss
which means continuous operation of the
plant, and therefore steady employment
for its workers with consequent regular
carnings and sustained or constant pur-
chasing power.

If every manufacturer sought dili-
gently to overcome the conditions that
interfere with or prevent his plant run-
ning regularly and continuously the year
round the bogey of unemployment, and

consequent diminished purchasing pow-
er as evidenced in "lack of orders,” etc.,
would vanish,

A hat manufacturer who cut out 60%
of his former variety in styles and colors
was able to run his plant at 75% normal
instead of 33 1/3% normal, in the 2 cus-
tomary “off" periods in his business. A
clothing manufacturer who cimplificd
his varieties of men's blue serge suits
from 1000 to 24 increased his production
period from 36 to 52 weeks, and doubled
his output.

Simplified practice cuts, out waste.
Less waste means lower cost, Lower
cost means lower selling prices. Lower
prices mean larger sales. Larger sales
mean more work for the factory, con-
tinuous operation, continuous employ-
ment, steady carnings, continued buying,
and therefore MORE SALES!

Handling Competition
Just a pebble dropped into a quiet
pool causes a series of wavelets that
will encompass the whole body of wa-
ter, just so do the many complaints
about ruinous competition coming from
every section, each blaming the other,

A Man Among Men

The shortest and surest route to the
“blink”

Is to heed not, nor care not what
others may think.

The smirk of the ego, the scowl on
the brow

tas held down too many who really
knew how.

When scorn and conceit inflame
those who choose

The pretense of friendship to con-
veniently use

Others only to foster their ends,

A righteous resentment solicits their
friends.

Success seldom travels the road of
contempt,

But a pathway that broadens as it
wends the unkempt

On its way to.the summit with
those, now and then,

Who ascend to the heights of a man
among men.

—Billy Kirby.

January 13, 1928

affest the whole industry, The ques.
tion is frequently asked of how best
to nieet this or that kind of competi.
tion

‘W must first remember that old say-.
ing that ‘‘competition is the life of
trade.'” If it were not for competitors
there woald be no progress. We would
take things too easy and our business
would not be interesting even to our-
selves.

Is it not possible that in the maca.
roni industry a manufacturer gives en-
tirely too much thought to competit-
ors! If a firm continues to give its
products away or sells them at or be-
low cost, that firm is merely digging
its own grave. It will cause you tem.
porary embarrassment to change and
may even lose you a few of your weak
willed buyers, but those whom you
have always treated fairly, have sup-
plied regularly, and 'whiose accounts
you have handled honestly, will be
with you when the price cutter and
the demoralizer is but a memory.

Briefly we would answer that the
best way to handle a competitor is to
ignore him, to leave him entirely alone.
Concentrate on your own business the
energy that you might waste in worry-
ing over the competitors. Build up
faith in the minds of your customers,
better the quality of your product, cre-
ate more good will by giving them bet-
ter service and you can rest assured
that the better class of buyers will rea-
son it out for themselves that yours is
the firm to depend upon and to tie up
to.

Questions and Answers
Colored Export Goods
Question (from Pacific coast firm)—

Our British Columbia representative
reports large quantities of glaringly
colored macaroni products in his mar-
kets made by a California firm. 1
not the laws of this country prohilit
the manufacture and sale of artificially
colored goods?

Answer—Last year the burcau of
chemistry of the U. S. Department i
Agriculture ruled that all artificially
colored macaroni products were mis
branded and wauld be held in violation
of the federal pure food laws. How-
ever, said laws also- specifically pro
vide that food products manufactured
in this country for export to foreign
countries must comply with i laws
of the country to which they are ex-
ported. Does Canada prohibit the im-
portation and sale of artificially col-
ored macaroni products?

January 15, 1028

Our testing unit
standard mill; a macaroni mix-
er, kneader and press; drying
thambers and cooking equip-
Through this minlature,
but complete testing plant, we
are constantly finding ways and
means ol improving the quality
and maintaining the uniformity
of Gold Medal Semolinas,

includes a

UR years of experience in the
manufacture of semolinas have
taught us that a chemical analysis
of durum wheat does not go far enough,

While it is absolutely necessary, it does
not tell us all we should know about the
wheat, Therefore, we decided several
years ago to secure the additional infor
mation through the installation of spe-
cial experimental equipment. In our
miniature “semolina mill” samples of
wheat are made into semolina and then
go through practically the
same process as does the com-
mercial semolina in a commer-
cial macaroni factory,

By means of these tests we
have constantly improved the

oLb MepAL SEMoLINAS

THE MACARONI JOURNAL

Our testing plant is complete—
even to miniature macaroni-making
equipment. That’s why
we can say

Gold Medal Semolinas

will meet your rigid requirements

quality of Gold Medal “Tested” Semo-
linas and met the demands of manufac-
turers regarding such physical charac-
teristics as color, strength, granulation
cleanliness, and cooking quality.

The continued suceess which manufac-
turers of macaroni products are expe-
riencing through the use of Gold Medal
“Tested” Semolinas, is positive proof to
us that our conscientious c¢florts to con-
stantly improve the quality of our semo-
linas is well worthwhile,

Gold  Medal  Semolinas  are
guaranteed. 1§ any sack does
not prove satisfactory in every
way, the full purchase price
will he refunded.

“Tested”

WASHBURN CROSBY COMPANY

General Offices: Minneapolis, Minn,

Millers of Gold Medal **Kitchen-tested"” Flour




The Chain Store in Grocery

Product Distribution
Part 2---The Chain Store Menace

The menace of the chain store is the
abuse of the great power possessed by
it, arising out of its size and its domi-
nating trade position. That power is
both its strength and its weakness.
The greater its size the greater the in-
ducement to increase it. The strong-
er an agency of distribution it becomes,
the stronger the inducement to bear
down hard upon those from whom it
buys and with whom it competes. The
more intensive its competition, both
interchain and with the individual re-
tailers, the more the inducement to ex-
act undue prices from the manufactur-
er and to use undue methods of com-
petition, This is especially true in the
case of a business competing upon a
price basis. Abuse of power is a
natural weakness; and it is always dif-
ficult to refrain from the abuse ol
dominating power. The chain store
may well contemplate the experience
of other businesses which have abused
a dominating trade power in the past.
There are many and well known ex-
amples of it,

The danger of the chain store is
therefore an'undue expansion and the
use of unfair methods of trad: and

competition, An this danger is a mat-
ter of serious concern to the consuming
public depending upon a state of open,
free and fair competition for its pro-
tection, to the manufacturer depending
upon the retailer for his distribution,
to the retailer competitor who is a
small merchant, and to the wholesaler
who sells to such retailer. It is said
that the chain store is entering upon
the practice of exacting from the man-
ufacturer secret, preferential and dis-
criminatory rebates which enable it to
sell at a price at or below the cost to
the individual retailer. This is an im-
moral, unfair and illegal practice and,
if pursued, the public will stop it, as
it has done with others. Witness the
consequence of the practice of exacting
rebates of the kind from railroads. It
is said that the chain store is entering
upon the practice of ruinous local price
cutting, purposed to monopolize the
local retail grocery business. This is
an immoral, unfair and illegal practice
and, if pursued, the public will stop it,
as it has done with others. The chain
store may do well to review the his-
tory of the antitrust law and its en-
forcement. TIf it does it will learn that

By Charles Wesley Duny,

Of the New York Bar, Generyl

Counsel for the American Grocery

Specialty Manufacturers Associy.

tion and the National Associatioy
of Retail Grocers,

it cannot safely undertake to supjiress
cither the manufacturer or its cop.
petitor Ly unfair metlods of trade ang
competition. And if t'1¢ chain store js
farsighted, it must plamly see tha it
cannot succeed agaiuny public oppasi.
tion, that its future {icc i the dircction
of a reasonable expansion and an cfi.
cient business fairly conducted, “T'here
is no need for it to conduct any uther
kind of a business, in the light of it
great success; and it will not be per.
mitted to do so.

The chain store by reason of it
dominating trade position has the re.
sponsibility of leadership. And true
trade icadership means an enlightened
constructive leadership directed to
make the golden rule the rule of trade.
And if for the moment I may presume
to speak for-the manufacturers and in-
dividual retail grocers, I earnestly al-
jure the chain store to be a construc-
tive leader of trade, to adhere to a
policy of live and let live, and to make
real in the grocery trade the great
promise of our free institutions of an
equal opportunity and a square deal to
all in the race of life.

(Read Part IIT in the next issuc.)

Success at T'wenty-seven

A, Irving Grass, the 27 year old sec-
retary and treasurer of the I, J. Grass
Noodle company, actually started at
the bottom rung and climbed the lad-
der of success the company has en-
joyed, Some 20 years ago, when Mrs.
Grass' noodles were outgrowing in de-
mand the facilities of the delicatessen
where they were being sold as one of
her own homemade delicacies, young
Irving was drafted for delivery service
to local dealers, and also to help in the
manufacture, which in those days was
a hand job, The demand kept increas-
ing, and it was soon necessary to find
ways of speeding up the manufacture.
It didn't take Irving long to find meth-
ods of making improvements, at the
same time adhering tenaciously to the
high quality of the original recipe.

Today nearly all the highly efficient
and modern machinery in the large
sanitary plant at 6027 Wentworth av.,
Chicago, IlI,, is the result of designs
and plans perfected by A. Irving Grass.

Irving has held nearly cvery job it
is possible to hold in the business, in-
shipper,

cluding packer, salesman,

driver and what not. Two years 230
when I. J. Grass, the founder of the
company, died, A. I. assumed the re-
sponsibilities of secretary and treas-
urer, filling the positions most credit-
ably. There is no doubt that the or-
ganization will keep growing rapidly
as long as his live and modern uleas
are available.—The International Gro-

cer.
® e @

Mr. Grass is an active membur of
the National Macaroni Manufacturers
association. He will be conspicucus at
the 1928 convention in Chicago, which
he will help to promote. Look v the
unexpected when Irving is at the helm.

All men are born free and equal, :lm:
some of them grow up and get marricd:

Facing facts will make it casier for
you to face the future.

To brew is human—to treat @

: friend—Oh, Boy!
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Past master of a newer, better way of Macaroni Die
making. From the smallest to the largest, MALDARI'S
master Craftsmen work with the same skill and in the
same deft manner. A 27" Bronze Short-cut Macaroni Die
as pictured below was prodiuce by such craftsmen with
MALDARI'S fully up-to-date equipped plant, Give
Your Macaroni Products New Life., Enjoy Beautiful

Products.
Maldari's Macaroni Dies, and your sure reward,
over many years, will be Satisfaction, Econ-
omy and Durability.

CRAFTSMANSHIP

A Better Die---for Better Macaroni

It Is The MALDARI DIE.

You can equip your plant with

MASTER MAKERS OF MACARONI DIES

F. MALDARI & BROS., Inc.

178-180 GRAND ST.,
New York City

AMERICA’S LEADING MACARONI DIE MAKERS FOR OVER TWENTY-FIVE YEARS




Seeking Larger Markets

As I understand it the practical sit-
wation in your industry today is that

you have a plant capacity in excess of |

demand, and naturally when all manu-
facturers produce an output up to the
capacity of their plants the market will
not absorh it at a profitable price. Un-
der these conditions you must do one
of 2 things—reduce production or in-
crease demand.

The attempt to reduce production
has certain serious difficulties. Every-
one might agree to reduce as a matter
of general advisability but to make an
actual contract to reduce would prob-
ably be illegal, and to have only a
vague understanding by everybody
that a reduction of output is desirable,
this is likely to make everyone trust
to luck that somebody else will reduce
his output, because each one realizes
that his success in making profits de-
pends on operating his plant at full ca-
pacity. Hence you are not likely to
get far with merely a general idea of
reducing production,

Under these conditions there is only
one other thing that cin be done,
namely, it is to increase the demand,
But can the demand for your product
be increased? 1s there a potential
market, cssentially greater than the
market you already have? If in Ttaly
the consumption of macaroni products
is 50 Ibs per capita per year, in Europe
including Ttaly 32 lbs, in South
America 21 Ibs, and in the United
States only 5 Ibs,, it is reasonable to
conclude that there is a potential mar-
ket for your product in this country.

You may ask, “Why doesn't every-
body eat Macaroni? What are the ob-
stacles to our industry?’ The first
and the greatest obstacle is lack of in-
formation. Perhaps not lack of infor-
mation in a vague sort of a way, but
lack of definite information leading to
the conviction that your products are
what you claim for them and will do
what you say they will,

P’erhaps no obstacle is more difficult
to overcome than that of habit. Peo-
ple do things just because they have
done them and if we always had to
deal with the market as it is our task
would be rather hopeless, because peo-
ple tend to keep on doing things in the
same way, In this problem of over-
coming habit your greatest opportun-
ity lies in education which can best be
carried on through advertising. With
an increase in the number of people
having money to spend, an increase in
the number of people having the edu-

cation to get a message from the
printed page and an increase in the
number of people who study the value
of foods in relation to their cost and
excess as well as variety of prepara-
tion, you obviously have an opportu-
nity for a greater development in ad-
vertising. .
Advertising By Associations

There has been a material increase
in advertising by associations the last
few years.  Advertising will do for as-
sociations exactly what it will do for
an individual, The man who reads ad-
vertising merely wants a responsible
name at the bottom of the advertise-
ment, It does not make much differ-
ence to him whether the name is that
of an individual manufacturer or an as-
sociation. He wants to be convinced
that the thing advertised is worth try-
ing and he is willing to give it a trial.

The greatest difficulty with associa-
tion advertising is not in the advertis-
ing, but in the association there are
certain practical difficulties that this
organization would have to face in ¢n-
tering upon a program of national ad-
vertising. Can these be overcome?

In the first place it is necessary to
raise a sum of money. Macaroni
products are not expensive foods.
Your product will ordinarily sell at
$1.50 to $2.00 a case. It would seem
possible to raise, say, 1c on each case
for advertising. Certainly that would
be an exceedingly moderate expendi-
ture. If you believe that something
could be done by advertising, a charge
of 1c a case would not be excessive if
it helped you to move this extra prod-
uct that is breaking your price down to
a point where you cannot sell at a
profit. Even at 1c a case you would
have a sum with which you could do
something of consequence.

After deciding to raise the money
you would have to determine just how
its contribution or assessment should
be apportioned.  Fortunately many
other associations have had the same
problem, and it should be possible to
work out a just and equitable plan. If
anyone objected to reporting exactly
how many cases he produced he might
be allowed to state that he produced
between so many and so many cases,
Then there is the difficulty that not all
will agree to advertise or on the plan
of advertising. If you wait until every-
body is agreed upon these ques-
tions you will never advertise. Unless
you believe in advertising strongly
enough to start in spite of opposition

By Charles Coolidge, Manager Division of Com.
mercial Research, Advertising Department, The
Curlis Publishing Company. Philadelphia,

you will never advertise.

Another difficulty is that advertising
will do just as much good to the nuy
who does not belong to your associ,-
tion as it does to the man who does 1...
long to it, and it takes pretty geneiul
good nature for an association to 1,
association advertising with this i1
in mind. It takes good nature to
up your money when you see that an-
other producer, who is just as able s
you are to pay the assessment for il
vertising, is reaping the benefits f
your advertising. You can start only
il you have enough confidence to o
something for yourself and be willing
to let the other fellow who does ni
contribute share your benefits.

Team Work In Association
Advertising

To accomplish anything in associa-
tion advertising you must elect a com-
mittee and trust that committee to
spend the money. A large group can
never agree on details, The only
thing it can agree on is the general
principle. Tt is not difficult to agree on
the fundamentals and that is as far as
a big association should attempt to go.
Agree on the fundamentals—agree
that you are going to raise a certain
sum of money and to adopt a certain
way of raising it, that you will get a
committee in whose members you have
confidence and trust them to work out
all the details of copy and the other
things that are involved, and then
stand by their decision.

It is necessary to face all these facts
frankly and to give them very carciul
consideration.  You should not start in
on association advertising without
some knowledge of the human prob-
lems it involves. ’

See whether you can trust cach
other enough to make a successiul
campaign,

Another difficult thing is to hold t-
gether after you are successful. s
sociation advertising is frequently the
outgrowth of necessity. An asso i
tion may be in the position of a nun
who had a hole in his roof; he couldn’t
fix it when it was raining and whev it
was not raining it didn't nced fixing
So it is frequently with an associati-n.
When it really needs advertising it is
short of money, because times are
hard, and when it has the money aml
times are good it does not need adver-
tising. You have not had a profitable
year and therefore it is a hard time to
spend money. On the other hand, if
you had a good year you might think
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No. 2 SEMOLINA

There Is No Substitute For Durum Semolina

Write or Wire for Samples and Prices
STANDARD SEMOLINA

KING MIDAS MILL COMPANY

MINNEAPOLIS, MINN.

No. 3 SEMOLINA
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that you did not neced to advertise, So
an association frequently drifts on year
after year with a general recognition
that it would be well to do something,
but it does not face the situation
squarely and something is not done
that ought to be undertaken as a sound
policy and not merely as an emergency
measure. Advertising is a basic policy
of education. The key of your success
is education in regard to the use of
your products.
Why Shouldn’t You Advertise?

Is it not a progressive sound policy
to undertake this extra expenditure in
order to develop over a period of years
a greater appreciation of your product
and to build a greater market? DBetter
than raising a big fund to meet an
emergency in a single year is expend-
ing a continuing fund over a period
of years. Education is something that
takes time to show results.

If you undertake advertising every
piece of your copy ought to be strong,
clear, persuasive and convincing. Itis
best to take suflicient space for each
piece of copy to get your message ef-
fectively and strongly before the con-
sumers, Then merchandise that piece
of copy. As an association you ought
to merchandise it and get attention.
Each of you as an individual ought to
take that picce of copy as a basis of
sales work. It ought to be a piece of
copy for your salesmen to live up to.
Tell the salesmen what ought to be
said about it, and as the salesmen go
out in their work with the trade they
ought to reinforce that copy. In your
local advertising, in your brand pub-
licity, you should get behind that piece
of copy. Take that first piece of copy
as though it was the whole campaign
and merchandise on that until the next
piece of copy comes out. When the
next picce of copy comes out get be-
hind that in the same way with all the
power you have,

Advertising Generally Beneficial

Still another thing advertising does,
it creates a spirit of pride and satis-
faction in the industry of having a
product well known. Manufacturers
will take a greater pride in their in-
dustry when they believe that the
American public has a clearer vision ' of
the value and worth of their food. The
American public has a clearer vision of
macaroni products, it does not realize
their economy, their healthfulness and
adaptability as a food for the sick and
the healthy, the old and the young, the
rich and the poor. Your first job then
is to agree to advertise and to prop-
erly finance the campaign for a period

of years in order that it may do itself
and your product justice,

Some manufacturers in your busi-
ness who may be individual advertis-
ers are helping not only themselves
but the industry. But the individual
advertiser will not be injured by co-
operative action; on the contrary he
will be helped because as the oppor-
tunity grows for the industry the op-
man promoting his individual product,

Proposed Definitions
and Standards

Without comment, the attention of
the macaroni and noodle manufacturers
of the country is called to the following
announcement of the United States De-
partment of Agriculture made at Wash-
ington, D.C., on Dec. 21, 1927:

“The Foods Standards Committee has
proposed the following definitions and
standards for Purified Middlings Farina,
Semolina and Durum Semolina, accord-
ing to W. S. Frisbie, chairman of the
Commilttee:

“PURIFIED MIDDLINGS, FA-
RINA, is the clean, sound granular
product obtained in the commercial
process of milling wheat, and is that
portion of the endosperm which is re-
tained on a 10 XX silk bolting cloth.
It is practically free from flour and
contains not more than 14% of mois-
ture.

“SEMOLINA. is the purified mid-
dlings of hard wheat.

“DURUM SEMOLINA is the puri-
fied ‘middlings of Durum Wheat.
“CRITICISMS and SUGGESTIONS

regarding the proposed definitions and
standards are invited from all Macaroni
Manufacturers. Communications should
be addressed to—A. S. Mitchell, Secre-
tary Food Standards Committee, Food,
Drug and Insecticide Administration,
Uniteéd States Department of Agricul-
ture, Washington, D. C. They should
reach him NOT LATER than FEB. 15,
1928."

This announcement of vital interest to
the entire industry was made known to
the members of the National Macaroni
Manufacturéers association on the day. it
was made. Once more the need and
worth of a national organization as the
“watch dog” of the industry is proven.
Under its direction the varying opinions

and views will be considered and ce- °

mented behind constructive criticisms
and valuable suggestions.

The official definivions and standards
for Alimentary Pastes (Macaroni Prod-
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and he can well afford to spend a ma.
est additional sum for this cooperative
work,

Your problem consists, through vour
advertising, and your salesmen, of
reaching and convincing the ultimate
consumer. In the last analysis the ul.
timate consumer makes and unmikes
the manufacturer, the salesman :n
the dealer. Whoever wins his confi-
dence has won the market.

Purified Middlings
Farina Semolina
Durum Semolina

ucts) which the above action secks to

modify are given below to show the sig-

nificance of the proposed changes.

I—ALIMENTARY PASTES are the
shaped and dried doughs preparel
from semolina, from farina, from
wheat flour, or from a mixture of any
two or of all of these, with or without
salt, and with one or more of the fol-
lowing: Water, egg, egg yolk, milk,
a milk product, An alimentary paste
contains not more than 13% of mois-
ture, as determined by the vacuum
method,

2—PLAIN ALIMENTARY PASTES
are alimentary pastes, made without
egg or egg yolk, or so made that the
content of the solids of the cge
and/or of egg yolk is, upon a mois-
ture-free basis, less than 5.5% by
weight.

3—EGG ALIMENTARY PASTES are
alimentary pastes which contain, upon
a moisture-free basis, not less than
5.5% by weight of the solids of ege
and/or of egg yolk.

4—NOODLES, EGG NOODLES, are
a form of egg alimentary paste which,
in the course of its preparation. has
been rolled or pressed into shects or
ribbons, with or without subsequent
cutting or shaping.

5—WATER NOODLES are a fom of
alimentary paste which, in the course
of its preparation, has been rollod or
pressed into sheets or ribbons, with
or without subsequent cutting of
shaping.
MACARONI, SPAGHETTI, VER-
MICELLI, are, plain alimentary
pastes, distinguished by their charac
teristic shapes,

7—SEMOLINA MACARONTI, SEMO-
LINA SPAGHETTI, SEMOLINA
VERMICELLI, are plain alimentary
pastes in the preparation of which
semolina is the only farinaceous it
gredient used, and are distinguished

. by their characteristic shapes.
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We can safely say that the largest percentage
of packaged macarons products are automatically

packaged by

Peters

Package Machinery

THE least expensive cartons of the “Peters Style

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

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

PETERS MACHINERY COMPANY

4700 Ravenswood Avenue
CHICAGO, ILLINOIS
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“Red Box” vs. “Red Bow”

An interesting equity suit brought
Iy the Keystone Macaroni Manufac-
turing  company  of  Lebanon, ",
against the Feeser Macaroni company
of Marrishurg, 1., occupied the atten-
tion of the Dauphin county court last
month.  When the hearing of testi-
mony was concluded representiatives
of the Feeser Macaroni company ad-
vised that they had discontinued mar-
keting the package in dispute and were
willing to surrender all plates and
empty hoxes in their possession.  Tes-
timony then was taken on the sales
made of such packages by the Feeser
company to determine whether or not
an accounting should e ordered to as-
certain the proceeds from such trans-
actions,

For several years the Reystone Mae-
aroni Mig. company has Dbeen mar
keting its products under the bramd

1. A. Dickie, secretery of the Fold-
ing Box Group of the Paperboard In-
dustries, is investigating the case to
ascertain the manufacturer of the car-
ton objected to as a clear cut violation
of his association’s code of ethics.

In reviewing the case he says: “The
imitation, ‘Red Box'—'Red Bow,' is so
flagrant as to arouse wonder that any
house in this day of improved cthics
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of merchandising could have the te-
merity to originate a package so jual-
pably intended to encroach upon the
good will of a competitor. Moreer,
it is surprising that any carton m.ny.
facturer would nowadays lend hini-cli
knowingly to this deception. Our as-
sociation secks to discourage any un-
fair methods of competition and vl
comes the evidence submitted in this
decisive case. If an accounting i~ or-
dered by the court we will be interest-
ed in receiving particulars.”

Prize Contest Advertising

A\ new method of advertising gain-
ing favor with the American public, as
judged from the interest aroused, is
prize contests as a means of exploit-
ing a service, an industry or a product.
Macaroni manufacturers who are learn-
ing to appreciate more and more the
value of getting their product before

7 Qunens

WIOHERT
QUALITY

Her Waiant '

MACARONI

“Shorl O Slyle~ Saves Breaking”

s EYSTONE MACSRON M0 e =

“Red Box,” the package being red and
black and of its vwn design. In its
suit it alleged that the package and
the brand “Red Bow" used by the
Feeser Macaroni company  had in-
fringed on its rights. Commenting on
the case officials of the Keystone com-
pany said: “We have developed sales
of this package totaling over 1,200,000,
It is well known to our trade. The fla-
grant part of the whole thing 1s the
fact that Mr. Feeser and Mr. Weiden-

the prospective American consumers
are studying the plan and considering
the advantages it offers.

People are asked to suggest a slogan,
a trade mark or a name for a new
commodity or to write a brief letter
giving reasons for preferring a certain
product.  Liberal prizes are offered to
create interest in the contest. An-
nouncement of the contest is made in
display advertising, in newspapers and
magazines and by direct mail when a

T Ounces

Ner Weiant

R D‘@W

HIGH QUALITY

25{MACARONI) 5

sumencrins o FEESER MACARONI €O, nasmumuncie.

hamer of the defending firm were for-
mer employes of the Keystone Mac-
aroni Mfg. company, one in the ca-
pacity of vice president and the other
as salesmanager.”

good mailing list is available for this
purpose.

The firm conducting the contest of-
fers to supply descriptive booklets that
tell the contestants practically every-

thing that is to be known about the
character and quality of the product
primarily concerned in the contest
Thus the contest not only calls the at-
tention of a great many people to the
product and stimulates sales, but it
leads thousands to inform themsclves
more or less thoroughly concerning the
product.

Advertising through contests is not
new. One readily recalls the contests
in which the public was invited
guess the number of beans in a glass
jar in a shop window, which was 4
form of lottery frowned upon by gov-
ernment and state officials. To avoid
this lottery feature contests of skill.
accuracy or intelligence were substi-
tuted. You remember the game of as-
sembling parts of a picture, of count-
ing dots that make up a design, of word
puzzles and similar schemes to frain
the attention of tiic readers.

Those who have studied the latest
method of concentrating public atten-
tion on a product are convinced thatt
has both merit and value because of
the great strides which this new form
of advertising has made. It woul! not
be growing so rapidly were it not
worth while. Money spent in | giti-
mate contests is well invested. -~
idea of its value has been gainc! by
macaroni manufacturers who hav. i
fered prizes for recipes which bro gt
to the advertiser an unlimited nu iber
of ways of preparing his produc’ and
supplied him with an invaluable list
of names and addresses of people it
terested in their product.

A good macaroni slogan would be
worth a cool million to our industry:
How can we get one that will prove
as beneficial as “Say It With Flower <
still is to the florists, “Save the Sur-
face and Save All” is to the paint man
ufacturers and distributers?
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LABELS
CARTONS *

WILL HELP YOUR SALES.
Let us lu‘- your “Package Counselors.”

" . CONSULT OUR
I'RADE MARK BUREAU.
~ Nonew brand should be adopted 4vithout a thor-
ough investigation of its availability.
The complete history of §29,200: brand names is
on file in‘our trade mark:bureay.
We search- titles and ‘help safeguyard against in-
« fringement. Wrile us for particulars.. The service
is frec.. j . ‘

The United States Printing o
& Lithograph Co. :

- Color Printing Headquarters

BROOKLYN
23 N. 3rd St

. CINCINNATI
’B Beech St

BALTIMORE
H7 _Cm‘inglun St, ¢
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Exports Increasing

EXPORTS OF MACARONI BY PORTS AND COUNTRIES OF DESTINATION
November 1927
(1000 Ibs.)

Irish Free State 0

All
N.Y. N.O. Balt.  Va. Frisco Wash, Mich. Other Total Value
=3 6

439

United Kingdom. 1y 16 165 3 34 360 28271
GCanada e, 52 163 215 18,051
British  Honduras 1 1 104
Costa Rica .. 2 2 208
Guatemala 1 1 101
Honduras 9 9 508
Nicaragua 3 3 210
Panama .. 6 39 45 2,301
Mexico ... 12 6 2 8 28 2,528
Jamaica 2 2 201
[T] TT — 43 1 57 2,018
Dominican Republic.. 36 1 43 2,568
Dutch West Indi 1 2 210
Haiti ... 1 1 8 717
Virgin 1 1 1 58
Colombia 3 3 37
Venezuela .. I 1 15
British India ... | I 208
Ceylon .. 1 1 108
China 32 9 41 2,772
Java and Ma F 2 219
Othier Dutch Las 1 1 105
{:umn bl 1 11 1,613
Lwantur 1 1 124
Philippines 5 I 6 355
Siam .. = 1 1 04
Australia - 47 a7 5,875
Oceania ... sk 1 2 81
New Zealandeeeee. 6 2 8 1,522
British South Africa..m.. 1 1 151

g (1) [— . | T 1.7 B | R 1 | 55 10 86 176 o914 $73980

Based on figures covering the maca-
roni exports for November 1927 and
the months immediately preceding,
American manufacturers are apparent-
ly enjoying a healthy increase in this
phase of their business.

The exports totaled 914,000 1bs, in

ers hold off and total stocks may re-
main at very low levels. On Nov. 1,
1927, total flour stocks were over 4
million barrels below the figure for the
previous November. The part played
by speculation is made clear by the
estimates of monthly changes of total
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flour stocks in the United States fjur
recent years prepared by the institute,
the first of their kind ever publishe).
The ordinary reports on stocks of the
trade give no view of total stocks fr
they cover only commercial stocks and
present no indication of the amount r
even of the direction of the movements
of total flour stocks.

These estimates of changes in tual
flour stocks as well as new estimates of
the quantitics of wheat that have L
to be ground in different years to make
a barrel of flour, are used in this study
as part of the basis for a revision of
the existing annual statistics of Amer-
ican flour production, consumption, and
of the quantities of wheat ground and
of mill feed produced, by crop years,
over nearly half a century. This re-
vision makes available for the first time
complete annual series for the most
important items relating to the Amer-
ican wheat milling industry prior to
1923-24, and provides revised and im-
proved monthly statistics for the pe-
riod 1923-24 to 1926-27.

The flour used per person in the
United States dropped suddenly about
1055 in 1917-18 during the,war and has
shown no material increase since.
Milling has only recently returned to
its prewar volume and this is due v
increase in population—not to increase
in per capita consumption.

November 1927 as compared with 670,-

000 1bs. in October and 753,000 1bs, for
~November 1926, For the 5 months
July 1 to Nov. 30, 1927, our exports
totaled 3,592,000 1bs, while for the
same period in 1920 our exports were
3,266,000 lbs. For the 11 months end-
ing Nov. 30, 1927, our exports totaled
7,073,000 Ibs, while for the same
months in 1926 we shipped 7,322,000
Ibs.

The United Kingdom was the heavi-
est buyer in November getting a total
of 360,000 Ibs. Canada came second
with 215,000 1bs, and the countries to
the south and southwest ranked third.

Speculation Influences Stocks

Speculative buying often builds up
large total flour stocks in the United
States when wheat prices are expected
to rise, according to a study by the
food research institute of Stanford
University. The sensational rise of
wheat prices in 1924-25 led to an ac-
cumulation on March 1 of that year
over 3 million barrels greater than in
March of the year before, On the other
hand, when wheat prices are declining,
as was the case this last autumn, buy-

BELL RINGER

Prize Winner submitted by
Ted Molinari, Splendor Macaroni Co., East Boston, Mass.
T~

GETTING THE BREAKS

Taking advantage of the “Breaks' that occur in your busincss
in the course of time is one of the ways of making a success
where others fail. Evena Eatcnt medicinc man belicved in that.

A western evangelist makes a practice of advertising his line
by painting religious epigrams on rocks and fences along the
public highways. One read:

“What will you do when you die?"' ,
Along came a patent medicine man and he painted under the
message:
“Use Delta 0il.

This is not intended as a joke; it is not a joke, bur a moral.
Make the best of your opportunities and they will do cheir best
for you., Pgust now the macaroni manufacturer's opportunity is
to SUPPORT THE NATIONAL MACARONI PUBLICITY
CAMPAIGN. Good for whart ails us.

T

NOW YOU TELL ONE

Good for burns."
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I CHAMPION

Lower Overhead -Higher Profit

The Most Profitable New Year Resolution
You Can Make Is:
“ToIncrease My 1928 Profits By Reducing My Overhead”

In Plants Not Yet CHAMPION Equipped, The Expense Of Storing And Handling
Flour and Semolina Is One Of The Biggest Items Of Overhead.

) In Plants Where CHAMPION Eguipment Automatically Stores And Handles
This Raw Material The Expense Is Negligiirle And The Smallest Item On The Overhead
List, It Is In Those Plants That The Profits Are Worth-while.

Make Good That Resolution Now By W¥riting For More Information
And The Free Services Of A Real Engineering Department.

CHAMPION MACHINERY COMPANY

JOLIET -t ILLINOIS

New York Representative, Frank P. Murray. 260 W. Broadway, New York City. Ph -e: ““Walker 7095"

[EQUIPMEN
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Consolidated Macaroni Machine Corporation
FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.
I. DeFrancisci & Son

Designers and Builders of High Grade Macaroni Machinery

AT LAST! The Press Without a Fault.

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

Only two controls on entire machine. One valve
controls main plunger and raises cylinders to allow
swinging. Another valve controls the acker. No
mechanical movements, all parts operated hydraulically.

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

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

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

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

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

DIE PLATEN. The die platen or support is divided |
into three (3) sections for the 1334 inch and two (2)
sections for the 12% inch ?rcu. (We originated this
sys:cm cil sub-division of platen, since copied by com-
petitors.

PLATES. There are plates on front and rear of
grc:s to prevent dough falling when cylinders are
eing swung.

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

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

Vertical Hydraulic Press with Stationary Die

between the two faces, there can be practically no wear on this part.
is concentric.

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

quCK RETURN. By means of an improved b, ~alve, we have reduced the pressure on the return stroke to prac-
tically nothing, By reducing the back pressure, the ran. ur Jiunger returns to its starting point in less than one (1) minute

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

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

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

Address all communications to 156 Sixth Street.

Very little power required to set same as the movement

156-166 Sixth St. 159-171 Seventh St.
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Consolidated Macaroni Machine Corporation
FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

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

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

Specialists in everything pertaining to the Macaroni Industry.

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

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

HYDRAULIC PRESSES:--Vertical and Horizontal.
Kneaders. Mixers. Dough Bralkes. Die Cleaners.
Mostaccioli & Noodle Cutters. Bologna Fancy Paste Machines.

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

159-171 Seventh St.
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A counter display of Cellophane-wrapped assorted egg noodles in an attractive carton
that “gets the orders.”
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HOURGLASS BRAND
Semolina and Flour

Quality of First Consideration

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

Every Sack Guaranteed

Location Enables Prompt Shipment
Write or Wire For Samples and Prices

DULUTH-SUPERIOR MILLING CO.

Main Office: DULUTH, MINN.

NEW YORK OFFICE: F6 Produce Exchange BOSTON OFFICE: 5
PHILADELPHIA OFFICE: 458 Bourse Bldg. CHICAGO OFFICE: 14 E.BJBa?]J::;lns[l}II':Et.
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Radio as an Advertising

Medium

The radio is the latest thing in the
way of an advertising medium. Its
growth in popularity is due to the fact
that it reaches men, women, and chil-
dren everywhere, the rich and the poor,
in the city and on the farm. 1t de-
livers the message in the home, w here
it is most cffective.

The main objective of the macaroni
manufacturers is, I take it, not to talk
about their product as an occasional
meal, a treat or a luxury, but as an
integral and valuable part of the fam-
ily's regular daily fare. In this you
are competing far less against one an-
other than against the producers of
other forms of food. People often talk
as if the human stomach were endless-
ly elastic so that there was no limit to
the total amouat of food which could
be crammed into it. The fact is that
its capacity is quite definitely fixed and
if it is to hold more macaroni products,
it can do so only by holding less of
something clse.

That is why your industry offers
gsuch an admirable field for collective
publicity. No competition among you
for a larger share of the existing mar-
ket could possibly be as profitable as
effective joint cfforts to increase that
market. Your greatest need is to con-
vince the American housewife that
macaroni is a healthful and economical
food for young and old.

For this message radio offers special
advantages because it not only goes di-
rect into the home, but couples the
product advertised with a useful and
appreciated service. In this it differs
from almost all other forms of pub-
licity. The newspaper of magazine ad-
vertisement, the poster or billboard,
the circular or selling letter, all may or
may not interest the public, but cer-
tainly they do not create any feeling of
gratitude. A good radio program, on
the other hand, makes every listener
who enjoys it feel a definite sense of
friendly indebtedness to the institution
or the product which has made that
program possible.

It is true that nobody knows the
circulation of a radio broadcasting sta-
tion. We have absolutely no idea how
many listeners any given program will
reach. But do you really know how
many people you reach with your
printed advertisement? The circula-
tion of the newspaper or magazine is
accurately known, but what percent-
age of its readers will actually sce your

By H. A. BELLOWS,

Manager Gold Medal Flour Station, WCCO,

particular item of publicity? A guar-
anteed circulation of a million means
only that a million readers may pos-
sibly see each individual advertise-
ment, with the chances strongly that
0% of them will pass over it com-
pletely.

In radio, on the other hand, if the
listener hears your program at all, he
is absolutely sure to know of your con-
nection with it, because your messagc
is an integral part of the service. This
goes far toward offsetting the difficulty
of unknown radio circulation.

The great national advertisers who
are n~w spending vast sums on radio
publicity, such as General Motors, At-
water Kent, Palmolive, Goodrich and
Ipana, have all had ample opportunity
to test the comparative value of vari-
ous types of advertising. They have
all realized the sales effectiveness of
associating a public service with their
special products. Radio broadcasting
is only about 6 years old, and only in
the last 2 or 3 years has it developed
out of an experimental plaything into a
business. But today it is rapidly be-
coming stabilized. The public judges
radio stations by the consistent qual-
ity of their programs, and judges the
products of the concerns sponsoring
these programs by the same standard,

I am not sure that I should reconi-
mend a radio advertising campaign to
an individual macaroni manufacturer.

Radio can never supplant or really
compete with the older mediums of
publicity. It cannot present argu-
ments for a particular brand, it cannot
go far in the direction'of “reason why"
copy. But for the joint efforts of such
an organization as yours, desiring to
increase the market for all of you by
carrying the message of macaroni as
a food into every home, radio seems to
me an ideal medium. After all, the
best type of publicity is that which
renders service, and in serving the ra-
dio listener with good programs you
are making him not only willing, but
glad to listen to your message.

As a member of the Federal Radio
Commission it was my privilege to
come in contact with broadcasters
throughout the entire country, and as
the manager of one of the largest sta-
tions I have been able to test directly
the reaction of the public to radio ad-
vertising. Furthermore, my company
has not only operated its own broad-

Minneapolis - §¢. Paul

casting station but has for 3 years
bought time for its commercial pro-
grams over other stations from Bostim
to San Francisco. So I think I cun
speak with some degree of authority
on the subject of radio as an advertis-
ing medium, and all my obszrvations
come down to this. We have developeil
a new medium of communication, the
first one in-all history to be absolutely
independent of any fixed path, track or
channel, the first one to go with equal
ease into the city skyscraper and the
isolated farm.

For you, wh  have as potential cus-
tomers every man, woman and child,
and whose message is first of all one
of service in the home, this new me-
dium seems to offer special advantages.
By its right use you can carry into cv-
ery home where there is a receiving
set the story of macaroni, and by link-
ing this stery with a genuine service
you can make cleur to the public that
macaroni is not a foreign but a real
good American food that has become
one of the necessities of life.

Patents and Trade Marks

A monthly review of patents granted on
macaroni machinery, of applications for and
registrations of trade marks applying 1o
macaroni products. During December 1927
the following were reported by the United
States patent office:

TRADE MARKS REGISTERED

The following trade marks applying 10
macaroni products were registered:

Wonder

The trade mark of the Feeser Macar-mi
company of Harrisburg, Pa., for use on ali-
mentary pastes. Application was filed Aus
12, 1927, published in the Official Gazctte,
October 11, 1927, and in the November 1427
issue of The Macaroni Journal. Owif
claims use since July 3o, 1927. Trade mark
is the trade mame in white letters on 3
background of red.

Eggmac

T'he trade mark of the Feeser Macaroni
company of Harrisburg, Pa., for use on ali*
mentary pastes. Application was filed Auy
16, 1927, published in the Official Gazettt
Oct. 11, 1927, and in the November 107
issue of The Macaroni Journal. Owner
claims use since J