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A New Year of Service

'We welcome the New Year of 1930 as an |

iadded opportunity for service to our
friends and well-wishers.

Hand-in-hand let us march through this
New Year, fully realizing that only through |
unselfish cooperation can the goal of our
hearts' desire be attained.

Mational
Macaroni Manufacturers '
Association a

b




What Price Dies

Do you believe that it is possible to quote a low
pricc on macaroni dies to ateract the buyer and
by using inferior quality material, and skimping
the workmanship and inspection, reduce the ex-
pense of making the die, to a point greater tian
the reduction in price?

Do you belsere it less expensive to pay a fair price
for something giving full value for money re-
ceived, than to buy something rated as cheap
but which costs more in the end?

If you so believe, you will like Maldari dies and
service.  We believe in full value ---not to
cheapen the price ac the expense of the dies.  Our
prices, terms and practices are above board.

You will find this so if you give us cthe chance to
do business with you---on your next new die or
in re-servicing one of your old dies.

Catalog of dies tor standard and fancy shapes sent
on request.

“America’s Leading Die Manufacturers for over 27 Years with
Management Continually Retained in the Same Family"

P

F. MALDARI & BROS. INC.

178-180 Grand Street New York, N. Y.
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Nineteen Thirty!

By
James Bdward Hungerford

HAPPY NEW YEAR! May it bless you
With rare blessings, as it wings!
And it surely will- unless e
Fail to reap rewards it brings!
Yesterday is gone forever,
And the FUTURE'S bright with cheer;
Full of promise, and there never
Was in prospect FINER vear!

N4

Time to turn the PAST'S page over,
And begi 4 record NEW!

Let's “make hay,” and be “in clover”—
Future wears a golden hue!

Now's the time to start our ACTION- -
Not a minute to delay,

And we'll reap sweet satisfaction
Down tomorrow's hright highway !

N4

HAPPY NEW YEAR! Make it happy
With endeavor—work well-done;
“Dao your bit,” and “make it snappy,”
As the sands of time are run!
Old year's gone—its joy aml sorrow
Has been lived, through smile and tear:
Now let’s face the bright tomorrow-—
Glad that NINETEEN-THIRTY'S here!
Al rights reseried
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VOB LITY

. ... Itisn’t what we
say about the consist-
ent, superior quality
of “Two Star” that
counts . . But the
results that our cus-
tomers get. Ask us
what they say.

* * :

TO SEE US
-"'BE FORE BUYING

MINNEAPOLIS MILLING COMPANY

Minneapolis, Minnesota

NEW YORK OFFICE, CHICAGO OFFICH.
410 Produce Exchange

608 N, Michigan Avenue
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I ' siness of any Kind the ronts are not alway < e
ted the Dodlar Sign, theagh e s quite pleasing 1o
wp ol of the red.”

The profits may be in contentiment,
i aisfaction, in marketing high gquabity mercdhandise

o sl elientele and inoa pleasig rebatins<bap wath
D HsIness men.

A progressive industry canned ara

B st sl

it must alway s forge forward, v
wh hat determinedly.

Ihe vear 1929 has been a normal one for the nraroni

walle manufacturers, yet it has seen vhanges tha
wge better things.

The regular progressive hirms have
e cven greater strides forward and some o the less
pising omes hine stepped into Bavorable limeligin
Wle alsolute Tatlures have been few, several drrespon
le firms have very appropriately eliminated themselyes
arely from the picture.

The vear 1929 witnessed a determined attemypt hnow

i the business to fimd ways and means to brocdcast
creal values of macaroni products 1o the initated. A
e gronp has seen it to sty costs,amd e etiort s
boiul <o far, is being made o eliminate the cntthroat
dices that grow out of dgnerimee of production ol
ng costs,

Still another group has been activels cam
g o eliminate adulterations and mishrandings s
Bl as cher sharp practices. N ot 1ns leads o =tuddent
e pewcnroni manufacturing husiness toowrite the ool
vng worlds of encouragement @

Cn hundreds of  foothall felds  threnghout the
nation this fall millions of dfrenzied fans e leen
showtmg in unison words of enconragement Lo then
mate - The players, taking heart, e bolder <tands,
bras ¢ plunges and almost miraculons tckles b

mor with the hellowed sugpestion Toy reNd

LN

e players were the siome but how different thei
play gt Tlearing the cheers of their iriends they
tacl o their jobs with renewed vigor and suees] ol
tse revented the opposition from crossig then line
The heers did not asdd teo the plavers” abiliny T
help 1 them 1o make the best possible use of then
traiv g, Spurred on by their idends they HELD
TH T LINE!

Conditions have arisen in the macaroni manufae
Wriig business recently Uit prompt me to raise
feellv voice to shout those same words of enconrage
ment to my friends in the indnstry, whee having e
alized the errors of theit ways, have been men enough
Wolamge their tacties and as a result placed their firms
M the category of successinl concerns.

In ane particular group in this industry business
has always been done on i hit-or-miss basis with litle
o o knowledge of costs amd the result naturally was

Hold That Line!

that iy of them were ching oml o mere exis=loing
Fnconraged T the advice ol exampde o anothes
group they have tahen o detenmmed st e ceas
therr laphazand selling metheoads amd tecapitalize the
et that nee fiem as exnpected toedo bsiess ata loss
The result to them has been shocking therr o
atiens showed o pront o new development. oot
wronp that has attaaned the lne of pront making el
tor the other= whe are strnving for the same v orabile
peosition e husiness” hattletelds Towish ooy e the

<amie Language of insparation, HOLD THAT LINE.

W Dt this pmmiacturer savs bent the progress o the
group he has o miwd mght well L
industry

sabel of the enting
Comeitioms are changimg for the Tetter, slue e
closer conperation hetween manniaciurers. Lone o
arve the day s af idividuadisme i the macaront manuacin
ing business

I'he National Macarom Muanufacturers  Vssocntean
rightinlly claims some credit v the mmpren b conditns
For nearly twenty <in vears this progressive grougp T
striven ancessantly G meere wnited actiens i el
unfasorable conditions and i ereating more auspioeeas
cnes T this neble etfort the progressive clesnent Tues ne
alwan s Been given the encoaragement amd help s canse
deserved. Unibannted these hehl true o0 therr charted
cotrrae atied noa T the satisfacton of knowing that thei
stremigest former oppenents are ness their
staunchest supproorters

armest ol

ey are not emlby e hine bt are: tightimg hervely e
Tt the wdvantages gamed through conperatios and L
quire new ones that st st cone trenn wated, thongbi
il etfort Stedving the acivities of the Yea 1920 et
draswing B close, we o e shontimg

Tor the cateers and commttees of the Natenal Mo
romt Manntacturers  Nssobialion,

Poo the Muacarent Falucational Burvean that Tos stonen
~oe valianthy te climnate untan preadue i fren
miarkets,

oo the Mocarean Pabhony Commnttee that o neow
SpnsorIng an i halile survey toascertan whethe
or not there s need tor conperative advertisimg
|llnl]lh'|~.

IS )

Foo it group it
|I|‘l|ll-l'!l=l\,

ks = costs Lol sells

Fio the propement= of the "Safety Coampangn™ that
anns tooreduce manutaotaring hazarnds,

Toamy aned all whee i any way have aaded e Tiog

mg abont more healthy cond Gocarable conditens n

cvery phase of namutacture, distertbution aoul o

suniptieen,

HOLD THAT LINE!

i
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Survey Reveals Interesting Facts

Searching Study of Macaroni Production, Distribution and Consumption

Discloses Many Trade Surprises

By R. Webb Sparks, Millis Adversising Company

HE survey of the macaroni industry, undertaken by

the Millis Advertising Company of Indianapolis at the

request of the National Macaroni Manufacturers asso-

ciation, is practically completed. A printed report of
the information gathered, and conclusions based on that infor-
mation, will be presented to the board of directors of the
Association very soon. Later copies will be sent to each man-
ufacturer in the industry,

This survey was made as a basis for determination by the
Association of whether a national cooperative advertising
campaign in behalf of macaroni and allied products is advis-
able for the proper advancement of the industry; whether, if
advisable, such a campaign is feasible; and if both advisable
and feasible, how the campaign shall be carried on,

. Macaroni Rarely on American Table

Four classifications were covered in the survey—consumers,
manufacturers, wholesalers and retail-

our products—rich, middle class and

poor. Packapged preducts, too, in line
with the trends of the time, are gaining
favor.

“And what is also important to those
of us concerned with the manufacture
of macaroni products is the clamor of
wholesalers and retailers for advertising
of our product that will widen its mar-
ket, Almost as one they say, ‘tell the
American woman more ways of serving your pro
sales will be increased.’

“All of which points very strongly to the need for

action. Overproduction with its resultant price culling an

inferior production threatens dire prospects for the
as a whole. Thinking manufacturers who review

I have so briefly stated here canng

ers. The summarized report of re-
plics developed some exceedingly in-
teresting  facts, according to R, B,
Brown of the Fortune-Zerega com-
pany, chairman of the publicity com-
mittee of the Association,

“Unquestionably the most impor-
tant thing uncovered in our study of
the industry and its market,” Mr.
Brown said, “is the fact that macaroni
products are served on the average
American dining table only once every
2 weeks,  This means we are reaching
only approximately one twenty-cighth
of our market, as macaroni and allied
products should b2 made a staple din-
ner and supper item with servings at
cach of these meais.

“If the macaroni industry can get Sparks.

dustry as a whole.

Macaroni products are served on the
average American dining table only once
cvery 2 weeks. . . .
gel its products served once a weck, on
the average, in every home, we can
double our production. . . . Overproduc-
tion threatens dire prospects for the in-

turers cannol fuil to recognize the im-
mediate need for concerted action to cor-
rect the situation—R. B. Brown,

What the housswives think about mac-
aroni—or don't think about it—is more
important, from the standpoint of sales,
than the combined opinions of manufac-
turers, .jobbers and retailers—R. W.

fail to recognize the immed

uation. We cannot mistake t

If the industry con toms. We must act.”
Getting the Cook's SI

R. W. Sparks, director of
Thinking manufac-
company,

survey and the methods use

Every phase of the whole ma
dustry’s manufacture, distril

in this searching investiga
manufacturers census, whole
vey, retail grocery survey a

its product served once a week on the
average in every home we can double
our production. s

“Furthermore, we found that the average woman knows
only 2 recipes for its preparation. She should know and con-
stantly use a dozen or more. As might have been expected,
the women who knew the most recipes were found to be the
most frequent users. Every woman would serve it more often
if she were informed on more ways of preparing it.

“As we turn to our own side of the problem we find that
74% of the manufacturers are using, as an average, only be-
tween 40 and 80% of their manufacturing facilities, with at
least one firm reporting as low as 8% of its facilities in use.
This is a regretable situation and one that can be rectified only
by unified action of the whole industry.

Prove It No Scasonable Food

“But we are fortunaie as well as unfortunate. Grocers tell
us that we have a very steady, dependable year round market,
one that is not affected very materially by seasonal fluctua-
tions. Some retailers tell us sales bulge slightly during the
Fall, Winter and Lenten scason, but all classes of people buy

7

sweeping study,

While manufacturing to the manufacturer often )
and major consideration because that is the thing ©
he can exercise greatest control, it is not always—ir
dom is—the important thing to be considered in
general sense.  What the housewives think about m
or don't think about it—is more important from !
point - f sales than the combined opinions of manu
jobbers and retailers, and consequently the chief en
this study has been placed on consumer attitude.

“Because of this fact, the Millis conpany intervic
housewives to find out how much they knew or did

about macaroni and to learn how often they served it in 1hg
homes. They were asked if there was any difference betv§
macaroni and spaghetti, how often they served macaront 3
how many recipes they knew for its preparation; how 08
they served spaghetti and whether they served home mad¢
canned foods ; how often they served egg ncodles and whi®

these were home made or packaged; and whether
ferred long or short macaroni and spaghetti,

-J.]ﬁ
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Grocers were questioned as to the kind of y<ople who buy

caroni and as to whether there were peak seasons for its
Lle. They were asked to state whether the present demand
 for bulk, packaged or canned foods and to report if sales of
acaroni products were affected by the fluctuating prices of
B mparable foodstuffs, Lastly, they were asked for their
binions as to what would increase sales,

Wholesalers and jobbers were asked to state their percent-
zes of volume to their various outlets and to give their opin-
as on what would increase sales,

The Manufacturers Census covered a number of very im-
prtant points concerning the manufacturers' business. They

THE MACARONI JOURNAL 7

were asked to give their volume for 1929, to compare bulk and
package sales of 1929 with 1928, to give percentages of their
business to jobbers, to retailers, to chains, to hotels, clubs,
restaurants, etc. and to institutions; to report the number of
salesmen employed and to define the limits of their normal
sales areas; to report the amount of capital invested in their
business and the per cent of their manufacturing facilities now
being used and to attribute reasons for loss or gain in volume
during 1929 as compared with 1928,

As will be seen, every phase of the industry has been thor-
oughly investigated, that all facts pertaining to the manufac-
ture, distribution, sale and consumption of the product might
be brought to light.

R. W. Sparks

for concerted action to correct the s

The survey was made by trained is
vestigators under the direction d

. chandising department of the Mill
In explanation of the scope of i

ering and compiling the informatio

final sale of its products was coverg

among consumers constituted U

Tuct ary

Business conditions are always un-
ergoing changes; what was consid-
ed the modern way a few years ago
now almost obsolete. To be really
odern in business methods research
d study must precede well planned
e development.

According to the United States cen-
s for 1927 the macaroni products
iufacturing  industry  produced a
ptal value of $46,260,000 in finisued
rducts.  Based on a population of
10000,000 people in the United States
is about figures at 40c per person per
aar, less than 1c of macaroni products
r person each week, \What a won-
aful opportunity for trade develop-
ent!

Individual firms have with some suc-
ks attempted a trade development
rogram but the general effect on con-
mption was negligible. There is no

indus!

industr
the f;

iate neq
he symgig

ant

the m¢

| in gath

caroni if
ution 2

tion. :

F rgument against the value and need
-l . .
. i some macaroni trade promotional
1 g

ork. “I'he question hinges on who is
doit ind how is it to be financed.

T!w riacaroni products manufactur-
gindustry is not the only group con-
ed 11 trade promotion work. Other
des are studying and planning
Bthods of business expansion. The
me reisons advanced by these other
des c.n be given as reasons why the
taroni industry should fight unitea-

his firgg
r whi
fact ¢4
¢ b
-aronk
¢ slang
wclurt!

ihasis @ not mly to hold its own but to

ke the necessary advances that pro-
ol 2EEESSIVE businesses must enjoy if they
ot knofl® to succeed.

Pro Rata Cost Low"
Trade development entails an addi-
mal expense, Suppose it were agreed
tall macaroni manufacturers would
11% 1o their list price for coopera-
¢ trade promotion work, what a
“derful sym would be available for
' necessary activity,—nearly a half

'mlni .

they P§

rade Development

by Cooperation

million dollars a year. If this is too high
then make it Y2 of 195, which would
amount to a quarter million dollars
and would add only less than le to the
list price of a case of macaroni offered
at $1.90.

The setup box manufacturers, like
the macaroni makers, are deeply con-
cerned in trade promotion work, and
extracts from an article on this subject
in “The American Box Maker” will be
interesting and may  help convince
some who are still in doubt of the good
that may result from a cooperative
activity of the kind referred to,

It is interesting to note that, once a
trade development program has been
adopted and put into operation, few
have been allowed to lapse.  In most
cases the work has been broadened
and emphasized after the initial plan
has been completed.

The National Confeetioners associa-
tion is to continue its program for an-
other 3 years with the goal of a mil-
lion and a half of dollars to spend in
increasing the consumption of sweets,

What could our industry do with
100 thousand dollars, not a million and
a half, if that sum were available for
trade development work. If the spend-
ing of that 100 thousand dollars result-
ed in bringing back 100 thousand
dollars in new business it would be an
exceedingly profitable investment for
the industry.

Candy Makers Enlarge Program

It required a year of hard work by
the candy industry before the plans
for the campaign were ready for con-
sideration, The industry was careful-
ly measured from every angle, its
background was carcfully analyzed, its
physical equipment studied, and the
possibilities of development picked to

picces.  Not one single feature was neg-
lected.

It was found that in only a0 few isa-
lated cases did the individual manufae-
turer attempt trade development work
and 2ven when this was done it was so
arranged that it brought keener com-
petition between the members of the
association and was not broad enough
to benefit the industry as a whole,

Overcome Trading of Customers

It was also found that the industry
was equipped to produce more candy
and sweets than the normal consumyp
tion would demand. The trading of
customers among the members did not
have for its purpose the browd effort
to increase candy sales in general
to increase the sales of a few of those
engaged in the industry.

Against this Dbackground it was
found nec:ssary to change the original
program of advertising and to adop
a broad plan of education as well as
advertising.  Apparently that industry
found that it could not haope to pro-
gress by allowing one of its members 1o
tear down the business of another amld
that an increase in candy consumption
was the logical way in which to solve
the problems of the industry.

Results Satisfactory

The plan ﬁli:!“)' adopted by the in-
dustry brought them together for a 3
year program. Not one year or i few
months.  Results have been so satis-
factory that another, bigger and hetter
3 year plan is now being entered into,

The details of this work to increase
the demand for candy are entirely ton
lengthy to even touch upon many of
the activities of this campaign hut the
obstacles to be overcome are the same
obstacles which confront our industry
today. They must be approached
from different angles, it is true, but our
manufacturers may draw much infor-
mation from the success which has at-
tended the initial effort of the National
Confectioners association,

—
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What Cooperative Advertising
Can Accomplish for Macaroni

It must have been 5 years ago when
“The Newer Competition” became a well
known phrase among advertising men.
This newer compelition was taken to
mean a cooperative effort of one indus-
try for business, possibly in direct com-
petition with another industry which
might or might not be also working co-
operatively,  Cooperative  advertising
was the new notel It held - great
promise.

Few lines of commerce have failed 1o
consider the possibilities of joint adver-
tising.

Cement and corsets, ducks and figs,
apples and underwear, pears and prunes,
raisins and grapefruit, oranges and flow-
ers, insurance and beverages, lumber and
canned foods, coffee and tea, pork and
salmon, gloves and cranberries, leather
and chiropractors, furniture and enve-
lopes, grecting cards and lima beans,
shoes and sauerkraut, meat and clothing
are among the products that have at one
time or another made a bid for public
acceptance through cooperative adver-
tising.

What has been accomplished? What
is the general result of such efforts to
date? Cooperative efforts are not au-
tomatically successful, much as we
would like them to be.  There have been
spectacular successes.  There have been
dismal failures.

The macaroni association is interested
in what cooperative advertising can do
for macaroni, spaghetti and egg noodles,
It has authorized a surves to find out
whether or not such a campaign would
be possible and feasible.

The proper kind of advertising cam-
paign should certainly 2id in increasing
the consumption of inacaroni and spa-
phetti.

Who Doesn’'t Like Cranberry Sauce?

This statement is based on what simi-
lar campaigns have done in other fields.

Take the American Cranberry Ex-
change for example, which has been ad-
vertising since 1918. Between 1913 and
1917 when there was no advertising, the
average price per bbl, was §6.23. Le-
tween 1924 and 1928 the Exchange got
§10.75 per bbl. for its members. Aver-
age production between 1913 and 1917
was 475,000 bbls,—1924 to 1928, 570,000
bbls,

Thus the far greater production was
sold at an increased price, a condition
seldom true in an agricultural product.

The answer of course is cooperative

selling znd advertising, “The collective
selling of 60% of the product grown in
the several states made it possible to take
advantage of the market possibilities,”
says the Lxchange. “Of course the
cumulative effect of our 11 years of na-
tional advertising was very helpful.”

A strong organization plus advertising,
prior to and during the holiday scason,
has built up the consumer demand for
this product. This advertising carried
the following messages into millions of
Amer.can homes:

‘New Crop fresh Cranberries now
in all markets!

“Ten minute Cranberry Sauce—the
Tonic Fruit!

“Great with a roast beef, pork or
veal, chicken or duck!

“Not sour, not sweet, just right and
just so good that it makes other
foods taste better.”

Surely macaroni can be just as sus-
ceptible to advertising promotion as is
the cranberry.

Selling Salmon

The Associated Salmon Packers solved
a difficult situation by advertising.
Somehow the housewives of the country
had decided that red salmon was much
better than the pink or the chum - ari-
ety—a decision that brought about a
huge carryover of the latter varicties on
the part of the packers. This carryover
cut into the profits made on the RED
variety.

Advertising was called on to perform

the following functions:

1. To advance the prestige of Pink
Salmon so the public would not
discriminate in favor of Red Sal-
mon.

2. To sell the high value of Pink Sal-
mon as one of the world's choice
foods, rich in nutritive elements,
high in healthful iodine content,
and because of its low price, won-
derfully economical either just as
it comes from the can or in the
multitudes of combination dishes
to which it is so readily adapted,

3. To clear salmon from the shelves
of the 237000 grocery stores of
the country, abolishing the heavy
carryover and bringing the new
pack into a waiting market. This
would mean reducing storage and
carryover costs to the packers and
restoring the industry to a health-
ful condition.

Two hundred thousand dollars was

V@)

By ALLEN B. SIgp

Research Manage, |

Bureau %Adr.-m",,t
A.N.P. A,

subscribed cooperatively and investy
advertising,

The results constitute one oi he g
dramatic examples extant of e pog
bilities for increased sales thot Jie 4
carefully planned campaigns.  \ 8l
000 prize contest brought in niore ¢
200,000 recipes.

The advertising increased the sales,
Pink Salmon in one city 33%:%; &
other city showed 25-30% jer ¢
increase,

Summing up in a letter to the bur
Strang & Prosser, the advenis
agency, say:

“Advertising may be credited wifl
cleaning the grocery shelves of the
tion to such an extent that the salm
market today is in perhaps better shap
than it has been for 20 years, exclul
the hectic days of the war.

“Before the campaign the Salm
Packers estimated that it would take
years at least to cut the Pink Sal
surplus down from around 60,000 ca:§
to a condition where the warchoud
would be empty and in shape to recdl
the new pack. In reality, this has pr
tically been accomplished in 4 mon
for the carryover this year is virul
nothing. It is not sufficient to affcct?
new pack and the condition is exc
ingly gratifying to the packers. Tid
are disposed to give advertising the o
it for the turn affairs have taken.”

“Sunkist” Becomes a Household Wo

No association:1 brief is comple
without reference to the California F
Growers Association. During the fic
year ended Nov. 1, 1929, the Sunkisy
advertising investment was $1,0°2,000
nearly as much as the Associatm s
for advertising between 1907 wnd 19

W. B. Geissinger, advertising mg
ager, says, “This market of «ors s
vast and ever changing one. Alerti
to seize the news value of new uses 3
merits in old and well establishcd p
ucts and yet to observe a stri i adi
ence to the fundamental objectives is
sential in keeping abreast of the inere
ing competition in food advertising -
merchandising.”

Is this not of interest to the macan
ni manufacturers?

77.5% of the total appropriation is
voted to consumer advertising; 181
to trade work; and 4.379 is resen
for administrative purposes. B

In addition to steady and persi!
consumer advertising a large amount

THE MACARONI JOURNAL

A
A AT

WASHBURN CROSBY

CENERAL MILLS INC. MINNLAROLIS MINN.

Why Not Now ?

Milled from only the finest quality
Amber Durum Wheat selected by
the largest wheat buying organi-
zation in the world

WASHRBURN CRrROSBY Co., INC.

Minneapolis, Minnesota
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effort is directed at the trade, doctors
and nurses, and various other types of
educational work.

A Successful Small Campaign

The Long Island Duck Growers As-
sociation has done a great job with co-
operative advertising, Prior to the or-
ganization of the association there was
no stable market for ducks. Frequently
commission men hought them for as low
as 25¢ a duck.

Organization plus advertising in New
York city remedied this situation.

The secretary of the association com-
mented to the Bureau as follows: “Ad-
vertising has succceded in popularizing
‘Long Island Duck'—'Roast Long Island
Duck’ has supplanted ‘Roast Duck’ on
the menus of hotels and restaurants of
the city. Prices are stabilized so that
now the growers get from 25 to 30c per
Ib. for all the ducks they can raise.”
The newspaper campaign has cost about
$50,000 per ycar.

A Long Pull Campaign That Has Paid

The experience of the Portland Ce-
ment Association is typical of what may
be accomplished by the broadest type of
institutional advertising. Note the fol-
lowing statements made by the adver-
tising manager:

“1t is evident that any advertising such
as ours (limited in scope) must depend
upon favorable public opinion, And it
is nothing to the discredit of other class
of periodical to say that the newspaper
is the supreme mart of public opinion.
That public opinion for concrete is gain-
ing strength is evidenced by the growth
of the industry in the 21 year period dur-
ing which the Portland Cement Associa-
tion has been carrying on its educational
work."”

Consumers Now Ask for India Tea

India Tea Growers—The agent hand-
ling this account said:

“In 1923 America imported, roughly,
4,000,000 pounds of India Tea. This
was about the time I started an adver-
tising campaign on behalf of the India
Tea Growers in the United States, and
with the exception of a few trade papers
in addition to the newspapers, no other
mediums were used,

“In 1925 the sale of *ea in the
United States exceeded 00 1bs.
weight of tea, an increase of over 13,-
000,000 1bs. in 2 years.

“In 1929 the appropriation was in-
creased from $200,000 to $250,000. Im-
ports of India Tea jumped to 21,000,000
Ibs, in 1928."

* &® =®

These examples might be multiplied.

They prove that cooperative advertising
can be successful.

Behind such a campaign, however,
must be a closely knit organization the
members of which are ready and willing
to cooperate to the fullest degree, patient
enough to wait for results.

Such an organized effort enables the
industry to put its best foot forward.
Many industries worry along in a rut,
satisfied with limited profit, employing
worn out and antiquated methods which
are driving the industry farther and
farther from the consumer. While this
is going on some competing industry is
usually gaining the public’s favor and
business.

If the macaroni association has money
enough and enthusiasm enough to under-
take an advertising campaign, it will find
advertising to be “The Royal Road to
the Consumer.”

Many of the members of your associ-
ation can_testify to the profits resulting
from up-to-date advertising and mer-
chandising cfforts.

To these members the associational
campaign offers an additional weapon
working on the consumer, paving the
way, on a broad general plane, for their
individual efforts.

Cooperative advertising done well, is
no longer on trial. It has proved its
worth in campaign after campaign.

The big question confronting your as-
sociation is “Can you actually cooperate?
Will your members to a man get behind
such a campaign?”

It isn't enough to just raise the money
and put it into advertising space. Others
have done that with no results, It isn't
enough to patiently wait for results and
put up money for advertising, year after
year. Others have done that too, and
discontinued in the end.

There is no substitute for enthusiasm!
That is the vital spark nceded by your
membership to put an advertising cam-
paign over. Enthusiasm that leads every
manufacturer to work with every other
manufacturer. Enthusiasm that makes
every member tie up his own selling ef-
forts with those of the association. If
your members have this, if they will keep
it, the success of a good advertising cam-
paigr is assured.

Food Industries to
Convene

For the third successive year
Chicago will be host to the country's
largest annual gathering of food pro-
ducers and distributers, Jan. 20-24 in
the Stevens hotel, for the 23rd annual
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convention of the National Canners as.
sociation, the Canning Machinery anq
Supplies association, and the Nationa|
Food Brokers association.

The same week meetings will be
held in Chicago by the Nautional
Wholesale Grocers association, the
National Pitkle Packers associution,
the National Kraut Packers associa.
tion, the National Presersii: associa-
tion, the National Retail Gruiers Sec-

retaries association, an! other food B

trade organizations,

Advance reservations at the Sievens

Hotel—the headquarters of the Na-
tional Canners Association and allied
associations—indicate an attendance
even greater than last year.

The canners opening afternoon

meeting will be a joint session with the [

National Wholesale Grocers associa-
tion, when the subject of advertising
will be presented. Dr. Morris Fish-
bein, editor of the Journal of the
American  Medical association, will
speak from the point of view of the
medical profession; Dr. Paul Dunbar
of the U, S. Department of Agriculture
from the viewpoint of the government
food law enforcement officials; Miss
Lita Bane of the Ladies' Home Journal
from the viewpoint of the homemaker
and consuer.

On Tuesday, Wednesday and Thurs- 8
day, the 10 commodity section groups &

into which the National Canners asso-
ciation is divided will hold their mect-
ings, and each afternoon there will be
informal conferences at which canners
and growers of canner crops will have

an opportunity to discuss their prob- |8
lems with scientific experts who will §

be in attendance. The canners’ con
vention ends with a general scssion
Friday.

The Canning Machinery and Sup:
plies association will hold its arnual
meeting on Wednesday, and through-
out will maintain an extensive exhibit
at the Stevens. Meetings of the Na-
tional Food Brokers association v Il bt
held Monday to Thursday inclusive.

Entertainment features of the con-
vention will include a brokers' dinner
Tuesday evening, dinner dance Wed-
nesday evening under the auspices of
the Canning Machinery and Sujplies
association, dinner by the Ancho Cap
and Closure Corp. Wednesday cver
ing, and an entertainment at Medinah
Temple on Thursday evening given bY
the American Can company.

“One big success” will not “make” 3

man, if he has failed oftener thaa he B

has succeeded.

)
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Ilighest test liners add
loughness and resistance
to our Corrugated Boxes
in a very definite degree
for MORE STRENGTH

The high, strong resilient
Corrngated  safety  arch
insures 0% to 70%
MORE PROTECTION
amd ECONOXTY

Our cushion corrngations
v Jo to the foot witl
Jiolo of an el betzeeen
the heavy liners, giving a
bowrd caliper of practical-
Iy vy ineh over all—an
wnnsually strong board.

Better Boxes Pay Dividends in
Reduced Shipping Costs

It is a well known fact that cheap fibreboard shipping boxes are more expensive in the
long run than quality boxes built primarily for hard service.  Slap-dash hoxes, sold at
an attractive low price, are sources of trouble and this fact shippers of macaroni and
similar products know to be generally true. Shippers who buy quality boxes from rep-
utable makers always experience less trouble than those who consistently bhuy at “rock
bottom prices™ and it is logical that the best wares, whatever the merchandise may be
—are never the cheapest in construction ov price, and the wear is in proportion to the
quality.

In our processine of corrugated and solid fibre shipping containers we aim at quality—
always at quality.  Shippers, by using quality hoxes, henefit hy making definite svings
and where we have aceess to their plants we often find we can make still wreater ~;|.\
ings by suggestions offered from our great store of experience.

We will be glad to figure with you on your requireimients
\ and help solve yvour packing and shipping problems, and
don't forget—we furnish quahty boxes only and preseribe
from our great variety of regular and special types as
required to all your needs. 1T yon write, refer to Depart
ment 9 for quick service.

CONTAINER CORPORATION

OF AMERICA
AND

MID-WEST BOX COMPANY

CHICAGO, ILLINOIS

111 W. Washington St.

Six Mills—Twelve Factories Capacity 1200 tons per day
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Accident Prevention in
Macaroni and Noodle
Manufacturing Plants

There are relatively few severe acci-
dent hazards in well equipped modern
plants for the manufacture of macaroni
and noodles as compared with other in-
dustrivs.  However there are possibili-
tics of many minor injuries in such op-
erations.

One of the possible causes of a large
number of minor injuries is the fact that
a good many such plants have developed
from smaller establishments, with grad-
ual enlarg: wents and improvements and
possibly  wuth overcrowded conditions,
This possible condition would make it
more difficult to maintain the best of
efficiency, and hence to control the class
of accidents which are closely related to
plant efficiency.

The food manufacturing industry as a
whole has relatively fewer accidents and
relatively less severe accidents than the
average for all industries together, based
on the reports of manufacturing estab-
ishments to the National Safety Counci’.
For example the 2557 industrial estab-
lishments, representing 17 distinct groups
of industries, which reported their acci-
dent experience for 1928 had an average
accident frequency rate of 25.52, repre-
senting the number of loss time accidents
per one million men-hours worked. The
average accident severity rate—that is
the number of days lost per 1000 man-
hours worked—was 2,03,

In contrast, the average accident fre-
quency rate of the food industry, includ-
ing macaroni and noodle manufacturing
plants, ifor the same year was 20.9; and
the average accident severity rate was
1.29.

Included within this food group are
confectionery manufacturers, with a fre-
quency rate of 1112 and a severity of
.33, Milling manufacturers had a fre-
quency rate of 18.66 and a severity rate
of 2.58. Dairy products had a fre-
quency rate of 18.82 and a severity rate
of 6.6}, Sugar manufacturers had a fre-
quency rate of 38.12 and a severity rate
of 1.79,

As indicating the possibilitics of acci-
dent prevention for an individual plam,
one macaroni manufacturing plant with
over 100 employes reported fér 1927 a
total of 62 minor accidents, which repre-
sented according to their own tabulations
an accident frequency rate of 249 plus.
But for the year 1928, with fewer than
100 employes, they were able to reduce

their minor injuries to a total of 11, rep-
resenting an accident frequency rate of
about 54, Likewise, another macaroni
establishment with about 50 employes re-
ported for the year 1927 ten minor in-
juries which resulted in 27 days of lost
time, a frequency rate of 83.74 and a
severity rate of 23, But for 1928, with
about the same number of employes,
they had only 2 lost time accidents which
resulted in 10 days of lost time, with a

SAFETY FIRST CAMPAIGN
By F. J. Tuawixcer
President, National Macaroni Manufac-
turers Association

Accidents are costly in time and money—
both to employer and injured employe,
The Macaroni Manufacturing Industry has
altogether too high an accident rating and
from the Leginning of my term as presi-
dent of the National association, 1 have
overlooked no opportunity to stress the
need of greater precaution in every depart-
ment.
Our Safety First Committee has started
to function, and with any semblance of co-
operation on the part of the manufacturers
and machine builders our record of time
loss accidents should show the desired de-
crease,
It would be interesting to hear from
macaroni men about what they have done
or contemplate doing toward reducing the
number of major and minor accidents in
and about their plants.
How many time loss accidents did you
have in 19297
Was the health record of your employes
better or worse?
Remember that Accident Prevention and
Cleanliness go hand-in-hand.
For your 1930 SLOGAN may I suggest
this one—

“I WILL STOP ACCIDENTS"

frequency rate of 17.89 and a severity
rate of 09,

An annual statistical report from the
Industrial Commission of Ohio affords
an interesting comparison of accidents in
macaroni manufacturing plants, as con-
trasted .with bakeries. The payroll ex-
posure for bakeries was more than 10
times as great as for macaroni manu-
facturers, but the percentages are on the
same relative basis. During the year of
time under consideration all of the in-
dustries of the state showed an average
of 1292 industrial accident claims per
$100,000 of payroll. In contrast, the in-
dex number for bakeries was 9.31 and
for macaroni manufacturers 10.20, The

N

By W. DEAN KEEIER

Director, Indusirial Safety Division,
National Safety Council

average of days lost per $100,000 «f pay-B

roll for all industries was 566. I |k
eries there were 589 days lost per 5100,
000 of payroll, and for macaroni many/|
facturers there were 455 lost days
The report of the industrial commis
sion for the Department of Labor of the
State of New York for 1928 includes
number of specific references 10 mac
roni manufacturing plants, The safety
inspector for the burcau of industrial h}t
gieae of this department states th re
were, in general, 3 types of acciden
that stood out, for plants that manufac
ture or prepare food products. Thess
were: slipping and falling, “struck Ly o

jects,” and those that resulted in straing

and sprains,
He states that the main causes of the
slipping and falling accidents were wel
or greasy floors, workmen losing thei
balance while standing on platforms o
chairs or ladders, also stumbling ove
objects lying on workroom floors,
The second group of accidents, being
struck by objects, were caused by falli

material, apparatus breaking, and whed

struck by an object in the hands of fe
low workers. The strains or spraio
were caused by lifting too heavy objec
and from slipping while handling mat
rial,

He lists among the “special causes o
accidents” macaroni presses, macaron
kneaders and noodle cutters, Other §
cial causes of accidents were packing and
wrapping, conveyors, labeling, dough
mixers, elevators, hand trucks, sprockd
or chain, belt pulleys, splinters, nai
forcign matter in the eye, and dermi
titis.

Three accidents on macaroni press

were investigated. One of these hapll

pened on a horizontal press while B
operator was pulling a piece vt dough
between the opening in the cylinder 3

the hydraulic packer which presses I8
dough into the packing cylinder. Inth
case the wrist of the operator V3
crushed between the edge of the cyling

opening and the hydraulic packer, whickl

resulted in the amputation of the hav
at the wrist,

The second accident on a macar

press occurred when a workman put B
hand into the cylinder from the bolo?
to remove the dough from the rib wh¥
supports the die in the bottom of ¥
cylinder.  Another workman, who ¥

w18
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THE L

ATEST TYPE

“CLERMONT”’ Noodle Cutting
Machine NA-2, with Flat Noodle
Folding Attachment.

Type NC-FNF

———

THE MACHINE WHICH PAYS DIVIDENDS

No skilled operator required No hands touch the product

Suitable
for
Bulk
Trade

Suitable
for

Package
Trade

’
!
T

The finished product of above machine.

WE ALSO MANUFACTURE:

Triplex Calibrating Dough Break
le Cutting Machines Fancy Stampin%lf:]: Bolggna Sl-yl:"
(]

ggah Breakers
Mostoccioli Cutters gquare Noodle 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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standing on the platform from which the
cylinder is loaded, dropped the die down
into the cylinder and the workman's
fingers were caught, resulting in the
amputation of two of them and fractur-
ing a third.

In the third case a workman was push-
ing a die into the cylinder of the mac-
aroni press, when he slipped and struck
the right side of his head against the
edge of the cylinder.

“The accidents on macaroni presses,”
states the report, “were not due to the
operation of a dangerous machine for
they are a rather simple machine 1o op-
erate, but due to unsafe practices or
carelessness,”

One of the accidents, to the operator
of a kneader in a macaroni factory, hap-
pened when he was using a stick to push
some dough from the dough turner or
plow at the back of the pan, He was op-
erating the stick in his right hand and
the left hand became caught between the
rim of the pan and the corrugated cone
roller, resulting in the loss of 3 fingers.
The report recommends that “a guard
should be provided ‘over the rollers, also
the pan should be protected by a fixed
apron which prevents the operator from
coming into contact with the revolving
pan.”

Three additional accidents illustrate
hazards in noodle plants.  An operator
of a noodle cutter, in attempting to re-
move a small piece of dough that was
near the knife, which was in motion, lost
the ends of two fingers because of the
lack of a protecting guard ‘in {ront of
the knife.  Another operator lost a finger
because the roller in front of the knife
on the noodle cutter was not properly
adjusted as a protection against the
knife. Another operator, in attempting
to reach the starting bar of a noodle cut-
ter caught her foot between the spokes
of the drive sprocket beneath the ma-
chine. This accident could have been
avoided if the sprockets and chains had
been properly guarded.

Another workman in a macaroni fac-
tory was severly injured when he slipped
from a platform 4 feet above the work-
room floor, as the result of the lack of
a puard rail.  Another workman was
severely injured on the foot when a die
for a macaroni press was being removed
from the tank of water in which the die
was kept when not in use and when the
die slipped from the workman’s hand.

One of the hazards in an average mac-
aroni factory is strains or sprains from
the lifting of flour received in large bags.
There is :*-0 danger from the falling of
bags from the trucks unless loaded care-
fullv. Good housekeeping, the keening

of the floor clear of obstructions, is nec-
essary toward elimination of hazards
from trucking.

There is also hazard in the packing of
bags in the storage room. A portable
ticring machine for the piling of bags
will eliminate muscular exertion and also
afford economy in space,

For the prevention of accidents rlat-
ing to the machinery of mixers and
kneaders and presses, there should be
convenient pulley and belt shifters or
controls for the convenient starting and
emergency stopping of the machinery.
Gears and driving belts and pulleys over
mixers should be protected by standard
guards to insure the safety of the oper-
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ator, It also should be a safety rule thy
1

operators must never put their arms g
hands inside the mixers while the pag
dles are in motion. The macaro;
kneader usually is ecasily safeguardy
through the enclosure of the gears apg
driving belts and pulleys. Also, the o
erator should not be allowed to clean he
kneader while it is in motion,

Accidents frequently have been cause]
by the air-circulating fans used in diying
rooms, when such fans have not lee
effectively guarded. There are ming
hazards in packing and shipping maa
roni and noodles, consisting largely ip
possible injuries to the hands from
splinters and from nails.

Restaurant Mortality Heavy
Reports Fact Finding Survey

The domestic commerce division of
the U. 5. Department of Commerce has
been conducting a variety of business
surveys to discover facte and reasons
concerning business failures in different
lines. Following the Louisville survey
of the grocery industry experts made a
study of the restaurant mortality in Kan-
sas City, this place being selected because
the trade considers that city as fairly
representative of restaurant conditions
throughout the country.

The report shows conditions in the
restaurant business there to be far from
stable. Out of 1084 Kansas City restau-
rants licensed in 1928, 551, or more than
50%, either changed ownership or went
out of business. From Jan. 1 to Aug. 1,
1929, 549 new restaurants opened to take
the place of the 551 that went out of
business the previous  year.  Since
licenses may be taken out any time dur-
ing the year and restaurants opening
after July 1 are required to pay only one
half of the yearly fee, it is expected that
more new ones may opea i the remain-
ing 5 months of the year,

Only 7 restaurants were found to have
gone through bankruptey in 1928, These,
however, represented only one seventh
of the 221 instances of loss reported by
18 wholesalers and supply houses from
restaurant failures, It appears, there-
fore, that for every restaurant that failed
and went through bankruptcy there were
6 other failures which were settled out-
side of the court or not at all. The 49
restaurant failures in Kansas City in
1928, arrived at on this basis, do not
include the undoubtedly large number
which did not succeed and lost part or
all of their own capital but which went

out of business before losing money fur
creditors, and thus did not come within
the arbitrary definition of business fail
ures,

The loss in 1928 by wholesalers and
supply houses on unsecured claims in
the 7 bankruptcy cases alone was 882
371, If these were typical cases, it is
estimated that the loss to creditors alont
from restaurant failures was more than
$500,000. While the heavy losses were
divided among many different establish
ments, the losses of some of the whole
sale houses were very high,  Some of
these establishments reported from 301

49 failures among their restaurant cus§

tomers in one year. Individual bills ow-
ing from a bLankrupt to a wholesaler
were sometimes as high as $700 to S1000.
It is pointed out that these large annual
losses of wholesalers, representing just
one branch of trade which is affccted by
retail failures, are a great burden on the
community, meaning smaller profits fof
the business man and higher prices 1o tht
consumer, and signifying inefficiency and
waste in the industry,

SATISFY
A profitable business is not conducted
solely by competent executives and loyal
employes. It must have satisficd ¥
tomers. Satisfied customers sustain su¢
cess. Executives simply maintain su®

cess. A dissatisfied customer is negative &

advertising. Satisfy all customers in a1f
reasonable dispute.

If you have the experience of af%
look to youth for enthusiasm. If yo
have the' enthusiasm of youth, look ©
age for experience,
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A Strong Dependable Durum Semolina for
Macaroni Manufacturers who Realize that Qual-
ity 1s the Surest and Most Perinanent Foundation
on which to Build a Bigger and Better Business

g Midas Mill Co.

linneapolis. Minn.

There Is No Substitute For Durum Semolina

KING MIDAS MILL COMPANY

MINNEAPOLIS, MINN.
Write or Wire for Samples and Prices

SPECIAL SEMOLINA No.3 SEMOLINA

No.2 SEMOLINA




“—y

Overproduction---
Macaroni Man’s Worry

The year 1929 was probably the best
ever experienced by the Macaroni Prod-
ucts Manufacturing Industry from the
point of production though the quantity
of finished products that passed from
factories through the various distribut-
ing channcls to satisfied customers is
still far below the plant capacity, Sev-
eral mergers into stronger units and a
few financial failures have succeeded in
somewhat lowering the enormous ca-
pacity of the combined plants in the
country,

It is but a comparatively few years
since the macaroni products manufactur-
ing industry had its inception in this
country and only since the opening of
the World war has the business gained
its high position of importance in the
United States as a food producing in-
dustry. Over 350 plants operating thou-
sands of macaroni presses are listed in
the latest census of the industry, Near-
ly 5000 employes helped to produce over
a half Lillion pounds of this food stuff
in 1929, converting millions of sacks of
semolina and flour into finished products
valued in excess of $50,000,000,

Macaroni, as a form of grain food, is
perhaps not so well known as bread or
rice but for centuries these products
have been popular in many countries.
As quite generally understood, macaroni
products as we now know them, had
their recent o-igin in Ttaly where the
people of that sunny land long ago
learned to appreciate the wholesomeness
of this food. It is naw produced in most
of the leading nations of the world and
if production and consumption elsewhere
kept pace with that in the United States
the 1929 world’s consumption in pounds

small plants. From this small beginning
the industry in this country grew slowly
and steadily until the plants here now not
only supply the country's needs but fur-
nish millions of pounds for export to
nearby and distant markets,

Several decades ago Americans with
training and capital were attracted into
the business and to them the name “ali-
mentary pastes” did not appeal. For
nearly a quarter of a century a battle has
been waged to popularize the term
“Macaroni Products” to include the
many forms and shapes in which these
-repared and dried doughs reached the
consumers, In the United States the
term “macaroni products” also includes
eg noodles, which are claimed to have
had their origin in Germany, In this
battle the industry finds friends among
the government officials. Rarely does
the term “alimentary pastes” appear
with reference to what we prefer to be
called “macaroni products.”

To help along the infant industry, a
group of manufacturers organized a
trade association in 1904. For nearly 26
years this groip has functioned in pro-
moting the interests of the adopted in-
dustry until today the National Maca-
roni Manufacturers association includes
in its ranks practically all of the im-
portant and progressive firms in the
country.

Prior to the World war the United
States was the most lucrative market for
the macaroni manufacturers of Italy, In
1913 we imported over 110,000,000 Ibs.
When this source of supply was cut off
during the World war numerous new
plants were erected in the leading cen-
ters of this country and others greatly

By FRANK J. THARINGER January 15, 1930

President Nattonal Macaront Manufe,.

turers Associalion, in the Grocery gng

Business Annual of the Journg|
Commerce

the best in the world. The popularity of
the egg noodle is attributed to the fe.
eral and state legislation which prohib-
it the use of artificial coloring, a decep-
tion still practiced elsewhere to make the
finished goods simulate egg products,

The restriction of immigration and i
consequent reduction of the numlier of
people who naturally consumed these
products in quantitics has compelled the
macaroni manufacturers to look 1o the
American homes for increased use of
this food. Facing this condition, and
with enormous overproduction, the lead-
ers in the trade through the National
Macaroni  Manufacturers  Association
have sought ways and means for making
the American consumer “macaroni con-
scious.” It is generally recognized that
this can be accomplished only through an §
educational campaign that will stress the
nutritive value of macaroni pioducts,
their wholesomeness and economy and
the pleasing ways in which they can be
combined with other foods,

Several attempts have been made
advertise this food cooperatively but
lack of capital made all such attempis
spasmodic and with questionable results.
The National Macaroni Manufacturers
association has now arranged for a sur-
vey and study of the whole industry
with the objective of learning whether
or not a nation wide publicity campaign
can be launched with the assurance of
the support this movement deserves.

With consumption in Italy excceding
50 Ibs. per capita per year and with an
average consumption of 32 lbs. a vearin
the whole of Europe, the estimated 3 Ibs.
per capita consumption in the United
States appears insignificant and indicates
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. SELLING
HELPS

 OF ALL KINDS.

Let us be your “Package Counselors.’
J 1Y

CONSULT OUR
TRADE MARK BUREAU. ‘
The courls have Jdecided that trademarks and
brand rames are, valuable ;property. Sn new
nanje. should be adopted: without. investigation,
Our trade mark burcau contains. records of over
lg 880,000 brand names - including il - registered
\ brands. Write for particulars.  The serfvied is free.

| The Upited States Pyinting.

ifing Headquarters
BALTIMORE

the prospect that the industry has lefore
it whenever the leaders are willing o
put up a combined and determine! bat-

expanded their production capacity with
the result that today, despite increased

)

has probably exceeded all previous rec-
ords,

The Italians prefer to call this food
.'m“;n‘imcm;lr'\' paste,” a term which in-
cludes macaroni, spaghetti, vermicelli,
alphabets, ringlets and scores of other
varicties, Ttaly still leads the world in
point of production and consumption of
macaroni products but its foreign trade
has been greatly reduced by the war em-
bargo during the recent conflict of na-
tions aided by local conditions that were
the outcome of the war.

The industry was introduced into the
United States several generations ago by
Italian immigrants who had a longing
for their f<orite food and who made up
in crude form some of the simpler
shapes in their kitchens and later in

consumption and a heavy foreign trade,
capacity still greatly exceeds demand.
The . :sult is keen competition and in-
cidental ruinous price wars,

Macaroni is a very economical and
wholesome food, made from American
durum  wheat in sanitay  American
plants but competitive conlitions war-
rant the statement that the Lusiness is
hardly a lucrative one. Indicit’ons are
that there has been little or no increase
in the per capita consumption of maca-
roni products, the estimate for 1929 he-
ing less than 5 lbs, Whatever consump-
tion increase has been noted is due per-
haps to the popularity of egg noodles as
these tasty products are unquestionably

N

tle to gain them. May the year 193
bring to the Macaroni -.\!anul:umriml
Industry in this country the realization
of its dreams,

STIMULATING GOOD WORK

I have never seen a man who could
do real work except under the stimulus
of encouragement and enthusiasm and
with the approval of the people he was
working for,

The man who is constantly looking for
a chance to get even with someont sel- §
dom gets ahead of anyone,
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Secrets of Successful
‘Trade Marking Series

---Distinguish Between Trade Name and Trade Mark

Some of the readers of the Macaroni
Journal may be tempted to impatience
when they are told, on the authority of
experts, that they should be careful to
distinguish between their trade names
and their trade marks. Why bother to
split hairs? says a matter-of-fact trades-
man. Or, maybe, he puts it thus: What
need to bother with such technicalities
when the everyday consuming  public
knows nothiag of the difference between
these two mediums of identification, and
cares less?

The shortest answer is that hecause
the great body of houschold purchasing
agents does not or cannot distinguish be-
tween macaroni names and  macaroni
marks i no reason why the men inside
the trade should similarly mix things
up. Waorse vet, one of the causes of
trouble in the industry today is that so
many insiders are not much wiser than
the outsiders but persist in regarding
trade marks and trade names as inter-
changeable, or as being one and the same
kind of key to good will.  For the mat-
ter of that, it would be all to the benefit
of the macaroni trade if the rank and
file of retail customers could be educated
to discriminate between these two spe-
cies of “handles.”  But for the time be-
ing our consideration is with the fog of
misunderstanding and uncertainty  that
prevails in macaroni circles.

Use Both—Mark and Name

To begin with let it be emphasized
that there is no reason why the seller of
macaroni on reputation should not have
both a trade name amnd a trade mark,
Many members of the group are thus
doubly cquipped. But that does not make
the 2 clues for buyers one and the same
vehicle, even if they serve somewhat the
same purpose of goods identification.
No, not even if a brander uses the 2
forms in conjunction with one another
as is often done.  The reason, or rather
the hig reason, for putting trade marks
and trade names in 2 different mental
pigeonholes is that there is, in the aver-
age instance, a vast difference between
the amounts of legal protection which
may be obtained for these intangible as-
sets.  In that bald fact, once you ponder
it, is to be found ample justification for
trying politely to make the public be just
a little more careful in its recollection

and . recognition of the one than of the
other,

Here you have it in a nutshell,  The
trade name is the convenient means of
merchandise specification.  Like as not
the manufacturer has encouraged his
customers to make a habit of calling for
his goods by the trade name.  But it is
the trade mark, standing alone or in as-
sociation with the trade name, which is
the vital symbol of origin—the guaranty
of genuineness, or the pledge to the
consumer that he is actually getting
“the original™ article, or the kind he has
always bought.  Macaroni under trade
mark may get along very well in dis-
tribution without a trade name. Dut
macaroni, or any other product, making
its way under trade name but lacking a
full stature protectable trade mark is
riding for trouble if it encounters imita-
tive competition,

Trade Mark and Name Explained

To illustrate just how the double bar-
reled system of identification works, let
us make up an imaginary case.  We will
say that John Jones sets up in business
and puts out his product under the nota-
tion Jones Best Macaroni.  That desig-
nation would rank as a trade name, Any
other man in the trade by the name of
Jones would be free to use that same
headline, assuming of course that he did
not use the phrase in a fashion to con-
fuse his product with that of the orig-
inal Jones. Trade names of the conven-
tional pattern are apt to be thus non-
exclusive in a sense because all sharers
of a surname have a right to use their
own names in business and all descrip-
tive words are common property.

How different would be the position
of our fictitious friend Jones if he had
chosen, instead, a sales pointer such as
“Jones Aeme Macaroni,” Then the lay-
out in its entirety would rank as a trade
name, But the “Acme,” being arbitrary,
might qualify separately as a full-fledged
trade mark. Similarly, a trade mark
waould be obtainable if Jones were to use
the trade name first cited but were to
write the words in a peculiar or partic-
ular manner or were to create a unique
background or “display” by means of
frames, borders, panels or other original
decorative features. Then Jones would
be unable to prevent other Joneses from
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using the common features of the trage
name but he could stop them from bor.
rowing any features of his name ~etting
—features that, thanks to no clty in
type, color and outline, will he muge
readily remembered by the public than
the trade name itself.

The plea to the macaroni marketer 1

pyramid a trade mark and a trade name §

as separate entities is based wholly o
the theory that he might as well have

2 bulwarks for business good will in-

stead of one, It is not meant tha the
rightful owner cannot obtain protection
under the law for a trade name. e can,
But it is more difficult, we may as well
admit. Recause he has to rely upon the
redress which the common law provides
for unfair competition. And that means
that before he can claim damages he
must wait until the other fellow who is

using the trad name has done him some §

harm by the double-tracking.

With a trade mark, on the other hand,
it 15 possible to take a stitch in time. If
our hero is the first inember of the mac
aroni group to adopt and use a name,
picture, or other symbol or device allow-
able for use as a technical trade mark he
may clinch his sole possession hy means
of a certificate of registration obtain-
able at the U. S, Patent Office at Wash-
ington.
to obtain a pgovernment franchise for
that same or even a very similar mark
used on macaroni, his application will l¢
denied.  Or if the newcomer goes aheal
and uses that echoing mark without reg:
istering it, the mere fact that the prior
user's date of brand-beginning is .|tt-.-s!_u|
by Uncle Sam will serve to give the piv

neer a big advantage if he sees fit W8

summon the copy-cat to court.
Choose an Expantible Name

We have been dealing thus far wilh
the trade mark that is part and pareel of
a trade name and have been urging th!

a trade mark, thus tailed or surrounded. B

shall be lifted above the remainder of the
setup in the attention of the public. It
would perhaps be all the better for the
macaroni manufacturer who expects 1
expand his business if he were not utl!!
to distinguish his trade mark from hi

trade name but were to actually separal¢ |§

the two, Make them stand far cnoug®

s thal
apart from one another to show 1M

1f any later comer undertakes @
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is concentric.

Consolidated Macaroni Machine Corporation

FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

Vertical Hydraulic Press with Stationary Die
1214 and 1314 inches

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 essentlal for the construction of
a first class machine.

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

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

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

LINING. 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 eliminated, It is practically impos-
sible to obtain absolutely perfect steel cylinders, Other
manufacturers either hammer down these defects or
fill them with solder. Either of these methods is at
hest a make-shift and will not last for any length of
time.

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

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

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

DIE PLATEN. The dies platen or support is divided
into three (3) sections 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

Ergu to prevent dough falling when cylinders are
eing swung.

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

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

between the two faces, there can be practically no wear on this part. Very little power required to set same as the movement

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

QUICK RETURN. By mcans of an improved by-pass valve, we have reduced the pressure on the return stroke to prac-
tically nothing. DBy reducing the back pressure, the arm or plunger returns to its starting point in less than one (1) minute.
PACKER. While the hydraulic packer has independent control, it returns automatically when the main control valve is set
to the return position.

CONSTRUCTION. This I!rcu is solidly and heavily constructed throughout. All material is the best obtainable. The
base is very rigid and the uprigh

ts extend to the die platen support, thereby preventing any vibration of the press.

'f

156-166 Sixth Street

BROOKLYN, N. Y., U.S.A. 159171 Seventh Street

Address all communications to 156 Sixth Street
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their jobs are different, even though both
be used on the same package at the same
time.

The reason for thus divorcing a trade
mark from a trade name, even though
the two are to work side by side, is that
a trade name is necessarily J::tined to
be used on a single product, . icreas a
trade mark may find its greatest useful-
ness as a tying mark, binding together
the different members of a family of
products. Even if the macaroni mar-
keter is starting in business with a lone
specialty he is well advised not to allow
his trade mark to become entangled with
his first born trade name.  For there is
no telling when he may want to take on
subsidiary products or side lines, or
make his business the nucleus of a cor-
porate merger. When that time comes
he may thank his lucky stars if he has
his trade mark so isolated that it is ready
for use as a line-mark, house-mark or
institutional-mark  symbolizing the full
line.

A Curious Case Involving

Shipment of Goods

Wi ithout Inspection

Here is an unusual case whizh will
interest everybody who ships goods or
receives them over a railroad

Generally speaking there are 3 ways
of buying goods to e shipped :—

1—On open account. The seller
ships the goods on regular terms and
of course the buyer has plenty of op-
portunity to examine them before he
pays.

2—Sight draft bill of lading at-
tached without privilege of inspection,
Here the buyer has to pay before he
can even see the goods. If they are
wrong in any way he has to sue the
seller for his damages.

J.—Sight draft bill of lading at-
tached but with privilege of examina-
tion, Here the buyer can inspect the
goods before he takes up the draft,

A surprising volume of goods is
sold the second way. This is the best
way for the scller but not so good for
the buyer, for the reason stated above.

When the goods are shipped with-
out privilege of examination the bill of
lading usually contains the following:

The surrender of the original order bill
of lading, properly indorsed, shall be re-
quired before the delivery of the property.
Inspection of property covered by the bill
of lading will not be permitted unless pro-
vided by law or unless permission is in-
dorsed on the original bill of lading or
given in writing by the shipper,

*Now I come to the case. A jobber
named Fred Hoffman sold 2 carloads
of goods to the Carlisle Commission

Co. sight draft bill of lading attached

without privilege of examination, and
the bill of lading contained the above
provision. The railroad company over
which the goods were shipped wrong-
fully allowed the Carlisle Commission
Co. to open the cars and examine the
goods, and by reason of what it found
it refused to accept the merchandise.
Hoffman then sued the railroad to re-
cover his full price on the ingenious
theory that the goods were shipped
under a shipping contract which did
not allow inspection; that the railroad
had violated that contract by allowing
inspection; that by reason of this in-
spection Hoffman had lost the sale, for
if the Carlisle Co. had been compelied
to pay before inspection Hofrman
would have had his money and all the
Carlisle Co. would have had was goods
which (it said) did not fulfill the con-
tract, and a chance to fight Hoffman.
Although this argument has no
weight with me, at any rate it did con-
vince the lower court, and a jury gave
him a wverdict for $329.61. I don't
know how that figure was made up.
The appeal court, however, reversed,
on the ground that the railroad com-
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any wasn't responsible for the .
I ull

price merely because it improperly .
lowed the buyer to inspect. The lay
is ‘that a ‘railrond which transpory
goods shall be liable to the owner for

“any loss, damage or injury to such §

property caused by it."”

The .court said that a shippe
couldn't recover the whole purchas
price of the goods merely because the
buyer, being wrongfully given th
right of inspection, had seen then
first and rejected them.

The railroad could be held responsi. |§

ble only for any damages which o
cured to the goods themselves because
of the unauthorized inspection. As for
instance, if the buyer had donc thenm

harm in the course of the inspection—

broken them or something like that
In that case the damages could be got
from the railroad. In this case the in.
spection hadn't caused any damage at
all,

*Hoffman vs. A. T. & S, F. R. R. (o,
Kan, Sup. Ct.,, No. 28,723,

By ELTON ]. BUCKLEY, Coun

selor-at-Law, 1650 Real Estate Trust §

Building, Philadelphia, Pa.

Fewer Customers---More Profits

A coffee wholesaler is reported in a
special bulletin of the National Coffee
Roasters association to have reduced the
number of his retail customers by 287
and the number of salesmen from 5 to 4,
with a saving in expense considerably
more than offsetting the loss in sales,
While the sales loss for the 6 months
from April 1 to Oct, 1, 1929 amounted
to 6% as compared with the same period
in 1928, the saving in sales cost for the
same period was 15%. September 1929
showed an increase of 7% in sales over
September 1928,

This wholesaler made a list of the 100
dealers who bought the smallest amounts
of merchandise from him. He then re-
quested each salesman to make up lists
of the least desirable dealers in his ter-
ritories, from the viewpoint of credit as
well as volume, The lists included 87 of
the wholesaler’s smaller volume dealers,
who were accordingly dropped by the
simple process of failing to call on them.
Every one in the organization was
coached on what to'say if these dealers
telephoned or called to_ protest. None
did so, however, and only one protest
was received from 200 more who had
been eliminated after consultation with
salesmen,

A regrouping of territories after these

customers were dropped revealed the
possibility of dispensing with the serv-
ice of one salesman and the 4 now work-
ing the market are reported to average
225 stores as compared with the 240
previous for the 5.

Among the advantages cited by the
National Coffee Roasters association
from cutting off these small stores are
the following:

(1) Saving of the losses due to han-
dling thie many small, unprofitable
orders from these little stores.

(2) Credit saving, for these smallest
stores were found to be the poor-
est credit risks—often behind in
their accounts; and when they fail
the account is usually a total loss

(3) A substantial saving of time of
salesmen which can be used more
profitably in the bigger storcs.

(4) A saving of cost and work in-
cident to managing 4 salesmen in-
stead of 5.

(5) A saving of salesmen’s morale §

and sclf respect, which suffers
from small dealings with small
dealers,

The small customer today may be your
biggest customer some day—if you treal
him right.

January 15, 1930

THE MACARONI JOURNAL

P

by o

¥

’
P
s 4 : - '-v-t

el Y

X
K
[ 4

P

rereerpprr’y
-

”~

B ol ol o o

g Al aa et o al o
&

-
p PR T

L

A

PATENTED

The GENUINE
Fusillo

“If we have been able
to make this die, con-
sidered an Impos-
sibility, how good
can we make your
Common Dies

)

MARIO TANZI & BROS., Inc.

348 COMMERCIAL STREET
BOSTON, MASS.
U.5.A.

NEW YORK BRANCH: 1274—78th Street, Brooklyn, N. Y.

S ———

CREATOR AND MAKER OF FINE DIES
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Patents and Trade Marks |

A monthly review of patents grant-
ed on macaroni machinery, of applica-
tions for and registrations of trade
marks applying to macaroni products.
In December 1929 the following were
reported by the U. S, I"atent Office:

Patents granted—None,

TRADE MARKS REGISTERED

The trade marks affecting macaroni
products or raw materials registered
were as follows:

I&A

The private brand trade mark of
Vincent C. Naso doing business as
Italian & American Cash & Carry Gro-
cery & Meat Market, Cleveland, O,
was registered for use on canned spa-
ghetti and macaroni in its various
forms; also canned coffee and bottled
olive oil. Application was filed July 3,
1929, published by the patent office
Sept. 24, 1929 and in The Macaroni
Journal Oct. 15, 1929, Owner claims
use since Jan., 25, 1929, The trade
mark is a large heart on which is writ-
ten the title “T & A" in large white
letters.

Parma

The private brond trade mark of
Parma Importing company, St. Louis,
Mo., was registered for use on maca-
roni products. Application was filed
April 15, 1929, published by the patent
office Oct. 1, 1929 and in the Nov. 15,
1929 issue of The Macaroni Journal,
Owner claims use since April 1, 1929,
The trade mark is the trade name in
heavy type.

TRADE MARKS REGISTERED
WITHOU'T OPPOSITION
3 Minute Macaroni

The trade mark of Bayard S, Scot-
land doing business as The 3 Minute
Macaroni Co,, Joliet, 1., for use on
alimentary  paste  products—namely
macaroni, was registered without op-
position.  Application was filed Oct,
12, 1928 and published by the patent
office Dec. 17, 1929. Owner claims
use since Oct. 4, 1928, The trade
mark is written in heavy black type.
TRADE MARKS APPLIED FOR

Nine applications for registration of
macaroni trade marks were made in
December 1929 and published in the
Patent Office Gazette to permit objec-
tions thereto within 30 days of publi-
cation, ,

Kufferle

The private brand trade mark of
Wilhelmsdorfer  Malzprodukten-Und
Chokoladen-Fabrik Von, Jos, Kufferle
& Co., Aktiengesellschaft, Vienna,

Austria, for use on alimentary pastes
and other groceries. Application was
filed July 28, 1928 and published Dec.
3, 1929, Owner claims use since
March 1923. The trade mark is the
trade name in longhand writing.
Blue & White
The private brand trade mark of
Red & White Corp., Buffalo, N. Y, for
use on macaroni, spaghetti, egg noo-
dles, and other groceries. Application
was filed June 27, 1929 and published
Dec., 3, 1929, Owner claims use since
Aug. 27,1928, The trade mark is writ-
ten in heavy type.
Bellini
The trade mark of Maravigna North
Street Macaroni Co. doing business as
Maravigna Macaroni  Co.,, Boston,
Mass,, for use on macaroni. Applica-
tion was filed Sept. 21, 1929 and pub-
lished Dec. 3, 1929, Owner claims use
since Aug. 5, 1929. The trade mark is
written in black type on a ribbon to
the right of which is a picture of Vin-
cenzo Bellini,
Mrs. Rapp's
The private brand trade mark of
The Cleveland Pretzel & Potato Chip
company, Cleveland, O., for use on
egg noodles. Application was filed
Oct. 21, 1929 and published Dec. 10,
1929, Owner claims use since July 1,
1925, The trade mark consists of the
trade name in black letters,
American House
The private brand trade mark of
American Grocery company, Hoboken,
N. J., for use on alimentary paste prod-
ucts and other groceries. Application
was filed April 9, 1929 and published
Dec. 17, 1929, Owner claims use since
May 1924, The trade mark is the
name in large white letters written
within an oval,
Elka
The trade mark of Elka Noodle
Corp., Maspeth, N. Y., for use on egg
noodles and other egg products. Ap-
plication was filed July 13, 1929 and
published Dec. 17, 1929. Owner claims
use since March 22, 1925, The trade
mark is written in heavy type.
Unita
The private brand trade mark of
United Importers, Inc., Providence,
R. 1., for use on macaroni and other
food products. Application was filed
July 25, 1929 and published Dec. 17,
1929. Owner claims use since January
1925. The trade name is written in
heavy type above a picture of a lady
and a lion resting on a river bank.
Baby
The trade mark of The John B.
Canepa company, Chicago, Ill., for use

on alimentary paste goods. Applica.
tion was filed March 25, 1929 and
lished Dec. 31, 1929. Owner cluims
use since March 20, 1929, The trage
name is written in heavy type.
Angela Mia

The trade mark of Lincoln Macaron
Mig. company, Brooklyn, N, Y. for
use on macaroni. Application was filed
Nov. 4, 1929 and published D, 