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A Record Breaker

Progressive Macaroni - Manufacturers and  Allied
Tradesmen in numbers even beyond the hopeful
expectations of the most optimistic sponsor made
up the Twenty-sixth Convention of the National
Macaroni Manufacturers Association 1n New York
City, June 18, 19 and 20, 1g29.

From the standpoint of enthusiasm, actendanc. and
program, both business and entertainment, it stands
unsurpassed, because the leaders in the Macaroni
Products Manufacturing Industry are learning more
and more the real value of these truths— [1] That
Competition and Changing Business Conditions
have greatly altered the old SUCCESS formula.
[2] That today, SUCCESS is just as hard earned as
ever, yet more difficule to maintain. [3] That the
forerunner to continued SUCCESS is continued
COOPERATION—GETTING TOGETHER.

Read the Convention Story in chis issue

PP R RS T R

A




L4}

Attend the Convention in
D New York Last Month?
e

It will be mailed to you, prepaid, with our
compliments,

If you did, vou took back some good ideas
which vou can apply to your business—and
probabiy in addition you had a mighty good
time. IFor it was a wood convention—one of
the most successful within the history of the

association Whether the weather is hot or cold, sunny,

gray or stormy, the Maldari plant will still he
running right along, turning o.t those ceo-
nomical, long-lasting Insuperable _Mncnrm_n
Dies now being used by the gnaj.oru_\" of ali-
mentary paste manufacturers in America,

Many of those in attendance visited our
plant—and we were happy to renew old friend-
ships and form new ones. lZach one who called
carried away an attractive and practical sou-
venir thermometer as a remembrance of the

convention and visit. T'oo, as we send you the Thermometer, we

If vou were unable to get to New York for will mail also an Hlustrated l:loc:k about Mal-
the Convention we want you to have one of dari Dies. Write for them today.

F. MALDARI BROS., Inc., 178-180 Grand St, New York City

MALDARTI’S DIES

“America's Leading
Die Makers for over
27 Years With Man-
agement  Coentinu-
ously Retained in
Same Family."”

Insuperable

MACARONI

. QUALITY
ORKMANSHIP

SERVICE
ATISFACTION

New York city may have some ideal

@ (limate but it surely played hide and

wek with the macaroni convention—92
to 95 in the shade, and no letup for 3
days.

A pleasant change in the meeting hall
to the roof garden the last day came
almost too late, My, what a relief!

Daniel Maldari of F. Maldari and
Pros. and C. Furico of Clermont Ma-
chine company must have ordered that
exceedingly hot spell to give their friends
achance to test out the souvenirs which
they o freely distributed—thermometers.

Mustn’t have many canes in one of

B the middle west cities where lives a mac-

aroni man who only occasionally attends
conventions.  He was scen late Friday
hurrying to the train with 7 Commander

8 Vlills company canes strapped to the side

of his bag.

My, how popular must be the small
lills which the government expects to
pssue soon ! The little leather folders to
uld the new paper money distributed by
- Ambrette of Consolidated Macar ni
lachinery Co. went like hot cakes the
first day,

The Capital Flour Mills company nad
me very useful souvenirs for distribu-
ii—a fine combination comb and nail
le in & high grade leather container;
ko a most useful key case,

# The Minneapolis  Milling company
ust e playing for the ladies’ vote,

Ml cute little lighters they  passed

ounl —cardinal red—small in size to
Lamy purse,

Henry Mueller is aging. When at-
Pty to do what was formerly an
idinary setting-up exercise he badly
praincd his ankle, It soon responded to
15 aid treatment and was able to dance
i jig time,

Are the macaroni men, and women,
"at smokers? The King Midas Mill

@0y passed around some fine cigar-

tes; the Du Pont Cellophane company

“tnibuted Cellophane wrapped cigars,

1 Washburn Croshy Co. some “smok-

lors”; all in addition to the lighters

fove mentioned,

Then there was glue passed out by the
| onal Adhesive company, pencils by

the Forbes Paper company and letter
openers by the Star Macaroni Dies Co,
Yes, we had some SOUVENIRS,

The Foulils company hail the largest
representation amony the macaroni firms
at the convention, namely: James M.
Hills and C. S, Foulds of New York
office ; Welib Faurot of Chicage office and
G. G. Hoskins of the Libertyville, 1L
plant.  Next came firms with 3 delegates
each:  Campanella-Favaro & CGlaviano
Corp. of Jersey City, Dom. Glaviano,
John and Giusto Campanella; A, Gaod-
man and Sons, New York, Dav.d Cowan,
Erich Cohn, Jerome 1. Maier: Kurtz
ros. of Philadelphia, alax and Sidney
L. Kurtz, Dan Lowenthal; V. La Rosa
& Sons, Brorklyn, Peter and Stephen La
Rosa, Carlo Titone:; Westchester Maca-
roni Co., Mt. Vernon, N. Y., Vincent ).
Counzo, Herman Klein, Solomon I8
Weisel; Lo Bue Bros. of Jersey City,
Jos. and G, Lo Bue, M. Simongnelli; C.
F. Mueller Co. of Jersey City, Henry and
Samuel Mueller, H. 5. Menard.

In addition there were exactly 12
firms with 2 representatives each.

Soeme delegates came from great dis-
tances to attend the conference.  Karl
Rickel came from  Eudershacht, Ger-
many, as the representative of B Richel
Cohue.  Of the macaroni makers the
prize for distance traveling goes to A,
Spadaforo and F, L. Sherwood of the
Superior Milling Co., Los Angeles, Cal.

V. Arena of Arena Macaroni Ce. ar-
rived late. e swears that he will join
the Association this vear and be there
on time hereafter,

Ralph Nevy of Cumberland Macaroni
Co. brought his wife along.  “It's my
first convention, but vou can bet it won't
be my last.”

Yes, “Creamette” Quiggle was there,
and he was all husiness too,  Too bad,
Boss James T, couldn’t have come along.

The Chicago twins—-Matalime-Culic-
chia—enjoyed themselves immensely, but
Culicchia can't play rummy.

Charley Jomes of Domino Macaroni
Co. never saw so much of New York city
before.  Even the ladies at the Dattery
drew his eve.

Welcome, G. I’Amico of Newark
DYAmico plant—glad to have vou with

Convention Sidelights

us again. 1's heen some time sinec you
attended. Don’t fail us nest vear,

Where was Weidenhamer of Feeser
Co. hiding? - Pretty hard to keep track
uf that hustler,

Flower City Macarimi Co, was well
represented by . C. Meisenzahl  of
Rochester, No Y. Glad we met on the
Majestic,

Nooone sufferd more from the
weather than did our friend L. . Laneri
of Fort Worth, Tex. “"We have o
breeze in Texas but 1'm stitling Fere.”

John L. Fortune, popular president of
Fortune-Zerega Co., Chicago, made it the
last day, being detained hy attendance at
the graduation of his son from one of
the down cast colloges.  He teamed jt
with Salesmanager Brown the last day.

The younger men are fast coming 1o
the front—there was (. A, Gooch, son
of President Gooch from Lincoln, Nel ;
Samuel Gioia, replacing his older broth-
ercamd such UKids™ as VL)L Lenting of
Niagara Macaroni Co., Buffalo: A, Rossi
of Procing & Rossi, Auburn, N, Y. M.
laceono of Savoia Macaroni Co., Brook-
lyn; Frank  Traficanti of  Traficanti
Bros. Chicago: S, D, Alessamdro of V.
Viviano & Bros. Macaroni M . Co., St
Louis.

FOWL Kreider of Kevstone Macaroni
Co. was there with his whole family sl
President G, Guerrisi with only part of
his, but hetween them they leased nearly
all of one pallesy of Astor hotel, fourth
Hoor,

ACC Krumin, Jra of Philadelphia wis
discovered early though he has been
slipping in his convention attendance fon
several years,  Seeretary Donna foud
him the evening before the convention
when e entered Krumm's room, mis
taking it for his own, Yes, A, C treatel

No macaroni manufacturer is more a1
home at eonventions than is our god
friend Trvin John of Milwaukee Maca
roni Co. And how that man Jdoes enjon
himself every minute!

I'. George Nicolari of New  Haven
(Conn), Macaroni Coo led the New
England delegation in discussing impor-
tant matters from the convention oo,
(Continued on Page 34)
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\\ ell, so long Joe. We want
to look after your semolina
needs again this year just as
we have before.™

“Count on us, Tom and by
the way, at the convention a
lot of fellows told me how
well satisfied they were with
vour Two Star Semolina. Tois
mighty good advertising when
thev talk thatway aboutvou.™

“Yes—1 heard of it and we
expect another big increasc in
business this vear. Good-bye,
we'll have the stull vou want,

Joe.

) t
.

' BE SURE -
TOSEE US

'BEFOREBUYING . PROD
S MINNEAPOLIS MILLING COMPANY

NEW YORK OFFICE,
410 Produce Eschange
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I+ de comventions have been variedly detined. sometimes
w ot omieal Banguage and again i long legalistie terms, at

i e plin wonds of one ul the country s most successiul
B i oni i facturers trivde conferences, such as promoted

by thos industry, may best e termued s ovcasions where an
00 lual goes into a0 general conference o forget s own
Jusitess worries while generoushy helping t solve the areate
f roddems of his trade.

That was the spirit in which over four score o the leding
pacaromi aned noodle men of the country collaborated i omak
¢ the recond breaking convention m New Yark oy Last
month, the epoch makimg event it proved o be for the Mava
et Products Manuiacturimg Tndustey an Nmerwea

Better hetween amd o rtuller

Low Jerdge of the needs of the mdustey s products iy the von

understamding medinduilds

amers thereof, these were the keynotes of every stirng
geech and every studied paper which featured the three

a1 wis also the asis of every action or suggestion

14}

At the mdustry s aulvancement.

[N IRY
oot of Milwaukee the honor aml duty of the presplency o
e National Macarom Manufacturers 1elt
teluctant to aceept the task thit this otlice mvolves, nat Trom
o desire to shirk but beeause of s Bk of aequanitine

When the Chivigo convention voted upon Frank |

i

7 ——

Assocttom, e

with the leading men i the tade, T Ins aceeptance speech

e ol essed this fact, aml one of his st acts was sk
Blevors nember amd guest present to shake hamls there an!

ith neighbors o therr right amd 1o the e

L He voreed the opinion that there was altogether b much
bt between men i the same histiess when they met
i ention and otherwise, amd he pleaded with them e call
ahoe by fiest nanes.

Fio for the seltish purpse ol making himseli personally
o ated with men with whom and for whom he was o
ork e started determinedly aosmall Cpersonal frendship
mpoan Finding that it worked so well he suggestal tha
Uhe e out as i good thing for the teade and m the vanous

al meetings helid during the fest terme of this oy
ustling head ofticer, mien became more than ever persanally
cquanted with each other s and with avquamtanee urew Guth
Ml wrlerstanding,

The idea “took,”
grudyes and aeted more like humans toward one another The

ndshake changed from one of mere formality oo with
) g 5
Bt trendly grasp that establishes confidence, aml we worles

Manufacturers hegan to forget Tusiness

8" atter all, the big attendance at the recent convention of the
Iidustry was not the resilt, directly or indivectly, of this “zet
A tanally-acquainted

Minneapolis, Minnesota

CHICAGO OFFICE.
812 N. Michlgan Avenu?

campaign ?

In the opinions of many macaroni men the selection of New

| Adopt and Promote* Acquaintance Program™

|

I

.

t
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York ity for the 129 comvention plave was o g nostal, | !

A homehein] one,” Devise soomany andustoes ool rouned thee i i
the unlimited oursude antvactions e the metroapehs e an |

st :I[Jll]lh‘ Tisiness appomtnients that a tp 1o New Yeakoal L
|
most maturidly Bevomes sell made, allar these swonbd joevem

anvthing hke o gosed attemdbinee o the asimess

sEasloigs I

Never wis a comvention kit closers kept mone compact el

wider Tull comtrol of the aticers i was thas onesaned 1

ever e the mmeds of the macirom mens has departc both [

thought that New York s o pesd convention vity |

Credhit ton thes chamge o apimen me o case st e cinven
tothe destgners of the convention program amd 1o thoae whe |

avded me planmmg the most simtabde entertiomment poeociam

A the pleasures were gronped maway that the whale zath !

erimg avted sl meoved as oaoumt But here agam must e }

recogimized  the mmer workimgs ot that zet puorsonadly |

sannted” campeogn, |
Wath an attemsbance Taeakomg all vecands, aned wathe o

manubacturers e guests attendhing thear st convention o
maturidlhy wonhd expect aosort ol ameiness atmesphiene te e
vaal, (RIY
mger carly rererrad e dns washe thae tellow husmess en b
bl
Iirectors e Chcers meosecig Yoot that all knesw each i
the
portrn s el at cach entertamment mone,

Fhat s exacthy swhat oo mot happen Prossdem

better acquainted amd bl sttt or tsststants ot

Liefone the st sessionn ol contertonee was teady ool

the wionk comtie!

until at i sate toprediet that very feas rellosn s el nor Lo
almost every ather fellow s wire s sswes theart Tetone the com

venton closed

Aequamtanee begets tanth el comtidene 1

to trast ome who s known than lose ram

stramger, amd por thes veason the P29 comterems

destgmated as ome af the mst successtul o s bl v Il

Pl “zes Better acomanited meseime it the et 10

Bas merely been meely stasted e shonhd Tave the sopgun

caery one e the teade Fhe Ty plant cmner wants o e
sonady o that hde plant operater, aned vive e W
ot adopt s s o v paliy Make it a0 gramt re et !'.
arnd Ko vonr cotnpretitors o this swardin e nest el '1
v and then awant the wood resultss for notlung bt 2ol :
it come ontt ol such actin

1 the 1290 comterenne of the Macarons Procducts Moo
tieing Tnedustey accomphished nothing more than to st thios l

movernent onnits winy b amedueed the wdustey an Lige teasboge

y!
it as its future pohiey, i owill hase done somethg esteemn b

worth while for the ks

T T e P TR

T

T hearnhy e the " ae prevsomally acgquanmined” e

amed wrge all vour known competitors ta do hikewiae

T S T L




The menu is printed

th story of the event, page 39

18 1ssue wi

he North Ball Room of the Astor Hotel, New York city, the

of the annual banquet of the National Macaroni Manufacturers
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speakers' table at the left, Secretary-Treasurer M. J. Donna standing.

Association June 19, 1929 in t

This is;the p

[Convention Attendance
iBreaks All Records

Nith aregistration of approsimately 173 of whom N were macaroni manu
facteers and the remainder representatives of the alliv tracles, the Twenty-=inth

ann
st
was |

ntet

N wert

missing but into the breach stepped a number of new comers.

I convention of the National Macavoni Manuiacturers association at el

New York city, June 18 10 20 hroke all previous records. Another jecord
roken ; never efore had such torrid weather presadled. Despite the swelter-
g Peat the members of the National assi

ation and their guests showel deep

stin the proceedings aml thoroughly enjoyed the most extensive entertain-
ment program ever provided for a macaroni convention

Some of the ol timers
Interest

i the subjects under discussion was as keen as was possible under the debili-

i wtin. atmospheric conditions.

The convention was called to order
§:bout 10 2. m., Tuesday, June 18 by past
President Henry Mueller, who welcomed
BBhis icllow manufacturers and the allied
radesmen with the suggestion that their
first thought be of the convention busi-
ess because the prompt dispateh of this
feature would enable them to enjoy all
the more the entertainment features pro-

WILLIAM CULMAN

He introduced William Culman
Ethe Atlantic Macaroni Co., who greet-
Bl the visitors in the name of Eastern
Macaioni Manufacturers.  He remarked
that s was the first opportunity in 13
hat the New York manufacturers
act as hosts to the important and
itly growing convention of the
niindustry.  He predicted a heavy
mce on the part of the manufac-
m metropolitan New York and he
Xpre wed the hope that the action taken
i the convention would redound to the
<nefis of the macareni industry through-
U America and the world,
A Hearty Welcome
'_E'i;:-!r O. Challenger, chairman of the
it entertainment committee, was then
troduced to welcome the conventioners
P the name of his committee. He brielly
Ulined the entertainment program and
fressed the fact that it should be con-
ilered secondary to the business pro-
fam. He thanked the macaroni manu-

wledd

Ars
i 1
unst
iaca
Hen
Blurcr.

facturers amd allied trades which had so
generously contributed 1o the entertain-
ment fuml and he and his committee
were hopeful that the firms which helped
o sponsor the entertainment would he
entirely satistied with the program, as he
felt the visitors would be,
Past President Speaks

Basing his short 1alk on his 6 vears
experience as president of the National
association, Henry Mueller, the Associa-
tion's adviser, urged all o he prompt at
every session so that the meeting would
start on time s that the features near
the end of the daily programs would not

HENRY

MUELLER

He asked that all com-
mittee members take their appointments
seriously and assume their duties as soon

be crowded out,

as possible after the first business ses-
sion, to the end that reports he not un-
duly delayed.  He then turmed the gavel
over o President Frank J. Tharinger
who was greeted by long and lowd ap-
plause  which he aceepted  gracioush
Then followed the president’s annual ad-
dress in which he stressed the need of
wider and better acquaimtance among the
individuals who compose the macaroni
industry in America, which is daily he-
coming more and more recognized as one
of the outstanding foud producing lines
“We are here today as partners in the

Nssoenttion’'s busimess il s o~ ow e
should he linrlil'\ amd personally oo
verned i the proper functionimig or this
body ™ he sanl - We Bt speake 1o
the entire mdustry amed st s iy sineere
wish that we will da o only after the
freest of anl

discussion sutinlest ot

thoughn.”
Mr. Donna Reports

Secretary-Treasurer Mo L Do then
prresented his annal veport showmg that
the :
b

creased

socttion wis on o sound finaneial

and the membiership slighily in-

during the st 12 momhs
Oy through associated and conperative
effort ean the consumption of nacaroni
products be mereased, aml o emphasize
the need of such action he commented an
ancarticle that appeared in the New Yok
newspapers  that stating  that
the comsumption of macaroni products

morning

was less than one quarter of an ounee
per person per day. e pomted out
AN opparunity o inerease: consumption
through recommending macaroni prod-
ucts as the ideal food Tor the 10 uallion
weaned chililren in the United  States
whe are under O years of age and closed
by recommending that the manuiaciirers
agree oo give facts ad figures from
which coald he compmled sone badly
needed statistics on production and dis-
tribution.

The  several

CONVEeRTom  commmte s

EDGAR O. CHALLENGER
“The Man With the Million Dollar Smile™

Mro Challenger was a0 strone contender
tar the ttle of “the busiest man m New
York the week o Jene 17 Hae iy
et the comvention cuter Lot nt
DO 10 YOURSELE, YOU T KRNOAW
I'l’s hoX| It hopt e om thie jmp
day and might to live up oo that policy ban
the conventin folhks protited  materially

from it Geoead boy, Edear, may vou 11

more Pwo Star than over!
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were then named and all were urged to
give attention to their respective duties
and to be ready to report on the morning
of the third day when the convention
would go into closed session.

The remainder of the first session was
devoted to a general discussion of trade
problems by the manufacturers, fuided
by leaders of discussion who had been
selected because of their known knowl-
edge of a particular problem.

Vagnino Stirs Them

Louis S. Vagnino of Faust Macaroni
Co. St. Louis, Mo, a graduate of the
Harvard University and one vitally in-
terested in the research work on distri-
bution being done by that college, led the
discussion on the topic “Economical Dis-
tribution as a Dusiness Builder.” Using
charts prepared by the Harvard Univer-
sity Research Board, he macle the point
that the marketing expense of a group of
manufacturers including macaroni mak-
ers, wiis 279 of the total cost. He noted,
with regret, the failure on the part of
macaroni manufacturers to collaborate
with Harvard University by failing to
return questionnaires annually prepared
{o obtain more complete data on this im-
portant phase of business, His talk
aroused a lively discussion from the floor
and it was generally agreed that a decper
study of distribution would be of great
benefit to macaroni manufacturers irre-
spective of whether their goods were
marketed in packages, in boxes or in
barrels.

Transpatvicy Value

“The Value of the Iransparent Pack-
ape” was the topic discussed by Frank
Traficanti of Traficanti Brothers, Chi-
cago, one of the outstanding users of “the
package with the ‘eye appeal.”  Sup-
ported by a very extensive exhibit of Cel-
lophane-wrapped macaroni in the lobby
of the convention room, he emphasized
the point that most of the selling now-
days was done through the eye and that
the better the display of macaroni prod-
ucts on the grocer’s shelves or counters
the surer would a sale be consummated.
The well displayed goods of a manufac-
turer have every advantage over the
poorly displayed products of a competi-
tor. Mr. Traficanti told some of the
troubles which his firm and others had
experienced with their transparent wrap-
pers but felt that many of the short-
comings of Cellophane and similar wrap-
pers were rapidly becoming minimized
through the research work which was
continuously being carried on by the
manufacturers, Many questions from the

THE MACARONI JOURNAL

floor manifested the interest in this new
phase of marketing macaroni products.

Urges Cost System

Laurence E. Cunco, former treasurer
of the National association and for many
years a leading exccutive of the Con-
nellsville Macaroni Co., told of “The
Good and the Bad in the Bulk Macaroni
Field.” He expressed the opinion that
the consumption of bulk macaroni was
on the increase but that profits in this
line were most meager. He recognized
that production capacity greatly exceeded
the country's needs. On the other hand
he could state no good business reason
why any part of the production should
be sold below cost. He recommended
the installation of cost systems in plants
and “stiffer” salesmenship.

Macaroni Wheat Research

The recent crops of macaroni wheats
have heen found lacking in both color
qualitics and protein and the macaroni
manufacturers are deeply interested in
retaining these qualities in their raw ma-
terials,. Thomas Roberts of Washburn
Crosby Co., Inc., Minneapolis, has made
a thorough study of durum wheat pro-
duction in United States and he spoke
learnedly an the subject “Improving Pro-
tein and Color Qualities in Macaroni
Wheats.” Durum wheat is produced in
quantitics from 5 to 6 times the present
needs for macaroni manufacture, yet the
durum millers are frequently confronted
with the prablem of obtaining a sufficient
quantity of high quality durum to meet
the macaroni makers' requirements.
Various agencies are now attempting to
improve the character of macaroni
wheats and all of them are anxious to
have the cooperation and views of the
commercial users of this grain. He made
several valuable recommendations for
later consideration by the National asso-
ciation.

THE SECOND DAY

In contrast with the shop talk in which
the manufacturers indulged the first day,
the program for the second day of the
National conference of the macaroni in-
dustry brought to the manufacturers the
outsider's viewpoint, particulariy that of
the food experts and the houscwives.
Four able speakers treated from 4 dif-
ferent angles the convention theme
“Whetting the Appetites for American
Macaroni Products.”

Hits Food Faddists
Dr. Daniel R. Hodgdon, direct of

Home and Food Burcau of the Dietetic
College at Columbia University, New

July 15,199

York, an authority on food and a pro.
lific writer of newspaper releases on
macaroni and other food products, told
the manufacturers of the need of edy.
cating American consumers as to the real
food value of their products and sup.
gested ways and means of doing tlis ¢f-
fectively. He ridiculed the food faddists,
especially those who went to extremes,
when he said “Not all who eat hay and
grass were thoroughbreds ; some, unfor-
tunately, were jackasses, Amony the
new channels for increased consuniption
of macaroni are the young children of
the land who need food that is stimu-
lating and that contains the great energy
building qualities which the strenuous
American life requires.  Macaroni is also
a food for those suffering from intes.
tinal troubles because of its almost com-
plete assimilability. It should appeal
both to the poor bocause it is eco-
nomical foxd and to the rich, because it
is a satisf> ing food easily adaptable for
use in all seasons.”

“Macaroni Speaking”

Mrs., C. H. Goudiss, editor of The
Forecast, was unable to be present owing
to a previous appointment at the Iattle
Creck Sanitarium, but had sent a sul-
stitute well able to discuss the subject of
how the radio will help to make macaroni
popular in the American homes.

Miss Marion B. King, former sujer
vising medical dietitian at the attle
Creek Sanitarium, Battle Creek, Mich,
and first assistant to Mrs, Goudiss in het
broadcasting work, proved both an inter
esting and a pleasing speaker. She first
extolled the food virtues of macaroni and
told how readily it lends itsclf to popular
advertising. She was very modest in
her claims and had a way about her that
was most convincing, Her talk araused
considerable discussion from the conver
tion floor. !

Serve Along With What

Taking as her cue the newspapr 1€
ports that the consumption of maaroni
products equaled less than one (artet
of an ounce per person per day. Mis
Elizabeth Hallam Bohn, Now Yorl foo
consultant, made some good suggestiont
as to how macaroni products could ¥
made more popular in this country. She
recalled a recent survey she had co
ducted in one of the large centers of the
country which brought out the astor
ishing fact that less than one quarter®
the housewives used macaroni not at all
and that more than half of them used it
most rarely, She emphasized the fad

T
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NEW YORK OFFICE: F6 Produce Exchange
PHILADELPHIA OFFICE: 458 Bourse Bldg.

King of them all . . .

Hourglass Brand Semolina

Quality Beyond Comparison

e

Milled exclusively from choicest durum wheat
in plants that are up to the minute.

We also manufacture a full line of Durum
Semolina and Flour to meet all requirements.

LOCATION ENABLES PROMPT SHIPMENT

or WIRE for SAMPLES and PRICES

DULUTH-SUPERIOR MILLING CO.

Main Office: DULUTH, MINN.

SYRACUSE ORFICE, 603 State Tower Bldg.
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CHICAGO OFFICE: 14 E. Jackson Blvd. ke Teorer Hide
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that when the leaders in the industry
would agree on certain fundamentals,
such as time required to properly cook
macaroni, and to designate other foods
with which it may properly be served,
gastronomically perfect and scientifically
correct—until such time as there is a
unity of aims and purposes along these
lines the growth of macaroni consump-
tion would be very slow. Miss Bohn is
a forceful speaker who knows her sub-
ject, and she made a great impression on
the hearers.

Warm Weather Food

"The second day session was brought to
a close by a lecture and demonstration
that will long be remembered by those
who were privileged to listen in to a
delightful story and to feast their eyes
on the delicacies prepared with macaroni
products as the base. "There is a com-
munity of interests between macaroni
manufacturers and cheese makers,” de-
clared Miss Marye Dahnke of Kraft-
Phenix Cheese Corp. of Chicago as she
told of the work being done by the
cheese men in their effort to increase con-
sumption of both of these products.
Surrounded by prepared dishes such as
Macaroni Loaf, Macaroni Salad (where-
in elbow macaroni was substituted for
potatoes), Noodle Rings, Spaghetti Rolls,
Vermicelli Pancakes and other teapting
cold dishes, she told the manufucturers
that they were overlooking a big thing
when they failed to fully support a cam-
paign to popularize their products as a
wanm weather food. After seeing the
concoctions prepared by her none
doubted that her recommendations were
well founded.

This program, which gave the out-
sider’s views of the value of macaroni
products and how they can be best made
known to the millions who are still un-
acquainted with its merits was voted by
those present as one of the best halanced
programs that they had ever had the
pleasure of listening to and congrat-
ulations just poured in on the program
plann

% THIRD DAY

Closed Session

The final day of the 1929 convention
was an exccutive session open only to
members of the National Macaroni Man-
ufacturers association. At the opening of
the session President Frank J. Tharinger
announced the election of three directors
as called for by the Association laws.
They are G. G. Hoskins, Foulds Milling
Co., Libertyville, Ill.; Wm. Culman, At-
lantic Macaroni Co., Long Island City,

N. Y.; John Ravarino, Ravarino &
Freschi Manufacturing and Importing
Co., St. Louis, Mo., whose terms expire
in 1932, While the convention was get-
ting underway the 9 memnbers consti-
tuting the 1929-30 Board of Directors
were asked to retire to elect the officers
for the year,

In the meantime the chair was tumned
over to R. B, Brown, chairman of the
Macaroni Publicity Committee, who
made an able report on the wonderful
work dane by that body the past year,
The report was discussed at length and
finally a resolution prevailed referring
it to the incoming board of directors with
instructions to carry out the suggestions
of the committee so far as practical.

Officers Chosen

On the return of the directorate to the
meeting hall it was announced that Frank
J. Tharinger had been reclected presi-
dent for another year, G. Guerrisi was
again named vice president and Henry
Mueller, adviser. The board further an-
nounced the appointment of M. J. Donna
as secretary-treasurer of the Association
and editor of The Macaroni Journal.

Voluntary Cost Club

As a result of a very well prepared
report showing the need of more de-
pendable cost figures by G. G. Huskins,
chairman of the Cost Committe, a Cost
Club was voluntarily organized on the
floor of the convention. Thirty firms
announced willingness and desire to con-
tribute cost facts and figures to a central
committee to be used in deducing con-
clusions that would serve as a puide to
the members of the club. The actual
formation of the cost club was referred
to the board of directors after a motion
prevailed to retain the services of the
present cost committee and its efficient
and able chairman. As at present con-
stituted the committee consists of G. G.
Hoskins, Foulds Milling Co., Liberty-
ville; E. Z. Vermylen, A. Zerega's Sons,
Inc., Brooklyn; A. W. Quiggle, The
Creamette Co., Minneapolis; Joseph
Freschi, Ravarino & Freschi Mfg, & Tmp.
Co,, St. Louis, and G. LaMarca, Prince
Macaroni Mfg. Co., Boston.

Continued Educational Work

Dr. B. R. Jacobs then made a report
on the work accomplished by the Edu-
cational Bureau during the year, He
found that as a rule the macaroni man-
ufacturers quite generally observed the
food laws and regulations but that the
transgressions discovered would work
irreparable harm to the entire industry

if left uncurbed. In some sections of
the country violations were quite rar,
but in others they wer: sufficiently py.
merous to bring the product into (js.
respect and the manufacturers into s
repute,

Tiiose who voluntarily pledged cop.
tributicns for the support of this work
were commended uil it was votel gy
continue this work: ini another year ang
to urge the estadishwient of a fan of
approximately $3500 for this purpose,
Additional pledges from former contrib-
utors were sought, to be made to the
secretary as soon as the representatives
at the convention could determine irom
their firms what amount each would
pledge.

Risk Rates Too High

William Culman, chairman of the spe.
cial committee on compensation insur-
ance, reported a survey made on prevail-
ing rates disclosed a vast variance in
charges made for this protection. He
was of the opinion that his committee
had merely started its work and that it
should be continued under the direction
of the incoming board of directors. A
motion to that effect prevailed.

A. Irving Grass, chairman of the
Membership Committee, made a popular
report showing the admission of a large
number of firms to membership in the
National association, naming several
;ood prospects on which the committee
has been working, in which work it is
heped to have the help of members who
are personally acquainted with the pros-
pects.

Selection of the 1930 convention dates
and place was referred to the board of
directors with instructions that a de-
cision be arrived at as carly as possible
in the coming year. The directors would
be in a better position to make a chice
in keeping with conditions and sentiment.

“Neatest Ever” Closcs

The third day's session drew to a lose
shortly after noon on Thursday, |une
20. The convention was one oi the
greatest ever held by the industry in hoth
attendance and constructive action. The
campaign of President Tharinger to have
the macaroni manufacturers become
more personally acquainted is beginning
to bear fruit and the 1930 conference
should beat even the New York record
breaker. These were the opinions that
prevailed in the minds of the officers,
members and friends of the National
Macaroni Manufacturers association 3%
they dispersed after the final session on
June 20,
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Note the grey and dull appearance

be zold in the American markets and such wheat (though it may be graded No. 2 Amber
Durum or better) must go for export at the export level of prices.

of the products. The Monad and Peliss varicties produce similar color. Products of this quality cannot

I1. Acme Durum with sample of Semolina and Macaron: which were produced from it.

Note the dirty as well as the grey and dull

appearance of the products. As in the case of the Acme variety such products are unsaleable in the American domestic

I11. Red Durum with sample of Semolina and Macaroni which were produced from it.

The domestic demand for this variety of Durum is chiefly for fced purposes.

market.
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There’s a Vast Difference in Wheats

The reproduction of a sample case made to show the vast differ-
ence in macaroni productsmade from different types of Durum Wheat,
as shown on the opposite side of this sheet, is quite startling. While a
printed reproduction of this sort cannot show the transparent consist-
ency nor the lustre of the Semolina and Macaroni samples, still it does
show very clearly how some Durum Wheat makes wonderful Maca-
roni products and other Durum Wheat is absolutely unsatisfactory.

It is this knowledge and study which has caused this company to
develop the most complete equipment for testing every bit of Durum
Wheat offered us and actually manufacturing small samples of Maca-
roni products under commercial shop conditions before we accept
any Durum Wheat for our mills.

We pledge ourselves to keep in the lead in assuring mucarom

manufacturers the highest degree of uniformity and best consistency
and color in GOLD MEDAL Semolina that it is possible to buy.

Washburn Crosby Co., Inc.

Millers of

GOLD MEDAL
SEMOLINA

General Offices: MINNEAPOLIS, MINN.
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L) prusi‘lcnl.
il give an account of his stewardship.

§ ucts made with

He stands before you to

Business each year is becoming more
difficult but also more eflicient, still

B many  fundamental principles remain
¥ the ~ame, the eflicient succeeding and

the meflicient standing still or failing
entirely,  Our Association, however,
must go on.

As you know, I have endeavored o

bring about a better and closer ac-
B quaintance between our members ; how

I succeeded can best be answered by
vou. Do you know more members

B personally and more intimately ?

Through the local meetings during
the year I believe a closer relationship
between many of the members exists

i than in the past.

A Dbetter understanding  with one
another will increase the value of our
organization and make possible nec-
essary undertakings to improve our
condition generally, and 1 feel certain
with considerable less effort.

After all we are partners in this As-
sociation,

Much good work has been done by

§ the Educational committee of which
§ Dr. L. R. Jacobs is chairman.

This
wommittee  accomplished  much  the
past vear in further climinating the
use of coloring matter, so that today
one seldom hears a complaint on this
score,

It also obtained an increase in the
tarifl of 1¢ per Ib. on macaroni prod-
eges, to offset the
tarifi on imported eggs.

His veport will outline in detail the
activities of this committee. 1 wish to

/ thank those members who so gener-
i ously contributed to the fund that
4 made this work possible,

It is our hope to work up a revolv-
ing fund to carry on this work, so
members who did not contribute the
Past vear may do so this year, making
possible a continuance of this most im-

B! ortant work,

e Cost committee, of which Glen
Haskins, vice president of Foulds Mill-

§ " company, is chairman, has been

busy all year, devising a cost system
best suited for our requirements,

8 which when put into use will mean

much to all of us but a great deal more
10 those who have no cost system.
Some of our members fear the work
tnnected therewith, I must admit
that T do not know the details of a cost

fystem, but realize the comfort of

The average bookkeeper should be
able to prepare i cost statement with
the assistance of a well prepared foim
and, if not, T know that the cost of
the services of an accountant is money
well expended for this necessary in-
formation.

Establishing a selling price for mer
chandise of which we do not know the
cost isn't good husiness,

Our Advertising committee is in
capable hands. R, I Brown of the
Fortune-Zerega compiny of Chicago

is its chairman and, like all active

FRANK J. THARINGER

chairmen, this year has devoted much
time to this important subject.

More patience and work will be re-
quired but T feel certain that this pro-
gram, as others i the past, will hear
fruit.

[ have been informed that o period
of years involving much work wis con-
sumed to obtain legislation on the use
of coloring matter in the products we
manufacture,  As no particular cost to
the member was attached to this item
we must not expect our advertising
program to develop too rapidly; the
sooner the better is my belief, how
ever.

My hope is that the cost of any ad
vertising done by this  Association
should be borne only by the industry,
for no matter what allied agency as-
sists us it is ourselves who pay the
bill ultimately as an indirect tax.

While on this subject I wish 1o
bring to your attention that advertis
ing and quality are closely related, for
when we make the grade and national
advertising becomes a reality nothing
is going 1o he of greater importance
than quality, for no amount of adver-

President’s Annual Message ?-' i
i y
5
A year ago your Dircctors saw fit to knowing what our finished products tising will sell merchandise of !
% nflict upon the Association a new  cost. ferior quality.

It is not in my provinee to set a
standand nor to criticise the quality of
the product of any  manuiacturer,
Nevertheless, in my few years of es
perience in this business 1 lave dis
covered there is o difference in mae
aroni products, and unfortunately the
poorer qualities do not invite the con
sumer o become a l‘l.';:ll]il'r user of .

moduct  containing  such  wonderful
food value, and naturally retard con
sumption.

This ]lrillgs o our attention -
creased consumption.  Have you ever
thought how much more would be
consumed if all 7 oz, packages packed
at the present time would contain an
extra ounce?  ‘The increase would he
many tons, I venture, as the housewiic
will not extract an ounce when pre-
paring a dish requiring a package of
macaroni products.

This, 1
tendency to stabilize prices, which the
jobber and retailer would weleome, As
itis at present the buyer, when being
||l|ulwl icertain price per case, must
consider weight, and should he expect
delivery of an 8 oz package and re
ceive one containing but 7 oz he
feels he has been imposed upon, espe-
cially if he is accustomed to an 8 oz,
package.  Although the price may he
relatively cheaper he loses respect for

Lielieve, would also have a

the business methods of the men en-
gaged in this industry instead of plac
ing greater confidence in us.

I make 2 |l;tl‘(itl||.‘u’ request amd urge
vou all to hear the reports of these com-
mittees,

At times during the yvear | have felt
that some of our members were of the
opinion that the Association was not
assuming i progressive attitude towaril
matters in which individual
manufacturers appeared interested,

In answer ta this we must remember

certain

our limited funds and that we must
consider the general instead of the in
dividual welfare of onr members, with
the hope that evenmtoally every one's
desire will be satisfied,

During the past vear the govern
ment has lnched two projects that
concern us vitally, one the Federal
Commission Trade Conference of the
grocery triude Tast Octobier at Chicago
amd the other known as the Louisville
Grocery Survey by the Department of
Commerce, with which you no doult
are familiar, because considerable has
been printed about these in the Maca-

I e e b ———
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roni Journal and various food journals
and magazines,

Our Association as an organization did
not take active part in cither of these
surveys, although many members were
present as individuals at the hearings.

Should we be called upon, however, 1
feel we should give these movements our
hearty support, as there is no question
in the minds of the members of the gov-
ernment agencies and the grocery trade
generally, that there are abuses in the
trade which should be corrected ; and we
should do our share to assist in eliminat-
ing them,

Last fall the government also estab-
lished definitions and standards on semo-
lina, which were also published in the
Macaroni Journal.

I have suggested through the columns
of the Macaroni Journal and at group
meetings that a big savings to members
through reduced premiums for compen-
sation insurance could be made if an
effort were made to reduce the accidents
in our plants through safety methods.
This has wonderful possibilities and will
pay worthwhile dividends to us.

1 am hoping that our “get acquainted”
campaign will result in a gieater interest
in our Association by all members, pro-
duce sounder trade practices, thereby ob-

taining the good will of the jobbers and
merchants handling our products and the
public at large, all of which will benefit
us.

Team work brought about in this man-
ner will bring success and prosperity to
us, not only as an organization but as
individual manufacturers as well, and
will create a greater security in our in-
dustry.

I would like to recommend that the
chairmen of various standing committees
be, whenever feasible, members of the
Board of Directors, This, 1 believe,
would keep the directors in closer touch
with the work of these committees for
at each meeting of the directors the com-
mittee chairmen would be present to sub-
mit reports of the work performed by
their committees,

Under existing conditions the chair-
men not directors report during the year
only to the president, and usually by mail.
If action is taken on this suggestion 1
hope it will be done only after a thorough
discussion.

In reviewing the membership of the
Association I desire to compliment you on
the fact that practically all worthwhile
manufacturers of macaroni products and
egg noodles are members of your Asso-
ciation. Due credit must be given A, L
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Grass, chairman of the Membership con.
mittee, for bringing about this most «atjs.
factory condition.

It has been a pleasure to serve yoy
during the past year, and the support |
obtained from our members has beey
most gratifying. The committee clair.
men have taken their tasks seriously, the
directors have attended meetings regu.
larly, and some, I know, at considerable
expense to themselves and their business,

I wish also to mention that the spirit

of cooperation on the part of the Allie] §

Trade Industries is a distinct compliment
to our Association.

Your Secretary, M. J. Donna, has been
most willing and obliging, and may | add
that your splendid journal is due en-
tirely to his efforts. In this connection,
as our advertisers make our journal pos-
sible, it behooves us to give them our
patronage.

I believe that our organization has
wonderful possibilities, is economically
operated and with your assistance and
financial support, and possibly a little
patience, much will be accomplished.

In closing 1 wish to thank the officers,
directors, committee chairmen and mem-
bers, also individual members, for their
cooperation and the loyal support accord-
e me the past year.

Secretary- I'reasurer’s Report

Once more there is a pleasing duty for
me to perform, that of reporting to you
upon the activities of my office since the
very successful convention held in June
1928 in Chicago.

The growing inclination in business
circles to confer with competitors is a
wholesome, a beneficial and a welcome
tendency. In the Macaroni Products In-
dustry of America the value of such free
and open conferences of men with like
interests is annually being more and more
appreciated as indicated by the record
breaking attendance at this gathering of
manufacturers and allied tradesmen.

For the twentysixth time in as many
years the progressive manufacturers in
our industry have gathered in a friendly
convention for the sole purpose of ex-
changing experiences and to trade ideas,
the latter being one of the few forms of
trading from which all parties thereto
profit.

For the twentysixth time the National
Macaroni  Manufacturers  association
sponsors this nation wide conference in
which competitors study conditions with

intent to improve them wherever possible,
As a result of this meeting there un-
questionably will be better understand-
ing in years to come, a friendlier feeling
toward one another, and profitable prog-
ress.

Speaking the same language and facing
the same problems, the task of one in-
dividual, or group, should find its solu-
tion in the experiences of others. This
is the only motive that prompts the Na-
tional association to provide this annual
opportunity for an interchange of ideas
and information that benefits everyone in
the industry.

The trade association movement, ac-
cording to President Herbert Hoover, is
a force which may revolutionize Amer-
ican business. Recently he said:

With these agencies (trade associations)
used as the machinery for the cultivation
and spread of high standards and the elim-
ination of abuses, I am convinced that we
shall have entered the great era of sclf
guverning industry and business.

On all sides and in all lines of business
indications are unmistakable that there is
a growing need for cooperative solution

of common problems by trade action and
trade understanding, and that.it should
be done through the national organiza-
tion of the trade which it seeks to repre:
sent and which it does assist as a whole.
Problems in any trade are not to I
solved by hostility but by concession and
cooperation on common grounds, through
group efforts as against individual action.
Year after year in this industry we sc¢
more and more firms and individuals
with kindred interests coming together
as groups for creating common stanid:
ards, spreading efficiency measures and
building public good will, not only fof
the members composing this sponsoring
association but for the entire industry.
The success of a trade association i

measured by the amount and kind of c B8

operation it receives at the hands of thos
it seeks to help. The National Mac
roni Manufacturers association welcome

all with open arms to unite in carryini §

out the purposes for which it was firt

organized more than a quarter of a c¢* B

tury ago. If our work in the past ha
not been as successful as it might havt
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“CLERMONT"”’ Noodle Cutting
Machine NA-2, with Flat Noodle
Folding Attachment.

Type NC-FNF

—

THE MACHINE WﬁICH PAYS DIVIDENDS
No skilled operator riquired No hands touch the product

Suitable
for
Bulk
Trade

Suitable
for
Package

Trade

The finished product of above machine.

WE ALSO MANUFACTURE:

Dough Breakers Triplex Calibrating Dough Break

Noodle Cutting Machines Fancy Stampin fgr Bolgognﬂ :‘?t!:,rl‘fam

Mostoccioli Cutters uare Noodle Flake Machines

Egg-Barley Machines Combination Outfits for Smaller Noodle Manufacturers

Write for our descriptive catalogue and detailed information.
Will not obligate you in any manner.

CLERMONT MACHINE CO., Inc.

268-270 Wallabout St. Brooklyn, N. Y.
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heen lack of cooperation on the part of
those who rightfully should assist, rather
than the unwillingness of the leaders to
do their part, might properly be blamed.

Cooperation is the greatest power in
the world for accomplishment. In our
industry there are still too many who are
withholding their support.  They should
welcome cooperation as did the little girl
who, after being punished many times
by her mother, said:

You heard me say my prayers, didn't you,
mother?

Yus, dear.
And you heard e ask God to make me a

good girl?

Yes.

Well, he ain't done it, yet.

Despite repeated invitations and con-
tinuous urgings to join the National asso-
ciation’s activities, quite a few firms
“ain’t done it yet.” May they soon see
the light and volunteer to lend a hand,
cooperate.

What we need most in this industry is
more wholehearted confidence in each
other and a greater willingness to look
things squarely in the face, acting above
board, no side stepping.  The competitive
race for a place on the American table
by an almost endless variety of foods is
becoming one of industry against indus-
try rather than the competition of unit
with unit within a trade.

Practically every other line of business
with which we come in daily contact is
more strongly organized than we are, es-
pecially manuiacturers of foods with
which macaroni vompetes, not overlook-
ing the distributers “vhose good will and
cooperation are so essential. Greater con-
fidence in our own business and in the
National association which aims to rep-
resent it efficiently will not only serve to
encourage that spokesman of the trade
but will serve to warn outsiders that the
macaroni manufacturers are united in
their efforts to improve conditions in the
trade and to better our relations with dis-
tributers and consumers.

The year just passed was a normal
one.  As you were told in the interesting
and comprehensive address of our able
and willing president, no opportunity to
serve the best interests of the trade has
been overlooked, Despite slight setbacks
that must occasionally be expected, the
National association is probably in a bet-
ter position today than it ever was to ef-
fectively represent this industry in gov-
ernment and business circles.

In a report of this kind details are
odious, Here are a few of the outstand-
ing activities of the past year:

I—Greater personal service to members has
been the unswerving policy of the officers.

2—Imparted to the trade much reliable and
impartial information insofar as our limited
records permitted.

J—Followed through a friitful campaign
inaugurated by President F, J. Tharinger to
promote better personal acquaintance between
head officers of the different firms composing
our association,

4—Kept a close watch on the protective
tariff situation: first by getting our govern-
ment to bar all imports of adulterated and
artificially colored products; second by pre-
senting effective and convineing argumeits
before the Ways and Means committee of the
House of Representatives that prompted that
body to recommend the retention in its newly
proposed tariff act, the present import duty
of 2¢ a pound on plain macaroni products and
to raise the duty to 3¢ a pound on these prod-
ucts that contain cggs. Indications are that

M. J. DONNA

the measure will pass without modification in
the rates in which this industry is so direaly
and vitally concerned.

S5—Encouraged fact finding studies by the
Cost committee, as to the cost of macaroni
manufacturing and distributing. Relizble and
dependable information has been uncovered
that will prove more convincingly than ever
that “selling below cost is business suicide.”

6—Research work has been carried on quiet-
ly by the Macaroni Publicity committee to as-
certain what other trades like ours have been
doing in the line of cooperative advertising,
how it was financed and conducted, and finally
the results obtained. Some interesting facts
have been uncovered.

7—The Educational Burcan work has been
more indispensable than ever, more heneficial
and farrcaching than many have realized,

8—The contacts between the macaroni in-
dustry, the government burcaus and all the
allied trades have been sush as to promote
understanding and exalt tne merits of our
products.

O—The relation between our inlustry and
the various agencies concerved o popularizing
our products have been such that in many of
the food magazines of our country there have
appeared more frequently than herctofore, ar-
ticles on macaruni products and ways of hest
serving them in appetizing combinations. This
is specially true in radio broadcasting of maca-
roni facts, stories and recipes.

For 10 years I have carefully and
studiously watched developments in the

trade, and based on this experience would

recommend the following matters
your careful and serious attention:
1—Statistics on production and distributig
are sadly lacking in our industry. Ticy o,
50 beneficial as business guides and wly iy
dicative of trends in the trade, that one we.
ders why this has not become the leading g

tivity of the association. On this suby.ci, Dy §

E. Dana Durand, Chicf of the statisiical g
vision of the Burcau of Foreign and Domestc
Commerce, recently said: "It is the commeg
opinion in the United States that the wide.
spread use of cconomic statistics has leen 2
important factor in steadying our indusiy
and commerce and in preventing industrial an)
financial crises.” Dractically the only reliall
figures available are those compiled hy the
Buredu of Census in its biennial census of
manufacture.  These hardly do our indusry
justice. Gathering and compiling statistics iy
purely and simply a trade activity whid

should be started immediately in our industn J8

2—Overcapacity in our industry followinyg
the postwar expansion is a vexing prollem
The present tendency to dispose of excess pro-
duction to zonsumers heretofore supplicd ly
compelilors must sooner or later give wy
to some plan whereby the excess will he taka
care of by creating new avenues of consump
tion,

J=The disposal of old machinery, scllayg
wornout machines to irresponsible dreamen
creates a cheap  competition  that  retard
hcalthy progress,

4—Unwise extension of credit by supyly aal
cquipment firms but adds to the burden of the

firms which pay their bills promptly. Al 8

the only recompense of this honest group by
the increased, unfair competition on the part of
the firms financed by the altogether too lilenl
credit extension policy of some supply o

panics.  Curb undue credit and price comjt-§

tion will wane.

Annually I try to make at least ot
suggestion for trade betterment. T
haps you rightfully feel it rather pre
sumptuous on my part to do this il
are of the same opinion as was the litk
newsboy.

The famous evangelist, Billy Sunday,
once stopped a boy on the strect 10 i
quire the way to the post office.

“Up one block and turn to the right, B

directed the urchin,
“You seem a bright little fellow” s
Sunday. Do you know who I am?”
“Nope!”
“I'm Billy Sunday, and if you «om:¥

my meeting tonight, 1'll show you ihefil

way to hieaven,”

“Aw, go on,” answered the Tintle b
“you didn't even know the way to U
post office.”

What 1 am about to suggest is not pe¥
but it's an opportunity that has not ¢
properly capitalized. Do we fully 3]

preciate the possibilities for increCEs

consumption of macaroni products of
fered by the infants in this country?

It is estimated that we have here a0Fg

10,000,000 weaned infants under sch

July 15,1929
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HE USE OF CHAMPION FLOUR OUTFIT GIVES
POSITIVE CONTROL OF FLOUR HANDLING

AT A MINIMUM OF COST

The Best Qutfit At Lowest First Cost .

Easily installed, simple to operate.
Let us submit a drawing and price.

We build outfits for all size plants.

Champion Machinery Co.

Joliet

lllinois

Fill in
and
Mai!

Today.

I'd

/
4
/

, ¥
/s Name
/

-
/7  Street ... .
/

City

’
// We

,7 want
,¢ price on

«v... bbl
outfit,

State. .
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age, 6 vears. Our products, especially
egg noodles and the finer pastes, are rel-
ished by these youngsters and are ideal
foods for this growing class, because of
their muscle developing and bone build-
ing qualitiecs, They are especially pal-
atable, appetizing and nutritious when
boiled in milk or served with eream.

Charles E. Sohm, public analyst of
New York city, once said: “No other
food or group of foods can ‘hold a can-
dle’ to macaroni products for the build-
ing up of body strength and for keeping
us fit and well. Tt is the greatest of all
foods for the little folks who are ever-
lastingly hungry and who are building up
their little bodies into strong and healthy
men and women of tomorrow."”

Dorothy N, March in “Good House-
keeping” stated: “What place does mac-
aroni hold as a richly nourishing food?
Tts tissue building material, and mineral
content as well, make it particularly val-
uable in children's diet.”

Dr. Frank X. Walls, Chicago's leading
baby specialist, recommends macaroni for
practically all of the babies under his care
and observation. “Babies like it and
thrive on it. It is easy for them to di-
gest and at the same time is highly nu-
tritious, something that makes them
grow.”

Just think of it, 10 million youngsters
under school age! Suppose that through
the combined efforts of the industry we
succeeded in getting every child under 6
years of age to eat only ONE OUNCE
of our products daily, surely an insig-
nificant quantity. That would mean 10,-
000,000 oz a day of the stupendous to-
tal of 225,000,000 Ibs. a year, practically
equal to ane half of the entire present an-
nual consumption of this food in the
country. Is this not worthy of a little
thought ?

Association Finances

Happily the association finances are
sufficient this year to meet the demands
for current expenses. As received all
funds are deposited in the First Nation-
al bank in Braidwood, I, and are dis-
bursed only on proper association checks,
duly countersigned by me as your secre-
tary-treasurer, A detailed account of the
audit made by certified accountants will
be read later by vur president.

During the year ending May 31, 1929,
the association receipts from all sources
and its expenditures for all purposes
were as follows:

General Fund

Receipts—$14,920.70  (10-yr.  average
$13,292.15) divided as follows:

Journal advertising $7,571.50 (10 yr. av
$8,186 50)

Journal subscriptions $459.82 (10 yr. av.
$454.90)

Association dues $5,178.50 (10 yr. av.
§4,440.00)

Chicago convention registration fees and
extra banquet tickets $1,518.00 (high-
est ever),

Interest on deposits $118.63 (highest
ever),

Miscellaneous $74.25

(As Treasurer I also received $31.20 ad-
ditional interest on deposits in First
National bank Connellsville, Pa., from
former Treasurer L. E, Cuneo, and
$15.20 over remittance which will be
returned to him by check No. 142.)

Expenditures—$14,695.82 (10 yr. aver-
age $13,540.00) divided as follows:

Journal publishing, etc. $7,284.01 (10 yr.
av. $7,552.30)

Association work §7,41147 (1D yr. av.
$5,639.40)

Balance in General fund June 1, 1929

$6,228.82

Educational Bureau Fund
Receipts—$7,552.84 of which $3,510 yag
in voluntary contributions by suppor.
ing firms and $4,042.80 donated out of
the Macaroni Publicity fund. Four
cents was the old balance.
Expense—$5,908.34 of which $3%083
was paid to Dr. B. R. Jacobs ang
$2,000 refunded to National associa.

July 15,192 |8
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Courtesy of Traficanti Brothers

tion general fund to repay loan made J '

carly in 1928,

Balance in Fund June 1, 1929, $1.644.50, I
Macaroni Publicity Fund

Contributions

$12,959.23 for advertising and $.

042.80 paid Jacobs and General fund, i '

Balance in fund June 1, 1929....$2,967.97 H
Tariff Fund

This fund remained untouched. Balance

still $50,

ASSOCIATION MEMBERSHIP

It is a pleasure, indeed, to report on
our association membership, in both the
Active and Associate classes, Those en- [l
rolled during the past year, or since the B§
beginning of the Chicago convention, are:

$19,970.

Expenditures :

_Firm Representative City Date
(Active, .
Traficanti Bros. (Reinstated.........Frank Traficanti .....Chicago ......... nJune 19, 1528
Boston EG. hetti Mfg. Co........—sSalv, Scarpaci ........Boston... —aJune 19, 1928
Western Union Mac. Co, .C. Carbone Denver une 19, 1928
G. D'Amico Macaroni Co...........—.sCarl D'Amico ._...._.SI;:&H____ une 21, 192
Niagara' Macaroni Co, ........—Angelo Leone Bufialo une 21, 154

New Haven Macuroni Co.........uP, Geo, Nicolari.......New Haven......

Kcntuck‘ Macaroni Co. os, Viviano ..........Louisville...................Nov, 14, 192
The A. & P, Corp . J. Dent. «Brooklyn an, 18, 1999
West Virrinh Mac. Co R, V., Gold Clarksburg......... May 11, 1989
Busalacchl Bros. Mac. Co............—xJohn Busalacchi ....Milwaukee..... May 13, I

Maravigna Macaroni Co.........._.]los. Maravig ..sBOStON May 27, 198

Mrs. C. H. Smith Noodle Co........Mrs. C. H. Smi.
Paul Bienvenu

“"Alex G. Graif.......... s

Catelli Macaroni Products Co
Associate) ..........
King Midas Mill Co..

C. Surico

-.Ellwood City, Pa...June 13, 192
Montreal, Canada

.May 13, 989
une 13, 192

Clermont Machine C

Seven members were dropped from the roll during the year,

Pacific Macaroni Co

Los Angeles

United States Mac. Co.

Los Angeles

Indiana Macaroni Co. Indiana

La Rosa Macaroni Co

Brooklyn ...

Superior Macaroni Co.
Natural Egg Noodle Co.........

Summary of Membership

Reported Chicago convention
Reinstated ...

Admitted .....

Total ...
Dropped during year................

Merged July, 1928

Merged July, 1928
McLaren Macaroni CovmnmmCleveland e Quit Business 1928
Resigned May 9, 1929
Suspended May 31, 1929
Los Anccles.aaSuspended May 31, 1929

}une 19, 1928

Union City ..o Quit Business May 31, 1929
Active Associate Total B
.73 9 82 :
| !
w 12 2 _15_ {
. 86 11 92
7 0 7
79 11 %

Membership June 17, 1929

(Gain of 6 Active and 2 Associate)

The present membership is classified Maravigna Macaroni Co., Jos. Maravig:
na, Boston, May 27, 1929

as follows:
Class A, 18
Class B, 20
Class C, 34
Class D, 7
Associate, 11

first payment of dues:
Catelli Mac. Products Co., Paul Bien-
venu, Montreal, May 13, 1929

From this brief summary of the M
tional association finances, membersh?
and activities one should get a better il®
of the true worth of this organization, XEI
Applications approved-only awaiting constant watchfulness of the industry* B8
interests, the economy of operation, o
cered by men of your own choosing, 3"
a fountain of information in its growi®

A

]
Bl 8

Rl

Extra Noodle Sales
oo I Cellopbane

The fine counter display that noodles get in
Cellophane packages makes many extra sales,
They suggest themselves to every housewife to
pick up and take home.

Convenlent packages are ready for instant
sale—protected from dust and handling.
-k Cellophane has helped many manufacturers
. get new customers and greater sales. Have
- you considered it?

i Our Package Development Department will
q be glad to cooperate with you.

Du Pont Cellopbane Co., Inc., 2 Park Avenue,
New York City. Canadian Agents: Wm. B.
Stewart & Sons, Limited, Teronto, Canada.

[1]
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files that is constamtly  becoming more
aluable.

The palicies of the past year were de-
veloped by the board of directors and
were put into effective operation under
the able guidance of President Tharinger
and the various committee chairmen.

As for my personal work as vour sec-
retary-treasurer, 1 sincerely hope that it
has been as satisfactory to the rank and
file of the association as some of the offi-
cers tell me it has been to them. | have
striven to serve you to the very best of
my limited ability. Perhaps 1 can hest
express my good intentions in the words
of the immortal Lincoln:  “I do the best
I know. If inthe end I am right, all that
is said against me will not matter,  1f in
the end T am wrong, forty angels swear-
ing that I meant well will not help me.”
My work is my record and you are the
judges.

In closing 1 wish to express my deep-

HE MACARONI JOURNAL

est appreciation for the patient good will
and cooperation always given me and
my efforts by our good president, Frank
I. Tharinger, and the willing Board of
Diiectors, To work for them and with
them has been a pleasure indeed, 1 am
also deeply grateful to the membership
at large for faith and confidence that it
has been my pleasure to always receive.
At the end of this conference all
should return to their respective places
of business with a better knowledge of
conditions in the trade because of per-
sonal contact with manufacturers from
all parts of the country, with a clearer
understanding of the aims and purposes
of the National Macaroni Manufacturers
association, and with a willingness to ap-
ply the knowledge and experience here
gained, all for the suceess of your own
particular business and the everlasting
glory of the Macaroni Products Manu-
facturing Industry of America,

Economic Distribution as a

Business Builder

Distribution of food products, with its
many intricate and diverse aspects, is today
the  outstanding  problem facing the n-
dustry

With the advent of the Industrial Revo-
lution there came a virtwal replacement of
hand labor by machinery, and all problems
from the inception of that cra to the pres-
cnt century have been primarily concerned
in the determination of effective ecanomical

L. S. VAGNINO

methods of production. That much has
been acgomplished in this direction s evi-
denced by the enormous  expansions in
imdustry, and the growth in recent years of
igantic organizations operating on large-
seale profuetion.  While advances i pro-
duction methods will continue, the center
of attention of the industey today 1= direct-
ed toward problems of distribution.
Need for Analytical Study of Distributing
Problems
Consequently, there s an imperative

By L. 5. VAGNINO,
Faust Macaroni Co., St. Louis, Mo.

need, fircr, for a thoroughly analytical study
of the exact problems of distribution, and,
secondly, the judicious application of sound
ceonomic principles in the solution,

An approach has already been made by
the Hurcaw of Business Rescarch of Har-
vard University.  During 1927 the Burean
undertook the task of developing a classifi-
cation of marketing expenses for grocery
manufacturers. Manufacturers were divided
mte 7 groups, according to the type of
products made and sold by them 1n one
wits mncluded macaroni manufacturers, Ta
cach manufacturer a schedule of marketing
expenses was sent with the request that
the amounts spent for the various market-
g activines be enumerated mo their re-
spective blanks. Upon the return of these
~chedules the burcan separated, elassified
according to industry and volume of sales,
and  analyzed  the  data submitted The
waterial herein presented was taken from
that study

Division of the Consumer's Dollar

When a consumer purchases a dollar’s
worth of wroceries, how much is retimed
by the grocer for his services; how much
by the whelesaler; how much by the manu-
facturer®  OF the amount retiined by the
manufacturer what proportion is spent for
his marketing activities?

Approximately  20c of cach consumer’s
dollar is required by the retinl grocer for
his services in distribution

From the survey made by the Buie
1924 the retailer's gross profit was 19.8% ;
his total expenses 18%; and his net profit
L.B% of net sales.®

Of the B0c¢ left for the wholesaler and
manufacturer, approximately 10¢ is retained
by the wholesaler for his services. Operat-

*Dulletin No. g2, Operating Expenses in Retail
Grocery Stores.

July 15,195

ing expenses for whaolesale grocers in 192
amounted to 106%; pross margin 1134
net profit 0.7% of net sales.**

The 70¢ as the share which the naufac.

DISTRIBUTION OF h
CONSUMERS DOLLAR
roR GROCERY COMMODITIES

Manufocturer

704

CHART A

turer retains pays for his raw materals,
conversion expenses, fixed charges, marko.
g expenses, and includes a margin
profit, if any. OF this amount 27% is spem
for marketing activities.***

COMPARISON OF MARKETING EXPENSES
WITH TOTAL EXPEHSED

FORL GROUP+5+
MANUFACTURLLS OFs
Macaren:
Cereals
Crockers
Solt and

Preserres

Net Salea«100%

CHART It

Marketing Expenses for Product Group V.

Due 1o the fact that there were ni «
cient reports submitted from any one crogp
toowarrant a scparate study of their oark
cling  expenses, the Burcau  groupol
gether reports of manufacturers of b«
products,  such as  Group  V—( roals
Urackers, Macaroni, Salt and DProoone
However, the  total  marketing o pens
hgures for these products showed =
prisitcly close correspondence. Belo aoe 2
on showing the various divis e
marketing expenses for this group.

Marketing Expenses for Product Gioup V

Cereals, Crackers, Macaroni, Salt and
Preserves

(Nt Sales—100%%

Per 1'er

cent ont

Salesforee and Brokerage............ o

Salesforce .

Irokerage
Sales Promotion and Advertis-

ing S— . X

Field Promaotion.... s

Space Advertising............ 40

**Hulletin No. 40, Operating Expenses in Whole

sale Grocery Husiness. k
***lulletin No. 77, Marketing Expenses of O
cery Manulacturers for 1ga3.

g 1uly 15,1929

Other Sales Promotion and
AVETLISINE coenicnemcerinaene. OB
shipping, Transportation, Ware-
hensing and Delivery......... RS
SHPDing v 0.8
Transportation . 60
District Warchous
Loval Delivery.....
Ger ral Outdoor
stck Comtrolannn. 0.1

. 05

Credic and Collection.... 02
Gen ral Credit and €

I pense T e TRUS
Lo from Bad Debtso.... 013

Marke g Administration.. . 42
Sabies and Wages.oooo00 20
Travel (1
Offico Expense ’ 1.0

Mher Marketing Administra-

e 0l

Total Marketing Expenses. .. 2u0

Salaries and expenses of salesmen and
brokers constituted one of the largest divi-
aons of distributing  expenses;  approxi-
mately ome third of the total

Sales promotion ana advertising amount-
Vi%e.  Of this amount 4% was spent
advertising, which included news-
paper, magazine, and  poster advertising
tther  sales  promotion  and
meluded Free Deals, Direct
teang, Premium Advertisi and  Miscel-
1 Sales Promotion and Advertising

Shipping, Transportation, Warchousing,
and Delivery expenses alse approximated
one third of the total.  In this division 6%
accounted for freight, which indicated that
these products were sold £ o, b destination

Marketing Administration required 32% ;
Lredit and Collection 0.2%.

According to the conclusions drawn by
the Bureau, it is interesting to note that:

fal Total Salesforce and Drokerage was
Iwest for companies which sold nivionally
aud only 1o wholesalers and chains; on the
ther hand, total Sales Promotion and Adl-
vertising was generally very high for this
sty

e Those companies which sold on a
st seale 1o unit retailers, o oaddition
vholesalers  and  chains,  commonly
fowel relatively high Salesforee and
Brok tage expenses; however, their Adver
e and Sales Promotion expense wiis

it ratively low.

e sales Promotion and Advertising ex-
e for companies  selling  sectionally,
ad iy o wholesalers and ehains, tended
Wb lower than was the case for cither
S ol companies which sold on aowation-
al b o-

W Total marketing expense tended 1o
b lser for thuse companies with relatiyve-
B b sales per salesman than for comp-
e whose sales per sulesman were rela-
el low

e For those companies whose broher-
32e wales constituted a relatively substantial
Popurtion of total sales, total marketing
Apenses tended to be lower than for com-
fanies whose sales through brokers were
Wmparatively small.

N Total marketing expense tended to
¢ distinctly higher for those companies
"’.'"*l' salesmen secured a large volume of
Pissionary sales than was the case for

those companics in which missionary selling
Wils NOL so extensive

Comparison of Marketing Expenses by

Product Groups

A comparisan of marketing expenses for
this group with marketing expenses of the
5 other grocery product groups will he of
value
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s contrasted with the same bosses 1o
whaolesale and retail trades

Companies e product group V1 showad
the highest ol marketing admimistration
expense, compamies inogronps [and TE
Towest

exforee aml brokeraee, and sales pro
motion aml advertising, except admimisira

Comparison of Marketing Expenses by Product Groups

I 11

.

- v

2 T

_ v g

- o

Salesioree aml Dok 230 L

Sales Promonion &

Adv 5 nar; (IR
Shipping,  Transporta

tion,  Warchousing,

and Delivery 11 R
Credit and Collection 1 224 0l
Marketing Admimistra

1on 1.25% 100,

Total Markenme  Fa

penise 3AG 0

Toral marketme expenses of lour nnllers

and meat packers were lower than fuor
A

her group However, no true com

ws can beomade between these 2

groups and the others o aceonnt of the
varving customs and busin < practices tlan
previnl an cach group For example, millers
eenerally sell their pradocts £ o bonills,
ar Dasing point, whereas manufacturers i
groups THL V, and VI osell their produocts
delivered destination  This fact alone
counls for the  relatively low Shipping,
Transportation, Warehousing, and Delivery
expense (110E) for millers, and the corres
pondingly Ingh expense (B3%0) for manu
facturers in group Vo While Salesforee amd
Brokerave  oxpense wis lower for Bour
miidlers amd meatr packers 1l for any other

eronp, the proportion b tetal marketing
capenses was higher, approsimately om
half in the case of the lour millers

Merchanidise hrohers were more osten
sively wsed by Canned ansd Bearbal Foul-
tiaan by any othor cronp, yudeinge from
proportion of expense mvedved

OfF the toral <alestorce oxpense, o 1l

companies thit showed o separat avvend

ing o the tvpe ol salesfoeree, mssars
silesioree commonly amamted 1o appra
nuttely ome fonrth amd eocolar salestoree 1

three fonrths of the total salesionie es

pense
Companiies e proaluet eronp VI showed

distinctly logher ficores for <ales prone
tion and advertisime oxponse than dil com
panics i any other croup

e dow sloppine ovpense em o
procduct group IV 00 alee, T, ete 1 as o
plained by the faet thit o magority of thes
companies dbid nor el on a0 matonal seals

The high total <alestoree amd brokeres
expense  dor  mannfaciirers n o produet
proap V1 (Soaps, Cleansers, ete ) way by
i inted in the fact that these compannes
wenerilly sell directly to the retail trade in
sl units, thus requiring an onusoally

barge sales personnel
Losses from bad delis i general wene

extremely low for grocery mannfactorers

21 IV \ b |
NG Sales—1007 5 )

3
¢ 3
B 2
1
- =

LRl heg
2N $2 A 1ioe
o, i Kat, S L
1024 ([ 2 nre,
Ao, Aag KL T
17 0% 17 3% 2o, X124

o, tended teovary dhirecthy wirle the ol
marheting  expense, on the other hand,
shipping, transportation, warchousing, and
delivery oxvpense showed no sach vorres
pondenes

The subject manter here presentedd atfe rdds
a starting point for the consideration of

such a study of our andostry, wadertaken
and supervised by our associtieon Marker
me activities  are becoming mercasimgly
more smportant sinee our distabotm costs
are appatently imereasimg rom sear to vear
e Burean found that of the companies
that munled ther schedoles for 2 consean
tive vears, total marketimg espenses wen
found to be Wigher for 1927 tlan dor 1920

by approsimately 19 i net sales e

ceneral predommance of mcrvases through
oul almost the entire marketme expons
sohedule cubstantiates the conclswm that
distrbution costs s o whole have <hown a
tendenoy toomerease ™

Whatever may or nay net e alone e
the prosent, here s a0 subypect thon wall
sttt oor Liter vomnanmd o ome hoonest gt
ottt the siove=stul scdutin

4

these prohloms Tt e amd vl

el bt nderstanding can teatha g

it amd e cvenin

chimmnatien
the 1 e tice s and alimiscs o praalons

i the etk beld v v mdu-ey

PRICE CUTTING
Never ddul anvone any peernanent
winnl
Is e admission that the st e
wits ton Iigh, anyway

I‘! unnecessary ll. AR cusliiers

are gettimg a fair deal,

Is i poor way o establish publn
contidenice i your business

Is vasy o start and hard v stop

Is inetliciency™s Tast resor

Is the first slepe toward i receiver
,~|1'i]l. The Last Word.
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Sales Value of the

Transparent Package

In food product merchandisir; n recent
years has come the definite realiza.on that a
large percentage of the buying is done by eye
and that display is necessary to capitalize on
this factor to tac utmost,

As a result progressive grocery men in all
parts of the country are revising entirely the
layout of their stores so that the largest per-
centage possilile of their merchandise will be
on display. \We are told that in stores using
this new layout sales have increased 119,

The desire of the buying public to see what
they buy has resulted in a growing use of the
transparent type of package that combines
visibility and protection, Displayed on the
dealer's counter the appetizing goodness of
these food products is clearly scen and as a
result customers buy with confidence.

Today what do we see as a result of this
development? In the meat industry, Armour,
Swift and other meat packers are selling
their bacon, dried beef, sausage and now even
whole hams in this transparent type of pack-
age.

In the baking field we see Drake, Ward and
others selling cakes, and many more sclling
cookies in this visible wrapper,

In the fish industry the new frosted fillets
are being sold in Cellophane as well as smoked
herring and other items,

Turning to the dried fruit industry we sce
millions of packages of dates, figs, prunes and
apricots displayed in this transparent formn.

And so it goes. In addition to the above
wod items, tea, honey, candy and many other
products are enjoy ng the added sales appeal
of this Cellophane wrapper,

Onec of the outstanding reasons for the suc-
cess of the new type of package is the fact
that it suggests the product to the housewives
for their menu, and thus sales are made to
customers who come to the store and who
would not have thought of buying that par-
ticular item if the goods had not been seen.

In the case of noodles this point is, 1 be-
lieve, the prime reason for considering the
transparent package. It suggests these items
to extra buyers and this means added salcs,

The transparent package is an ideal display
unit, convenient, attractive and casy to buy,
It shows the product and makes the noodles
their own solesman,

1 first became interested in the transparent
package because | believed it could increase
noodle and macaroni sales in the same way it
was increasing sales of other items. Coming
at the time when the Association had finally
succeeded after many years in abolishing col-
oring I thought it best that the public should
see the noodles as they are really made with-
out color., The Cellophane manufacturers
were advertising the advantages of this new
type of wrap to the buying public and 1 be-
lieved it would benefit us to tie up with this
new idea.

Our sales of Cellophane packages have been
very satisfactory and I understand the use of
Cellophane in the noodle industry has grown
by leaps and bounds.

Now of course like any other new thing we
had some production problems, But practice
makes perfect and we arc now able to get

By Frank Traficanti
Chicago "

quite an excellemt rate of production,

We had some breakage too in times of se-
vere cold weather and this indicated that we
should use a heavier wrap, We did that and
our breakage was greatly reduced. 1 under-
stand that with millions of Cellophane noodle
packages marketed during the extremely cold
scason the percentage of breakage is very
small indeed.

July 15, 19%

I believe the Du Pont Cellophane company
has made a thorough survey of this just o
perience in production methods and breakage
troubles and expects to have some production
cconomics to recommend as well as nicthod,

of minimizing breakage in the future wing §

scasons,

It has been said that Cellophane is a novelly |

in ov. industry. I do not think it is any more
of a novelly for macaroni than for meap g
cakes, pruncs or fish, It is a means of Ietting
the public see what it is buying. It is (he
modern way of merchandising macarii ang
noodles and increasing the sales of ur iy
dustry.

The Good and Bad of

the Bulk Business

In the last few years a number of problems
have been solved by the bulk macaroni manu-
facturer, which has proven very profitable.
There are still a number of problems that re-
quire scrious attention and the only way to
accomplish this is by a true knowledge of
facts in which the National association is try-
ing to give us a lot of help, The bulk manu-
facturer is cither happy or full of grief when

L—;ii Bl :

L. E. CUNEO

it comes to trying to solve certain problems
that have been more or less a nightmare since
the World war. | intend only to give you
some food for thought, and if anything can
be accomplished at this convention along the
lines that will be suggested to yon it will only
add some more profit to the bulk business to
which we are entitled,

Several manufacturers contend that the
bulk business is the athletic end of the in-
dustry. Macaroni that has been sold in bulk
and sold so cheaply and kicked around like a
football in the different markets that you all
know of—when it sold as cheaply as 5¢ per b,
it is a known fact that the manufacturer do-
ing this has 10 practise a very severe and eco-
nomic administration to show a profit. Many
of us here would like to know the recipe for
this kind of distribution and how it can be
done.

How many of us keep accurate costs? The
successful manufacturer today knows his cost.
How many of us know the shrinkage in the
raw material and finished product that we dis-
tribute? Records show that there is at least
3%4% shrinkage over a period of a year's op-

By L.E. CUNEO

cration. How many of us know that {u
every barrel of semolina we use at leay
$1000 per LbL must be invested, ,This docs not
include building investment.

The bulk macaroni business is on the ia-
crease, more of it being consumed in this pack-
age cvery year, as shown by the increase of
purchases from the miller by bulk nanufac
turers, especially those who have survived the
financial strain of the last 3 or 4 years and
have finally placed their business on an oo
nomical basis and are producing a high qualiy
macaroni,

The lack of unity among vursclves has oot
us a lot of money. By this I mean not for
the purpose of regulating a price but to ha
a better understanding among ourselves as o
costs, quality manufacture, and the different
practices that we are confromed with daily
One of these problems that confront us todiy
is the summer business. From past experionce
we know that from the middle of August unil
the first of May our production is practically

Connellsville Macaroni Co. §

100%. From then on it scems that o gwd B

many of us feel that we want to cuntinue
100%, and go into the markets giving wur
product away for practically nothing. \ould
it not be better 1o elose our plants down vt

30 days out of the 305 and clean hou-c the B

same as the housewife does in the home!
Sanitation means cverything in the munuiac
ture of this divine food. The class ! rav
material we use is subject to the wee. il and
the flour bug, and it does not matt how
clean our plants may be we are bound v &
cover this pest during the summer 1 unths
Cleaning house for 30 days means pror to 9
for the balance of the year,

As far as quality of the bulk macioni ¥
concerned, we can truthfully say that ve fed
we are manufacturing the highest exscllenct

in this food. Mecthods of distribution coud I

show a lot of improvement over presuit 43/
practices if we could get toegther from umel
time for discussion,

There are so many points to bring uj in th
bulk business that 1 hesitate to even try ©@
bring them before you today, as it would ¢
impossible 1o solve every problem that we hav¢

in a short time. The Association in the 1 §

few years has made every effort to assist ¥
in solving a number of problems, and 1 kno¥
that it is willing to continue along this lin¢ {(
the bulk manufacturers would only show a uf*
form front, but a good many of us are v/
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timid in bringing out some problems that
could bLe corrected by discussion around the
table.

The opportunity is now here, and if I have
missed auy point that you desire to bring up
this is the place to do so. 1 do not want to
be lengthy on this subject but there a‘e no
doubt many of you who desire to discuss

some of the points that I am bringing out to-
day, or it may Le that 1 have missed some
very important items that mean a lot to our
industry,

I trust before this convention iy over that
all of the bulk manufacturers will have a clear-
er understanding among themselves as to the
practices that should be corrected.

Improving Protein and Color
Qua]ities ill Mc‘:lCﬂl'Olll Wheat WnB;Zf:umCro.lbyCo.. Inc.

It scems desirable in commenting upon the
possibilities of improving the quality of durum
available for the manufacture of macaroni in
this country to outline bricfly not only the cur-
rent situation but also the underlying causes:

It is a matter of common knowledge to
every macaroni manufacturer in the United
States that the amount of durum raised in this
country is from 4 to 6 times the total required
at the present time to take care of the needs
of the macaroni industry, and in spite 71 the
fact that semolina millers find it dieult in
many crop years to purchase sufficient quan-
tities of durum of high enough quality to meet
the standards for top quality semolinas,

From all that 1 have Leen able to gather in
talking with agricultural experiment station
men, millers, grain buyers and sced dealers,
1 believe that the durum situation has been
growing steadily worse for several years;
until a few years ago it became almost im-
possible t. procure any quantity of pure
durum seed of a single variety. The situation
finally became so bad that several agencics set
to work independently to better it, if possible,
and they are, 1 lelieve, beginning to accom-
plish somcthing. This is a matter I wish to
take up in more detail later.

The reasons underlying the introduction of
durum wheats into the United States have had
much to do with the present situation. So
far as 1 know Arnautka durum was first dis-
tributed by the Department of Agriculture in
1865. It was sent into different parts of the
country and apparently disappeared.  Around
1900 cercalists of the Department of Agri-
rulture gave serious study to varicties of du-
rum adaptable to conditions in the United
States, and the recognized growth of durums
in this country dates from approximately
that date

In the carly literature on the subject there
is, it is true, repeated reference to the desir-
ability of the durums for macaroni and paste
manufacturc; but there is also constant ref-
erence to their value as a source of high qual-
ity bread flour. While the value of durum
for macaroni manufacture was thus early rec-
ognized there was no standard for comparing
the desirability of varicties for the manufac-
ture of macaroni sct up regularly in connec-
tion with experimental work until compar-
atively recently. The carlier reports are full
of comparisons bascd upon hread baking,

In addition durum gained headway just prior
to the scrious rust epidemic of 1904, While
the durum varicties grown were more or less
seriously affected that year, it was demon-
strated clearly through the whole northwest
that they were more resistant to the effects of
Mack rust than the bread wheats, Much of
the work that was done in succeeding years
in developing new varicties of durum for this

Thomas Roberts

arca was based jargely upon comparative rust
resistance,

Unfortunately many of the durums devel-
oped for rust resistance are of low quality
for macaroni manufacture in that they are
lacking in that clear yellow color considered
so desirable in macaroni.

In addition the Kubanka durums imported
hy various agencies and the Arnautka and
other duime brought in by Russian immi-
grants were a mixture of several varicties,

The character of durum produced at present

THOMAS ROBERTS

is doubtless due in considerable part to the
fact that the main emphasis was placed for
many years upon other factors than desir-
ability for the manufacture of high grade mac-
aroni products.

In the last 6 ur 7 years, however, we begin
to find the gasoline color value of different
varicties of durum recorded in experimental
reports, and for many years both the Depart-
ment of Agriculture and the North Dakota
Experiment Station have been in the habit of
submitting samples of known durum varie-
ties and of new durum varicties to the semo-
lina millers for opinions as to their commer-
cial desirability, As a result of this work
and of such experimental work as the semo-
lina mills carry on as an aid to improving
their production one or two varicties of du-
rum have become recognized as outstandingly
desirable.

In 1927 the grain buyers for the mills met,
appointed a committee, and each made a con-
tribution to be continued for at least 5 years
for durum improvement. A considerable
number of charts showing the wheat, semolina
and macaroni from comparable samples of
difierent varieties of durum were distributed
to county agricultural agents, country eleva-
tors, etc. The North Cakota Experiment Sta-
tion assisted by publishing 4 list of av:il:llle
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sources of durum seed wheat, confining ihi
list almost entircly to the varicty Mindum,
which all experimenters agreed upon us the
most desirable.

Since that time the Northwest Crop Im. B

provement association has been organized 1y
take over a number of independent activitiey,
all of which were attempting crop improye.
ment work of one sort or another in thy
territory. This agency is mow handling the
funds referred to above.

The main purpose of this consolidated or.
ganization is to improve the quality and b
yield per acre of northwestern crops. It iy
steadily establishing closer contacts with agri.
cultural stations, with county agents, with
farmer associations, and is attempting wih
growing success to transmit information thy
is of commercial value to the farmers re
garding the actua' acceptance of the crops le
ing raised and thie possibilities of improving
that acceptance,

There is, therefore, alrcady a consciousnes
of the fact that color in durum wheat ca
be improved and some definite steps taken o
attempt to promote the growth of the varicy
which at present apparently offers the leg
possibilitics of color improve ment.

Protein in semolina is judged as to qualiy
and quantity, There is no satisfactory basiy
for measuring quality except by physical test.
ing of samples by skilled operators and even
then there is frequent disagreement on account
of the human clement involved. Morcover it
is by no means certain that some so-called
quality differences in protein are not due rath
er to the presence or absence of other facton
Quality differences therefore are difficult 1
record and to discuss, Quantity is cay
enough to measure, of course, and quantiy
of protein is a variety cloracteristic of wheat
as well as a characteristic that is influenced
considerably by growing conditions surround:
ing a given crop. By the above is meant thit
some varicties of wheat naturally contain more
protein than others when raised under simibr
conditions.

In regard 1o bread wheats, we know (hat
some of the naturally high protein wheats hawe
undesirable features which make their exin

protein of no additional value, There 1s lile §

reported about significamt differences W
amounts of protein among different durum va
rictics, except that Monad is apparcnly high
er in protein than other varictics. Mond

durum is, however, one of the least dosiatle §

varicties from the point of view of color.

In addition to the possibilities of improve B

ment in color through the distribution of &
formation as to the most desirable varietid
and the accumulation of sced of those vane
tics, there is also the possibility of improwe
ment in color, and in protein as well, 1Em_1l=lh
the development of new varicties cither
through crossbreeding, selection or impor
tion. The fact that such work all requirt!
claborate testing over many years and unde
varying climatic conditions before recomme®
dations regarding any new varicty can be mad
on a sound basis indicates that this work
should be done by government or by state 3%
thorities rather than by private individuals.

Any discussion of the possibilitics u_l L
provement is not complete without mention @
the principal factors limiting such impro\®
ment.

First, we may be able to improve the i
eral average of a crop; but we cannot ©

1
§'k? Something like this, I think, "Oh, if
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trol the weather and weather in any given
gason is very considerably responsible for the
duracter of that particular crop. Therefore
weh improvement cannot be expected to do
away with seasonal variation,

Second, the dissemination of information
and distribution of seed of better varictics is
of little value in the long run unless the work
is constantly pressed to the end that undesir-
able varieties are pushed completely out of the
pictere. It Is impossible cither on the farm or
in the country elevator to devote more than a
very limited number of bins to any one vari-
ey oi grain, Consequently an area growing
both desirable and undesirabl: durum types
will in all probability market them as a mix-
ture.

To this Association and to any individuals
seriously interested in attempting to improve
the character of the durum crop I wish to
enphasize the fact that constant interest over
a period of time is of the utmost importance,
The development of new wheat varictics is a
kg, slow undertaking, and barring a terrific

j alamity such as an overwhelming rust epi-

demic, it is a slow job convincing the farmers
of a large locality that they should change
wricties. The men who are engaged in this
work nced and appreciate interest and en-
wuragement from the commercial industrics
which will be influenced by the results of their
work. In addition, such interest on your part
will insure you some say in the conclusions
drawn, and from past experience Loth with
fant breeders and with publicity workers, it
s highly desirable that they be kept in con-
sant contact with the commercial viewpaint.
At the present time the cereal crops and dis-

cases department of the Bureau of Plant In-
dustry in the Department of Agriculture has
plans drawn for elaborate work on durum in-
vestigations, An interest on the part of mem-
bers of this Association will doubtless be of
material assistance in the department's obtain-
ing further funds for this work. I also sug-
gest that any interest expressed ly this As-
sociation through such established agencies as
the Northwest Crop Improvement association,
the farm papers and grain trade journals, in
the form of comments upon the qualitics most
desired in macaroni and upon the possible im-
provement in demand for macaroni resulting
from these characteristics, would be of very
conside:able importance in  furthering the
camprign under way at present,

Morcover, some of your membiers doubtless
have contacts with European semolina millers
and macaroni manufacturers.  Statements
from such sources regarding the character of
the average durum exports from the United
States, compared to durums from other
sources, would be of value. I suggest, how-
ever, that contributions of this sort be eleared
through a single agency such as the scerelary
of your Association, in order that they may
be applied to maximum effect.

In short, various agencics are now doing
some wark in attempting to improve the
character of the durum crop on the basis of
improved quality for semolina manufacture,
The experimental agencies working on durum
wheats are more than willing to receive ad-
vice from the commercial users of durum
products, and a sustained interest, therefore,
on the part of your Association is at this time
particularly likely to accomplish good results.

Report of Committee on

Advertising

_'I‘ht report of your Advertising committee
i predicated on the statememt, “Ii%e are not
@ compelition with cach other but we are all,
& an industry, in constant and severe com-
Mition with other food industries” We do
"t expect you to take the first part of that
stement literally, We do, of course, com-
iele with each other but the vital competition
oday 15 inter-industry competition. In 1928
wmething like 26% of the consumer’s dollar
"3 spent for food. How much of that do
Y% suppose went for cur products. We can-
ot know exactly but we do know that it was
far too litlle, 1f we needed proof of that we
“rainly got it yesterday from the 3 charm-
"¢ anl intclligent women who emphasized,

''om their position as outsiders, the oppor-
8“7ty which this industry had ignored to in-

ﬂb}u the consumption of its products.

lhm\ let's consider what happens when your
vife or mine sits down after breakfast cach
Soming to devote herself for a few minutes
" the planning of menus for the family table
" the next 3 meals. How does her mind

.W)‘didn'l ever have to think of food again!
oW [.\'l'l see, for lunch we will have so and

No, we had that yesterday. Well then,
" a0d 50, Dut it's so hard to make the chil-

‘ 0 eat that, 1 don't feel equal to it. 1 would

some 50 and so but I don't think Johnny
that”™  And so, by process of climination

By R.B. BROWN

and much painful mental effort, lunch is
planned and so is dinner, and breakfast. And
then next day it has to be done all over—
and on and on for 305 days cach year. No
wonder it's tiresome and no wonder these
wives of ours and all the other wives in the
country are the mee  receptive subjects in the
world for food a  .tising. They are ready
to welcome most enthusiastically any sugges-
tion which promises to make the daily job
easier.  That's why food advertising has
proven so very cffective.  The important ques-
tion is not what brand of macaroni or spa-
ghetti or cgg noodles does the consumer ask
for when she wants it, but how often does she
want it

In September 1928 there were 107 trade as-
sociations engaged in market development pro-
grams, and over 150 others known to be work-
ing on plans for such work to come. How
many of these were food industries we do

PUBLICITY COMMITTEE'S |
WATCHWORD
WE ARE NOT IN COMPETI-
TION WITH EACH OTHER—
BUT AS AN INDUSTRY WE ARE
ALL IN CONSTANT AND SE-
VERE COMPETITION WITH
OTHER FOOD INDUSTRIES.

i

THE MACARONI JOURNAL 21

not know, but we all do know of the many
that are now before the public, and we may
safely assume that many of those 1o come
will be on food products in competition with
ours, The consumption of macaroni products
may or may not be increasing. There is at
least a difference of opinion about that, but
if it is increasing, it is not increasing  fast
cnotigh.

The population in this country is increasing
at a pretty rapid rate, so that if we only held
our own we shoulil jointly sell more this year
than last, and more next year than this yuar,

R. B. BROWN

That's not cnough. We want 10 make the
eople, particularly the great middle class amnd
the lower class, who are and prolably always
will be the largest users of our products,
“Macaroni conscious,” We want them 1o make
it a regular, not an occasional part of their
menw, We want them to know that macaroni,
spaghetti and egg noodles can he prepared in
a hundred different ways, cach one hetter than
the last,  We want them to know how ceo-
nomical they are—and believe me, notwith-
standing this era of prosperity we are cnjoy-
ing there are still people here and there who
have to count their pennies. We want them to
know that macaroni is a vholesome food for
well people, particularly &5 for children, and
that it is a topnotcher for the not-so-well and
the convalescents, We want them 1o know
good macaroni from bad, and to insist upon
getting the good.  In addition to all this we
want to educate buyers—wholesalers, retailers
and chain store operators—how 1o inerease
their volume. We want them to know how to
distinguish quality from the other kind, and
we want to cducate those fellows to another
very important thing—how to pay & fair price
for macaroni, spaghetti and egg noodles and
still increase their turnover and make matiey.

In short, we want to work toward that pot
of golld at the end of the rainbow which Miss
Boln assured us s waiting for us.

We believe there ds just one way o do all
this and that is through cooperative merchan-
dising.

You will notice I do not say “Cooperative
Advertising.”  Advertising is only a part of
the job. It is an important part but by no
means the whole job.  Cooperative merchan-
dising is much more comprehensive, In ad-
dition to the advertising of our products 10
the consumer, and with that as a kground,
it means the establishment of definite quality
standurds, the education of all the fuctors in

e

==




24 THE MACARONI JOURNAL

the distribution of the goods so that the moncy
we spend to tell the consumer aliout our prod-
ucts will produce the largest possible results.
It means the sctting wp of a standard of cthics
so that the industry will be respected in the
trade (something which 1 think it does not
now cnjoy) and it means the closest kind of
cooperation and the broadest possible confi-
dence among oursclies.

Now, gentlemen, we assume that the need
for cuoperative merchandising in the macaroni
industry is granted, and that the membership
of our Association will be wholcheartedly for
it if it can be shown that in other industries
similarly placed, it has been the means of im-
proving conditions within the industry and in-
creasing profits; if it can be shown that a
large majority of the industrics which have
resorted to this method have been successful
and are continuing their effort; if it can be
shown that the amount of money involved will
not lay too heavy a burden on the manu-
facturers in our group; and if it can be shown
that there is no vbstacle 1o cooperative cffort
in the path of the macaroni manufacturer
which did not also confront the hundreds of
others who have made successes of their work.

These are precisely the things we believe we
can show.

Qur information comes from unquestionable
sources, Starting in December of last year we
wrote to the sceretaries of some 75 or B0 as-
sociations, enclosing a carcfully and individ-
vally prepared questionnaire, asking 14 ques-
tions, all concerning some phase of their ex-
perience as cooperative merchandisers.  Be-
fore we were through we had had replies
from practically 100%. These replies form
the basis of our report so far as the experi-
ence of others is concerned,  In addition we
sought and got the willing and often enthu-
sinstic assistance of others—the  Periodical
Publishers Association of America, the trade
papers, notably Printers’ Ink, the United States
Department of Commerce, several advertising
agencies, the Association of American Trade
Executives, the Chamber of Commerce of the
United States, and our own Association files,

In order that you may have a bird's cye
view of our sulject, 1 am going to read the
questions which were included in the question-
naire, and then go back and analyre them
scparately,

. What was the condition of the industry
at the time the idea of cooperative adver-
tising was first conceived? and what were
the main purposes of the campaign?

. Was it the first cooperative campaign of
the kind ever attempted in the industry ?

. When did the advertising begin? -

. What was the total appropriation first,
second and third year? .

. For what period did the members sign

b

} g{‘l?ml percentage of the industry contrib-
uted?

On what basis were the contributions
made?

. How were the payments made: (a) by
cash payment; (b) by note; (c) in ad-
vance or periodically; (d) \What per-
centage of assessments were not collected?
Did the campaign go through as planned?

. Was it continued?

Was the campaign considercd a success,
failure or draw, and if successful how
were the results measured?

\What were the principal factors respon-
sible’ for the success or failure of the
camjpaign.

How was the appropriation used?

Has any plan been worked out by which
regional campaigns have been conducted
for the beneht of local contributors?

Now, taking up INQUIRY NO. 1. What
was the condition of the industry at the time
the idea of cooperative advertising was first
conccived? and what were the main purposes
of the campaign?

I will just read some of the purposes as
they were given to us: to correct antiproduct
propaganda; to correct scasonal tendency—
as in cranberries for Christmas, Thanksgiving,
cte.; to broaden the market, that is, to create
new uses; to re-popularize a product which
was slipping, as in the case of knit underwear;
to correct temporary maladjustments and to
move surplus stocks; to establish a code with-
in the trade (this was done in the plumbing
and other huilding trades) ; to identify a prod-
uct which had become confused in the public
mind with a different and sometimes an in-
ferior product; and lastly (and this was the
purpose in considerably more than 50% of the
campaigns) to cducate the public to the merits
of the product and to thus inerease consump-
tion.

All of these associations had of course as
their purpose, direct or indirect, the increase
in the sale of their product, but in the cases
of the first few of those I have mentioned the
primary purpose was not to increase consump-
tion. However, of the 75 interrogated consid-
crably over half had as the sole and only pur-
pose the education of the consumer, and hence
an increased demand for the product,

We can agree, | think, that this is the prob-
lem in our industry, We do not have to worry
very much about antimacaroni propaganda
(although we know there is such a thing), or
how to move temporary overstocks, or how to
clear up confusion in the public mind as to
what our product is. We are solcly interested
in getting the consumer in this country to in-
clude macaroni, spaghetti and egg noodles
more often in the menu.

Therefore, from this point on let us con-
sider principally the statements of those asso-
ciations whose problems were exactly the same
as ours, and which are engaged in compara-
tively simple campaigns to cducate the con-
sumer and popularize the product.
INQUIRY NO. 2. Was it the first coopera-
tive campaign of the kind ever attempted in
the industry?

In running over the replies we find that 60
out of 75 reported that the campaign now
running was the first to be tried cooperatively,
Some 9 or 10 reported that there had been pre-
vious campaigns and that these had been dis-
continued for various reasons. Some of them
were designed to cure temporary ills and were
discontinued when the cure had been effected.
Some were discontinued during the war ycars,
INQUIRY NO. 3. When did the advertising
commence?

The first cooperative campaigns that we have
any record of started between 1907 and 1912,
and they increased in number from 1912 to
1929, In 1915 and 1916 we have record of 3
group campaigns having gotten under way,
In 1925, 7 started; in 1926 some 14 of those
with whom we have corresponded began their
work., In 1927 there were 15, It appears
from this that we may expect an ever increas-
ing number of cooperative campaigns, with
many of which we will be in direct competi-
tion.

I am going to bracket with INQUIRY NO.
3 Numbers 9 and 10. Did the caripaign go
through as planned, and was it continued?

It is a little difficult to tabulate the replics
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to these inquirics, but by far the greater num.
ber of those questioned reported that the cam.
paign did go through as planned, that it way
cantinued, and in most cases the appropriations
have been very vastly increased [rom yoar 1y
year up to the present time. To give vou 2
few instances, the Cranberry association <ar.
ed in 1918 with an appropriation of $340p,
Its expenditure for advertising in 1925 way
$150,000, The American Walnut Lumiir gs.
sociation started in 1919 with $4700, and is
collecting and spending $100,000 a year. The
Tile association started with $5700 and now
has an appropriation of $125,000 per year The
Hawaiian Pincapple group began with 30,00
and is now spending $327,000 per year. The
California Fruit campaign, with which we are
all familiar, started in 1907 with $6000 ani is
now working on an annual appropriation of
$1,000,000. The Walnut Growers went {rom
$10,000 in 1915 to $68,500 last year; the Citrus
Exchange from $7800 in 1915 to $80000 in
1928; the Kraut association from $12000 in
1922 to $50,000 last year. The Save-The-Sur
face campaign, which is p.robably the most in-
teresting of all the cooperative merchandising
cfforts and one of the most successful, started

with $74,000 in 1919 and is now running along §

on an annual appropriation of $102,000. The
other best known campaign “Say It With
Flowers” began in 1918 with $28000 and is
now appropriating annually $145500.  Sun
Maid Raisin started ‘n 1913 with $93,000 and
has now reached an annual expenditure of
$191,000.

In some cases the annual appropriation has
been reduced rather than inercased.  This is
not because of lack of interest or unwilling:
ness on the part of the members to continge

It because the campaign in the original stago |

was so very effective that it was necessary o
appropriate only a maintenance fund to con
tinue sales on the upgrade. It is interesting 10
note here that we have record of 11 assoca
tions formed in 1928 now just Leginning 10
function, or ready to begin, 6 of which repon
pledges already in in an amount 1o1aling
$1,880,000,

INQUIRY NO. 4. What was the total appre-
priation for the first, second and third year?

I have among my papers here a tabulation
of this reply but it is too lengthy to present,
and in any case would not be particularly i
teresting,  What we are interested in is the
amount of moncy necessary o begin work and
to continue it.  The campaigns of which we
have record range in their first year appropne
ations from $147, which was the amount sjso!
the first year by the Skookum Packers asss
ciation (packer of Skookum apples) to #1000
000, appropriated the first year by the Natios:
al Retail Furniture association, Most of the
sccond year appropriations naturally increased
in size and this is also true of the thirnd yaf
appropriations in most cases, \While aver”
ages do not mean much they may sene W0
give you an idea here of the size of the 3
propriations for the first 3 ycars, The avet
age of 74 for the first year was $114,0040: f_”'
the second ycar $132,000; and for the third
year $127,000.

INQUIRY NO. 5. For what period dv the
members sign up?

Here we have a wide range, In some ase"
ciations the original pledge or contract of sul-
scription was for as long as 10 ycars. la
others the members agreed to participate 1
one year only, but in the majority of assood
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en TORMS are raging

You need Fivefold Protection®

RIVING sheets of rain . ..
swirling drifts of snow . . . open
trucks roaring for shelter through
mud and slush . . . drenched packing
cases and grimy hands, Bad weather
comes unannounced—at any time.
And what of your merchandise? —
Was it ruined? . . . Did cases swell
and break? . . . How many customers
will receive damaged goods? . .. How
many customers will buy elsewhere?
Storms, wrecks, rough handling,
prowling thieves—you cannot con-
trol these things, But you can safe-
guard your goods from the time they
leave your plant until they are on
your customers' shelves,
Only *Fivefold Protection— Good
Wooden Boxes can give you the

proper assurance that your mer-
chandise will be delivered in perfect
condition.

Thousands of manufacturers have
found that *Fivefold Protection is
the safest and most economical way
of packing and shipping their goods.

The Wooden Box Bureau main-
tains a competent staff of packing en-
gineers and designers to assist manu-
facturers with their shipping room
problems. Their services cost you
nothing—place you under no obliga-
tion. If you are confronted with any
problem related to the packaging and
shipping of your goods one of these
men will be glad to call on you.

A conveniei.t coupon is attached.
Why not clip and mail it today?

WOODEN BOX BUREAU

of the Nalional Associalion of Wooden Boz Manufacturers
and of the National Lumber Manufacturers Associalion

CHICAGO, ILLINOIS

*FIVEFOLD PROTECTION

Good Wooden Boxes safeguard
your merchandise against

1. Rough Handling in Transit

2. Hidden Damage (crushed conlents,

w5

torn labels, elc.)

. Pilferage

4. Bad Weather

5. Disgruntled Customers

Fy
/I‘Ilk

Lowd for b Tome Sy

Wooden Box Buresu
111 West Washington Street, Dept, 5188
Chicago, Il

Gentlemen: We are manufacturers of
and would like to have one of your rr;ul-
neers confer with us on our pm{m‘ prob-
lems, without cost or obligation.
NamE . veaiaenassasissies doaads
Firm. . .

Btreet. .. ......

City TG State

—————
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tions 3 years is the period of the initial cam-
paign. Where the period is longer the mem-
bers usually have the privilege, once cach year,
of retiring from the plan on giving proper no-
tice. It is notable that in the newer campaigns
the initial period is rarely shorter than 3 ycars,
indicating that experience has shown this to
be the correct one.

INQUIRY NO. 6. What percentage of the
industry contributed?

Wide range again. We have instances
where campaigns have been started and con-
tinued for some time successfully with as small
as 20% of the total industry represented. In
some few industries 100% was in from the
start, The interesting thing about the infor-
mation obtained from this question, however,
is that wherever the information was given
it showed gradually increasing participation,
never decreasing, and the success of the cam-
paign runs in direct ratio with the percentage
of the members included in it.

INQUIRY NO. 7. On what basis were con-
tributions made?

The predominant method is to base sub-
scriptions on sales, sometimes on the aver-
age sales for the 2 or 3 preceding years, some-
times on the preceding year, and sometimes
on estimated sales for the current year with
provision for refund in case shipments do not
equal the cstimate. There is usually a mini-
mum and luaximum amount stated in the sub-
scription form. Two associations which re-
ported very satisfactory results from their
campaigns made their subscriptions on a vol-
untary basis, 2 appropriated their funds from
their association's ordinary income, one as-
sessed every member alike regardless of sales,
and one on capital rating. Many of those
who were good enough to answer our ques-
tions attached to their replies copies of their
subscription forms, and we have found these
very interesting. This is particularly true of
the way in which the Soap and Glycerin as-
sociation collects its funds. It has what it
calls an investment contract, rather than a sub-
scription or contribution form. The sccretary
of this association says in sending us a copy
of this, that they have found the term “in-
vestment contract” very helpful from a psy-
chological standpoint. They consider that
they, as individuals, are making an invest-
ment in a joint enterprise which is being car-
ried on purely and simply for the benefit which
they will derive from it, and they also consid-
cr that their arrangement with the group is
a contract to be regarded as sacredly as any
cther contract. | have a copy of this invest-
ment contract.

INQUIRY NO. §. How are the payments
made: (a) by cash payment; (b) by note;
(c) in advance or periodically; (d) What
pereentage of assessments were not collected?

The usual method, judging from our replies,
is a quarterly or monthly collection, Some-
times collections are made every 6 months,
and in one or two cases annually, We would
say that the quarterly collection period is the
most common, Almost without exception pay-
ment is made in cash. In rare cases notes are
taken as assistance to individuals who are
temporarily embarrassed. Only + associations
out of 75 reported any loss whatever from un-
collected subscriptions and these 4 estimated
amounts uncollected as—one at 15%, one at
109, onc a 5% and one at 3%. That, we
think, is a remarkable showing.
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INQUIRY NO. 9. Did the campaign go
through as planned?

I have covered this with No. 3. My figures
show here, however, that 53 out of the 74
campaigns covered went through exactly as
planned without any modification, and then, as
I have already intimated, some were altered in
various ways, a few were discontinued for spe-
cific causes, such as the exhaustion of raw
material. Only two, I think, reported that the
campaign was necessarily discontinued because
sufficient manufacturers refused to come in to
carry it on,

INQUIRY NO, 10. Was it continued?

By this question we meant to develop wheth-
er or not the majority of these campaigns,
even though they went through as originally
planned, continued ofter the initial period. We
felt that this information would indicate
whether the association members were suffi-
ciently sold on the idea after a good trial pe-
riod to warrant a resubscription, possibly on a
new and often a more elaborate plan, I will
give you the replies from the 55 who answered.
There was some doubt about just what this
question meant and several made no reply.
Seventeen reported “yes,” that is that the cam-
paign was continued after the initial period
had been completed. Six reported “Yes, with
an increased appropriation.” Twenty-five re-
ported *“Yes, with a largely increased appro-
priation,” and 5§ reported “Yes, with a reduced
appropriation.”

INQUIRY NO. 1. Was the campaign con-
sidered a success, failure or draw, and if suc-
cessful how were the results measured?

I am going to cover Inguiry Ne. 12 at the
same time. “What were the principal factors
responsible for the success or failure of the
campaign?” These 2 questions are similar and
were often answered together,

The only way in which I can give you an
adequate idea of the experience of these
groups is to quote from some of the replies.
The American Dottlers of Carbonated Water
say that reports “from various sections indi-
cate notable stimulus of trade gencrally, more
exlensive advertising by individual members,
better selling methods, growing desire for in-
formation concerning the industry, increased
interest on the part of the public”” The Cran-
berry association: “Yes, the cranberry sea-
son lengthened. Prices increased,  Advertis-
ing appropriation returned many times over.”
(The American Walnut Manufacturers asso-
ciation reported, in answer to our first ques-
tion, that when the campaign was concecived
"there was a production of ahout 50,000,000
feet a year, of which only 5,000,000 was con-
sumed at home and the balance aliroad.” In
answer to this question, it says that “at the
present time out of 55,000,000 feet produced
only 155% is being exported and the balance
consumed at home.” The comment is, “\Vhile
our campaign was small the members stuck
to it through thick and thin, and this steady
pounding away over a decade produced re-
sults.”) The American Metal Lath manufac-
turers say that as a result of their campaign
“consumption increased more rapidly than the
building industry.” The Salmon Packers,
“Prices have increased, with prospect of
healthy demand for output.”” ‘The Associated
Tile Manufacturers, “In 1923, sales increased
175% over 1919." (1923 was the second year
of their campaign), In 1927, the fifth year
of their campaign, sales had increased 3509%
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over 1919, The Association of Hawaiian Pige.
apple Canners say that “Product soon began
to rival sliced pincapple. Recognition 1,y the
public was noted 6 months after the camjaign
was launched.” The California Fruit Groy.
ers say that “The per capita consumption hay
trebled in 21 years, and the consumption now
is fairly even throughout the year." Their
success is attributed to the adoption i the
trade name “Sunkist." The Common Ik
Manufacturers association makes an interey.
ing statement that “Individual members haye
been stimulated in their marketing methods®
The Brass people report that the consuition
has increased nearly 3009% since their cam.
paign began in 1922, We all know from oy
own experience how the Greeting Card Ly
ness has grown. They say that in 1925 b
volume was between $55,000,000 and 0,0,
000, as against $10,000,000 in 1913, and fur.
ther that through their advertising they haye
been able to considerably extend the Luying
season. The Independent Oil Men of America,
which is a very live outfit, say that their suc.
cess is duc entirely to the estoblishment of an
emblem, The India Tea Bureau reports suc.
cess due to the establishment of a trademark,
Personally T have wondered what was guing
to become of the ice industry since mechanical
refrigeration appeared. They are now spend-
ing upwards of $300,000 a year in cooperative
merchandising, and they say that “The sale
of ice has increased 10% since mechanical re-
frigeration has come on the market.” The
Kraut Packers say that the success of thei
campaign is due fo the establishment of an
emblem of good kraut, emphasizing the halh
appeal, (and they also say that a questionnaire
sent out by a hotel management to 7841 man.
agers and stewards asking “\Vhat is the lest
seller in food” brought nearly 400 reglics in
which sauerkraut combinations ranked sccond
A similar questionnaire sent to 6200 restau-
rants showed saverkraut standing first in joj-
ularity.] In some ways the kraut camjaign
accomplished nearest the thing we should hawe
as one of our aims—to dignify the product
[The Oak Flooring burcau says that it has
increased the use of oak flooring 10004 since
1909.  The Photographers Association of
America increased its business 205 the first
year, and give as the reason for its success
the establishment of an emblem, The Port-
land Cement association, since 1902, las in-
creased sales 10009 and says direct jursona
promotion by trained ficld men, direct-l -mail,
advertising in periodicals, and various other
methods of lesser importance were the roasons
for the results they got.] The Sav-The
Surface campaign reports that the .t
doubled in 4 years. They hope now to 'm-l‘!:
the output by 1931," and as the reason «1 their
success, they give the adoption of the slogan
“Save the surface and you save all” The
American florists say that their volume ha
doubled in 4 years and largely duc 1o the
adoption of the slogan “Say It With Flow
ers.” The Silversmiths, who started in W—?*
say that there is a decided increase noted i
dealer interest and in public :unsciullaﬂf“
The use of raisins, as the result of the S8
Maid Raisin campaign, has more than trelled
since the campaign began. The Wallpap!f
people report that sales have increased and 3
higher grade of paper is being uscd todar:

That pretty well completes the interesticf
part of the questionnaire information. W¢
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ihen asked 2 questions which we thought
might guide the next advertising committee if
und when a cooperative campaign is under-
uken in this industry, “"How was the space

W icd, and has any plan been worked out by

which regional campaigns have been conducted
for the benefit of local contributors?" To
the first the answers indicate that almost every
form of advertising has been used. The per-
centage allotted to each form, that is general
magazines, women's magazines, newspapers,
1l boards, car cards, radio, trade papers, spe-
¢al publications, direct mail, rescarch, varies
according {o the particular needs of the indus-
wy. To the second we can find no record of
3 salisiactory regional campaign plan, such as
was suggested in our own industry a few years
igo. Versomally I am not sure but that such
aplan can be worked satisfactorily, but in
these other associations the experience scems
1o have been that advertising done locally or
in restricted areas is best done by the individ-
wl, but with copy furnished by the Association
or made to tie up closcly with the cooperative

B ampaign.

We have tried to give you in all of this
cwllected information some idea of what has
teen accomplished by other groups whose po-
sition, if not identical with ours at the start,

W was at least similar, We have showed by
B8 (rosenting first-hand information that by far

the greater number of those who started on

M woperative merchandising found it effcctive

wmetimes to an undreamed of degree, and
that they continued and are continuing, often
with enormous appropriations made volun-
arily, willingly and enthusiastically because

Wi the results, They have found it as neces-

ary to their progress and profit as their own
odividual merchandising, and many of the
uicers with whom we corresponded say that
they do not believe anything would induce

M eir members to cease cooperative activities.

Now, gentlemen, before these various cam-
jugns were inaugurated these industries stood
1ust where we stand today. They didn't know.
Being good Lusiness men they hesitated to
Hedge company funds for a cooperative cffort
which might not work, Many of them had
wen it fail before but in these 75 or more in-
dustrics they did go ahead, and what 1 have
it before you here today is a very bricf ree-

B ud of their achievements, We in the Mac-

woni Industry have one big advantage over
them 4l We can use their experience to our
prefit. We can bring into our own service the
trins that put these things across. ‘The job
which looks to us so indefinite, so vague, so
taeertain, and so difficult will not leok that
%y tu them, They have a measuring stick
W use un us and can, out of their experience,
tedict with reasonable accuracy what the re-
sults will be,

There have, of course, been failures, just as
there are individual failures but in Lvery case
the truuble can be traced to mismanagement,
Matience or dissension within the industry.

g Withou any exception that we have been able

W discover success has Leen attained by every
froup that has gone through with its program
d cooperated freely and completely under
guidance of a competent head.
l““'. what are we going to do about it?
\t have shown that cooperative merchan-
ing in its broadest scnse is practical and
trofitable for industries like ours. We have
more information in our files than I have been
€ lo present here, Lut we have no magic

plan to spring on you which will transform the
industry overnight into the kind of a thing
we would like it to be. If anything is accom-
plished it will be by a lot of planning, much
hard work, some small sacrifice on the part
of the individual for the good of the group,
amed A vast amount of paticnee, but it will be
well worth while,

Let's not put it off longer. The few recom-
mendations which we make are simple and
form only a lasis on which 1o proceed.  The
only question is whether the individuals which
make up this industry are willing to make an
investment for larger sales and larger profits
in the future, exactly as you would in real es-
tate, in plant, in plant cquipment, or in raw
material, with almost as certain a chance of
gelling your money lack with sa isfactory
dividends, and whether yon are ready to add
into your production costs & very small item
to remain there indefinitely as a fixed charge,
and to be considered as much of a fixed charge
as your raw material, Tabor and overhead,
We have prided ourselves somctimes upon
the fact that we are progressive, intelligent
business men.  Now let's prove it. “Gentle-
men, we've got to get down and saw our own
wood.  Nobody is going 1o saw it for us.”

We recommend:

(1) That the National association under-
take a cooperative merchandising campaign de-
signed to increase the consumprion of maca-
roni, spaghetti, and egg nouvdles, to improve
general conditions in the industry, to establish
high quality, to put on a higher and more cth-
ical plane our relations with the trade, and to
thus make vur cfforts more pleasant and more
profitable.

(2) That a minimum fund of $300,000 be
provided for, to be collected cqually over a
period of 3 years and to be spent at the rate
of $100,000 per year.

() That this fund be collected from the
members of the Association and others par-
ticipating, through a levy of 10¢ per 100 Ibs.
of total net production of package goods, amd
of l0c per 100 s, less a discount of 10%0,
on bulk goods. According o the 1927 1e-
partment of Commerce census we produced
about 480,000,000 1bs. of macaroni products in
this country that year. At the rate we sug-
gest here; that s, 10c per 100 1hs. (which is
only L2¢ per case of 24-8 oz, packages, or 2¢
per 20 1b, box without the disconmt which we
propuse) we would need abom 2206 of the ton-
nage in the industry to raise our $I0,000 0
3 years. We think that should certainly be
possible, 1, however, yon feel that this tax
is too great the rate may be decreased, b
we should keep in mind the fact thar as we
reduce the rate we necessarily inerease the
percentage of tonnage neeessary o participate

The discount of 105 which we propuse for
the bulk manufacturer is not proposed  be-
cause we think his bencfits will e less than
those of the package gouds manufacturer. On
the contrary we feel that they may in some
respeets be greater.  (For mstanee, would not
a campaign to increase macaroni consumption
tend to offset the falling off of immigration—
your immigrant being a very large consumer
of bulk goods.)

We know, however, that bulk business is
done on a large volume basis and at a lower
rate of profit,

(4) That this levy be made by means of
a pledge which would L drrevocable except
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by action of a majority of the board of di-
rectors of the Association,

(5) That payments be made monthly or
quarterly in advance dircet 1o the ollice of the
seeretary or manager, based on production for
the previous month or quarter, or on the same
period of the previous year, or on 1712 or
14 of the total production of the previons
year.,

(6) That (as the foundation of coopera-
tive marketing is the sceretary or manager)
before any other action is taken, a special ex-
ceutive seeretary or manager be engaged, who
has bl successful experience in exactly the
kind of work we propose to do; that his sal-
ary be commensurate with his record and ex-
perience ;. and that his salary and expense be
considered a part of the campaign and e paid
out of the campaign fund,

(7) That the campiign be on the broadest
pussible lines, featuring neither package nor
bulk goods, nor products made from any par-
ticular raw material.  We would not ask con-
sumers of bulk goods to change and use pack-
age goods, and we would not ask pacl ge con-
sumers (o change 1o bulk, but we would nrge
them all to use more macaroni, spaghetti and
cgg noodles,  As an Association, we are not
interested i whether they buy package or
bulk—that is up 1o yonw and me as mdivulual
manufacturers.

(8) That there be ereated within the As-
sociation an institute which might be known
as the “National Institwie,” or *1he National
Council of Maearoni Manufacturers,” 1o be
composed of all those participating in the cam-
paign.  This to be a seientific body which
would set up and vigorously maintiun stand-
ards of quality and service.  Advertising is
wisted money unless the product advertised
comes up to a set standard of excellence. A
deviee would be ereated as the symbiol o this
quality and service, and this device would ap-
Pes” ol every  container  carrying  products
wih met the Institute's requirements, hoth
package and bulk. (It is certain that such a
device, produced pruminently on bulk contain-
ers, cotlld through trade advertising become as
uportant a factor in establishing quality with
the jubber and retailer as when produced on
the individual package for the attention of the
consumer.)  The device would also appear m
every cooperative advertisement, in every ad-
vertisement of the individual member, in all
store advertising, window  display  material,
cte, on members” letterheads, bill heads, stock
reports, cte. In short the campagn would be
built around this symbol, so that within & very
short time it would in itseli represent a muost
viluable asset 1o the Association aml to the
mdividual members privileged 1o use i \We
think also that if a really good slogan could
b invented 1t could be very etfeetively used

) That the general campaign mclude o
strong educational campaign to jolbers' buy-
ers, retailers, cte, to be carried on Largely by
the members themselves through mal inserts,
dhrect etters, package and contamer imsorts,
cle.

(1) That the campiugn be started entires
Iy imdependently of the millers, aml that i,
after starting, they care o come i on our
terms we would be glad o have them

(11} That the educational work bemg don
now by the Educational Committee be tuken
over by the person in charge of the merchan-
dising campaign.
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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 cntire machine. One valve
controls main plunger and raises cylinders to allow
swinging. Another valve controls the packer. No
mechanical movements, all parts operated hydraulically,

Guaranteed production in excess of 25 barrels per
day. Reduces waste 1o one-third the usual quantity.

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

LINING. Doth 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 climinated. It is Fr:clicnlly impos-
sible to obtain absolutely perfect steel cylinders, Other
manufacturers cither 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,

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

RETAINING DISK. The retaining disk at the bot-
tom of the idle cylinder is raiscd 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 dies platen or support is dividel
into_threc (3) scctions for the 13% inch and two (2)
sections for the 1244 inch press, (We originated this
system of sub-division of platen, since copied by com-
petitors.)

PLATES, There are plates on front and rear of
l;ru_.-ss to prevent dough falling when cylinders an
cing swung,

JACKS—SPRINGS. No jacks or springs are us!
to prevent leakage of dough between cylinﬁer and i
Our special system of contact prevents this. Sprin. -
will lose their resiliency from continued use and w |
not function properly.

CONTROL VALVE. Doth the main plunger anl
the packer plunger are controlled by our improve!
valve. The movable part of this valve rotates again-:
a Mat surface. As there is always a thin Alm of /|
between the two faces, there can be practically no wear on this part, Very little power required to set same as the movemer !
is concentric.

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

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

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

CONSTRUCTION. This press is sulidly and heavily constructed throughout. Al 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.

Vertical Hydraulic Press with Stationary Die
1214 and 13!} inches

|
|

Consolidated Macaroni Machine Corporation |

FORMERLY
Cevasco, Cavagnaro & Ambrette, Inc.

l. DeFrancisci & Son

Designers and Builders of High Grade Macaroni Machinery

Type K-G-R

The Kneader is a machine of considerable importance in the production of quality
macaroni. Many macaroni manufacturers ask the question, “Why don’t my macaroni
look as good as Mr.................... ?" mentioning the name of some other manufacturer.
The explanation is very simple. Mr.................... is using a properly designed kneader.

Aware of the requirements of this industry, we have designed the Kneader shown
above. The proper operation of a kneading machine depends almost entirely on the
proper design of the two corrugated cones used for kneading the dough to the proper
consistency. After many experiments, we designed t'e machine shown herewith,
which meets the exacting requirements for properly preparing the dough.

This kneader is fitted with an apron to prevent the operator from coming in con-
tact with the revolving pan. Also with a guard to eliminate the possibility of the oper-
ator being drawn underneath the cone. Unguarded kneaders have often been the cause
of serious injury and sometimes the death of the operator. Both cones are equipped with
scraper attachments to prevent the dough from sticking to the cones and revolving with
the same, thereby causing much annoyance.

The pan is supported by adjustable rolls which revolve on Timken roller bearings.
These supporting rolls are set immediately under the corrugated cones, which is the
point of highest pressure. Each cone is independently adjustable and revolves on roller
bearings. Due to elimination of unnecessary friction, very littlc power is required for
the operation of this machine.

Built in various sizes up to 76 inches in diameter. Send for our catalogue for fur-
ther details.

156-166 Sixth Street  ~ BROOKLYN, N. Y., U.S.A. 155-171 Seventh Street 156-166 Sixth Street  BROOKLYN, N. Y., U.S.A.  159-171 Seventh Street
Address all communications to 156 Sixth Street Address all communications to 15€ Sixth Street
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Report of Cost
Committee

At the last convention your president saw
fit to appoint a special Cost Commitiee to
study the needs of the industry and to work
toward a uniform system of costs,

It was first thought that the most de-
sirable way to do this would be to work
through a firm of accountants but after sev-
eral conferences with accountants and a re-
view of the system uscd to obtain stand-
ardized costs in other industries your com-
mittee came to the conclusion that the pre-
liminary work could be done without ex-
pense by the Cost Committee and recom-
mended that the policy of this committee
be determined at this convention. This
decision was approved after a full discus-
sion in the midwinter meeting of members
in Chicago.

With this in mind questionnaires were
sent to all the members of the association
and if we judge by the replies received,
the manufacturers would welcome a stand-
ard system. Ten were returned out of W
sent out.

The first page of the questionnaire fur-
nished information that B compiled costs
monthly, 1 semiannually and 1 annually;
10 believe that a uniform cost system would
be practical; 7 would adopt such a system;
2 did not answer that question, and 1 would
not adopt a uniform system. Nine would
make changes in their present system if
necessary to make the results compare with
a standard system; 7 would furnish data to
a reputable accountant; 3 would not.

We have gone carelully over the costs as
submitted on each questionnaire and have
made comparisons with last year. We find
that the replies this ycar bear out the sta-
tistical data accumulated and given you on
mimcographed sheets last year. This in-
formation was printed in detail in the Maca-

roni Journal for August 1928. Thererore
we are not going into figures in this dis-
cussion, cxcept to say that 23 scts of costs
reported for last year and this year indi-
cate that it costs an average of 2)4c per lb.
over and above flour and containers to pro-
duce macaroni products without egg. The
lowest figure submitted, which can be con-
sidered authentic, was 234c.

Therefore with semolina at 3%c, taking
into account the natural shrinkage, bulk
goods would cost in the neighborhood of
6c without containers and freight or any-
thing added for advertising and sclling
costs. 1 mention these figures in passing
for the moral support that they may give
to you who are tempted to meet some of
the prices on bulk goods that are being
made in your territory. .

A comment was made, “that = standard
cost finding system is impractical in the
industry and that every manufacturer knows
how much it costs to make macaroni today
and every one knows that the product is
undersold.”

1f we are knowingly selling under our
cost it is certain that all of the work of
the Cost Committee cannot help the situa-
tion, but it does seem that if we can create
what we will call “cost consciousness” it

By G. G. HOSKINS,

Chairman

will be a definite step toward getting manu-
facturers to refuse to scll below cost,

We hear on all sides criticism and con-
demnation of the other fellow, because he
sclls his goods so cheap., There is a con-
stant agitation among local groups to come
to some kind of a price understanding. 1
am comparalively young in the industry,
having been identified with it for only 12
years, but I have observed other industries
as well as this one, and while sclling price
agreements might work for a short time
sooner or later the agreements are broken
and the industry gets into a more chaotic

G. G. HOSKINS

state than it was at the start, Therefore
price agreements are both illegal and im-
practical.

The other alternative is, therefore, to
sducate our industry to the point where we
are so sure of our costs of doing business
that we are conscious that we cither make
a profit or take a loss on cach pound of
goods we sell. We are willing to admit
that the gr.de of intelligence represented
by the macaroni manufacturers will bear
comparison with that of any other industry.
We like to think that we are business men
with common sense, Does it seem reason-
able that the average one of us, possessing
the qualifications I have just mentioned, will
continue to sell below cost if we know what
our costs are?

Volume is a bugbear and we are all alike

<0ST COMMITTEE
NATIONAL MACARONI MANU-
FACTURERS ASSOCIATION

G. G. Hoskins, Chairman—The Foulds
Milling Company, Libertyville, IIL

A. W. Quiggle—The Creamctte Co., 429
First St. N., Minneapolis, Minn.

Ed. Z, Vermylen — A. Zerega's Sons,
Consol., 26 Front St., Brooklyn, N. Y.

Jos. Freschi—Mound City Macaroni Co,,
Kingshighway and Shaw Av.,, St. Louis,
Mo.

G. LaMarca—Prince Macaroni Mfg. Co.,,
207 Commercial St., Boston, Mass.
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in trying to get it because we beli .nat
with an established investment we - | ¢y
our costs if we increase our volume, by
when we stop to figure that from the s
stistical information which we have gb.
tained in our questionnaire the macarop
business would have to be doubled bLefore
all the plants are running to full capacity i
the months of highest macaroni con-umy.
tion, we will have to realize that while vl
ume with profit is all right, full cujacity
cannot be had for everybody unles: con.
sumption is increased. Volume at a break
cven or a slight loss is never justificd

100% of those who replicd to our ques.
tionnaire believe that a uniform system of
costs is practical, I can not think of a cou
of operation that would not be common 1o
all plants in the industry., We all gramt
raw material, labor and packing supplics as
costs, Most of us figure insurance and
taxes, but when we begin to get down to
such items as depreciation, exccutive sal-
arics, bad dcbts, expenses and what we
might call the indircet costs, we will find
that a lot of us are not taking cverything
into account, but these costs have to be
paid and the only way to continue to do
business is to have them paid out of the
price we get for our goods.

The bulk manufacturer who makes a line
of bulk goods does not need the elaborate
costs of the manufacturer who makes a
varied line of bulk and package goods and
is constantly pushing out into new ficlds to
keep up with the changing ideas of the
package buyer but he does need an absolutds
dependable set of costs. Bulk macaroni
products are more or less of a commodity
and as such should carry a price which may
fuctuate closely with the raw material
market., For this reason and since the bulk
business must necessarily be done on 3
close margin, the cost figures although sim
ply kept and simply arrived at must cove
every item,

On the other hand, the manufacturer who
is branching out with new ideas gets into
trouble shortly if he does not have full
confidence in his basic costs. My small ex-
perience has shown that we can easily kid
oursclves intu thinking that our costs are
right, but when we get right down to & real
analysis we find that there are certain 1o
which are not properly allocated ' cuf
various lines of product.

A uniformly established system -hould
be of such a nature that it embra s al
costs but leaves to the individual |n.|nulla!'
turer the opportunity to make thosc retine
ments which he finds necessary to the prol
er conduct of his own business.

It was something of a disappointucnt 0
receive answers from less than 155 of 0vf
members. We will grant that our guestion
naire looked complicated but we know that
anyone who has an adequate cost syste®
should be able to fill out this questionnair®
in a few hours, We are, therefore, led 10
believe that 85% of our members are 1"
one uf 2 classes—they do not have an 3¢
quate cost system from which they could
readily draw the figures to fill out o
questionnaire; or they were not sufficiently
interested in this phase of research to P
themselves to a little extra work to ans¥¢f
the questionnaire.

¥
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Now that last remark was not in a spirit
of criticism.  If there is any one here who
seceived that questionnaire and was not in-
reresteil enough to fill it out, he undoubtedly
had a good reason, but the thing we want
1o know is whether or not the Cost Com-
mittee should follow up the research work
ihat it has started and develop plans for a
sandard system.

Every member of this committee is as
busy »nd has just as much responsibility
a5 other members of the Association. They
have been willing to put time and effort
behind this proposition but naturally they
want to feel that they are doing something
that is for the good of the Association and

The work of the Educational Dureau has
teen confined mostly to the enforcement of
the tgg requirements in cgg noodles, and the
dimination of artificial color in macaroni
jeoducts.

In the past 5 months I have examined 104
umples of macaroni products that were sus-
jected of being either artificially colored or
deficient in egg solids, Many of these sam-
fes were purchased by me at retail stores and
jublic markets, while others were sent by
mnufacturers who were interested in deter-
=ining whether or not they complicd with the
Government requirements.  Of the 104 sam-
ties tested, 15 were found to be artificially
wlored, and 19 were found to be sufficiemly
Uficient in egg solids to warrant further in-
wstigation.  Most of the samples found 1o be
@ violation were reported to the state or fed-
tal authorities, In all cases where samples
vtre purchased in retall stores or pullic mar-
Lets, and where the manufacturer was located
= the same state that the purchases were
cade, the complaints were made direct to the
sate authorities. In all cases where interstate
skipments were  involved, complaints were
made to the federal authoritics. In a few in-
tances, complaints were made dirccetly to the
mnufacturer and distributer, and Ly agree-
et with them the violations were corrected.

B For cxample, in New York city a large dis-
inbuter of egg macaroni products to the retail
m!!: was found to be selling 2% egg noodles
l'fsdl were artificially eolored, and which were
leing «ald by the retailer in competition with
wndard egg noodles. After a meeting be-
iten the distributer, the manufacturer and
=icll, the violation was corrected without
% nueessity of calling in either the New

ok state or New York city authoritics.

We have now pending a number of prose-
“tions, none of which has yet been decided,
@ we are working in close cooperation with
v &t.llulc officials in New York, Pennsylvania,
Ok, .\’irginia, Maryland, Michigan, lllinois
New Jerscy. Other states have been

“Wer to take the initiative in violations of

Bt sort due to the fact that their appropria-

% for food work are limited, and are ex-
peded almost entirely on what they consider
"¢ pressing work,

tis gratifying to find that of all the sam-

that were found to be either artificially
“ored or deficient in eggs, not one of them

that mects the approval of the majority of
the Association.

We do not believe that the 15% of the
whole Association that unanimously voted
a uniform cost system as practical should
govern the future action of the commitive,
but we do feel just as strongly now as we
did a year ago that a “cost consciousness”
must be developed in the industry. We be-
lieve that a model cost setup should be sub-
mitted to all members to be used as a check
against their own system or 1o be adopted
as they see fit. The future action of your
president and the Cost Committee will be
determined by your action on this proposi-
tion here today.

Report of Educational Bureau
Jan. 1-June 10,1929

By Benfamin R. Jacobs,
Washington Representative

was made by a large manufacturer. They were
all made by small concerns whose outputs are
largely restricted to local sales, and who are
mostly new concerns going into the Cellophane
package cnd of the game.

The transparent package has encouraged a
large number of individuals to cither manufac-
ture or scll egg noodles under special brands.
Usually they carry the name of a woman, and
are called "HOME MADE" 1o give them

DR. B. R, JACOBS

more prestige, As a rule they are very poor-
ly made and are misbranded in that they do
not wsually have a proper declaration of
weight, or they bear statements on the label
which are not in accordance with the facts.
It has bLeen very hard to control the use of
the term "HOME MADE” in these products,
Although state and federal food anthorities
have ruled against its use in factory made
products, still they have been very reluctant
about taking any cases to court.  Usually they
are satisfied when they have written a letter
stating their objections,

However, in my opinion most of these prod-
ucts which I have just referred to are sold to
the consumer because he believes they are
really home made and of better sclected ma-
terial than the factory made product, and it is
manifestly unfair to the larger manufacturer
to deprive him of the use of this term, and
still not make more scrious effort to have
its use discontinued by the smaller manufac-

turers. .
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I have visited a number of these smaller
plants, and found most of them anything hut
inviting either as to cleanliness in the plant
or as to method of manufacturing or packag-
ing their products, [ visited one plant in
Cleveland where the woman who made her so-
called “HOME MADE" g noodies had a
curtain stretcher an which she had spread a
very soiled sheet. On top of this she placed
the noodles to dry. From here they were re-
moved to the kitchen where they were packed
in the transparent 4 oz, pack The kitehen
was anything hut clean, and everywhere there
were egt shells and empty epe hoxes Iving
around.

This woman stated that she used 250 CgEs
to 100 Ibhs. of flour in making her noodles,
This would be equivalent to about 7.5% of
cgg solids in the finished product. Examina-
tion, however, showed that the product  did
not contain even the required 5% of cgg solids
and that her noodles were artificially colored.
This product was sclling in onc of the high
class depurtment stores in Cleveland at 15¢
per package or the equivalent of 6hc per Ib,
It was recommended to me by the salesgirl
as a high class product,

As alrcady stated, there is no doult that the
work of the Fducational Durcau, insofar as
law inforcement is concerned, will be confined
largely to keeping close contact among the
smaller manufacturers, who are selling their
products locally but who are nevertheless a
factor in the community in which they are es-
tallished,

After considerable difficulty we have sue-
ceeded in climinating the importation of maca-
roni products in transparent packages made
in Switzerland. “These products are practically
all misbranded in that they are labeled “Fgg
Macaroni” products when they contained most-
Iy less than 1% of cgg solids. These products
had a large sale up to a few months ago. They
could hie scen in the most prominent places in
every high elass grocery and department store,
They must have had a very wide distribution
because everywhere 1 went | saw them on
display.  In conversation with 2 salesgirl in
one of the large department stores [ was in-
formed that that they were recommended for
making fancy colored salads. The customer
was induced o buy packages, one red which
contained tomatoes, one green which eontained
spinach, and one yellow which contained CRES.
In making a salad it was recommended 1o
cook cach package separately, and 1o place
some of cach color in the same dish (dressed
with pimento peppers and mayonnaise dressing,
It was supposed to make a very attractise dish,
and probabily did,

However, in the future these products will
have to be sold for what they are, and not as
e macaroni products,

Last February | appeared lefore the Ways
and Means committee of the House of Reps-
resentatives in Washington, and presented the
case of the macaroni manufactorer for an in-
crease in the rate of duty on macaroni prod-
ucts imported into this country.  As you all
know, the present rate of duty js 2¢ per b,
and at this rate there are about 10 million
pounds imported annually.  This is o consiil-
crable reduction from the 130 million pounds
that were imported annually Lefore 1911 Of
the 10 million pounds imported at the present
time, about one third are noodles which are
carrying the same rate of duty as plain mac-
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aroni products, so that the eggs in the import-
ed cgg macaroni products are entering into
this country duty free. On the other hand
the American macaroni manufacturers, who
are making cgg noodles containing 5.5% of
cgg solids, are paying just exacily le per Ib.
duty on all of the standard egg macaroni prod-
ucts they make. The duty on dried cggs is
18¢c per b, and it requires 5% 1bs. to cach
100 1bs. of flour, therefore the duty is 3% times
18 or 99¢ duty for each 100 lbs. of egg maca-
roni products made. We asked the commiltee
for an increase of lc per Ib. on cgg macaroni
products to offsct the duty that the American
macaroni manufacturer is paying, and we also
asked that if there is an increase in the im-
port duty on egg products that the amount
given the macaroni manufacturers be increased
sufliciently above Jc to compensate for this
difference.

The new Tariff Act, as it passed the House,
carries the 3c rate for cgg macaroni prod-
uets, and under the fAexible provisions of the
act the P'resident is authorized to increase the
duty 50%% if in his opinion the rate is not an
equitable one. We are therefore letting the
matter rest until the Senate has passed the
bill, and at that time if we find it necessary
we will go before the Tariffl Commission and
request a further increase in the rate to cover
any differences between the import duty paid
by American macaroni manufacturers on im-
ported cggs, and the rate paid by forzign mac-
aroni manufacturers on the egg they import as
cgg noodles,

The Canadian government has recently
ruled that egg macaroni products imported
into Canada shall bear a higher rate of duty
than plain macaroni products. The rate on

plain macaroni products is $1 per 100, while
the rate on cgg macaroni products is 27%
ad valorem. This is a greater difference than
we have asked for in this country, but since
there is no differentiation at all made in the
present Tariff Act between plain and egg mac-
aroni products we should be satisfied at the
present time to get recognition of the differ-
ence, amd then later to work for a fair rate
which will carry full recognition of the dif-
ference between the two products,

A very important phase of the work of the
Educational Bureau has been in the prepara-
tion of specifications for semolina and egg
products purchased by manufacturers. These
specifications have been submitted to the Board
of Directors, and no doubt they will be acted
on. Tut I wish to urge the necessity for some
action which will ereate a better understand-
ing between yourselves and the people from
whom you buy your raw materials,

Numerous controversies have arisen between
macaroni manufacturers and millers, for ex-
ample, based on the difference of opinion of
the grade of semolina that was contracted for
and the grade that was delivered. Almost in-
variably the miller questions the accuracy of

analysis, or he questions the methos of
analysis, or he questions the value of analysiy
in the evalution of semolina. 1 have here o,
respondence between a manufacturer ang ,
mill, and this is only one instance whore 1hj;
subject has arisen. I believe that it is sy
ble for us to get together with the miller ap
arrive at some method of evalution, w thy
these questions will not arise and so that yoy
will have a better opportunity to recover claim,
for the delivery of inferior goods. | wan gy
take this opportunity to recommend that the
Standards Committee of our Associatuon e
given this problem to work out, and that the
ckairman make arrangements with the millery
so that they may appoint a committee to work
with us to this end. We have amassed a larg,
amount of information on this subject. Thire
is no doubt that the millers also have a grea
deal of information that will be very useful
in arriving at some basis of evaluation.

I want to take this opportunity to thank il
the manufacturers present who have so gen.
erously cooperated with us in our work, and
I hope that this spirit of cooperation will con.
tinue so that we may all reccive the great
est possible advantage from it.

Report of Membership

Committee

The following is the report of the activ-
ities of the chairman of the Membership
Committee throughout the past year and of
the entire committee serving at this con-
vention:

By A. IRVING GRASS,

Chairman

We have worked diligently to help the
membership situation for the good oi the
National association and of the firms whs
have seen the light. Since the Chicago con-
vention, and with the assistance of our
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ceretary-treasurer, M. J. Donna, we have
weceeded  in signing up  the following
memberships:

Kentucky Macaroni Co., Louisville, Ky,
A.and P. Products Corp., Brooklyn, N. Y,
Maravigna Macaroni Co., Boston, Mass,
Busalacchi Bros, Macaroni Co,, Milwau-
ke, Wis.

West Virginia Macaroni Co., Clarksburg,
w. V.

Catelli Macaroni Products Corp., Mon-
{real, Can,

Mrs. C. H. Smith Noodle Co., Ellwood
City, Pa.

During this convention in New York the
jollowing firms have shown the proper spirit
and made applications:

Westchester Macaroni Co,, Mt. Vernon,
N Y.

Metropolitan Macaroni Mfg. Co., Brook-
Iym, N. Y,

Wyckoff Macaroni Co,, Brooklyn, N. Y.

Our President and the Directors

Whereas, our president, Frank ).
Tharinger, who has gloriously carried on
the work of the National association dur-
mg the past term, his first in that office
of honor and responsibility, served with

Bcedit to the entire industry, sparing

wither time, expense or energy in the
umost fulfillment of his duties, and
Whereas, he has presided over this
wnvention, fairly and impartially, to
members and visitors, and

Whereas, the 1928-1929 board of di-
retors have to the very best of their
atility supported the exeeutive and acted
m accordance to the wishes and desires

N of the rank and file of the Natioral asso-

dation, giving to their duties as directors
much valuable time, making frequent
lng journeys at their own expense, for
pure love: of their work, therefore, be it
Resolved, that we extend our fullest
yprecciation of their loyalty and our
thanks for their service so willingly and
ticiemly rendered.
Our Employes

Whereas, our Washington representa-
tive, 15, R. Jacobs, has ably represented
wr Association in the nadon’s capital,
ever watchful of our interests, and
Whereas, our secretary-treasurer, M.

l ). Donna, has’ served faithfully and effi-

demtly at our headquarters in Braid-

g voud, 111, and most satisfactorily edited

wr magazine, The Macaroni Journal, in
away to cast favorable reflections on our
industry, therefore be it

Resolved, that to each of them we ex-
Press our appreciation of their services
ind approval of their actions.
Appreciation of Committee Work
Whereas, several standing committees

We have alse a number of live prospects
—all splendid fellows that should belong
and we ask the cooperation of our entire
membership in getting them and other elig-
ibles to put their names on the dotted line
of an application, now or as soon here-
after as possible,

Your committee feels that there should
be a key man in different districts to get
into personal contact with the prospects,
The time is not far distant when a maca-
roni and noodle mannfacturer  will  be
ashamed 1o admit that he is not a member
—that he will not wait 1o be asked to join
but will volunteer his application.

It has been a pleasure to work for the
association's extension and  with a little
more “pull together” we should suceced in
making our association the strongest and
best trade organization of its kind,

A, Irving Grass (Chairman),
Frank Patrono,
Louis 5. Vagnino,

Resolutions

have labored diligently throughout the
past year, cach at their respective duties,
and

Whereas, the various convention com-
mittees have kept faithiul adherence to
duty, even at sacrifices of time and pleas-
ures, therefore be it

Resolved, that we thus publicly ex-
press our appreciation of their services,
which in some instances, were performed
at the personal expense of the members,
particularly of the chairmen, namely :

Macaroni Cost Accounting, . G,

Hoskins ; Macaroni Publicity, R. 1.

Brown; Nitional Association Mem-

bership, A, L Grass: Uniform Con-

tract, G. Guerrisi ; Compensation In-

surance, Wm, Culman; Convention

Entertainment, 1. O, Challenger;

Convention Dusiness, The Associa-

tion Officers; Convention Publicity,

W. A. Schmitt; Ladies Reception,

Mrs. Henry Mueller.

Appreciation of Entertainment

Whereas, annually much attention is
given to social side of the convention for
the entertainment and comfort of in-
creasing numbers attracted o the con-
ferences of the Macaroni Industry of
America, and

Whereas, several agencies have liber-
ally contributed of their time and money
to make our stay in New York most en-
joyable almost every minute of the 3
days, therefore, be it

Resolved, that we unite in expressing
our appreciation and thanks to our hosts:

C. F. Mucller Company of Jersey City
for its splendid afternoon and vvening en-
tertainment on the first day o1 the con-
vention, and to all who in any way aided
past President Henry Mucller to so pleas-
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ingly manifest s appreciation of - past
honors, so willingly conferred

The tern Macarom Manuiactirers
and Allied Tradesmen wha arranged amil
provided for so much diversifield enter-
tainment which we all so thoroughly en-
joyed.

The officials of the International Mer-
camtile Marine Company and the officers of
the S, S, Majestic for their personally
conducted tour of this world's biggest aml
hest ocean liner and for the very delicious
luncheon served our members amd guests
the afternoon of the second day

The splendid  and  carnest  working
ies Commitice that so | ingly looked
after the welfare of the visiting ladies

The Joint Convention  Entertainment
Committee, especially its Chairman, 15 ()
Challenger, who for weeks prior o the
convention days and during our stay here
kept foremost in mind our happiness and
amusement,

Resolved, further that as an additional
outward show of our delight the awdi-
ence arise in approval of these resolu-
tions expressive of our sineerest fedings
toward these wonderful nosts, scparately
and collectively,

Equitable Insurance Ratcs

Whereas, there is an apparent discrim-
ination against macaroni manufacturing
plants in several states in the matter of
premivms charvged for Compensation In-
surance, amd

Whereas, the number of aceidents due
to carelessness in olden days may have
wirranted higher rates, and

Whereas, with improved  machines,
rates based on the current number of ac-
cilents would be a faiver rating, there-
fore, be it

Resolved, first, that a concerted, well
sustained, fully supported and properly
directed Safety First Campaign lie in-
aungurated inoovery plant in the country,
by fully convineing the emploves of the
importance of such a campaign, warning
all machine workers and drivers of their
danger, of safeguarding every dangerous
mechanical device, not only as required
by factories rules and regulations of our
respective states, but as a duty 1o our
emploves” safety and well being, and he
it further

Resol -ed, that the Macaroni Manufice-
turing  Industry in every state in the
union join ina general demand for lower,
fairer and more equitable compensation
insurance rates,

Improving Macaroni Wheats

Whereas, the quality of  macaroni
whe. particularly  that  of  Amber
Durum, has been deteriorating in protein
and color through mixing, careless har-
vesting and shipping so that the high
quality original strain of this very neces-
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sary wheat has practically disappeared in
many sections of the northwest, and

Whereas, this wheat proves a most
valuable crop in certain sections of the
country and is almost indispensable in
macaroni making, therefore be it

Resolved, that we urge the Federal and
the interested State Departments of
Agriculture to give serious attention to
the matter of macaroni wheat improve-
ment and that the Macaroni Industry
join with all agencies that seck to edu-
cate the wheat growers to sow and har-
vest more carefully to the end that the
quality of our basic raw material be im-
proved.

Speakers

Whereas, several speakers during this
convention have given freely of their
time and advice in some of the most in-
teresting addresses to which it has ever
been our pleasure to listen, therefore,
be it

Resolved, that we extend to each and
all of the following our warmest thanks
for the valuable time given in preparation
and delivery of helpful and appreciated
addresses:

L. S. Vagnino, T. Roberts, Miss
Elizabeth Hallam Bohn, F. Trafi-
canti, Dr. D. R. Hodgdon, Miss
Marye Dahnke, L. E. Cuneo, Miss
Marion B. King, Dr. Comm. A. H.
Giannini.

Whereas, The Macaroni Publicity
Committee, through its able chairman,
R. B. Brown, has presented a most
learned report of its research into trade
association cooperative advertising, and

Whereas, this report should be thor-
oughly studied and fully digested in order

that proper action be taken along recom-
mended lines, therefore be it

Resolved, first, that the report of the
Publicity Committee be approved, and

Resolved, second, that it is the con-
viction of this Convention that in the best
interests of the Association and all its
members, a Cooperative Merchandising
campaign of the general character and
according to the general recommenda-
tions contained in the report be planned
and put into execution without delay
and that to this end the entire matter be
referred to the Directors of the Associa-
tion with instructions to proceed as
rapidly as they deem advisable with the
making of the plan, the solicitation of
the individual members, the securing of
the necessary pledges, and, finally, with
the execution of the campaign.

(Motion by Mr. Toomey—Seconded
by Mr, Grass.)

Convention Sidelights

(Continued from Page 3)

“Fact and Figures"—L. S. Vagnino
had theu all guessing the first day.

Among the newcomers who apparently
fitted most naturally can be mentioned
Giuseppe Maravigna of Maravigna
Macaroni Co., Boston; John Buscemi of
Metropolitan Macaroni Co., Brooklyn;
Carmello Gugino of People's Macaroni
Co., Buffalo; Louis Roncace of Philadel-
phia Macaroni Mfg. Co.; Philip More-
schi of F. Pepe Macaroni Co., Water-
bury, Conn.; P. Rialmuto of Roman
Macaroni Co., Long Island City; Ru-
dolph Jonke of Schneider’s Egg Noodle

Edgar O. Challenger,

Chairman Entertainment Committee,
Macaroni Manufacturers Convention.
Dear Challenger:

you at luncheon on board today.

make his apologies also.

Majestic Captain Sends Regrets
On Board S. S. "Majestic"—New York Harbor

T am so sorry that, owing to other engagenieriis, I shall not be able to join

Captain Jackson (Staff Commander) has gone to Philadelphia so I must

June 19, 1929,

I trust that in spite of the hot weather you have an enjoyable time,

Please convey my regrets to the National Macaroni Manufacturers Asso-
ciation that I am unable to be with them at luncheon today. With kindest
regards,

Very truly yours,
(Signed) W. Marshall,
(Captain William Marshall, R. N, R,
Senior Captain S, S, Majestic and
Commodore of the White Star Fleet.)
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Co.; Guiseppe Orlando of West P,
delphia Macaroni Mfg. Co.; R, V', Gol-
den of West Virginia Macaroni Co,; .
Coneglio and L. E. Riusi of Wyckoff
Macaroni Co., Brooklyn.

Out of the west where the tall com
grows came tall C, B. Schmidt with b
long cigar. Carl is everyone's friend,

A. Lambrosa, large of frame and with
his nice mannerisms, ably represented the
Brooklyn Macaroni Co.

Macaroni machinery business may no
be so good, but the Consolidated Mac.
roni Machinery Co. of Brooklyn honored
the convention by sending its 3 big guns,
C. Ambrette, J. DiFrancisci and N. (
Cavagnaro.

J. J. Cavagnaro of Harrison, N. .
represented by A. C. Cavagnaro, treated
the visitors to copies of the New York
Werld, each moming editions of that
paper being placed at the doors of maa-
roni ‘manufacturers’ rooms.

G. Teyssier of Italo-French Produce
Co. of Pittsburgh, Pa., has a host of lady
friends everywhere he goes, It was his §
first convention and it pleased him w
a"“T.”

S. Viviano of Camegie, Pa., brought
along some fine posters showing cheis
properly blending macaroni and swuce;
also was accompanied by what Salvatore
says is the champion spaghetti chei in
the world, his missus, And how she can
cook spaghetti! Ask Tharinger and
Hoskins.

Our friend A. A. Bianchi of luli
Macaroni Co., Worcester, Mass., must
have a bodyguard and being unable to
coax a lady along, he brought iriend
J. J. Marone.

Samuel Mueller rarely attends conven
tions, Henry doing that for the firm, but
Samuel surely was in the midst of cveny-
thing in New York. Look for him at |§
the convention wherever it may be hell.

Dr, Jacobs was sitting pretty through- 8
out the convention, ladies always on
hand and at this command, No, we art |
not envious, just honest. And his codl
but gay summer suits—wow |

A Frost
G. G. Hoskins has a way with the
ladies that is all his own. He likes them

348 Commercial St.
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The Highest Accomplishment
of Perfection in Die Making

Another Product of

MAario Tanzi CoMPANY

Mfrs. of Macaroni Dies

BOSTON, MASS.
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pretty—pretty often. At the dinner
dance he picked out a peach for a twirl
around the floor. On his return C, S
Foulds asked, “The young lady looks like
she's from Ireland,”  Glenn—"No, she's
from Iceland.”

Overcoat for Sale

A. Irving Grass, the hustling chairman
of the membership committee, left Chi-
cago wearing a heavy spring coat—gay
and attractive in color, On the last day
of the convention he carried it around
on his arm, tagged with the notice, "For
sale, cheap; a good overcoat. , New York
has the most hellish weather.”

Well Supported

Henry D. Rossi is a neat dresser but
occasionally overlooks some little things.
Hurrying for the train he found a sock
hanging and, thinking that he had for-
gotten a supporter, he purchased a new
pair in Chicago and then on attempting
to put them on, to his surprise he found
that he had 2 on, only one being hooked
properly.

Abstemptuous

This might sound like a joke, but it's
an absolute fact, Our president, Frank
J. Tharinger, is a hearty breakfast cater
and among other foods must have his
bran. One moming, when hungrier than
usual, the waiter opened the bran carton
and prepared the contents with plenty of
sugar and cream. As Frank was about
to consume the cercal he noticed that it
was not as it should be. He called to the
waiter:

“Here, take this away, immediately.”

Waiter—“Why, what's the matter with
it

Prexy—"The bran is full of weevils.”

Waiter—"My kind sir, little things like
that won't hurt you,"

Prexy—"I know, but today's Friday!”

Millers Were Represented

As usual the durum millers turned out
in large numbers to the New York con-
vention, In fact several of the sales or-
ganizations held round table meetings of
their own. From a study of the registra-
tion list, the Pillsbury Flour Mills com-
pany led wiih 10; next came the Wash-
burn Crosby Co. with 9; Commander
Mill Co. and Minneapolis Milling com-
pany were tied with 6 each, and 2 firms,
King Midas Mill Co. and Duluth-Su-
perior Milling company, were also tied
with 5 each ; and Capital Flour Mills with
4 delegates. This tabulation may be in-
correct in that it probably does not in-
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Among Those Present at Macaroni

Manufacturers Convention

New York City, June 18.20, 1929

Name Firm

Atlantic Macaroni Co,

Arcna,.... rena Macaroni Co...
A. Lambros: Drooklyn Macaroni C
E. Angelicola. Dreoklyn Macaroni Co..
C. B. Schmidr. .Cre cent Mac. & Cracker Co.
Arthur W, Quiggl The Creamette Co.

City
...Long Island City
..Norristown, Pa,
.Brooklyn, N. Y,
Brooklyn, N. Y.

o Dav, enport, la.

Mmrmapﬂlll Minn.

Ralphht‘\) Cumberland Macaroni Co.

Cumberland, Md,

S. Matalone Chicago Macaroni Co,
S. Culicchia Chicago Macaroni Co.
Dominico Glavian
Giusto Campanclla
{olm Carnp.-mmlla

ampanella-Favaro-Glaviano Mac. Cor
E. Cunco...

-('uunr.-lll'\'lllt‘ Macaroni Co
DeMartini Macaroni Co.

,Cnmpam-lla-l-‘aram-ﬂlm:mm Mac. Corp.
.gam;\anclln-l’m‘am-Cla\'inno Mac. Corp....Jersey City, N, _I.

e.Chicago, I,

_Chlcagn, 111,
erscy City, N. I.

Jersey City, N.
...Connellsville, Pa,
Brooklyn, N \

I‘.ll.'l'(mme3 DeMartini Maearoni Co Brooklyn, N
Chas. R. | Domino Macaroni Co. 5 nrmgﬁc \ln
G. D'Amico........ Amico Macaroni Co hn\urk {
1. I'. Weidenhamer... .__lIarrlsInurg

S. Vagnino........ aust Macaroni Co St. Louis, ‘i lo.

Tower City Macaroni Co..
JFort Worth Maearoni Co..
Foulds Milling Co,

- Ruchuler N. Y.
...Fort \\'urlh. Tex.
New York, N, Y,

Foulds Milling Co.

Libertyville, 1.

Foulds Milling Co

New York,

Welib Faurot. ~Foulds Milling Co.

Chicago, 11,

R.B Brown... .. Fortune-Zerega Co.

Chicago, 11,

Fortune-Zerega Co.

Chicago, 111,

A. Goodman & Sons, Inc.
—A. Goodman & Sons, Inc..
"TA. Goodman & Sum. Inc..
ooch Food P'roducts Co.
J. Grass Noadle Co......
_A. Gioia & Bro.

Javid Cowan.
Erich Cahn.....
lerome I, Maier
G. A. Gooch..
A. L Grass..
S. Gioia...

..New York, N. Y.
New York, N Y
.New York, N. Y.
Lincoln, Neb.
...Chicago, 11l
Rochester, N. Y.

Frank Patrc

JIndependent Macaroni Co.
Nicholas I'atrono.

Independent Macaroni C
Italia ‘Macaroni Co

"Mt Vernon, N,
Waorcester, \las\

J. J. Monroe.
AL A, Biane

alia_Macaroni Co

“Worcester, Mass.

Ttalo-French Produce Co.
Kurtz Hrothers

G. Teyssicr.
Dan Lowen

Pittsburgh, Pa.

P luladclphla Ia.

‘Kurtz Brothers

Philadelphia, Pa.

_Kurtz Brothers.

Philadelphia, Pa.
Let Pa.

Keystone Macaroni Mig. Co.
Keystone Macaroni Mfg. Co....
C. Krumm & Son Mac. Co

AC ll\mmm,

.Lebanon, 'a,
...Philadelphia, I'a.
ersey City, N, ]

ersey City, N _l

{nst;-h LoBue & } LoBuc Bros
[. Simongelli . & J. Lollue Dros
G. Lolue....... . & J. LoBue Bros .

.V. LaRosa & Sons, |

. LaRosa & Sons, |
,\. LaRosa & Sons, Inc.........
F. Mueller Co.

Peter LaRosa.
S. LaRosa...

Henry Muelle

rrseE Cm
rooklyn, N
Brooklyn, N. \'.
_Drooklyn, N. Y.
ersey City, N, |

Samuel Mueller C F. Mucller Co

erscy City, \*. 1

H. E. Minard..... .C. F. Mucller Co.

ersey City, N, J

Guiseppe Maravigna (
ohn Ravarino.. Mound City Macaroni_Co.
Crwin John... e Milwaukee Macaroni Co....

John llusr:eml....___\lrtr(flolnan Mac. Mfg. Co.

P. Geo. Nicolari Taven Macaroni Co.....

V. J. Lentini... .Niagara Macaroni Mfg. Co.

Carmelo Gugino... eaples Mac. Co,, Inc...

Louis Roncac . Philadelphia Macaroni C

A. Rossi.... ......'rocino-Rossi_ Corp

...loston, \Ia;s
St, Louis, Mo.
.M!hﬂukw Wis.

”""‘"“""]mi , N. Y.

e aven, Con,
luffalo, N. Y.

Buffalo, N, Y.

it I'hlladdphla I’a

Auburn, N. Y,

Philip Moreschi

I'. Realmute 'l{nman Macaroni Co

The F. Pepe Macaroni Con....omomn

“Waterbury, Conn.

Cosmo Guidic

.Ravarino & rl'tlthl Mac, & Imp, Co....
Henry D. Rossi.

“Peter Rossi & Sons

i) o unfnlllaml City
s,

“Ronzani Macaroni Co.
wmaavoia Macaroni Mfg. Co.
"-u;-cnnr Macaroni Co...

Superior Macaroni Co...

E. Ronzoni.
M. Incconc
F. L. Sherwood.
A. Spadaforv....
Rudolph Jonke
Theo, R. Molinari
H. P, Molinari..
F. J. Tharinger.

2 .. Tharinger Macaroni Co....
Frank Traficanti

e I Faficanti Bros,

" Braidwood, 1.

%, Boston, Mass.
Milwaukee, Wis.

T_V. Viviano & Dros. Mfg. Cn
V, Viviano & Bros. \lf{(
Viviano Maumm Mig, Co.;
Westchester Mac. Co

S. ID'Alessendro.
G. Viviano...
S, Viviano..

"Carncgie, Pa.
Mt. \}f:mon

V. J. Counz
Herman Kl
S, E. Weise
los. Conegli

Westchester Mace. Counnee.... et
Westchester Mac. Co.
. Wyckoff Macaroni Co

"Mt Vernon, N ‘1-

Mt, Vernon. N. Y.
Brooklyn, N. Y.
Brooklyn, N. Y.

L. E. Riusi... \V'ydml" Macaroni Co,

Guiseppe Orla W, Philadelphia Mac. Co.omrrremeeresnniee
R. V. Golden oo W, Vlrglnm % PR o R, DTN R

R e e

I'hlladclphu, Pa,

Mt Vernon, N, Y.

Clarksburg, W. Va.

Joly 15,1929

A. Zerega's Sons Brooklyn, N. Y.
r\d:::::no; ‘S;:;:olma Dist ! | isekym, N
.- 1strib
Tiedke.... Raker-Perkins Co..... s e
G.E. Baroazzi

vh Mastroja
H. i

os Angeles, Cal,
hiladelphia, Pa.
-New York, N. Y.

A X
Capital Flour Mills, Inc m-m\:f‘r:;l:s' fion

..Capital l'lnur \lllls Ine. inneapolis, Minn,
A ( Cavagnaro....... John J, :uagu:un Harrison, N. J
Peter Mottaeenesscnnne. Champion Machinery Co....e......_ oliet, 111
R.H Johnsen....... .Cheraw B |’|chmund Va.
W, A. Jackson..... New York,
j P. McNulty..... New Yurk
\L\\ \urk
New urk
........\Imma )ull! Minn.
: }u:at:u.!p::la, l:a.
................. - Philadelphia, Pa
C. Marcellino....... { . l!nmklu‘: N. Y.
Conrad Ambrette.... i . Machine C Brooklyn, N. Y.
Machine C Brooklyn, N. Y.
Machine Co. yn, N. Yi’

J.ll‘i'\'in;:c.':!

P I|1|ndc|1||1l'\ I’a.
New York, N. Y.
New York, N. Y.
Duluth, \lmu

%, Elmes Eng. Wk
mlgn Ad\crmmg Agenc;
orbes Paper Co,

cing Midas Mill Co

e Boing Midas Mill Co
.King Midas Mill Co

g Midas Mill Co.

King .\lida;_ Mill Co.

\Iumeapoin Milling C
linneapolis \hllmg Co. A
linneapolis P mshurgll. Pa,

Minneapolis Mi . Boston, Mass,

illi innca »ulﬁ_s, Minn.

‘Northland Millirg Co...
Nnrlh\\citem Miller... ..

I‘elcrl \hchinery o S ——

Philitus £mi

l’gllsbury alour Mills Co...

-Pillsbury Flour Mills Co.

.Pillsbury Flour Mills Co inncapolis, Minn.
Pillsbury Flour Mills Co. Minncapolis, Minn,
Pillshury Flour Mills Co.......... l’ililadcipllla. ln
i‘qllshury Flour Mills Co. N

Minneapolis, Minn,
\Imuupohs, Minn.

ur.lcrsb.u:lu (;cmnn)
T New York, N. Y
l"hlladciphm Pa,

. Richel Cohue,
wa'd Rossotlio....... Rmsutli Litho, ra(j_»h:ng ' TN
Schaeffer. . tokes & rnllfn
tar Mac. Dies Mfg. Co.
tar Mac. Dies Mfg. Co
treet Railways Adv,
Street Railways Adv.
treet Railways Adv, Co..
ario Tanzi Company.
ddison Vars Co,, Inc

Frank 1azzaro

Chicago, 11,

reremnremeremssmrmmsnee CHICARO, 11,
Italian Chamber of Commerc New York, N. Y.
Washington Representative..... \’aahmumn. D. C,

Donna................Sceretary-Treasurer ... Iraidwood, 111

87 macaroni manufacturers representing 57 manufacturing firms and 89 allied trades-
re relentlniﬂ firms and organizations made up the record-breaking registration

ew York city convention of the Macaroni Products Manufacturing Industry
“'"eriu June 18-19-20, 1929.
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clude some representatives who regis-
tered as individuals rather than salesmen
of their firms.

A Freeze-out

Our seeretary-treasurer's head is not
adomed with flowing locks and yet he
was hardly in the race for the honor of
being the most baldheaded man in the
convention. However, he received as
fine a trim as one ever gets at the hands
of other than barbers, when the neat little
waitress in the Astor did some unex-
pected cutting.

Said Donna—"See here, young woman,
my cocoa’s cold!”

Said Waitress Bold—"1 can't help
that; if that blamed thing's chilly, put
on your hat.”

Wide and Handsome

John Ravarino lost his hat during the
convention, left it in some one's room.
He went to the haberdashery to buy a
new lid. A clerk eager to make a sale,
tried on one that was several sizes too
large for John, in fact the rim rested on
his cars. “A wonderful fit, old man,”
said the hat clerk.  “Yeh," answered
Ravarino, “bui—suppose my cars get
tired."”

At Luna Park Swimming Pool

Edward Rossotti, the sheik  litho-
grapher, found his match in the person
of a fair bather. Thinking to compli-
ment her on her shape, he  said,
“Sweetie, 1 can't see how you get into
that bathing suit.”

Beach-1e replied, " You're darned right,
you can't,”

Knew What He Wanted

Ted Molinari, a down east Yankee,
from Boston, knows what he wants, and
how! To a nice maiden whom he met
on the “air whirl” at Luna Park, after
paying for their second ride, he said, Do
you believe in the hereaiter?”  Babe—
“Why er-a-yes.”” Ted—"Well, how about
a little necking?  That's what I'm here-
after,”

Under Supervision
Friend: “Say, Cunco, when in New
York, did you do as the New Yorkers
did 2
Larry Cunco: “No. | had my wife
along with me and I did as she did.”

In Dad's Footsteps
Thomas H. Teomey of DeMartini
Macaroni company is proud of his 18
year old son that tops 0 feet 2 inches. He
introduced him to Secretary Donna the
first day of the convention. The natural
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question was propounded: “What does
that young boy of yours do?” Toomey—
“He's a girl scout.” Donna—"You mean
a boy scout, do you not?" Toomey—
“No, he's always out scouting for girls.”

Patience—a Virtue

Every one who attended the conven-
tion with one exception agreed that the
speakers were both interesting and con-
siderate.  They all made their points
early; none was wearisome as is often
the case with some speakers when they
get the floor.,

The exception was one of those who
attends conventions for sociability. All
talks are long ones to him, He entered
the convention hall in the middle of a
session and conveniently dropped into
the back row of seats. Soon he began
to fidget, Finally he leaned over to a
friend of the speaker and whispered:
“How long has he been speaking?”

“Some 20 or 30 years, to my knowl-
edge,” replied the speaker's friend, “I
don't know exactly.”

“I'll stay, then,” decided the impatient
one, “he must be nearly done.”

A Case for Willebrandt
A well known member of the industry
(name deleted) had celebrated vehement-
ly, and not too wisely. Just where, none
scemed able to discover. He arrived at

the hotel about 3 a. m., managed to reach
his room on the sixth floor, but made
so much fuss attempting to umock the
door that a friend in nightly attire, from
down the hall, was heard to say:

“Smatter down there. Have you no
key, Jack?"

“Gotta key all right,”” said the noisy
ong, “but wouldja jussasoon throw me a
few keyholes?”

Safety First

A. J. Fischer is a great admirer of
beauty but he is, nevertheless, most cau-
tious. In the dining room one evening,
lonesome for someone back home, he was
attracted by a lovely creature that was
dining alone. His sympathetic heart
longed to cheer some one, 'Who needed
it more than this lonely damsel? Calling
a waiter, he said:

“Has the lady at the next table paid
her bill?"

“Yes, sir!” replied the waiter.

“Good, then I can make eyes at her.”

Must Keep a Book
Martin Luther is not exactly slipping
but his memory, in certain things, is fail-
ing. Strolling along Broadway in the
carly morning after midnight, a beautiful
thing accosted him and said, “Don't you
remember me? I was your sweetie not
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so long ago.” Martin, languidly, “O,
yes! Let me see! What's your cereg)
number?”

Show Fusilli Die Product

“Fusilli" spaghetti, or spaghetti wify
a regular twirl, manufactured by the
Victoria Fusilli company of Braokly,
N. Y., from a newly invented dic made
by the M. Tanzi compauy proved quite
an attraction at the convention. The (e
now makes the coiled spaghetti that was
formerly laboriously made by twirling a
strand of spaghetti around a small rod,
The product exhibited was Cellophane
wrapped, contents 1 1b. and labeled “con
il buco.,”

Captain Wm. Marshall, R. N, R,
able and popular Senior Officer of
S. S. Majestic and
Commodore of the
White Siar Line
Fleet, who regretted
that a previous en-
gagement  prevented
b him from personally
greeting the macaroni

T

their pguests on the
occasion of the luncheon aboard his re-
nowned passenger-liner and subscquent
inspection tour,

PHONE
Walker 0917

121 Varick St.
NEW YORK CITY

ROSSOTTI LITHOGRAPHING CO.,, Inc.

PHONE
Walker 0918

Future Needs.

Designers and Manufacturers of

LABELS, CARTONS, INSERTS, BANDS AND WRAPPERS
That Advertise and Sell Your Macaroni Products

Our new plant with most modern equipment enables us
to guarantee speedy delivery of highly-colored, eye-
appealing Labels and Cartons in large or small quantities at
attractive prices.

We specialize in both Regular and Private Brands. We
solicit your orders for your immediate

Requirements or

manufacturers and g

onvention Entertainment---
aried and Elaborate

Never before were delegates to a Na-
onal Conference of the Macaroni

roducts Manufacturing  Industry  so

¢l entertained as they were in New
fork city, June 18, 19 and 20. “Why,
ou are even showing New York to New
orkers” exclaimed many of the down-
asters With reference to the extensive
rgram of entertainment so carefully
lanned and so well executed by the joint
awention  entertainment  committee,
Among the 300 or more who daily joined

B: the pleasant features were some New

‘orkers who, for instance, had never be-

fore inspected an ocean liner in port,

ircled the little island of Manhattan or
hayed in the world's most renown play-
ounil, until the occasion for doing so
as presented by the Macaroni Conven-
on commiittee,

M The special convention commiftee and

be association officers who aided in pre-
aring the entertainment program were
iven unstinted praise not only for the
nount but for the quality of the pleasure
ogram.  The appreciation was extend-
ito the many firms who contributed

funcially and otherwise toward this

ralure,

The C. F. Mueller company with the
laboration of Baron C. Collier pro-
ided a delightful outing and a wonder-
Wl shore dinner the afternoon and eve-
g of the opening day.  Staid business
pen became boy's once more enjoying the

Blicking rides and swings at Luna Park,
gceding the elephants and applauding the

tus acts in a special performance.
“arding special buses shortly after the

{uncheon adjournment nearly 300 con-

mtioners sped across Greater New
ork under police escort.  The macaroni

g had the right of way through the

e, green and yellow traffic regulation

Fehts and reached Luna Park on Coney

dand in record time. On their arrival
arcus parade awaited them and 4

gireast the visitors followed the ele-

s around Luna Park to the pavilion
here both still and motion pictures were
de. Later they enjoyed a special per-
‘mance of the Luna Park Circus with
-H. Rider of Baron C. Collier Co. as
“stant  ringmaster.  With  pockets

lging with tickets admitting them to

I the rides and special features the

" entioners then spread throughout the

ounds seeking personal pleasures until
”ﬂfr time when a shore dinner was
O¥ided by the C. F. Mueller Co. in the
“"a Park Auditorium at 7:30 p. m.

The menu cards were an imitation of
the Mueller package, white centers and
blue ends.  In the blue ends were printed
scenes of Luna Park and in the center
appeared a welcome by past president
Henry Mueller which read:

“Welcome, thrice Welcome,
ye men of the hour,

Who furnish spaghetti for
vigor and power—

May this little dinner appeal
to you all,

And remember, you're wel-
come whenever you call.”

—Henry Mueller.

At the head 1able presided Henry
Mueller, supported on his right by Presi-
dent Frank J. Tharinger and on his left
by the gracious Mrs. Henry Mueller.
Other members of the C. F. Mueller Co.,
directors of the National association and
representatives of Baron C. Collier Co.
had places at the head table. During the
dinner music was provided by the Luna
Yark orchestra and group singing of pop-
ular songs enjoyed. The menu enjoyed
by the guests was as follows:

Queen Olives, Celery, Radishes
Sweet Pickles

Clam Cocktail, Meunicr

Clam Chowder, Manhattan Siyle

Broiled Penobscot Lobster.
Pommes Duchesse
Brailed Spring Chicken on Toast
Golden Bantam Corn New String Heans
Baked Spaghetti, Parmessan
{(As a change from potatoes)

Hearts of Romain, Russian Dressing

Spumoni and Cake

Roquefort Cheese Assorted
Crackers Fruits
Demi Tasse

At the conclusion of the dinner several
short addresses were made after which
the puests were asked to enjoy the dane-
ing downstairs or the various pleasures
which Luna Park provided.  Just before
this the guests’ appreciation of Henry
Mucller's treat was manifested by a pen-
eral chorus of “He's a Jolly Good Fel-
low" while Henry was carried on the
shoulders of several stalwarts through
the diniag hall.  Dus tickets were pro-
vided enabling the guests to retumn to
their hotels or homes at leisure.

The thrill of eating aboard the world's
largest ocean going passenger ship and
later a stroll around the 13 decks that
make up the passenger carrying depart-

ments of the S S0 Majestic were ac-
corded the convention delegates and visi-
tors through the courtesy of the Inter-
national - Mereantile  Marine  company.
This was the feature of the afternoon’s
entertainment of Wednesday, June 19
Duses carried the macaroni men and their
ladies to pier No. 39 Onarrival they
found the tables on the main deck of
the first class portion of the ship laden
with good things to eat, specially pre-
pared for the guests by the renowned
manager of the Ritz-Carlton restaurant,
Sig. M. Doscasso.  The luncheon was
complimentary to the members and guests
of the National Macaroni Manufactur-
ers association by the White Star Line,
owner of the S. S, Majestic,  The meal
was one of the most pleasing ever served
aboard ship and the landlubbers did am-
ple justice thereto,

. MENU

Fruit Cup Majestic

Bagration (Gras)

Fried Yellow et
e Spaghetti Calabraise
English Mutton Chop—Broiled Tomatoes

Cauliflower au Gratin
. French Fried Potatoes
. Salade Waldorf
Caramel Custard Pudding
French Pastry
Iee Cream
Collee

Following the luncheon the party
was divided into groups and led by
expert guides  throughout  the  ship
from stem o stern, from top deck to
hoiler rooms.  The host gained for the
White Star Line many iriends and
hoosters for the 8.5, Majestic and her
sister ships among the maciaroni man-
ufacturing industry and allied trades,
who so thoroughly enjoved the party
aboard skap,

Two hundred sixty-five ladies aml
gentlemen, wany in formal attire, pro
vided the setting for the beautiiul
picture that the annual dinner of the
National Macaroni Manufacturers as
sociation proved to he in the \stor
hatel the evening of Wednesday, June
19. ‘Tables were heautifully decorated
with flowers in season, and so grouped
around the speakers” table that every-
body heard and saw all that was going
on in this, the greatest of the Associa-
tion's parties.  Mr. Challenger and his
committee had provided most appro-
priate 8-page menu cards which bore
the national colors on a beautiful semo-
lina tinted base, and in addition con-
tained the names of the speakers and
entertainers, the officers of the Nation-
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al association and the committee on
arrangements,

Headed by President Frank J.
Tharinger, supported by Henry Muel-
ler, association adviser, the guests
paraded to places at the 27 tables to
the strains of a stirring march and at
a sign from Toastmaster Edgar O.
Challenger were seated, making as
beautiful a picture as was ever seen
in the beautiful and historic North
Ballroom in the Astor hotel. The
banquet menu was as follows:

Cantaloupe Rafraichi
Minestra A L'Italiene
Celery Salted Nuts Olives
Filet of Boston Sole Florentine
Macaroni Bolognese
Iloned Long Island Duckling Rossini
Fruit Salad Astor
Gateau Glace Palermitaine
Petits Fours
Friandises
Moka
Cigars and Cigarettes

After the guests had done justice to
the meal Toastmaster Challenger pre-
sented Frank J. Tharinger, president
of the National association, who wel-
comed the guests to the annual get-
together feast of the association, call-
ing on all to be sociable and friendly
throughout the year as they should be
during the banquet, which he hoped
all fully enjoyed. The toastmaster
then presented Paul Meyer, editor of
The Theater Magazine, who gave a
short entertaining address and later
introduced Dr. A, H. Giannini, Chair-
man of the Board, Bank of America,
National Association, who delivered a
strong address on “Faith as the Basis
of all Successful Business.” Senator
Evan B. Davies then gave a humorous
talk and was followed by “Mar-Vee-
Lous" Maurice, who entertained with
sleight - of - hand work and jokes.

Group singing of popular songs was *

enjoyed throughout the evening and
dancing followed the banquet.

Au Revoir

For the reason, perhaps, that the
ride around Manhattan island provid-
ed relief from the torrid heat that pre-
vailed in town, many of the guests
voted that feature of the entertainment
as one of the most pleasing on the
program. Buses took the guests to
the Battery where they visited the
Aquarium, secing many strange fish
and other ocean creatures. A special
boat was completely filled by the
guests who had to satisfy their hunger
with hot dogs and soda water in the
absence of a lunchroom aboard. The
boat left the point of the island about
2:30 p. m., proceeded up the East river
under the large bridges that connect
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New York with Brooklyn, steamed
past the Navy Yard, the yacht harbor,
New York's penal institutions, then
through the Harlem river into the
Hudson, south along the Palisades,
past the numerous wharves in which
were seen dozens of foreign vessels, to
the point of heginning, approximately
a 3-hour trip. During the trip a
“spicler” pointed out places of interest.
Buses carried the guests to their hotels
where final farewells were said as the
manufacturers and allied tradesmen
and their ladies parted to meet again
at the 1930 convention of the National
Macaroni Manufacturers association,
to be held somewhere next June.

Attractive Cellophane
Exhibit

The Du Pont Cellophane company had
a most attractive display of Cellophane
wrapped macaroni, spaghetti and egg
noodles in the hallway leading to the
convention hall in the Astor hotel. It
was in the hands of capable and cour-
tous representatives who answered hun-
dreds of questions daily. A constant
stream of manufacturers filed slowly
past the exhibit that sold the “eye ap-
peal” idea as one of the surest means
of popularizing macaroni products. C.
W. Bollinger and B, C. Robbins of the

July 15, 10 [y 15,1929
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New York office of the Du Pont cop,
pany had charge of the exhibit.

Foreign Congratulations

A congratulatory cablegram  frop
Italy and a telegram from Canad: were
read at the. convention expressing re.
grets of inability to attend and wishing
the convention every success. One came
from Flice Maldari, former official head
of F. Maldari & Bros. of New York byt
who has long been in Bari, Italy, where
he is in the banking business.

The other message came from H,
Constant of St. Boniface, Can., who has
been a very regular attender. Business
prevented him from going to New York
this year,

“LABELS
CARTONS

AND

" SELLING
HELPS

OF ALL KINBS.

New Western Connection
Braly & Company of 1754 No. Main
st., Los Angeles, has been appointed ex-
clusive agent in the state of Califomia
for the ‘Consolidated Macaroni Machine
Corp. of Brooklyn, N. Y., the well}
known manufacturer of macaroni ma-
chinery. Mr. Braly and Mr. Triulzi of
the above firm will have personal charge
of sales and ercction,

Let us be your Package Counselors,'*

CONSULT OUR
TRADE MARK BUREAL.L

The courts have decided that trademarks and
brand names are valuable - property. - No. new

Some people waste a lot of energy
climbing mountains before they are
even in sight.

Our trade mark burcau conlains records of over
880,000 brand_names “including all” registered
brands.. Write for particulars. - The service is free.

Official Figures on United States Macaroni Imports
and Bxports, 1900 to 1929

,. . & Lithograph Co.

Pounds Tmgorty Value (Eg&ﬂ::f;o) Pounds Brporte Value . Color Pringing Headguariers SEiy
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Imports Drop While

Exports Ascend

According to figures released by the
'L 8. Department of Commierce dealing
with the country’s trade in macaroni
products the usual trend is maintained,
namely the imports are decreasing while
the exports are forging ahead.

During April 1929 the importation of
macaroni products dropped to the low
point of 199,082 Ibs., valued at $19,163
as compared with 411,725 Ibs., worth
$48,144, the macaroni imports in April
1928,

For the first 4 months of the calendar
year imports totaled 963,862 Ibs., valued
at $89,000, while during the same period
in 1928 we imported 1,368,704 Ibs., at a
cost of $162,459,

From the same source comes the in-
formation that during April 1929 the ex-
portation of American macaroni, spa-
ghetti and noodles totaled 834,088 Ibs.,
valued at $69,485 as compared with 806,-
472 lbs. exported in April 1928 for which
exporters received $69,485. April sales
were at a much lower figure per pound
due to keener competition for the grow-
ing export business.

From January 1 to April 30, 1929,
United States exported a total of 3,879,-
500 Ibs., valued at $312,997, as compared
with only 3,127,751 Ibs., worth $272,205
shipped in the first 4 months of 1928,

Canada was the leading export market
during April. To that country 278,000
Ibs. were exported by American firms,
Next comes the United Kingdom with
150,000 Ibs., then Australia with 66,000
and Cuba with 52,000 Ibs.

Country Pounds
Irish Free State
Netherlands
United Kingdom .......... 150
Canada wen 278
Costa Rica . 1
Guatemala 3
Honduras 15
Nicaragua ... 13
Panama 50
Mexico .ucrinressennnnns
Newfoundland
Jamaica
Trinidad
Cuba ..
Dominican Republic
Dutch W, Indies...oorerr oo
Haiti ]
Virgin Islands .......
Colombia
Venezuela
Iritish India ..

Straits Settlements
Ceylon
China
Java & Madura
Japan
Philippines
Australia
New Zealand

Portuguese Africa ...

Cellophane-Wrapped
Macaroni Exhibits

An interesting display, which com-
prised the macaroni paste products of 20
manufacturers, was made in connection
with the 26th annual convention of the
National Macaroni Manufacturers asso-
ciation in the Hotel Astor, New York
city, June 18, 19 and 20, The display
included stick macaroni, stick noodles,
loose noodles, folded noodles, novelty
noodles, elbow macaroni, novelty maca-
roni, whole wheat noodles, whole wheat
spaghetti, vegetalized macaroni, vitam-
ized noodles, diabetic noodles and dia-
betic. macaroni,  All of the packages
containing the paste products were made
wholly or in part of transparent Cello-
phane; The exhibit was arranged by
the Du Pont Cellophane company.

While for most of the packages Cello-
phane only was used, some of them con-
sisted of boxes wrapped with this ma-
terial. In the cases of the boxed prod-
ucts the Cellophane provided a clear
“window" through which the goods could
be seen. Among the noveltics were 2
“spaghetti dinners” made up to serve 4

.persons.  One of the dinners consisted

of a bundle of stick spaghetti, wrapped
in Cellophane, a Cellophane envelope con-
taining grated Italian cheese, and a can
of mushroom sauce. The other box con-
tained spaghetti and cheese and a bottle
of sauce. Both of the boxes were
wrapped in Cellophane and had windows
which exposed the ingredients of the
dinners to view.

The exhibitors were De Martinia
Macaroni Company, Inc., and Schneider's
Egg Noodle company, Brooklyn, N. Y.;
A. C. Krumm & Son Macaroni company,
Philadelphia, Pa.; The Foulds Milling
company, Traficanti Brothers, Glees Roth
Baking company, Franklin MacVeagh &
Company, Chicago Macaroni company
and Durand McNeil Horner company,
Chicago, Ill.; Ravarino & Freschi, S.
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Viviano Macaroni Manufacturing Eom
pany, St. Louis, Mo.; Mr. Hartiz's

Ege Noodle company, Osceola, Ind.;
National Noodle company, Harowiy
Bros. & Margareten, New York cily;
Ronzoni Macaroni company, Long s

land City, N, Y.; Peter Rossi & Sons 8

Braidwood, 1ll.; Italo-French P'roduce

company, Pittsburgh, Pa.; The Pfag.)

man Egg Noodle company, Cleveland,
O.; Keystone Macaroni Manufacturing
company, Lebanon, Pa.; G. & J. Lo Ry
Drothers, Jersey City, N. .

Mario Tanzi Company
Expands

Mario Tanzi, president of the Mario
Tanzi company in Boston, announces an
expansion of his firm and the establish.
ment of an office in Brooklyn. Tw
brothers, both die-making experts, haye
joined the company and will have charge
of the new office at 1274 Seventy-cighth

- st.,, Brooklyn, N. Y. They are Guid

Tanzi and Aurilio Tanzi. With the
added facilities and the increased per-
sonnel serving as officers, the company
feels in a much better position than ever
to care for the needs of a growing
clientele,

Slight Increase in

Macaroni Semolina§

On their arrival home from the New
York convention the macaroni manufac-

turers were greeted with the news that

semolina had advanced slightly during
the week, being about Mgc higher per I
The millers admitted that the higher
price was not due to extensive emand
but was rather a leveling movement in
keeping with the rather limited suppl

of high grade durum for macaroni pur-

poses. Perhaps the unfavorable reports
from the spring wheat growing states
may have influenced the markets.
During the last week in June the price
of durum wheat advanced abour 3!ic

Demand was principally from the do§

mestic millers with export inquiry very
quiet. Number One Amber and Numbet
One Mixed containing 1214% protein
were quoted at both Duluth and Minne
apolis at 1.02!4 to 10c over. Unlest

there is a decided change in the crop con @

ditions within the next few weeks thert
will be no radical changes in the presen!
semolina prices.

So very many have been doing §
dnys work and scattering it over
days. ]
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PUBLIC AUCTION

ENTIRE MACHINERY and EQUIPMENT

of the plant formerly occupied by

GOLDEN AGE MACARONI CO,,

to be sold on the premises at

' 7275 Wentworth Ave,, Cleveland, O.
TUESDAY, July 30, 1929. 10:30 A. M. Eastern Standard Time

TO BE SOLD IN SINGLE LOTS ONLY

4—22" Elmes Vertical Hydraulic Presses, latest
model

1—Elmes 15" Horizontal Hydraulic Press
2—Elmes 15” Vertical Hydraulic Presses
Hydraulic pumps and accumulators for presses
1—City Machine 14" screw press

2—j5’ City Machine Co. Kneading Pans or Grimolars
7—W. & P. Mixers 2 and 274 Bbl. Capacity
8—Elmes Mixers 2 and 213 Bbl. Capacity

6—W. & P. Flour and Water Automatic Weighing
Units

3—W. & P. 16%%” Dough Brakes
2—W. & P. 26” Dough Brakes
1—W. & 2. 20” Noodle Cutters

4—Latham Carton Stitching machines, motor
driven

36—Cleveland worm gear drive

Approx. 2000 Feet 14” Ball bearing Steel roller con-
veyor, Stands and Boosters

Approx. 5,000 Wood frame trays, with wire bottoms

2—Johnson Automatic Carton sealers with con-
veyors

2—American Automatic Carton Scalers with con-
veyors

1—Special 8 Pipe Noodle Nester, Capacity 6oo Ibs.
per hour

1—Hoepner 10 scoop automatic Scale

2—--Pneumatic Carton sealers with Automatic feed
and scales

1—Pneumatic carton sealer with hand feed
1—Hoepner 2 Bucket Automatic Seale

Approx. 1000 feet 6 and 12" steel encased SCIew
conveyor

1—Portable air compressor with receiver and motor
on truck

3—Barrett Lift Trucks
Approx. 100 metal lined dough wagons
6o—Toledo 1-1b. Dial scales *

Completely equipped machine shop consisting of 1
Allen High Speed Drill Press, 1 Aurora Drill Press,

1 4" Oster pipe machine, 1 Barnes 14” Engine
Lathe, 1 No. 2 Marvel Power Saw, lot small tonls

Approx. 50 Motors from 35 H.P. to 150 H.P,, 3
Phase, 60 Cycle, 220 Volts

50 Blowers and Fans, all sizes

1—10 Ton Euclid Traveling Crane, 30 Ft. Span
3—% to 1 Ton Chain Hoists

6—Sliding Fire Doors

Complete Office Furniture and equipment, consist-
ing of Desks, Chairs, Carpets, Filing Cabinets, Safe
Cabinets, Adding Machines, Typewriters, Dicta-
phones, 200 Sample Cases, 3 Stercopticon Machines.

WRITE, WIRE OR PHONE FOR COMPLETE CATALOG

'GUS ROSEN, COMMERCIAL AUCTIONEER

1608-9 Guarantee Title Bldg. - MAIN 1861, - CLEVELAND, OHIO
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Patents and Trade Marks |

A monthdy review of patents granted on
macaroni machinery, of applications for and
registrations of trade marks applying to
macaroni products, In June 1929 the fol-
lowing were reported by the U. S. Patent
Office:

Patents granted—none.
TRADE MARKS REGISTERED

The trade marks affecting macaroni prod-
ucts or new materials registered were as
follows:

Aunt Sarah's

The trade mark of Traficanti Brothers,
Chicago, Ill, was registered for use on
alimentary paste products. Application was
filed Jan. 7, 1929, published by the patent
office Fcb. 26, 1929, and in the Macaroni
Journal Mardi 15, 1929. Owner claims use
since October 1927, The trade mark shows
a ncatly attired, aged housewife in the act
of making noodles in the old fashioned way,
of rolling out the dough. Dishes containing
the ingredients are also shown on the table,
on a drop leaf of which appears the words
"Just like home."

Maria Stella

The private brand trade mark of A. M,
Essuri & Son, New York, N. Y. was reg-
istered for use on macaroni. Application
was filed Jan, 29, 1929, published in the
patent office April 2, 1929 and in The Maca-
roni Journal May 15, 1929, Owner claims
use since Jan. 16, 1929, The trade mark is
the trade name in heavy black type.

Azxteca

The private brand trade mark of Volpe
Brothers, Laredo, Tex., was registered for
use on alimentary paste and other groceries,
Application was fled Jan, 14, 1927, pub.
lished by the patent office April 2, 1929 and
in The Macaroni Journal May 15, 1929,
Owner claims use since.Sept, 1, 1915. The
trade mark is the trade mame in heavy
black type written in an arc.

TRADE MARKS REGISTERED WITH-
OUT OPPOSITION

Newmark

The private brand trade mark of M. A.
Newmark & Co., Los Angeles, Cal,, for use
on macaroni, cooked spaghetti and other
groceries.  Application was filed May 11,
1928 and published by the patent office
June 25, 1929. Owner claims use since
1920. The trade mark is the trade name in
heavy type.

TRADE MARKS APPLIED FOR

Thirteen applications for registration of
macaroni trade marks were made in June
1929, and published in the Patent Office
Gazette to permit objections thereto within
30 days of publication, .

Knorr

The private brand trade mark of Knorr
Food Products Corp, New York, N. Y,
for use on alimentary paste and other gro-
cery products, Application was filed Dec.
7, 1928 and published June 4, 1929, Owner
claims use since Feb, 25, 1909 as to the pic-
ture; since Oct. 23, 1913 as to the word, and
since Oct. 23, 1913 as to the trade mark as
a whole. The trade mark is a little stout

Amber Durum Wheat

STRONG and UNIFORM
and of a WONDERFUL
COLOR

July 15, 19

man with a cap and apron on and halding
in his right hand a black scroll on which jg
printed in white letters the word “Knorr*
La Choy
The private brand trade mark of La Chey
Food Products, Inc,, Detroit, Mich,, fr yy
on chow mein noodles and other grooeriny,
Application was filed Mar, 5, 1929 and pup.
lished June 4, 1929, Owner claims us: since
1922. The trade mark is the trade name jy
black script,
Red Cross

The trade mark of The John B. €.inga
Co.,, Chicago, Ill, for use on mac.ron,
spaghetti, vermicelli, noodles and varictie
thercof called alimentary paste good: Ap
plication was filed Mar. 30, 1929 and pub.
lished June 4, 1920. Owner claims use since
on or about Dee, 13, 1917, The trade mark
is the outline of a box on which appvars 4
crosses, and the words “Red Cross” twice,

Rialto

The trade mark of Cumberland Macaroni
Mfg. Co, Cumberland, Md, for usc on
macaroni.  Application was filed Feb &
1929 and published June 11, 1929, Owner
claims use since Oct. 3O, 1928. The trade
mark is the trade name written in black
letters above a bridge. On the water be.
neath the bridge a gondola is cruising.

Tenderoni

The trade mark of Bayard S. Scotland,
Juliet, 11, for use on macaroni, Applica-
tion was filed Apr. 25, 1929 and published
June 11, 1929. Owner claims use since Mar,
3, 1929. The trade mark is the trade name
in heavy type.

Unicorn

The private brand trade mark of Francis

f
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packaged by
Peters Package Machiner

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.

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

et

For Quality Trade

B

PETERS MACHINERY COMPANY

4700 Ravenswood Avenue
CHICAGO, ILLINOIS

Crookston Milling Cempany

CROOKSTON, MINNESOTA
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H. Leggett & Co, New York, N, Y, for
use on canned macaroni and other groceries.
Application was filed Apr. 10, 1929 and pub-
lished June 18, 1929, Owner claims use
since Jan, 15, 1928 on canned macaroni and
since Apr, 15, 1926 on the other grocerics,
The trade mark is the trade name in black
letters.
Viviano's

The trade mark of Salvatore Viviano, do-
ing business as Viviano Macaroni Mig. Co,,
Carncgie, Pa., for use on alimentary pastes
—namely, spaghetti, noodles, vermicelli and
macaroni products. Application was filed
Apr. 30, 1929 and published June 18, 1929.
Owner claims use since Jan, 1, 1927, The
trade mark consists of the trade name in
black script written between 2 ears of
wheat.

Sunland

The private brand trade mark of Ralph
Raulli, doing busincss as Sunland Biscuit
Co., Los Angeles, Cal., for use on macaroni
and other bakery goods. Application was
filed Jan. 31, 1929 and published June 25,
1929. Owner claims use since Dec. 15,
1928. The trade mark is the trade name in
heavy type.

Rome

The trade mark of Salvatore Viviano, do-
ing business as Viviano Macaroni Mfg. Co.,
Carnegie, Pa,, for use on alimentary pastes
~—namely, spaghetti, noodles, vermicelli and
macaroni products. Application was filed
Apr. 30, 1929 and published June 25, 1929,
Owner claims use since Mar. 18, 1920, The
trade mark is a picture of a section of the
city of Rome over which is written the

A nationally-known
package produced by
Stokes & Smith Ma-
chines.

STOKES & SMIT _
Machines for Package Filling, Sealing

An extensive line of machines for Eacknging.
Machines that measure by volume or

word “"Rome” in large white outlined let-
ters,
Plee-zing :

The private brand trade mark of George
W. Simmons Corp, New York, N. Y., for
use on spaghetti, macaroni, noodles and
other groceries. Application was filed June
19, 1928 and published May 28, 1929, Owner
claims use since February, 1925, The trade
mark is of white outlined letters,

M&C

The private brand trade mark of The
Emm-An-Cee Co,, Chicago, Ill,, for use on
spaghetti, cooked and uncooked, a combina-
tion package of spaghetti, sauce and grated
cheese, and other grocery products. Appli-
cation was filed Dec. 3, 1928 and published
May 28, 1929, Owner claims use since Nov.
10, 1926, The trade mark is "M & C" in
shaded letters between which appear a
braided cord and crown.

Puritan Lady

The private brand trade mark of Doston
Food Products Co., Brighton, Mass,, for
usc on spaghelti Italiene and various gro-
ceries.  Application was filed Mar, 16, 1929
and published May 28, 1929, Owner claims
use since Apr. 9, 1920. The trade mark is
a bust picture of a Pwitan lady,

Megs

The private brand trade mark of The
Megs Co., Harrisburg, Pa, for use on
alimentary paste products. Application was
filed Mar. 22, 1929 and published May 28,
1929. Owner claims use since Dec. 11, 1928,
The trade mark is the trade name in black
outlined letters in a box in the lower right
hand corner of which appears a dish of
steaming macaroni,

and Wrapping

y ‘weight.

Machines that seal and machines that wrap tight-

ly cartons of many sizes.

A Size and Speed for Every Need

out dust. Accurate weights guaranteed even on
the more difficult materials,

SAVE---
Material, Labor, Contents

IMPROVE----

July 15,195

LABELS

Beech-Nut Macaroni and Spagheyj
The title was registered June 18, 192 by

Beech-Nut Packing Co., Canajoharic, N, y
for use on macaroni and spaghetti. ,.\mi
cations were published Feb, 1, 1929 and

given registration numbers 35908 and 350

New Branch Manager

The Duluth-Superior Milling company,
Duluth, Minn., announces appointmey
of L. R. Elsroad as branch manager wit
headquarters in Philadelphia. 1le wi]
be in charge of the durum sales to the
trade in that district. He recently mad
a tour of the plants in Pennsylvania an}
New Jersey to form personal acquaint

ance with the macaroni men, and reporsji§

himself well pleased with the receptio
accorded him by the trade.

Display Value of Tight-Wrapped
Package

Stokes & Smith Co. of Philadelphiy
recently issued an illustrated letter head
in several colors, showing a varicty o
products usually sold in tight-wrapped
packages. On the inside pages there s
a well written article on “For Packag
Enonomy and Efficiency” and on th
back page several testimonials from lead
ing food firms, It is very attractive and
carries a telling sales message.

8l BROOKLYN

Fully automatic single purpose machines for high
production; machines of moderate speed, ad-
I justable for size of package and accommodating
various materials and various packages for the
smaller output, Dusty miaterials handled with-

Display Value, Selling Power, Preservation of Contents

Our experience is at your service in solving
packaging problems. We shall be glad to have
you call on us.

- STOKES & SMITH COMPANY

Summerdale Avenue near Roosevelt Boulevard
Philadelphia, U. S. A.
British Office: 23, Goswell Road, London, E. C. 1.
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- OUR
FAULTLESS MACARONI MOULDS
Are Always Satisfactory.

Every Order is Given the [Personal
Attention of Die Experts.

F. MONACO & CO.

1604 Dekalb Ave.
NEW YORK

nad

I
|

¥

’ORTHLA,ND FANCY No.2

AND

NORTHERN LIGHT

NORTHLAND MILLING €0.

MINNEAPOLIS, MINNESOTA

Reom 1114 Canadian hkltm 341 Madison Aveoue

o

(7% PER MINUTR
LYo PRODUCTION

What is your
PACKAGING

Costang you?

OHNSON Greater-Capacity Automatic
PACKAGING MACHINES insure
efficiency, reduced overhead, increased
and quickened production, waste elimina-
tion and improved packame appearance.

Let our technical adviser check your
packaging costs with you—and submit
his recommendation. Your own judg-
ment will tell you that it is poor cconomy

to install any packaging equipment unless
it is the best.

The Coupon will bring our
Engineer, or Catalog

JOHNSON AUTOMATIC SEALER CO.
Battle Creck, Michigan, U. S, A,
New York City, 30 Church St. Chlcago, 228 N. LaSalle St

TOHNSON/:

i
a il
AUTOMATIC PACKAGING MACHINERY

""" “====COUPON = 2 e aceuenu-._
[, Joday~
S - T co
JOHNSON ﬁ‘.‘.ﬂff’é‘,:’{f%ﬂ‘é.‘“‘“ " T

Without obligation, !
[ ] Please send experlenced ¥
[ ] Send Catalog. ron ML),

ackaging Engineer.
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Durum Demand in Italy

A market exists in the Palermo dis-
trict for American flour and hard wheat,
according 1o a report from American
Consul Howard K. Travers,  Formerly
a considerable quantity of grain was im-
ported from Russia but recently these
impaorts have been insuficent to care for
e demand. The production of grain
m laly has increased during the past 2
years and plans have heen made to fur-
ther increase the acreage Auring the com-
ing vear,

The various forms of spaghetti andl
macaroni, or pasta as they are known
loeally, form the principal part of the
Jiet of the great majority of the popula-
tion, and importations of wheat from
abroad are heavy and inereasing. accord-
ing o statistics abtained from local im-
porters in Palermo About 80% of the
wheat and Nour imported into this dis-
trict is from the United States, with
hard wheat from the middle il south-
ern states predomimating. A soft wheat
is imported o some extent from Argen-
tina, but it is stated thag only 20% of
the Sicilian importations are from that
country.

Lxporters to this district should inter-
est themselves inan nespensive hrand,
and prefersoly of hard grain, 1o supply

the pasta factories which require hard
grain exclusively.  Some offers have re-
cently been received  from American
firms but quotations were for a high
grade flour, and one that is oo expensive
1o be suceessiully introduced into this
district.

American firms have found it o their
advantage generally to appoint local
agent who covers all Ttaly. The general
agents are usually located in the more
porthern cities of the kingdom, such as
AMilan, Genoa, or Turin, and carry on
husiness by sending traveling representa-
tives perimdically to this district. Ninety
davs eredit is usually required  and
granted in this district although in some
instances a much longer period is desired.

Shifts in Wheat Acreages

Seven varieties of wheat were in the
milliom-acre-or-more class — in 1924,
whereas, in 191912 varieties  were
grown on a million or mare acres vach.
T this 3 vear period between census res
JHarts wheat acreage -]ru]-pul from near-
Iy 73 million acres o fewer than 51 mil-
lom acres as the result of @ recession of
wartime demanid.

In both these vears, 2919 and 1924,
Turkey and Marquis were the principal
varicties and occupicd the largest areas,

July %y

During the period Turkey decline sime.
what in relative importance and N arqui
gained and in 1924 stood a muct cloyg
second to Turkey than in 191" T

-

B 101029
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other principal varieties in 190w |8

Kanred, Fuleaster, Fultz, Blackl 11
Poole. In 1919 the order of imy <t
of the principal wheat varicties -
cated by mumber of acres grov e
Turkey, Marquis, Fultz, Madite e
Fuleaster, Poole, Preston, Hayne Blye
stem, Pacific Bluestem, Red M Kl
Wave, and THarvest Queen.

creases hetween 1919 and 1924w i

pereentages of the total wheat g
they oceupied were Kanred EIRE H e
hull 299, Marquis 2.79, Trumbull 117
and Kuhanka 0879
creases  in
308, Mediterranean 2,62, Preston 22
Haynes Bluestem 1LES, Turkey 143%
The statistical study of the <«
the distrilution of wheat acreage apjras
in Department Dulletin 1498-1). Insind-
ation of the Classes and \Vareties of
Wheat in the United States, @ contribiz
tion from the office of cereal crops ard
diseases in the Bureau of Plant Tndus
just published by the United States e
partment of Agriculture. The factswee
abtained Trom census reports amld e

The greatest e

replies 1o thousands af guestiontiane
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ake Your Noodles
from the finest

EGG YOLK

Varieties  showing the  grea st oo g

prreentiages  wen Ful§

Rich in Color---
Fresh and Sweet

Write for Samples
and Prices

0E LOWE CORPORATION

BROOKLYN, N. Y. BALTIMORE, MD.
Terminal Bldg. No. 8 5.7 West Lombard Street

LOS ANGELES, CALIF.
Mateo and Sacramento Streets
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3617 S. Ashland Ave.
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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

Barozzi Drying Machine |

949 Dell Ave.

manufacture all kinds of
labor saving devices

Catalogue and estimate at
your request

Company, Inc.

NEW YORK DISTRICT

North Bergen, N. J.
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sent to farmers in all principal wheat
growing sections,

The figures for the 2 years reveal that
hard red spring, soft red winter, and
the white wheat classes were relatively
less important in 1924 than in 1919, and
that the hard red winter and durum
wheat classes were correspondingly more
important. The department recognizes
252 distinct varieties of wheat grown in
the United States, but the Turkey and
Marquis varieties are grown on nearly
half the acreage. Kanred, which was
just getting started with only about 100,
000 acres in 1919, accupied considerably
more than 4,000,000 acres in 1924,

Only Durum Is Mixed

To refute a story that Canadian wheat
is mixed or adulterated at the Atlantic
seaboard before going into export, the
Hon. Jas. Malcolm, rinister of trade and
commerce in the Canadian government,
stated recently that the charge was un-
true and that it probably was an elabora-
tion of the fact that Canadian and Amer-
ican durum wheats are what were being
mixed when sold to the foreign trade.
“The wheat that is mixed at Montreal is
what is known as macaroni or durum
wheat. Those wheats of both Canadian
and American origin are sold out of

American seaboard ports and out of Ca-
nadian ports on what is known as an
open or seaboard certificate, which does
not give the country of origin, passing
through either an American or a Cana-
dian port. The statement that they are
low grades or Ligh grades as of either
country is incorrect.

“Durum wheats are used in the maca-
roni trade in Europe, and the buyers
know exactly what they are getting,” he
said,  “In many instances the admixture
may consist of a high grade American
durum and a low grade Canadian durum,
In other instances it may be that the
grade of Canadian durum is higher than
the grade of American durum, and I
think it is with regard to this admixture
which is sold on an open or seaboard
certificate in both countries that the im-
pression mentioned has been created. But
may I repeat again, that all wheat pass-
ing through Canadian ports on Cana-
dian cestificates is entirely of Canadian
origin and that the statement referred
to by my honorable friend is incorrect.”

Weather Wisdom

A deep blue color of the sky even
when seen through clouds indicates fair
weather, a growing whiteness an ap-
proaching storm. A morning fog usual-

ly breaks away hefore noon,
clearness of the atmosphere, unusy) B
brightness or twinkling of stars, ingi.
cates rain,

A morning rainbow is regarded g 5
sign of rain; an evening rainbow A sign
of fair weather. Fogs indicate senle
weather, The first and last frost ap
usually preceded by a temperatu: e very
much above the mean.

A gray lowering sunset, or onc whege
the sky is green or yellowish green, indi
cates rain. A red sunrise with cloud; 8
lowering later in the morning also ind;. B
cates rain. A halo occurring after fine
weather indicates a storm. A corom
growing smaller indicates rain; growing
larger, fair weather.

In 1845 Cyrus H, McCormick, after Ji¢
years of experimentation both on his
own and his father's ideas, perfected
the reaper. McCormick was born Feb.
15, 1809 and died May 13, 1834 It
was he who endowed the McCormick
Theological seminary now Chicago §
Theological seminary.

Were you ever disappointed in love! §§

Two and a half times, dear lady.

Two and a half times?

Yes; twice married and once re
jected.—Boston Transcript.
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PASTA PERFETTA

“Meglio Semola-Non ce ne’’

Guaranteed by the

Most Modern Durum Mills in America
MILLS AT RUSH CITY, MINN,
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W7a1s TAPE SEALS THE

T'.WQ\-PIE CE BOTTO’)

Hidden under this tape which seals’ the joint
are two corrugaled fasteners,

l{\

holding the pieces together

e

Our ample facilities,
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should be fumigated with Cheraw Box Company,. Perfection Service

H.C.N Qe Where Others Have Failed,

Richmond, Virginia
We Have Succeeded.
“H C N" is Hydrocyanic Acid Gas, which

come to the job in liquid form, in cylin-
ders. Your plant is sealed Saturday
night, hose lines are lail to each floor,
and the gas is fed into the building from
outside by expert operators. The gas
permeates flour bins and even the very
most remote nook of the plant, instantly
killing all weevils, moths, rodents and
other forms of life. Then the premises
are aired out and manufacturing is re-
sumed Monday moming as usual in an

e Ay NOTE~-Our shooks are made from taste-
Booklet on request less and odorless gum wood.
A i Sides, tops and bottoms are full

one-quarter inch thick and one
FUMIGATORS’ SUPPLY COMPANY teonct All dids og fall> hree-
535 Fifth Avenue New York

eighths inch thick.

—

timber supply, ex-
perience in this line,
and railroad facilities

guarantee prompt
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SATISFACTORY
Wooden Macareri Box-Shooks

attention to orders.

e

| Why not deal with a reliable house?

INTERNATIONAL
MACARONI MOULDS CO.
317 Third Ave. Brooklyn, N. Y.

ANDERSON-TULLY (0.

MEMPHIS, TENNESSEE
Good Wood Boxes
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The Macaroni Journal

Trade Mark Registered U, 5. Patent Offies
Successor to the Old Journal—Founded by Fred Becker
of Cleveland, O., In 1803.)

A Publicatlon to 'Ml"“ﬁ. the American Maca-

Industry,
Published Iton.thlr by the N-uunnl Macaroni
anufacturers A
Edited by the Boerﬂ.lrr P, 0 anu' No. 1,
Braldwood, 1L

PUBLICATION COMMITTER
HENRY MUELLER 8. T. WILLIAMS
M. J. DONNA, Editor

BUBBCRIPTION RATES .
United Etates and cuuda - = tl.ll w nnr
Forelgn Counmu iy .d:;gﬂ“ r year, In advance
Single Co Syt 16 Canta
Back Cop! - - - - -

BPECIAL NOTICE
COMMUNICATIONB:—The Edlitor sollet
news and articles of Interest to the Macaron
Industry. All matters Intended for gubllnﬂon
must reach tho Editorial Office, m,

no later than Fifth Day of Ilnnlh.

B MA CARDN! .I URNAL assumes no re-
sponsibility for views or opinions expressed by
contributors, and will not knuwlnlty nduﬂ.l.n
Irresponaible or untrustworth

The publishers of THB MA RONI JOB‘RN
reserve the right to reject any matter l'uml.n'hnd
elther for the advertiaing or reading columns.

'ANCEBS:—Make all checks or drafts
Enbu to the order of u:. National Macaroni
anufacturers Association

ADVERTISING RATES
Display Mvmumu « = Rateson Agp“elllou

Want Ads - - = Five Cents
VOLXI  July15, 19 No.d
TheNew Cost Committee

Recognizing  the wonderful  work
which G. G. Hoski.:s of the Foulds Mill-
ing company has done during the past 2
years as chairman of the Cost Account-
ing Committee of the National associa-
tion, President F. J. Tharinger has again
assigned him to the chairmanship of the
body that will attend to the formation of
A MACARONI COST CLUB in ac-
cordance with the wishes of 30 manufac-
turers at the convention last month. He
has named assistants, first for their
ability and willingness, and secondly for
their convenience, as follows:

A. W. Quiggle of Creamette Co., Min-
neapolis (for hard work he is willing to
do).

Carl Schmidt of Crescent Macaroni
& Cracker Co., Davenport (to organize
the Cost Club).

Louis S. Vagnino of Faust Macaroni
Co., St. Louis (for analysis of distribu-
tion costs).

John L. Fortune of Fortune-Zerega
Co., Chicago (general utility man).

G. G. Hoskins of Foulds Milling Co.,
Libertyville, 11l (chairman to see that
others do the work).

Our Newest Members

During the New York convention 4
firms made application for membership
in the National Macaroni- Manufactur-
ers association

Metropolitan  Macaroni  Mfg.  Co.
( John Buscemi), Brooklyn, N. Y.

Schneider’s Home Made Egg Noodle
Co. (Rudolph Jonke), Brooklyn, N. Y,

Westchester Macaroni Co. (V. J.
Counzo), Mount Vernon, N. Y.

Wyckoff Macaroni Co, (Joseph Con-
eglio), Brooklyn, N. Y.

Additional applications are expected
from firms which sent representatives
who were properly impressed with the
membership of the national body, the
officers in charge of its activities and the
purposes for which macaroni makers are
banding themselves. Names of those
who later join will be published in sub-
sequent issues of The Macaroni Journal.

Grocers Feted in Twin
Cities

Several delegations of grocers from
castern and southern states en route to
and from the Portland, Ore., convention
of the National Association of Retail
Grocers were given a taste of northern
hospitality when passing through Minne-
apolis-St. Paul last month. The leading
milling concerns in that section were
joined by the Creamette company in act-
ing as hosts. James T. Williams of the
Creamette company was chairman of the
entertainment committee cad was as-
sisted by E. Sylvester of Washburn
Croshy Co.,, W. A. Hutchinson of Pills-
bury Flour Mills Co., Martin Luther of
Commander-Larabee Co., Harold Ward
of Russell-Miller Co., and Henry Galla-
her of the Northwestern Consolidated
Milling Co. A tour of the mills and of
the scenic lakes was enjoyed by the vis-
itors,

Star Dies Exhibited

One of the exhibits that attracted the
attention of a large number of those who
took in the New York city convention
last month was that of the Star Maca-
roni Die Manufacturing company. This
new firm had on display an array of
finished dies for the better known and
some special shapes, die-making tools,
pins, and other accessories.

The exhibit was in charge of Messrs,
Frank Lo Bombardo and Frank Lazzaro,
2 of the leading members of the firm.
They distributed bronze letter openers in
a move to introduce their new dies.

Plans Big Elevator

Jarues Ford Bell, president of General
Mills, Inc., has announced plans for con-
struction of 7a’ 2,500,000 bu. terminal
grain elevator by his company, work to
start immediately, It will be located at
Tenth av. S. and Second st., adjoining

July 15, 199 {yuly 15,1929

the company's milling plant.  When cgp,
pleted, the company will have clevay
capacity amounting to 6,000,000 by,
Minneapolis and a grand total of 33,000,
000 bu. throughout the country.

Personal Notesz

Rossi in California

Henry D, Rossi, secretary of Pee
Rossi & Sons, Braidwood, II1., onc of the
oldest macaroni firms in the centnl
states, spent several weeks on the P
cific coast during which he inspected sey.
eral of the plants en route. Mr, Rog
was accompanied by his family, the trp
being made by train,

Manufacturer Escapes Drowning

Friends of John Busalacchi, head of
Busalacchi Bros. Macaroni Co., Milwau
kee, Wis., are congratulating him on hiy
narrow escape from death by drowning
While fishing off Port Washington in
Lake Michigan his boat capsized and hef§
and his companion were forced to swin
ashore, reaching safety only after a very
great struggle.

La Marca in Europe

G, La Marca, president of Prince Mac
aroni Mfg. Co., Boston, Mass., and dire:
tor of the National Macaroni Manufac|
turers association, was unable to attend g
the New York convention owing to ab
sence on a European tour during whid
he visited his old home in Italy. Mt
La Marca expected to return in the latt
summer.

Zeregas Returned From Tour
Mr. and Mrs. Frank L. Zercga ha
returned from a 3 month tour of Fran
Italy and Spain. Director Zerega of 1
National association always combin
business with pleasure and during h
tours frrqucnlly visits the leading mact
roni factories in the country throug
which he is passing. His ship docke]
on June 18 and he reported at the ma
roni convention early the morning o
June 19, That shows his interest iv
Association work.

)
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FLETCHER - EICHMAN & CO-

Lmporters of
#Zolty Brand” Egg Products
Pure Chichen Egg Yolk
Rapecially salscted for Noodles
PURITY — COLOR — SOLUBILITY
Let us figure on your egg requirements
1435 W, 37th St. CHICAGO
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(Busjnass is.not impersonal -

BUSINESS friendships are built up
and pu'pelualed by mutual respect

ood service.

We like to think of our many good
friends who for many years have trust-
ed us with their Semolina purchases
because success is personified by these
relations.

It is a pleasure to anticipate meeling
the members and guests of the National
Association of Macaroni Manufacturers
at the 26th Annual Convention.

Let us exchange experiences in
which business progress is built, and
have a good time as well.

MINNEAPOLIS . . . MINNESOTA
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COMMANDER MILLING COMPANY
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The President’s Column

After Convention Thoughts

As the time drew near for the first convention over
which I was to preside as President, I was filled with ap-
prehension that perhaps an insufficient number of business
topics had been listed for the attention of the 1929 gather-
ing. Now, it is my impression that we perhaps stress con-
vention business unduly and overlook the value of the so-
cial features. ;

I am more than ever convinced that some of our little
worries will fade in proportion to our increased acquaint-
ance with each other. It is growing more and more diffi-
cult for business men to overlook friendship in their busi-
ness relations.

Where have you ever seen a happier, a more jovial crowd
than gathered at Luna Park on Tuesday, June 18, as guests
of the C. F. Mueller Co.; or the gay party that strolled the
decks of the S, S. Majestic following a delightful luncheon
as guests of the White Star Line; or the frolicking group
that made merry at the annual dinner dance in Hotel Astor
the evening of June 19, not overlooking the companionship
so evident aboard the boat in a cooling tour around Man-
hattan island?

Perhaps many are now of my opinion, which is, that a
convention is a place for a friendly consideration of general
problems, the solution of which rests in the hands of the
Directors or Special Committees to which the problems are
usually referred. At least this is what has happened at
many conventions, and I am convinced that we should
stress the social side of our meetings a little more than
we have been accustomed to.

In expressing these passing thoughts of the New York
Convention, T have in mind my obligations to the macaroni
makers and allied trades for their kind assistance, their
courteous attention and their sincere willingness to coop-
erate in making the conference that combined social-busi-
ness affair which it proved to be. To these and to all who
assisted in making our 1929 convention the big success it
was I wish to say—THANK YOU BOYS; I AM COUNT-
ING UPON YOU AGAIN NEXT YEAR:

F. J. Tharinger, President.

The Secretary’s Column

Association Support Growing

Yes! We surely had some hot, muggy weather duri
convention week. But did you notice that none of th
Macaroni Makers weakened?

What was there about that convention that made ouff
fellows stick so closely to their task with the thermomete

95 in the shade and still rising?

I choose to believe that it was increased interest in th
work and possibilities of our trade association. What els
could it be?

The most pleasing part of my annual report was toa

nounce an increase in the Association membership in both

the Active and the Associate class,
Then things were made even more pleasant my geting

applications from 4 firms and the promise of several more
within the next few weeks. Are we off the track when »

say that Association support in our industry is growing

A trade association is as necessary to a macaroni mant
facturer as is fire insurance. It's a constant protection
You may probably never need its help but it's there whe

you do need it, just as is the fire insurance company whe:J§g

yor have that unexpected fire.

The National Macaroni Manufacturers association will
do for the Macaroni Products Industry in this country jus|
what its members want it to do. Tt will not function in
dependently, but cooperatively, It must be permanently
and consistently supported to be most effective.

Did you ever sce more real, downright, honest-t-goo:
ness fellowship than was manifested in New York lad
month? It mattered not whence you hailed, what kind o
products your plant specialized in nor whether your tongyt
was Bostonese or broken, all was as one family—lusines
first and then pleasure—oodles of fun,

I take this opportunity of thanking each and every 0

of those who attended the convention for the kindne$
shown me during and between sessions and for their cour
teous consideration on every occasion. It is a pleasure
work for and with such jolly good fellows.

Again, T will say—it was devilish hot—but my how muck
more pleasing was the thought of the nice weather ¥
would all enjoy after we once dgain reach our respect
homes, ;

Here's hoping for cooler weather for the 1930 gathen™f g

ive [

—_—_—

JOHN J. CAVAGNARO

Complete
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N. Y. Office and Shop
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SEMULINA :

Pillsbury’s Semolina No. 2, Pillsbury’s Durum Fancy Patent—the
many macaroni manufacturers who use these splendid products will
tell you of their remarkable quality. Your macaroni will have
exceptional strength, finest amber color, and desirable flavor—always.

Pillsbury Flour Mills Company

“Oldest Millers of Durum Whent"

Minneapolis, U, S. A. e
BRANCH UFFICES: :
Albany Cleveland Los Angeles Oklahoma City Richmond
Atlanta Dallas Murquette Omaha Saint Louls
Baltimore Denver Memphis Philadelphla San Francisco
Boston Detrolt Mllwaukee Pittsburgh Scranton
Buffalo Indianapolis New Illaven Portland, Me, Springfleld
Chicago Jacksonville New Orleans Portland, Ore. Syracuse
Cincinnati Kansas City, Mo. New York Providence Washington

Newark

—

P et et s —— N N e

~a




