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Duty Cails

Macaroni and Noodle Manufacturers in America
an best contribute to better business in their
industry by conferring openly and wholeheartedly
with their fellow businessmen, studying existing
conditions and agreeing on remedial actions. |

The opportunity to do this is splendidly provided
by the Twenty-seventh Annnal Conlerence of the
Industry to be held June 24-26, 1930 in the
" General Brock Hotel, Niagara Falls, Canada.

To this conference every manufacturer in the
country is cordially invited and the cooperation
of all will be welcomed and appreciated.

Now is the time to act. Be quick. Next year
may be too late for many. Duty summons,---

answer the call.
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““More Practical and Profitable Merchandising”
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SESSIONS

Monday—June 23, 1930 at 7:00 P. M.

SPECIAL
Fina' Business Session

1929-1930 Board of Directors

TUESDAY—]JUNE 24, 1930 (BALL-ROOM)
Morming 8:30 to 12:00
8:30 2. m. Registration of Members and Guests.

) 10:00a. m. Call to Order—President Frank J. Tharin-
ger, presiding.

Opening Ceremonics.
Officers’ Reports:

a—President’s Annual Message—Frank J.
Tharinger.

b—Seecretary-Treasurer—M. J. Donna

c—\Washington Representative — B, R,
Jacobs.

Committee Reports:
a—Costs—G. G. Hoskins, Chairman

b—Membership—A. lrving Grass, Chair-
man.

c—Legislation—Frank L. Zerega, Chair-
man.

Discussion and Disposition.

Appointment of Convention Committees.

12:00 noon Luncheon Recess.

Afternoon 1:30 to 4:30

1:30 p.m. Call to Order—President Frank ]. Tharin-
ger, presiding.

TOPIC—"Safety Plans and Compensation
Rates.”

a—Report—David Cowan, chairman Com-
pensation Insurance Committee.

b—Address, “Safety Requirements for
Macaroni Plants™
by Wm. F. Jordan, Supervising In-
spector, New York State Department
of Labor.

TOPIC—"Improved Raw Materials.”

a—Address, “Improving Macaroni
Wheats” by Mr. H. R. Sumner, Execu-
tive-Secretary of Northwest Crop Im-
provement Association.

b—Addresses—"The Miller’s Responsilil-
itv,” by Representatives of Leading
Durum Mills.

Discussion and Disposition,
4:30 p. m. Adjournment.

Evening 8:00 to 9:30
8:00p.m. Call to Order, * Frank J. Tharinger,
president.

Mecting of Advisory Committee
P'residing Officer—John Ravarino, Chair-
man.

Mecting of Merchandising Committee
Presiding  Officer—Louis S, Vagnino,
Vice-Chairman.

Adjournment.

WEDNESDAY—JUNE 25, 1930 (BALL-ROOM)
Solid Session—9:30 a. m. to 2:00 p. m.
9:30a.m. Call to Order—DPreside: t Frank J. Tharin-

ger, presiding.

Reports of Convention Committees
a—Auditing
L—Publicity.

Reparts of Special Committees
Discussion and Disposition.

TOPIC—"0ur Macaroni Advertising Cam-

maign.”

Presiding Officer, Rohert B. Drown, chair-

man Doard of Advertising Truste=s.

a—Report—Robert B. Brown, Chairman
Macaroni Publicity Committee.

b—Report—G. G. Hoskins, Vice-Chairman
Fund-Raising Committee.

e—Address—“A Hundred Million Amer-
icans Await Your Macaroni Message,”
by Fred Millis, president Millis Ad-
vertising Company.

d—Address—"The Importance of Rei.ilpu
in Our Advertising Campaign,” by Miss
can K. Rich, Kecipe Counsclor of
National Association.

e—Introduction—W. C. Marsh, Merchan-
dising Manager, National Association.

f—Address—"Advertising and Selling,” by
Thomas \W. Beck, Editorial Director,
Crowell Publications.

Discussion and Disposition.

Executive Session—(Members Only)—
1:00 to 2:00 p. m.

1:00 . m. Call to Order—President Frank J. Thar-
inger, presiding.
a—Study of Constitution and By-laws
b—Election of Directors.
Adjournment.

THURSDAY—]JUNE 26, 193¢ (BALL-ROOM)
Executive Session—(Members Only)—
10:00 a. m. to Closing -
10:00a. m. Call to Order—President Frank J. Thar-
inger, presiding.
Reports of Convention Committees
a—Resolutions
h—Nominations.
Election of Officers.

TOPIC—"As Friend To Friend.”
(Oypen Discussion.)
a—How Best to Capitalize Macaroni Ad-
vertising Campaign,
b—Closer Cooperation in Trade Associa-
tion i9r Trade Betterment.
c—Trade Practices— Worthy Ones and
Others.
Reports of Special Committees.
Induction of 1930-1931 Officers.
Reports of Special Committees.
Announcements,
Final Adjournment.

Thursday—June 26, 1930—4:00 P. M.

SPECIAL
Organization Meeting

1930-1931 Board of Directors
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Will pledge all cheir resources to its fulfillment---
Will help shape the future destiny of their Industry---
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Entertainment
o~

TUESDAY—JUNE 24, 1930

11:00a.m. Field Trip and Tea (Guests of National
Association).
(Ladies and Children.)
a—Famous Rose Garden—Victoria Park.
b—Tea in Government Refectory.
c—Viewing Falls and Sight-secing.
d—Trip on “Maid of the Mist.”

Viewing Illuminated Falls.

s 8

WEDNESDAY—]JUNE 25, 1930
2:30p.m. Famous Gorge Ride (Guests of National
Association).
Cars at Canadian end of Falls View
Bridge.

Optional for Golfers
Tournament Golf—Lookout Point Country
Club, 18-hole Course.

7:30p.m. Annual Dinner Dance (Guests of National
Association).
Grand Ball. Room, The General Brock
Hotel.

Toastmaster—President Frank J. Thar-
inger.

Speaker—Hon. W. W. Kincaid, President
The Spirella Company. Subject—"The
Trade Association’s Opportunity.”

Speaker—Hon. Charles Milton Newcomb.
Subject—"The Psychology of Laughter.”
Music—Fenwick’s Seven Serenaders.

Three Musketeers
Entertainers { Rupple Sisters
Venetian Trio

Dancing

General Information
N,

Headguarters—THE  GENERAL BROCK HOTEL,
Niagara Falls, Canada.

Time—All Sessions and Activities on DAYLIGHT
SAVING TIME.

Registration (Fee $10.00).
All Members and Guests should register with the
Secretary immediately on arrival to obtain—

1—Identification Badge.

2—Tickets:
Banquet
Entertainment
Ladies’ Tea
“Maid of the Mist™ Trip
Famous Gorge Ride
3—Privileges of the Convention.

4—Golfing Privileges.

Banquet Tickets—
Additional Banquet and Entertainment Tickets may
be prrchased from the Secretary for $3.50 each.
(Onc free ticket to all who register.)

WELCOME

To Open Sessions—
All Manufacturers of Macaroni Products and Al-
lied Tradesmen interested in improving the Mac-
aroni and Noodle Manufacturing Industry.

To Executive Sessions—
All Regular Members and Those Wishing to Join.

To Entertainment—
All who register for the convention, their Ladies,
Children and Guests.

Official Program

~

27th ANNUAL CONVENTION

National Macaroni
Manufacturers Association

The General Brock Hotel
Niagara Falls, Canada

June 24, 25 aad 26, 1930

G. La Marea (1931)

1929-1930 OFFICERS AND DIRECTORS

Frank J. Tharinger (1930) President
Tharinger Macaroni Co.,, Milwaukee

G. Guerrisi (1930) Vice President
Keystone Macaroni Mfg. Co, Lebanon

Henry Mueller, Advisory Officer
C. F. Mueller Co., Jersey City

M. J. Donna, Secretary-Treasurer
Braidwood

B. R. Jacobs, Washington Representative
Washington

Frank L. Zerega (1930) Wm. Culman (1932)

A. Zerega's Sons, Inc, Atlantic Macaroni Co.,
Brooklyn Long Island Gity

C. B. Schmidt (1931)
Prince Mac. Mfg. Co,, Crescent Mac. & Cracker Co.,
Boston Davenport

G. G. Hoskins (1932) Frank S. Bonno (1931)

Foulds Milling Co., National Macaroni Co.,
Libertyville Dallas
John Ravarino (1932)

Mound Gity Macaroni Co.,
St. Louis




THE MACARONI JOURNAL

Why Not Now ?

- i
GOLID MEDAL ¢ FACTORY-TESTED
S. EM OilNA, milled from the finest
quality amber durum wheat, gives:--

1—EBright and uniform amber color
2—Maximum strength
J—Rich and full filavor

WASHRURN CROSBY Co.. IN

Minneapolis, Minnesota

June 15, 19y
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It is often said, but perhaps with some degree of error,
dthat monufacturers of macaroni products in this country
e, 15 a whole, experts in production but somewhat ines-
ert in selling.  Certainly there are some exceptions and

hey make up the few outstanding successes in the business,

I it be true that the majority still bungle the selling or
[istribution of their products, then there remains a gigantic
sk 1o perform,—"“Teaching  American Manufacturers
P lore Practical and Profitable Methods of Merchamlising.”
FHappily that is the timely theme selected for this yuar's
Binternational conference of the Macaroni Industry at Niag-
Bara Falls, Canada, June 24, 25 and 20, Fortunate will he
ghose who attend and participate in this convocation,

i Macaroni Products as usually produced in the plants of

glhis country are equal in quality to those produced any-

3here else in the world.  Why should not this be so? We
giherited the business at the very peak of its development
i the old world, employed experts and built on that foun-
ghtion. In addition, do we not have the very hest of raw
Platerials, grown and milled in abundance here? Do owe
thave at our command the most skilled, the best trained
#nd the highest paid experts who know every angle of the
Efanuiacturing process? Is not the industry through its
Hational Association ever encouraging and supporting re-
arch into new and improved methods of production, the
#hention of more dependable machines and the culture of
ter macaroni wheats?

8 Granting that all of these things are true, why have we
MWL, as an industry, progressed as rapidly in distribution?
ach plant proprietor will probably have his favorite rea-
g but to the unprejudiced observer it would seem to e
Mt we have just failed to keep up with rapidly changing
Sndinons.  This is particularly true of distribution,—the

e through which the finished product reaches the con-
8l

N0 cther continent has shown so consistent an increase
8 1o nlation nor such improvements in living as has
Wrth \merica. People come here from every country on
& il e, Each group or nationality brings customs and
M8y i bits, for instance, that are peculiar to the mother
Pt but obeying theiv inherent inclination to im

¢ oon adopt our ways,—eat, dress and live as Ameri-
15,

ate,

eiore the war- the macaroni business was more local-
8l both as to production and distribution, Plants were
lly crected in citjes or sections convenient to special-
il markets, Only a limited amount of sales effort was
led 1) dispose of their limited production.  Their output
marketed in bulk or in very ordinary, unattractive
s, Macaroni was considered the ool of certain
*¢S or mationalities and little or no thought was given to

i

Profitable Merchandising

The war shut off foreign made macaroni praducts that
predominited many of our most lucrative markets, T sup-
ply the demand local plants expanded, new ones were built.
Despite the wheat restriction during the contlict of nations,
production increased rapidly in America until by 1920 we
were face 1 face with an unexpeeted, unhealthy condition,

-almost unlimited production facilities and a restricted,
unfavorable market. In common with other lines of husi-
ness, this industry suffered a serious setback in that near-
panic year.  We are still suffering from a badly over
vapacitized industry, ’

Tmproved methods of transportiation have probably had
the greatest effect on all lines of business.  eople 1ow
travel much more extensively, meet more and different
classes of people and learn their b bits.  Americans crave
variety, particularly in foods, They just “love” Ttalian ipa-
ghetti, French saluls, Switzerland's cheeses, Chinese chop
suey, Lnglish tea, ete. Here is a susceptible people, await-
ing only o suggestion,  How can we best perform this lintle
task ?

The macaroni industry has chosen to go “the als ertising
route.”  \ four-year campaign of publicity is heing pre-
rared to tell the people of this country the real merits of
our foad. That it will increase consumption of macaroni
products none will deny.  But will jt bring additional
profits to the industry *  Not unless there be some radical
changes in the selling practices about which we have heard
so-much of late and about which there seems to e a pen-
eral, well founded complaint,

The Natiomal Macaroni Manufacturers Association is
rightiully prowd of its part in bringing about the publicity
campaign soon o be put to work. Upon it now rests the
added responsibility for its success, and to make it success
ful it must be made profitable. Tt is now ready o help
individual manufacturers o work along lines of sales anl
distribution that will build up repeat business on a profit.
paying basis. That is why it has selected so appropriate
a theme for discussion at the convention this month. Only
one more thing is absolutely essential,— the presence of the
higrgest representative wathering of the trade, aml we cin-
noturge oo strongly that every macaroni and noodle man
ufacturer in the conntry make every effort to attend and
to partake of the tmely advice, the studied supggestions
and the approved means that are to he offered by trained
speakers amd successiul leaders in their respective lines of

husiness.

MANUFACTURERS WILL FIND I'T BOTH I'L.I% 5-
ANT AND PROFITABLE TO NTTEND THE 1930
CONFERENCE OF THE MACARONI MANUFAC-
TURING INDUSTRY IN THE GENERAL BROCK
HOTEL, NINGARA FALLS, CANADA, JUNE 24.23
AND 26, 1930.

INg it popular among others.
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. SWELCOME!?"

Above the roar of the mighty Niagara, the National Maca-
romi Manufacturers Association shouts a joyous welcome to
every macaroni and noodle manufacturer in the world as well
as 1o all the allies, ready and willing to act as the host to the
higgest and hest gathering of the leaders of the Macaroni In-
dustry on the American continent on the occasion of its 27th
annual convention to be held in The General Breck Hotel,
Niagara Falls, Canada, June 24, 25, and 26, 193C.

! “MORE  PRACTICAL AND PROFITABLE MER-

CHANDISING" is the timely and appropriate thee for the

conference of the greatest significance to the trade. Around

this theme the convention committee has woven a program

d replete witl: associated subjects 1o Lie handled by men of wide
experience in this and other fields of husiness.

Al in the trade are hopefully awaiting a decided improve-
ment in husiness.  Conditions have not been favorable but the
turn has been made.  The most rapid recovery will he made
by those ready, willing and capable of taking immediate ad-
vantage of the new opportunitics. To prepare the progressive

' clement in the industry for this next step will be the prime

purpose of this most far-reaching conference.  That is why
the attendance at Niagara Falls this year should break all

records.

SPECIAL LOW-FARE EXCURSIONS. Several rail-
roads in the middle west have announced special excursion
rates to Niagara Falls starting May 15 and lasting throughout
the summer months,  Inquire of your local railroad agent for
Round Trip Summer Tourist Tickets. An idea of the saving
is pained from the following: The regular fare, first class,
Chicago to Niagara Falls, Ontario is S1806. A round trip
Summer Excursion ticket over the Grand Trunk can be bought
for only $20.50—a saving of $6.62. Over the New York
Central the summer excursicr rate of $30.10 for the round trip
will prevail, a savings of a. amount sufficient to pay for a
day's room rent in the hotel. Arrangements are being made
for special pullman and Huffet car over Delaware, Lackawanna
& Western K. R, to 5 ommaodate delegates from the N. Y.
Metropolitan District.  The Round Trip rare is $23.66.

AUTOMOBILISTS will find the route 1o Niagara FFalls
; very interesting and the scenery in that section very beauti-
ful. The hotel hoasts of ample garage facilities.  Just a word
of caution.—Dbe sure that you bring along with you your state
license or identification card to prove ownership of car, which
must be done before you are permittad to pass the border.

HOTEL RESERVATIONS should be made early and di-
rectly with the hotel management. The General Brock is one
of the newest hostleries in Canadaand prepared o take care
of your every comfort, To he sure of a room for the entire
convention, write now stating accommaodations wanted, Room
rates inerease in relation to their location—the higher floor

heing slightly more costly.

REGISTRATION.  Immediately on arrival all Macaroni
men and Allied representatives should register with the Sec-
retary, paying the usual registration fee for which they will
yecvive the privileges of the convention, identification badges,
tickets for banquet, rides and all entertainments, Free tickets
will be supplied for the wives and families of all registrants
for the Gorge Trip, the Ladies Tea and trip on The Maid of
the Mist. Extra tickets for the banquet, however, must be
purchased for them at actual cost. Dancing and entertainment

J free.

o

LADIES AND CHILDREN. Nowhere can the ladies and
children enjoy themselves more and at less expense than iy
this wonderful electrical city, Bring them along; turn then
lot.se and they'll neves “orget the treat you will thus give thom,
nor the sights they will see and enjoy.

A BUSINESS PROGRAM deals exclusively with “im.
proved Raw Materials” for “Retter Products’ for “Increased
Production and Profits,” and ways and means for bringing
about these ideals. Among the high spots of the 1930 con- B
vention program are: S

Safety Campaign vs. Insurance Rates

Compensation Insurance rates covering employes in maca- B
roni and noodle plants are abmormally high and in some cases
uniair.  What can we do about it?  Hear the recommends
tions of Mr. David Cowan of A. Goodman & Sons, New York
city, chairman of ihe Compensation Insurance Committee. He
will tell you plainly, how and why.

Accident Prevention,—a Solemn Duty

Too often the daily press carries the sorrowful news tha
some employe in our plants lost his life, his arm or his eye in
an accident that might have been entirely avoided had the pro-
prictor taken due care or the employee used a little caution
What can a manufacturere do to lower accident losses?  Mr,
Wm. F. Jordan, supervising inspector, New York State De
partment of Labor, a safety expert, will point out some cag
and economical ways of reducing accidents and probably clin:
inating them entirely.  He has a message that is well wort
hearing and may mean the saving of thousands of dollars =
addition o life and limbs, not overlooking the good name
the employer and the reputation of the industry

cumlll'_\'?

June 15, 1930

Representatives of the leading durum mills in the northwest
will deal with the practical side of the problem, in telling of

B The Miller's Responsibility,” Among the questions they will

attempt to answer for the enlightenment of the macaroni man-
ur;lfmrc.rs are,—(1) Is there a sufficient quantity of high prade
macaroni wheat for macaroni purposes grown :l‘llllll-‘lu\' in this
(2) Are there oo many grades of .-t:umlinu"'
(30 Is its quality being improved?  (4) Why quote .-‘.mmlin;;

% on the basis of & pound instead of the old barrel price?  lere

is « topic of special interest to all manufacturers on which

,I there should be some lively discussion.

Our Advertising Campaign

Now that a 4 year maci-
roni sulvertising campaign s
assured hecause of the gener-
osity and  Toresightedness of
fu-.'nrl_\' one hundred progress-
ve manufacturers, interest is
keen on what has heen done
and what will be done.  Mr.
Robert B, Brown, chairman
of the Board of Advertising
Trustees, will be only o glad
to tell the story to the great-
est possible number.  1is will
be the most important com-
mittee  report made at this
conference aml will be hear
Robert B, Brown the morning of the second ul:lr\'i.

What is Our Advertising Appropriation?

Fund raising is perhaps one

THE MACARONI JOURNAL

Better Macaroni Wheato

H. R. Sumner

to the growers of the best wheat each year,

There must be a way of improving our raw materials i i
quality of our products is to be maintained on the high st
ard demanded by manufacturer and consumer, Let's listen
the advice of Mr. H. R. Sumner, exccutive secretary of ‘8
Northwest Crop Improvement association, !
and will tell us what is being done and what should be dox’
insure a constant supply of the best wheat possible.

ol of the most difficult tasks in
assuciation work. Only a man
§who has always been generous
in giving can expect to pet
subscriptions.  This man and
his able committee has ob-
tained pledges totaling nearly
#S1. 00,000 in less than four
months.  He has an interest-
ging story 1o tell you. Come!
“BListen to it and become as
vithused over the activity as

Macaroni  whe
is becoming lals
mixed with ord-}
nary spring whe
with the result the
a good hard whe
with  the  proje
gluten and prowez
S0 1ECessan
macaroni mak:

yearly 'llnlt is Mr. (5. G, Hoskins, director
S N i H

scarce r. _ o MEgol the National Macaroni
tional  assocal Manufacturers association

has endeavored VB&nd vice chairman of the fund

many years fraising committee.
= o the ane g
;‘::n::‘ I::"‘l“‘-“"" : ln‘:‘ll\[“:‘."c.'llf Il‘llr.' m:ic:lrnui‘ ml\'crli.s"ing c:m‘qmigu will e the
il g I.t: ;.Slt‘l recipes fur1“mn;.: the Energy Trio Foods. This
quality of el K‘;‘{F.lt‘l Hlllk'.r the direct, personal ;s'u|wr\-i.-'.iun of Miss
it by carciB8She niI.[ ltli. rcclln-mmuusclt|r n'n!' the .\;!.linuul Association
seed selection. SRR il l-'flt:Ljupl to ' Tell the .\\ hy and Show Them How™
even offered il | % fer plans for attracting the housewives of America
# e obtained from hearing her discussion of the subject,
{RIL'- Importance of Recipes in Our Advertising Campaign
“’.’ll::iliuu{v‘lll;c} f:ll'lllls .III.'II are u:untrihuling o llw' .'uln-rli.-ai.nu
0 11 natul- "'-1‘ 1:1\.'111;; their first experience with publicity
e frun,“i' h::j-. may he at a loss as to just how Im:-.l 10
[ t '|ls. Iﬂll'l\‘li}': To assist .Ihcln i .\h‘rch::n_cllsilm
B mnkin.rs een appointed wh.u avill -L'uneil:ulll_\‘ 1“.- in the
8 o, 4 I)fl’smm.l calls, offering :ulv:_w and making sug-
18 of a beneficial nature.  Meet this man,—Me, V. C.

7 G. Hoskins

He knows wb

7

.I\]I;u'aI) who will he intraduced o the trade at this convention
! vwill travel extensively, e seen and heard often aml hecome
llll..' uu_u-.'u'i mian between contribute, s and the Board of My
tising Trustees. .
We Have It. How Spend It?

Hard as o s 1o
colleet a
amount Tor conprer

large
ative  advertising.
spending it juli-
ciously is an equal
Iv  ticklish  task.
“A Hundred Ml
lion  Americans
Await Our Maca-
roni Message™ aml
Mr. Fred Millis,
president  of  the
Millis - Advertising
company,  will e
late an interesting
story of just how
this best should e
done. This is the
Industry's fund. I
is to be used solely
X or LR H .
ment of the e in a general ||||rusl|iu'lwll ur-.'n'1Iu\'m:d-:l:":;|
Kknow how, ad g the knowledge first hamd \ e
Mr. Millis on Jure 257 .

Fred Millis

Why ot hean

‘ Converting Advertising Into Dollars

Advertising is one thing and Selling is another.  Just e
catse. your product is advertised, the extra orders w i‘Il ‘
come rolling in unless you properly prepare the \;"n' \"' ”
must put om siles effort closely liwI:up with the v.'nn.p‘.'u.iun "

.ll!'. l.hnm:u.\\’. Beek, Editarial Director of the L.l'll;\l'll
Publications, will outline a follow-through campaign that will
l‘llil‘r'l: all manufacturers o fully capitalize lhih‘ |1:ali-»t;'ni \“ II
vertising venture,  His message alone will e \\.'urlln ”“" ti':l:|-
and expense of attending the 1930 convention, l

A_ppraising Trades Associztions’ Values

t-hlnl as b may seem in this advanced era of conrdinated
|lllsll-|t'ah. there are still many in the macaroni imlustry \\||1' !
not fully appreciate o o
the need and value
of trde organiza-
tions, i1 judged by
the hali-hearted
stpport aceorded
s activities i
some quarters. M
Wo WO Kineaid
president af - “The
Spirella Company
with hranches in 3
countries, has had
some viduable, a¢
tual Hee
with ruilids
or associtions i
this country, Can-
adi and England.
He has an interest-
iny thint
every  macron

l',\|ll
trade

essipe

) W. W, Kincaid
(Continued on Page 41)




MILESTONE IS PASSED---Boardfivertising Trustees Announces Advertising Schedule

The National Advertising progra
for Macaroni Products is on its way.
At a meeting held May 16 in the
Palmer llouse, Chicago, the Board of
Advertising Trustees completed plans
and arrangercents for the first year's
advertising of the four year program.

This marks an important milestone
in the progress of the industry. With-
in the short space of just a few months
this hitherto badly scattered industry
has been solidified into a cooperative,
progressive group, eager to make it
possible for macaroni products to hold
their own in competition with other
food products. The cloak of conserva-
tism has been definitely cast aside.

In drawing up the first year's
schedule, the Board was confronted
with the problem of selecting the
media which would best reach the
American public—in view of the funds
available. In this connection all dif-
ferent methods of approach were con-
sidered, including posters, radio, street
car card advertising and newspaper
advertising. While all of these are
proven sources of getting before the
public, the Board decided that none
offered the same opportunity for the
amount of money to be spent that
magazine advertising did. Therefore
it was decided that for the first year,
at least, the national advertising effort
would be confined to the use of mag-
azine space.

In this connection the DBoard de-
cided to utilize publications appealing
especially to women.  As a result, 6
such magazines make up the schedule
for the first year's advertising. This
was done because it is the woman who
is the family “supply officer” and thus
it is the woman who must be appealed
to in putting across any food product.

However, this schedule will be sup-
plemented by advertising to be run in
various trade papers in the grocer and
food distributor field.  This will not
only build up good will macaroni
products among the memb this
field but will serve to make a.  cers
better acquainted with them, inspire
confidence.

Arrangements have been made by
the Board of Advertising Trustees
whereby every subscriber to the cam-
paign will reccive checking copies of
all magazines containing advertise-
ments placed in the Program direct
from the publishers. This will enable

promotion of the products of the indus-
try. This will also be of value in help-
ing the subscriber with his own adver-
tising—for of course, it is expected that
every subscriber will tie up with the
national advertising with his indi-
vidual message. This service will be-
gin about the middle of September,
with October dated issues.

The first year's advertising, as has
been explained many times before, will
seck to remedy the existing situation
of lack of knowledge on the part of
the average American home manager
in preparing macaroni products. Most
of them know only two, at most,

pearing in the October numbers of §
each of the £ix publications to be used
on the general schedule, will announce
the contest to all the wemrh of the
country, urging them to iy Ivi one of
the 354 awards to be ciigred in thi

contest. ;
Prizes will be offered for the bey

andising director to act as a contact
.0 hetween the Association and all
Qbscribers to the program. He will
 the official field representative, call-
b on subscribers and helping wher-
hr he can in evolving workable mer-
andising ideas, His ideas will be
Wished monthly in the Macaroni

recipes using cither of the three prod- B& . rnal, for the further aid of all sub-

ucts of the industry, macaroni, spa-
ghetti, or egg noodles. In otaer words
there will be three distinct groups
prizes of 118 each, with awards total

gribers.  Another of his duties will

to keep in touch with the leading
@etitic authorities of the country in
e interests of the macaroni industry

ing $5,000. fihd macaroni  products. Almost a

The complete list of prizes it a
follows:

For Macaroni  For Spaghetti  For Egg Noodles §
Recipes Recipes Recipes
15t Prize .occscansmissssssssss $500.00 $£00.00 $500.00
2nd Prize ... —LI XL 250.00 250.00
3rd Prize .occmmmssssessens 100.00 100.00 100.00
dth Prize€ e 50.00 50.00 50,00
2500 each 25.00 each 25.00 each

Sth to 14th Prizes... =
104 Honorary Awards......

5.00 cach

5.00 cach 5.00 cach

methods of preparing these products,
and for this reason do not use the
products as often as they might other-
wise. Throughout the year the adver-
tising will feature recipes used by the
country’s most famous chefs which
will introduce many new ways of us-
ing macaroni products in tasteful and
tempting dishes. The method of at-
tack, in other words, will be through
the appetite, the most vulnerable spot
of all.

A cook book, to be known as the
Energy Trio Cook Book, is being pre-
pared by a nationally famous authority
on household science, Miss Jean K.
Rich. Miss Rich was formerly recipe
counselor for the Royal Baking Pow-
der company and the American Bak-
ers association. Each recipe used will
be tested and retested by Miss Rich

before it is included in the book, in,

order that there will be no question of
its accuracy. This book, with its 164
tested recipes, will help to introduce
new and delicious ways of preparing
macaroni products for use and will
thus stimulate the demand for these
preducts, The cook book will be pre-
pared 1n the most attractive fashion
so that every woman will want one.
One of the features of the first year's
advertising as outlined by the Board
of Advertising Trustees will be the
Recipe Contest which will be opened

every subscriber to become thoroughly with the start of the campaign. The
familiar with what is being done in the first advertisement of the program, ap-

Judges of national reputation have
been selected, whose names will add

considerable prestige to the contest§

Those selecied by the Board are
Sarah Field Splint, Director Food De
partment, McCall's Magazine, and
Miss Jean K. Rich, recipe director an
author of the Energy Trio Cook Bock
The third judge will be a famous chd
of one of the largest metropolita
hotels in the country, long known i
his appetite-pleasing dishes.
Information will be released on thi
event to women's magazines and news
papers all over the country and will 1¢
maintained throughout the contet
This contest is aimed primarily to

tract attention to macaroni produdti$
and to the macaroni industry; to kg

ting more and more women to u¥
these prodacts. The valuable pris

periment with the products in ni¢
to submit recipes of their own. I
this, the use of macaroni product- wi
be greatly increased. In addition. 1he?
will be introduced to many peopl wh
have been unfamiliar with their o
ness and real quality. This will s™

the advertising off to a flying ~trg

The first advertisement of the prosr®
will announce all the details of t

contest, calling aitention to the Er G

offered will induce many women 1 eV B8

Bndred applicants have been consid-
el, but the field has been reduced to
g, from which fina! selection will be
d:de. This will be done immediateiy
that a man can be put in the field
the time of the Convention.
8 The schedule for the first year has
en drawn up by the Board with the
catest care, It has been made to
et all the problems with which the
ustry has been confronted in the
gomotion of its products. It is espe-
BBlly aimed to make a strong appeal
f the housewives and home managers
the country. For this reason, mag-
flinc advertising will be confined to
Bomen's publications because it is here
fillat food products must be sold for it
he women of the family who do the
iving of foodstuffs for family con-
mption.  Once  macaroni  products
e been effectively sold to the
bmen of the country their position
@ong other food produc.. will be as-
fied. Trade paper advertising will
e as a complementary force in
pnding out the program.
B he entire schedule, as drawn up by
8 lloard of Advertising Trustees, and
B the lvertisements to be used will
formually presented at the annual
gnvention of the Association at Niag-
Falls, to be held June 25-26.
fhe coneral advertising schedule is
roduced below :

fics' 1lome Journal

: Circulation
1ober 1 page 2,50'.(m
. ovemlier L Z.S(Dl .0(”
- i djru;”‘l\- s 2,561,000
b ar.(h % 2,561,000
: pril . 2,561,000
# m.- " 2,561,000
@man’s Home Companion

tober y‘ page 2,530,([}(]

ergy Trio Cook Book as an aul “Ellovember 2530000
prospective contestants. cember 154 2‘“0' )

The Board of Advertising Trusteig8larch % ;mgf: 2‘;;,0'([)3(0
also decided to engage a capable m¢ iy 1 page 2';3;,0'(“!

S o

_f

McCall's
Octolwr L. page
November &
February 1 page
April Ly page
Good Housckeeping
October 4 page
November 1 page
December 45 page
February 25 page
March I page
April Y3 page
Pictorial Review
October 1 prage
December Ve page
May Vo page
Better Homes & Gardens
October 3 page
December =
March
May

2404000
2 404,000
204,000
204,000

1,799,000
1,799,000
1,799,000
1,799,000
1,700,000
1,799,000

000
(NN
(00

3,

1,207 000
1,207 000
1,207,000
1,207 000

TOTAL CIRCULATION....13,020,000

Trade-Paper Schedule

Chain Store Manager

September I page
January "
April

National Grocers Bulletin

Octuber 1 page
I*ehruary i
May

International Grocer
September 1 page
November
February

Facts & Figures
September 1 page
November &
February

PProgressive Groo ¢
September I page
October *

National Retail Groeer
October 1 page
March '
May

Cirogeries
October 1 page
January =
April

TOTAL CIRCULATION ..

Virculation

28,000
28,000
28,000

25,704
25704

25,7+

Not given
Not given
Not given

70,063
70003

187
18,007
1R O07

10N
10,0060
10,60

0,984

Still another feature of service will be
provided for subscribers to the Pro-
gram. Considerably in advance of the
formal opening of the campaign o
October, all subscribing manufacturers
will be provided with handsomely pre-
pared advertising portiolios. Each manu-

acturer will receive a sufficient supply
for all his salesmen to use in shm\'in.g
and telling customers and prospeets just
what this Program witl do for them.

The portiolios will contain reprints of
all the advertisements to be used during
the vear, exactly as they will appear in
the magazines.  There will be eighteen
advertisements in all, six of which will
be full pages in colors showing the
tempting dishes which will be featured.
The other twelve will be of less than
page size in black and white, supplement-
ing the other magazines.  This service
should prove of inestimable value to the
subseriber in lining up his customers,
The portfolios will show concretely just
what the Program is going to dl;. amd
will thus enlist the cooperation of gro-
cers everywhere because they are will-
mg to back anything so sure of making
profits for them.

The exact number of these portfolios
which cach subscriber is to receive will
he determined by the amount of his sub-
seription.  Others may be had at cost,

All expenditures from the Advertising
Fund will be closely checked by Asso-
ciaticin Auditors who will p.'lss. on all
vouchers before they can be paid. The
budget will be at all times kept up to
date, with every item strictly accounted
ror.

The budget for the first  fourteen
months of the campaign, beginning Mas
1, 1930, closing July 1, 1931, was adopted
by the Doard of Advertising Trustees
at the May 16 meeting.  The approved
budget is as follows:

Magazine Advertising

(oY 111 [ L RR— duisenasiion S202,0400.00)
Recipe Contest Costs.n. 06,2500
Ndvertising FPreparation .. 15,5001}
Fducational Department ... 7.353.00
Energy Trio Caok Book....... 7.500.00
\ssoctation Dues. . 330200
Merchandising Direetor— .

Salary and expenses. 1245400
“LEvery Momth” Bulletin—

Multigraphing aml mailing 35000
Advertising Portfolio and

Onther Tie-ups . s o300
Fulilicity oo e 130000

Trade paper advertising space 357000
Committee expenses —travel

and hotel costs only. . LIS0L00
Cest of monthly and semi-

annual audits o LIOAK
TOERE soins b0 9900

Woli & Company of Chicago and New
Vark have leen emploved to audit all

l'\|lt'lhﬁhll'r.~.
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The Presidential Roll

<utisfactory pilots. The industry g
tribute 1o these intrepid  guides g

Bundred nanufi turers inalmost every

oo me ontstanshing leaders has
<tate in the Unnen, aoned e Caoe i adse,

fallen the honen gl the duaty of Tead
e the Natonal Mavarone Manufi

turers soesewbation throngh 25 vears o

commanders whose  faithfulness

o i acelaimmng them all s st

hest manitested when times were nog

e

tryimg

conperatne cttorts aml tekay several

L}

WERE LOOKING l-‘(iln\"\lm 'I'(.J

o el % 2oE LA . 3 . P _" \ . h X
The - to0 B T SEEING YOULAT T CONY L
THOMAS H. TOOMEY Fha 3hi0d Eresident G. F. ARGETSINGER v A% T T S 7l b
VlItAseppp R Sons. Dosoklyn EDWARD DREISS Pkl PO G0 Trasheslar R T FIONCJUNE 200 OUR IEADOU AR
: e N JUNE 21 ADOUAR-

San Antonio Macaroni Factory, San Antonio A——

¥ RSN FLLBE PR LOR WIATTHE
CGENERYLBROCK 0T, I‘_I.'I-;l\hl-lr‘
DIROP N, Y RTRRING fn S1 \I:—:I\
UL OUR FRUENDS BY 1 118V
AND ENCHANGE -\ll‘.\\:"\-”\ \NYL
NG FROM S ENOT LS 1

FHELEPERARY DG EST POl

The Sixth President i ( NOURSTO ':”“\‘l\\“-
JAMES T. WILLIAMS ! .
7-1921

The Fourth President

1910-1916 o ;
C. F. MUELLER. JR. The Fifth I’r]e;-ldcm 191 ) ‘ X d \ j
C. F. Mueller Co., Jersey City WL AFQ'I"?iI;\JR[NGER The Creamette Co., Minnex : ] . it COV ”: INDER.

Tharinger Macaroni Co.. Milwaukee

The Seventh President The Eighth President
1922-1928

1921-1922 ) i
B. F. HUESTIS The Ninth p i 2
Huron Milling Co. Harbor Beach e Ninth ;md2 Present President " Ff—l}l;l{ﬁ:!?r P::'I:..I.LJIG‘I_.;I;:}I.ZCHV

1928-1930
FRANK ]. THARINGER
Tharinger Macaroni Co,, Milwaukee
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Washington Representative
Washington, D, C

| (Quality Containers Neutralize Abuse

. Rough usage during transportation, of which the above illustration is suggestive
is something that vou as a shipper must foresee and provide against when \.'u-u lm\'.\'mu:
ﬁbrclmr}rd shipping boxes.  You must buy boxes that have the strength, the hackbone
the resistance and the aggressiveness which enable them to deliver vour goods inl'u'l.
at destination—as your customer would want them delivered, You cannot '1.I].'urcl‘ n;
court trouble with a temperamental customer by shipping in poor quality h:m:w' that do
not stand up under abuse. T

If you use corrugated fibreboard boxes, our high cnshion corrugations will he

Brand Registration Laws---State
vs. Federal

You may think that the Federal
registration of your trade mark is
ample protection; that it insures you
against infringement; that no uther
person or firm can use your trade mark
anywhere, You think it is binding un-
der all circumstances in all parts of
the country. But all of this thought
is entirely out of line with thaopinions
of the U. S. judges, states President
L. M. Mida of Mida’s Trade Mark &
Patent Bureau.

Under the decision of the United
States Supreme Court (U. S. Litho-
graph Company vs. Griggs, Cooper &
Company) trade marks registered un-
der the Federal law in the United
States I'atent Office arc 'imited in pro-
tection only to ihterstate commerce in-
fringements.

Basic common law rights of priority
remain unaffected, but such rights
must seck remedy against infringers in

lower courts of equity. Such actions
at law carry much expense with little
or no effect of penalty.

On the other hand, state laws for the
protection of trade marks and contain-
ers carry severe penalties. Infringe-
ments are made subject to the criminal
code of the state and definite money
damages prescribed for each offense.

Correction of infringements without
litigation is often easily effected by
directing attention to the penal servi-
tudes of various periods up to 20 years
imprisonment and fines ranging from
$100 to $1000, according to the laws
of the several states.

State registration is not only essen-
tial to the fullest protection of the
trade mark owners and distributing
channels, but, most important, is the
security in the state where the trade
mark owner is situated.

Without local state registration there

found effective in neutralizing transportation abuses becan-e they run 30 to the foot with
3/16 of an inch between the heavy liners, giving a board L-lli]ll‘;’ uf p;'ucticulh' 1/4 inch
over all—an unusually strong, tough board, which meets every railroad I"L‘lllllir\‘lllt.‘lll
In f:}ct. yvou won't be able to find a stronger box for your 1llll'|N.I:‘~L'.‘i. .

is no remedy under Federal regs
tion against those who are doing b
ness wholly within a state,
As a necessary duty to our Feg8
registration clients, we have adii
the practice of registering the !
mark of the client in the state wig
the client is located. It is optional
the client to register in aldio
states,
Where we have previously regisf
under the Federal law the clie?
recommended to obtain, first, repg
tion in the state of location and
ond, registration in additional st
fortify presale rights and to pred :
territory where presale has not 1
curred.
Broad coverage as to specificat
goods is further advantage paintg
registration in the states so as
ticipate extensions in the use of
marks to related commodities.

These high corrugations have hecome extremely  popular
wherever our corrugated products are used in hundreds of our big-
gest industries because they are always dependable in protecting
shipments, incidentally reducing troubles with carriers and cus-
tomers, and demonstrating their lower hnal cost.

On a par with our corrugated quality, our solid fibre products
are extensively used and in demand by a Jarge pnmber of im-
portant industrial ficlds.

Give our fibrehoard containers a fair, square trial. You will
find that they are always dependable, high quality boxes, lowest
in cost in the long run, that stand up strong and aggressive in the
defence of yvour goods under punishing conditions in transit.
When you write, refer to Dept. 9 for quick service.

Safeguard your shipments by
uting qualily fibreboard boxes

CONTAINER CORPORATION OF AMERICA

Mid-West Box Company  Sefton Container Corporation
AR
(e

Register early for the 1930 Con
ence of the Macaroni Manufa
ing Industry, General Brock H¥
Niagara Falls, Canada.

Seven Mills = Fifteen Facturies
Capacity = 1300 Tons Per Day

General Offices = Conway Bldg.
111 W. Washington St., CHicaco

T e Tt SR B e T




Your Advertising Campaign

Your advertising campaign will soon
be on. Think o! it as your campaign,
because it is. Every advertisement
that will appear will be your advertise-
ment, advertising your product and
your industry. The success of the cam-
paign will reflect definitely on your
business.

Therefore it is distinctly up to you
to back your own campaign, for your
own good. The Board of Advertising
Trustees has prepared the first year's

.schedule, which is announced in this

issue, with the greatest care to meet
the problems which have long con-
fronted the industry. The schedule is
the result of a close scrutiny of every
situation, careful consideration of
every approach to the problem of pro-
motion,

As you will learn by consulting the
schedule of magazine advertising
printed elsewhere in this issue of the
Journal you will find that six of the
leading general magazines will be used
in telling the country about macaroui
products. In addition to this advertis-
ing, seven of the leading trade papers
in the food distribution field will be
utilized in building up the cooperation
and good will of the grocers of the
nation for macaroni products. These
schedules will show you how thorough
the covesage will be—that every logi-
cal avenue to public attention has been
included in aur plans,

However, ws thorough as the na-
tional effort will be, it cannot and
should not take the place of all effort
on your part. You must back up this
advertising with advertising of your
own, Thus only will the best results
be obtained. Your participation in this
campaign can be of inestimable value
to you, if you make the most of it.
And you can do this in various ways.
First of all, you can talk up the Pro-
gram of the industry to customers and
prospects.  Show just what it will do
for macaroni products and for the sale
of macaroni products. Show your cus-
tomers that it will mean increased
profits for them in the increased sale
of macaroni products. Nothing speaks
quite so eloquently to anyone as profits.
Be sure to make it clear to all your
customers that the activity of the in-
dustry in building up public demand
for macaroni can mean nothing else
but increased profits. Every contact
you make will give you opportunity to
do this propagandizing, which will ac-
crue very much to your benefit,

Then, advertise. The national cam-

paign will sell macaroni products in
general, It will be your job to secll
your own especial products. In this,
tic up as closely as possible with the
national advertising, in order to cash
in on the good will and interest stim-
ulated by the magazine advertise-
ments. This is essential. The Board
of Trustees have realized the necessity
of this and have made adequate pro-
vi ion for it. The merchandising man-
ager who will soon be placed in the
field will have as his chief duty helping
you with such problems, offering you
workable merchandising methods that
will help you put your products across.

My point in mentioning these things
is to disillusion any who may have the
idea that signing a subscription to the
industry’s publicity program is in it-
self a magic panacea for any dearth of
business that may exist in their own
business. Nor is it a painless substitu-
tion for individual effort on their part.
Far from it. The national advertising
placed by the Association will sell the
idea of macaroni products in a more
convincing and thorough manner than
ever attempted before. But it is the
spokesman for the entire industry—
you and all the rest of the manufac-
turers subscribing to the Fund. It
cannot, however, sell any particular
brand or make. That you must do.

It might be well to consider here
the nature of the national advertising,
just what it will do.

This advertising, first of all, is pur-
posed to correct the situation which
has existed so long among the home-
managers of America. The average
housewife has not used macaroni prod-
ucts a= much as she might otherwise
because she was unfamiliar with them,
because she knew but few ways of us-
ing them. The national advertising
will feature appetite tickling dishes us-
ing macaroni products as used by the
most famous chefs of the country, The
method of attack will be centered on
the human appetite, whirh at best is
a frail thing and wvasly persuaded,
when approached in tht sight manner,
And this advertising will make just
that approach. The advertisements as
they have been prepared will make the
mouth fairly water, so well has the
presentation been made. This cannot
help but create a great demand for
macaroni products—the fundamental
purpose of the entire campaign.

The Energy Trio Cook Book which
will be offered through the advertise-
ments and the Recipe Contest which

= adiin - e - oo

By R. B. Brown, Forlune-Zery,

Company, Chairman, Board of
Advertising Trusiees

will be announced at the ‘start of th
campaign will serve further to attray
the attention of women all over th
country to macaroni products, Tk
cook book is being most carefully pre

Bakers Association, and will be cey
rate. The book will be devoted e
tirely to recipes using macaroni proj
ucts, introducing many new ways ¢
using these products which are us
known to the vast majority of wome:

The Recipe Contest will also seny
in enlisting the interest of wome
everywhere in using our produc
Valuable prizes to the extent of S5
will assure this interest. Throughos
the whole campaign will run the dor|
nant purpose we have kept before u
Namely, familiarizing the public wit
the real goodness of the products.

I certainly do not want to sound|
negative note in this article. The N;
tional Advertising Campaign is witt
out doubt the greatest thing the indu|
try has ever attempted. TIts valuet
the industry is already assured. 1d&
however, want to warn all subscribe
that they must not rest on their ox
and relax all individual effort. Thez
tional advertising is intended to bred

the way for the efforts of each sutjl§

scriber, to make it easier for himy

gain the attention of those he secks tff

interest.

Therefore subscribers should pr

pare to put forth more effort than o
before,
The Association has prepared to r
der every aid to subscribers in helpi
them do this.

basis.
the complete schedule for the
year, together with reprints of vt
advertisement to be run. These ¥
be given just as they will appear?
the magazines, reproducing the attr
tive displays, the tempting dist
which will be featured. Your salesm

are to use them in showing customejg

and prospects just what the progr
is going to do in boosting the sale’
macaroni products — increasing
profits of the distributor who s«
them,

As we stand on the threshold of ¢
actual advertising campaign, we @
well feel proud, because we have ¥
complished something really big. '
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The time was never beucis

In this connection
would mention the Advertising I'ct}i§
folios which will be issued to each s
scribing manufacturer on a quif
These portfolios will contil

MACARONI
BOX
SHOOKS

From any grade or color of Southern Woods
you may prefer

Our timber holdings and 11 mills located in

Florida
Alabama
Mississippi
Louisiana

With capacity of ELEVEN CARS of FINISHED MATERIAL
a day and equipped with the most modern dry kilns and saws,

guarantee you PROMPT and SATISFACTORY SERVICE.

We would be pleased to submit our sales plan, samples and prices.

J. C. NICHOLS

123 So.Broad St.
Philadelphia, Pa.

F. H. Goldey, Mgr.

Home Office
Tribune Tower
Chicago, Ill.
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Civilization Parallels
White Flour Improvement}

A couperiative group we now stand
ready to embark on the greatest move-
ment in the history of the industry,
and this has heen made possible by
the remarkable enthusiasm and  the
spirit of cooperation that has been dis-
played everywhere,  With the contin-
wance of this same spirit into the cam-
paign itself, nothing can prevent a
smashing success,  However, we must
all remember that we are going into
a contest against giants. Tt won't be
an especially easy struggle, cither. We
must all be prepared to put in a lot of
effort, for we can expect results in di-
rect proportion to the amount of effort
we expend,

Macarani products are not some-
thing new just being introduced to the
public, but something of the same sit-
umion exists.  Because of the compar-
ative inactivity of our industry during
the past, the public will have to be ed-
weated in their use. This will take time
and a great deal of patience and sus-
tained effort on the part of all of us.
But the final result will he well worth
the price. We can all be assured of
that.

. v0 Hel..

forpia.

The belief of some “ultra moderns”
that coarse, dark bread is more health-
ful than white was scored by Robert
L. Sterling of Kansas City, Mo, editor
of the Northwestern Miller, who
quoted recent scientific findings to
show “you need no longer let your con-
science or your fears or crackpot food
faddists fool you"

Sterling spoke from Chicago over
the Columbia DBroadeasting System in
the Romance of American Industry
series arranged in cooperation with
the Washington branch of the Ameri-
can Trade Association Executives.

Terming milling the “oluest industry
in the world,” Sterling said that
“through all the ages the quality and
whiteness of the bread eaten almost
exactly parallels the advance in civil-
ization. Today fine white bread is uni-
formly demanded by the most enlight-
ened nations, while backward people

Jne 5Ceu.
.exican athlete, v o was

captain of M ®wevs Luck téim at the Paris Olympic|g,,
{games. Thebrille was g student at the University of Cali-|are in

some
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taxation

“% Has Wild Fight &%

inspectoy

June 15,10y

are content with coarse textured an)
dark colored loaves, 1
“It is only in comparatively recen
years that some of our ultra modem g
have demanded that we turn the clog
back and eat coarse, dark bread f
health's sake.  When we eat whole i
grain bread we derive nourishien
only from the part which is made 1y B
the miller into white flour.  The rea ji
of it merely supplies roughage, whichy
sometimes is good for intestinal di §
orders, but quite as often, especially B
with children and aged people, acts i g¥
an irritant with not infrequently sci
ous consequences.” 1
Sterling described milling processe
from the ecarliest times, explaining
there was evidence that wheat wa
cultivated in the paleolithic age an!
“certainly it antedated by thousanl
of years any historical record.” The
ancestor who invented the process
milling flour by rubbing wheat te
tween stones with a circular motia§
instead o pounding it “was one of the
greatest inventors of all time,” he sal B

E

Displaying the Nationif

Flag

On a speaker’s platform the fiy
should be displayed above and behind te
speaker.  When flown at half staff
flag is hoisted to the peak for an ivf
stant and then lowered to the half suf

position, but before lowering the fyfR

for the day it is raised again to the pal
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We can safely say that the largest percentage
of packaged macaroni products are automatically

packaged by

Peters Package Machinery

THE least expensive cartons of the “Peters Style
ate used with our package machinery —the
least number of hand operators are necessary —

I8,

oard and Paul por Me '| av 5 H ]

b ] K i, Mo e ek vl of |22 Tt sl fom s i s hence the most economical pack

Lcursens . o Mlone at full staff from noon until sunsd§@ cconomica Pac age. Its PfOtCC-

rcent. |the Chicago Civic Opera company came to light here to-|ed the r
tor gen- | day. #0000 v When flags of 2 nations are displayed
¥ super. The climax came in the union statlon traln sheds at 1 a.m, Hunduy | principal tiev shil T #
Wer em. | when Cesare Formichl, big baritone, reportedly indignant over his diet however, they should be flown from separate si
498 for | came to blows with E. H. Dietze, argumentative auditor for the company. It lasued 1 of the same heig . vs ShotkB
cavers Eye-wltnesses sald the auditor came off victorlous by landing what s holders o . 21 U salme _]n ght and ﬂlt‘ﬂa;,s houk
.::») l'o; known outside of operatic circles as a “haymaker” on the eye of Bari. |acquire the be of 3p]1ruxlmnlc|_\' cqu;ﬂ size.
realth | tone Formichi, who usually takes honors In heavy roles. firm falled 7 . ot 8 .
br opera. Witnesgen asert the fiatlculls Tollowed atrained relations between the |Londs, the When displayed in tht: rfnd(llc of t
Aaries 0f | pair, started when the baritone was denfed succulent steaks and spaghettl. | that it be street, as between 2 buildings, the v
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Ik hin usual diet, and was forced to vat hum and eggs, Huch gastronomical tional ﬂ:lg should be suspcudcd e

v total I8 | indulgences might react on the quality of Formichi's strenuous perform- N F: 2
FIV' cally with the union to the north in#

tive features are recognized everywhere.

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

S ances; the auditor argued.
uded In Formichl stood the restraint untl) traintlme, when a clash occurred, P
o i cast-and-west street, or to the east in
north-and-south street.

ance of | according to witnesses, which paled at least the oneround heavywelght

wed for | ballet staged by Primo Carnera and George Tmflon bere severnl dags !
The flag should be displayed only (T

sunrise to sunset. It should be displad

before.
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“Addresses of several massage par
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wiay Ma )1 witch buming of old.

PETERS MACHINERY COMPANY

4700 Ravenswood Avenue
CHICAGO, ILLINOIS
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- ing of other cereals and pulse must |,

New Grecian Macaroni Regulations

In the new regulations governing the
quality of macaroni products and
wheat flour for consumption in Greece
as published in the Ofiicial Greek Ga-
zette, semolina is defined as the offal
of fine flour. The regulations reported
by Ralph B. Curren, assistant commer-
cial attache in Athens, are as follows:

“Macaroni products are the products
made from a dough rich in gluten com-
posed of semolina or flour and water
and containing no leavening, which are
dried by partial heating or exposure to
the air, without being baked.

“The macaroni products, in their
dried or boiled condition, shall not
have an unpleasant odor nor a sour
Laste.

“During their boiling they must
swell out at least twice their original
volume, and must not break or be con-
verted into pulp.

“No flour derived from the starch of

Clear, Concise and Explicit Laws
And Regulations in Greece

The new Grecian laws covering
the Definitions and Standards of
Macaroni Products stand out as a
shining example of simplicity, yet
containing all the necessary “tecth.”
Among the points stressed by these
people who have used these prod-
ucts for centurics are:—

1—Macaroni Products shall be
made from a dough rich in
gluten.

2—It is an “unbaked product.”

3—No unpleasant odor or sour
taste.

4—Must swell in boiling and
not become “pasty.”

S—Blending with rice, corn,
potato flours prohibited.

6—Acidity must remain under
10 degrees.

7—Moisture not to exceed 129
with 195 tolerance,

8—Egg Macaroni Products to
contain at least 2 full eggs
per kilo of flour.

9—Use of egg byproducts pro-
hibited.

i 10—Coloring extracts, however
! harmless, prohibited.

R-E-M-E-M-B-E-R

The Macaroni Men's Convention is
YOUR AFFAIR.

Attend and make the most of it.

rice, corn, pulse, potato, ete., shall be
added during the preparation of the
dough of macaroni products,

“Their acidity shall not exceed 10
degrees or 0909 in lactic acid.

“The water content shall not be
more than 1265 with a maximum toler-
ance of 1.

“The macaroni products prepared
with eggs shall contain at least 2 full
eggs for cach kilo of flour, the use of
egg byproducts being prohibited.

“The use of extracts for coloring
purposes in macaroni products pre-
pared with or without eggs, even if
such extracts are harmless, is pro-
hibited."

The requirements which are to be
fulfilled by wheat flour milled locally
or imported from abroad for consump-
tion in Greece are hereby fixed as fol-
lows:

1. The word flour, not otherwise
stated, means exclusively the product
obtained from milling of the industrial
wheat.

2. The product obtained from mill-

June 15, 19y

stated by the word “flour,” accompa.
nied by the denomination of the graip
from which it was derived.

3. The name semolina will be give
only to the byproducts derived from
wheat after extracting the fine flour,

4. The odor of the flour shall b
that of good quality flour, and its st
neither bitter nor rancid,

5. The flour shall not be altered ip
anyway or deteriorated, and shall | §
free of any adulteration made in orde |
to conceal its alteration or to make j
appear as a flour of a superior quality.

6. The qualities of semolina thyf
may be given to consumption, its in.
gredients in each quality are as ol |
lows: For semolina, the water maxi-
mum (moisture contents), 13% ; Gluter
minimum, 28%%; Sulphuric  Aciliy
maximum, 007%; Ash maximum,
08%; DBran maximum, zero; Fauy
substances maximum, 1,10%.

Juin the TREK to Canada
for the Macaroni Convention.
All are welcome—The dates are June §
24-26; the place—Niagara Falls.

OPERA STAR CONKS AS WELL AS SHE SINGS

Rosa Ponsella, popular opera star, is ad dish. Quess whil
itis, Sheis dom it m?!g: the cx{ﬁ::d mm of ‘uh:n‘::"-“'vm homellh:‘“
: ot 80 natural, ) :

-
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Folding Attachment.

s

No skilled operator required

Suitable
for

Bulk
1rade

Dough Breakers

Noodle Cutting

Mostoccioli Cutters S
Egg-Barley Machines Comlﬂume nOuth]

Type NC-FNF

“CLERMONT’’ Noodle Cutting
Machine NA-2, with Flat Noodle

— N =

i g
THE MACHINE WHICH PAYS DIVIDENDS

The finished product of above machine.
WE ALSO MANUFACTURE:

Machines Fancy Stampin%fol: B&Iogll_'ll_a Style
ake Machines

No hands touch the product

Triplex Calibrating Dough Breakers

nation Outfits for Smaller Noodle Manufacturers

Write for our descriptive catalogue and detailed information.

ER

268-270 Walla

Will not obligate you in any manner.

bout St.

S ——

MONT MACHINE CO., Inc.

Brooklyn, N. Y.
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Secrets of Successful Trade Marking
---Let Your Firm Name Reinforce Your Brang

Many o marketer of macaroni, spa-
ghetti, egg noodles, ete. has been uncon-
scivusly working against his own good
by compelling his trade mark to play a
lone hand. Too many otherwise faith-
ful brand owners are harboring the
dangerous idea that the trade mark is a
thing apart from the other assets of a
business.  They have heen treating it as
though it were self sufficient and all
sufficient.  BHuntly, the trade mark hasn't
had the cooperation and support it should
have if it is to deliver its highest horse-
power in sales stimulation and sustain-
ment of turnover.

Refore we have a closer look at the
backing which a good trade mark de-
serves, et it be clearly understood that
there is no disposition to say ¢= to hint
that a trace mark inevitably must be
holstered on its job, No scandal here
to the effect that a trade mark dnnot
make good unaided. 1f there is any
force or factor in modern business that
can make a pood showing as a self
starter it is the well pedigreed trade
mark. Once started on its promotional
mission, it goes merrily along gathering
good will momentum and pyramiding its
demand magnetism.  What is worthy of
all emphasis, however, is that the trade
mark which is capable of plodding along
with no nursing and no “lifts" can be
counted upon to give a much better ac-
count of itself if given sympathetic
Dhoosting that will not cost the trade mark
owner enough time or money to worry
him.

There are several sepavate and  dis-
tinet methods of glorifyving a trade mark
but the one we are to consider particu-
larly today is the formula which under-
takes 1o line up the firm name or the
corporate title of a seller with the brand,
nickname or byword which is the back-
bone of his business.  The best plan of
all, wndoubtedly, is to embody the trade
mark in the corporate title or firm name.
Under favorable circumstances the trade
mark name may “double” as firm name
by the simple expedient of tacking the
word “Incorporated” to the magic
word, 1T that methad of reiteration is
not practicable, the next best thing is
to include the trade mark name as a
part of a longer or composite corpora-
tion name, making the trade mark
“handle” the dominant feature of the
corporate name.

A -

By Waldon Fawcett

Accepting this prescription for mak-
ing the corporate signature a trade
mark repeater as jolly good advice, we
need not blink the fact that it is not
advice that can be followed with equal
case under all circumstances, If a new
recruit is just entering the macaroni
business and is primed at the outset
to make his firm name echo his brand
it is no great trick to bring it about.
The case is not so simple for the
tradesmen who decide to feature his
trade mark after he is established in
business under a corporate title that
makes no mention of the trade mark
name, Likewise is the situation com-
plicated for the corporation which puts
out goods under several trade marks
instead of depending on one mark.

Let us see how to make the best of
the bargain in each of these plights.
Because a manufacturer’s corporate or
firm name is older than his trade mark
is no reason why he should not shake
up his scheme of identification if the
trade mark becomes better known to
the trade and to the public than is the
firm name, Hundreds of prominent
firms have done just this in recent
recent years. They have junked old,
cumbersome corporate titles and have
put in their place new firm names con-
sisting of, or built around, the trade
mark. Even if a manufacturer likes to
use his own personal or family name
as the basis of his firm name, the ex-
ercise of a little ingenuity will enable
him to couple up the surname in which
he takes such pride with the t e
mark name which his customer, know
even better than they know the per-
sonality name.  To illustrate: suppose
John Jones has been operating his
business under that name but finds
that he is not “consolidating” his in-
dustrial property as he should. His
solution, if he desires to hold to what
he has and gain something new, is to
incorporate as  John Jones Eureka
Macaroni Company, supposing “Eu-
rcka” to be his trade mark. Then, in
his printed matter and on his pack-
ages he can play up the Lureka part
of the revised firm name while contin-
uing to get the advantage of all the
reputation and prestige there is in the
Jones name.

If a manufacturer has several trade
marks, cach in use on an individual

.ncls.wm THE MACARONI JOURNAL

product, he has a more difficult
lem when he sets out to turn his try
mark and his corporate name int &
double barreled weapon for selling
tack. If one of his brands is clead
the leader of the line, and cun |
counted upon to remain at the head
the “family” it may be practicable
promote the featured trade mark 1o
place in the firm name. If all of
several or sundry brands are on i
the approved solution is to usc a suf
name or other inclusive title for deag
nating the firm but to reverse the
der of procedure by carrying the fng
name to the trade mark name instog
of absorbing the trade mark name iny
the corporate title.

Hooking up a personalized  fig
name with a house brand may be d
by hyphenation, Or it may be ace
plished by summoning a common
sessive prefix for each specialty m !
in the full line. Thus, if John Jos
is fostering a “family” of produ
under distinctive trade mark nang
the scheme would be to particular
the respective items as Jones Eurdg
Jones Nonpareil, and so on throy
the roster. Some of our readers m
have misgivings lest it be difficult
persuade the public, accustomed to
use of a short trade mark, to “calli
it by its full name.” As a matter
fact this has not proved diflicul
most of the instances where this ¢
vice for double identification has |
employed.

Aside from the advertising g3
which are derived when the firn pi
is made the ditto of the tradc m
or when the two are put into ol
harness, there is a worthwhile incrog
in trade mark protection. A fum
has its trade mark as the domin.nt
ture of its corporate name can loll
name imitators more effectually
hold them at a greater distance !
if dependent solely on straight circ
stances of trade mark infringem
On the other hand, when “the g
ine” article under a popular or fami
brand has the nickname qualified
ways by a surname or firm g
everyday purchasers may not ©
check but double check on, the ider®
of their purchases and risks of sul¢
tution of goods are lessened in [

The Shortest and Best Recipe---

“Use The Best of Raw Material and A
Sufficient Quantity”

HOURGLASS SEMOLINA

RECOMMENDED FOR THIS OBJECTIVE

el A A i
ELEE S i

Location Enables Prompt Shipment
Write or Wire for Samples and Prices

DULUTH-SUPERIOR MILLING CO.

Main Office: DULUTH, MINN.

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

, portion.
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* 51502 IN CJH PRIZES +*

Have You Senfyour Reasons?
1st Prize $25%nd Prize 31599

$10 EACH FOR EVENETTER WE PUBLISH!

T

New York Office,
410 Produce Exchange

Philadelphia Office,
418 The Bourse

Chicago Office,
605 N. Michigan Ave.

Open To All Childrer

HIS contest i

15 years whose parents or relatives are in any way connected wit
the manufacture of macaroni products, or allied trades. All you ne
to do to enter this contest is to write us in your own words giving th
three best reasons for using Two Star Semolina to make per .2t

aroni products. Why you think Two Star is better, or instead s
in the best actual experience of some relative or business associates
your family, which illustrates the best reasons for the use of Two §
Semolina. Get your father's or uncle’s or his associates’ experienc§
if he has not already told it to you, and put it down on paper.

flacaroni Manufacturers
SPLE RULKES

o not use over 100 words. The prizes will be given for the
ost original thoughts, and in case of a tie will go to those papers
fost cleverly ana neatly worded. The names and photographs of the

ize winners and all letters we use will be published in the Macaroni
unal. Remember, we will give $10 for every letter we publish.
pntest closes at midnight, July 15, 1930. Be sure all essays contain
pur name and correct address, also your age and the name of the
pearoni plant in which your father or relative is interested. Sit down
ight and send us your three reasons. Any one who has used Two
far Semolina can give you many good reasons,

r Contest Editor"
flinneapolis, Minn.

July 15

READ THES

s open to all children between the ages of six

Address all inqui
Minneapolis Milli

Contest (f
b

Buffalo Office,
Dun Bldg., 7th Floor

: : Lt : 1 o g ; AL ‘ ton Office
BE SURE g §F TWO-STAR 477 Mk Strest

: T 0O S E E U s @ P ls A ‘ G’ 0 O; D . San Francisco Office,
BE FO RE ; BUY'NG p R O D UCER Merchants Exch. Bldg.

THE MINNEA§ MILLING CO.

.
|
1 i
L
ORI TP TR o v et . el -
: .




The members of the Board of Ad-
vertising Trustees carry much of the
responsibilities for the suceess of our
Publicity Program on their shoulders.
Surely, therefore, they deserve the loy-
al support of all of us.

As the fund-raising time closes, they
assume complete direction over the
destines of the program and maintain
this control throughout the fonr years
of the advertising campaign. During
this time all questions of policy and
direction of the movement will fall to
the consideration of this body. The
members composing this group will be
ealled on to make important decisions
and assume heavy responsibilities
which deal with the welfare of the en-
tire industry. As a matter of fact, it
would be impossible to list all of the
duties of the Board but here are just a
few of them for your consideration:

For one thing, it will be the duty of
these men to make up the budgets for
the expenditure of the Fund. Needless
to say, this will be a grave responsi-
bility, one which will require consid-
erable business ability to employ the
funds of the Assaciation to best advan-
tage. The Board will also supervise
and control all expenditures from the
Fund.

The advertising of the Association
will be under the control of the Board.
All advertising will be scrutinized,
after the type of advertising to be used
has been chosen and the media for dis-
playing it selected. The selection and
preparation of tieup material for the
use of subscribers is still another of
the duties of this body.

The merchandising  director  will
work under the supervision of the
Board of Advertising Trustees, who
must see to it that an exact and help-
ful merchandising policy is carried out
at all times.

From cven this partial list which
gives but a few of the many duties of
the Board, it is casy to see the extent
of the responsibilities devolving upon
the members of this body,  From time
to time we have spoken of the Fund
as a “war chest” and the entering upon
the advertising campaign as a declara-
tion of war. This figure of speech can
be carried out in likening the Board of
Advertising Trustees to the G 1L Q
of war times.

This group of men must direct all
the activitivs of the drive, in brief, and
see to it that the drive is carried out in

Back Up Your Board of
Advertising Trustees

the most telling fashion possible. Tt
must also be remembered that the
members of this committee work en-
tirely without remuneration—their sole
reward lies in the benefit aceruing to
the industry as a result of their efiorts.

Some of the outstanding leaders of
the industry make up the Board of Ad-
vertising  Trustees—men who have
been unselfishly devoting their time
and effort in the interests of the indus-
try. The personnel is as follows: R.
B. Brown of Fortune-Zerega Com-
pany, chairman; James M. Hills,
Foulds Milling Company, and G.
Guerrisi, Keystone Macaroni Manufac-
turing Company, members representa-
tive of the macaroni manufacturers;
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| Consolidated Macaroni Machine Corporation
FORMERLY

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

d Designers and Builders of High Grade Macaroni Machinery

Type K-G-R
8

Martin Luther, of Minneapolis Mil
ing Company, and A. J. Fischer, I
bury Flour Mills, are the represen
tives of the allied millers on the Tioarg
These names are familiar to all w
have followed the progress of the can
paign, for all of these men have b
active in promotional efforts.  Pred
dent Frank Tharinger and Secreta
M. J. Donna as ex officio memb
complete the Board of Advertisi
Trustees.

Certainly we owe these men ev
ounce of support we can muster. Wi
such leadership and hearty cooperatis
on the part of all of the rest of us, v :
program can be nothing short of
smashing success.

i b

More Uniform Recipes

Miss Jean K. Rich, who has been re-
tained by the National Association as
Recipe Counsclor, has behind her a long
experience in the preparing and check-
ing of recipes for food products. Miss
Rich will be at the convention at Niagara
Falls, and will be glad to confer with
any manufacturer on his recipe problems.
It is very desirable that the cooking di-
rections and recipes which appear on
the package labels in the future be to
some extent tied in with the national ad-
vertising campaign, therefore, we sug-
gest that you bring along to Miss Rich
samples of those labels which carry
recipes or couking dircctions.

Declaration of Coloring

The use of artificial coloring in mac-
aroni products is absolutely prohibited
Iy Federal regulations in so far as they
concern interstate  shipments and by
many state laws that cover intrastate
business. In the Federal law there is
a provision permitting the manufacture
of artificially colored macaroni products
that are intended for export to countries
where artificial coloring is not prohibited.

There seems lo be some indecision
among  the Washington officials as to
what constitutes the proper labeling of
artificially colored macaroni products for
export.  Some officials have advised that
a declaration of color is required on the
label. Others are of the opinion that if
the label contains the statement that it
is manufactured for export and prepared
in accordance with the directions of the
forcign purchaser and it is in keeping
with the laws of that country, that is a
sufficient declaration, provided, however,

that the country to which the prt.)cluu :
exported does not require a declarat
of the presence of the artificial color .
also provided, that the foreign purchig s
specifically requests the use of artifia
color in his order.
A fond inspector who visits a phd
and notices the making or packing &
artificially colored goods can assume t
they are for domestic consumption
it will be up to the manufacturer
prove that they are for export and
valid proof is the original order with
coloring specifications, The Nati
Macaroni Manufacturers  associal
through its Washington office is
deavoring to obtain a ruling on 0
point from the Department o Coldl
merce.

The machine shown above is our improved Dough Kneader.
For further details send for our illustrated circular.

Don’t Forget Your Date.
The Time.
JUNE 24, 25, 26, 1930

The Place

Hotel General Brock
Niagara Falls, Ontario, Canada

The Reason

Macaroni Manufacturers Convention
To Energize The Macaroni Industry

“LAUGHING AT BUSINESS"

156-166 Sixth Street

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

Address all communications to 156 Sixth Street

R

Charles Milton Newcomb

After Dinner 8peaker

- ra——
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Special Historical Facts
Our Industry---Five Years Ago

June 15, 1925

Mound City Macaroni Co., organized in St. Louis throy
a merger of several firms,

Macaroni manufacturers in united effort to make Fridlay 8
Macaroni Day.

High cost of living was the general subject of discussion  Foulds Milling Co. offered as a premium to housewives
at conventions and husiness meetings. specially designed aluminum macaroni cooker.

“Macaroni wheat a godsend to northwest farmers™ said — San Diego Macaroni Co. entertained local Chamber

Secretary 1. 'T. Meredith of the U. S. Department of Commerce at a spaghetti dinner.
Fredonia Macaroni Co. incorporated in Fredonia, N. Y,

| KING MIDAS SEMOLINA is an INSPIRATION to the

MACARONI MANUFACTURERS who are EARNESTLY

ENDEAVORING to BUILD up their BUSINESS on the
PERMANENT FOUNDATION of QUALITY

Use

Our Industry---Ten Years Ago

June 15, 1920
California manufacturers battle charge of profiteering due
to price increase from 6.5¢ to 9.25¢ a 1h.
The Semola Milling company of St. 'aul appointed a re-
ceiver.

Agriculture.
Fire destroyed Galing Macaroni Mfg. Company plant ;
—— = ] Johnson, R. L.
Imperial Macaroni & Noodle Co., Butte, Mont,, giv
Convention  Theme—More  D'ractical articles of incorporation,
and  Profitable  Merchandising.  Just Randozzi Macaroni Mig. Company plant burned to

tion June 24-20.

what the Industry needs most today,
Hear it discussed at Macaroni Conven-

ground.

in Jersey City.

Estimated loss $100,000.00.
C. F. Mueller company float won praise in Industry ar!

Capital Flour Mills, Inc., formed to specialize in milling.
durum products, ’

C. I. Walton is president.

Needs 160,000 Pounds

The U. S, navy department is asking
for Dids on 160,000 Ibs. of spaghetti to
be used in feeding the sailors and Navy
employes during the summer and fall,
All hids are to be sent to the Dureau
of Supplies & Accounts, Navy Depart-
ment, Washington, D. C. amd should
plainly indicate the class or schedule they
apply to,

The spaghetti shall T in strict ac-
cordance with “Specifications 56-5-26¢,"
issued by the Navy Department, Decem-
ber 2, 1929, copies of which may be ob-
tained upon application to the Supply
(flicer of any Navy Yard. No samples
are to be submitted with the hids as the
Department is probably well acquainted
with the quality of the products by the
plams that usually supply its needs.

Class 15348, schedule 3335 calls for bids
on 45,000 Ibs, of spaghetti to be de-
livered to the Officer-In-Charge, Navy
Supply Depot, Brooklyn, N. Y.

Class 1549, schedule 3535 calls for
15,000 1hs. of spaghetti 1o be delivered
1o the Supply Officer, Navy Yard, Phila-
delphia, Pa,

Class 1550, schedule 3535 calls for
30,000 Ihs, of spaghetti 1o be delivercd
o the Officer-In-Charge, Naval Supply
Depot, Naval Operating Base, Hampton
Roads (Sewall's Point), Va.

Class 1551 of schedule 35335 calls for
20,000 Ihs. of spaghetti to be delivered
to the Supply Officer, Navy Yard, Puget
Sound { Bremerton), Wash,

Title to the product will pass to the
Government at the point of shipment
with the understanding that the material

tion; if rejected title is to revert to the
contractor and the material held at the

contractor's risk, It is further required
that if the material is not in accordance
with the specifications covered by the
contract, it will be replaced at the con-
tractor's expense with other material
upon receipt of notice of rejection.

All bids are to be exceuted and for-
warded on standard form No. 31 (Navy
Edition).

Russo Company Subscribes

Munzio Russo, of the Andrea Russo
company, Chicago, is among the most
recent manufacturers to give concrete

Munzio Russo

proof of his faith in the industry drive
by progressive macaroni manufactur-
ers by subscribing to the industry's
“war-chest,”

In making his subscription, Mr, Rus-
so declared; "1 sincerely believe this
movement o be the greatest thing
ever attempted by this industry. I
have complete confidence that the

most dare hope for, and that throyg
it we will be able to place our produz
in their deserved place in the natie
diet. I know that it will be a hy
fight, but with all of us sticking to
guns we will gain a notable victory”

You will not have to drink any of t
water that goes over the Falls, hut y
can drink in much invaluable knowlel

Ly attending the Macaroni Conventi

June 24-25-26, 1930,

Tharinger Heads Good Will Tour
While macaroni manufacturers 3
preciate that Frank ], Tharinger, pres
dent of the National Macaroni Mars

facturers associaton, is a very bl

man with his association managem
and the additional demands of the \
vertising Campaign, his friends in M

waukee believe that he has ample tiog

to assume and perform other ta

Therefore the Milwaukee Chamber @

Commerce has seen fit to appoint ¥
Tharinger as chairman and spolusm
for the Trade Promotion Commit
during the 27th annual good will 1
heing sponsored by the business ™

of that city. Mr, Tharinger will [°§

sonally supervise the tour which ¥
take in 29 leading cities in Wiscon®
and upper Michigan during the ¥

of June 9-13. This should just put F- 8
in fine fettle for the Macaroni Com¢lg

tion two weeks later.

in The General .Brock Hotel

KHEHP>CO

¢ Midas Mill Co

§hi it U . :
linneapolis, Minn.

HmOoO~<AEH®

KING MI

fNo. 2 SEMOLINA

See the Macaroni Advertising Exhi‘}8

DAS MILL COMPANY

MINNEAPOLIS, MINN.

Write or Wire for Samples and Prices

SPECIAL SEMOLINA

No. 3 SEMOLINA
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Pennsylvania Macaroni Laws

The P'ennsylvania Department of Agri-
culture has issued the General Bulletin
No. 485 giving standards and definitions
for foods as recommended by Jas W,
Kellogg, director and chief chemist of
the Pennsylvania Bureau of Foods and
Chemistry.  The Bulletin contains cer-
tain rules and regulations for the guid-
ance of officers and employes in the ad-
ministration of the food laws within the
commonwealth.

The bulletin deals in a general way
with the collection of samples, analyses,
food coloring, adulterations, misbrand-
ing, ete.; then follows specific standards
and dehinitions for all foods offered for
sale in that state. The following defini-
tions and standards apply to viacaroni
products, legally  termed  “alimentary
pastes”:

Al alimentary pastes must be kept
free from added vellow color cither of
coal tar of vegetable origin or any other
color which may deceive or mislead the
purchaser,

1. ALIMENTARY PASTES are
the raaped and dry doughs prepared
from semolina, from farina, from wheat
flour, or from a mixture of any two or
of all these, with or without salt, and
with one or more of the following:
water, cgp, vge-yolk, milk, a milk prod-
uct,

An alimentary paste contair s not
more than thirteen per cent (13%) of
moisture, as determined by the vacuum
method,

2. PLAIN ALIMENTARY PPASTES
are alimentary pastes made without egg
or egg-yolk, or so made that the content
of the solids of egg and/or of cgg-yolk
is, upon a moisture-free Lasis, less than
five and one-half per ceat (5.5 per cent)
by weight,

3. MACARONLSPAGHETTI,
VERMICELLI, are plain alimentary
pastes, distinguished by their character-
istic shapes.

4. SEMOLINA MACARONI,
SEMOLINA VERMICELLI, are plain
alimentary pastes in the preparation of
which semolina is the only farinaseous
ingredient used, and are distinguished by
their characteristic shapes.

5. EGG ALIMENTARY PASTES
are alimentary pastes which contain,
upon moisture-free basis, not less than
five and one-hali per cent (5.5%) by
weight of the solids of egg and/or of
epp-yulk.

6. NOODLES, EGG NOODLES,
are a form of egg alimentary pastes,
which. in the course of its preparation,

has been rolled or pressed intn sheets or
ribbons, with or without subsequent cut-
ting or shaping.

7. VEGETABLE NOODLES,
VEGETARLES WITH NOODLES,
are a form of egg alimentary paste,
which, ir the course of its preparation,
has been combined with vegetables such
as spinach,” tomatoes, carrots, ctc., in
amounts sufficient to impart to the fin-
ished product a distinetive favor char-
acteristic of the vegetable used.

8. PLAIN VEGETABLE NOO-
DLES are a form of plain alimentary
paste, which, in the course of its prepara-
tion, has been combined with vegetables
such as spinach, tomatoes, carrots, etc.,
in amounts sufficient to impart to the
finished product a distinctive flavor
characteristic of the vegetable used.

9. WATER NOODLES are a form
of plain alimentary paste, which, in the
couree of its preparation, has been rolled
or pressed into sheets or ribbons, with
or without subsequent cutting or shap-
ing.

Mecals

PURIFIED MIDDLINGS is the
clean, sound granular product obtained
in the commercial process of milling
wheat, and is that portion of the endo-
sperm retained on 10 XX silk bolting
cloth. It contains no more flour than
is consistent with good commercial prac-
tice, nor more than 15% of moisture.

FARINA is the purified middlings of
hard wheat other than durum,

SEMOLINA is the purified middlings
of durum wheat.

Curves Are In Again

Employers of women, particularly
young women, welcome” the passing of
the drastic semistarvation 18 day diet
once so popular in Hollywood. It is
definitely being supplanted today in
public favor by the more rational 30 day
diet, which provides a balanced ration
producing health and energy and at the
same time bringing the willowy curves
which are now the accepted 'mode. And
the girls are pleased too, for the new
diet is much more palatable and in prac-
tice is more comfortable, Meal time is
again something to look forward to.

As far as vitality and vigor were con-
cerned, the 18 day diet was a fast rather
than a diet. It cuntained so-little of
the elements necessary to form a sound
ration that its practitioners wxre ham-
pered both at work and at play by lassi-

tude, and that “all gone” feeling. M
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bers of tae film colony on the Pacg

coast who attempted its rigorous limiy . MARIO TANZI & BROS., Inc.

tions soon discovered their physical ;

ability to maintain their programs § Presents

work and recreatisi,

The originator of the Hollywood ; 66 1)
day diet is Nancy Carroll, one of 4 The AULTLESS

vounger screen stars. *With the aid

doctors and dietitians she fashioned §
combined program  of exercising g SE == ELL-- DIE

sensible daily menus.  The principle
the new diet is the retarding of the §8
ducing process by extending the time
30 days and the reduction of the dg
calories without eliminating the car,
hydrates so necessary to  health :
vigor. One pleasant feature is the s
clusion of sweets as an essential joff
of the menu.  The “dieter” is permi
and even encouraged to eat candy e
day, preferably as a dessert after lung
con and dinner.

The popularity of the new “diet”
another proof that the pendulum
fashion has swung over lo curves
health again, and that the mad craze i€
slimness bordering on emaciation is {8
disappearing from the American s

Noodle Necklace

Macaroni  Necklace and llraulclsw.\ﬂ;
Rage at Food. Show 7

Los Angeles, Calif.—Not the least it ;

ing of the exhibits at the Los Angeles ]
Show is the fetching “Noodle Jewelry” ®
this young lady, Miss June Blossom !
others will wear as a part of the spagheti"§
macaroni section’s demonstration. M8
is as good to look at as it is to eal,
lege. And it's nice 1o know that in 3 F
one can always make a meal off of onc'
clry.

International News Reel Photograph.

All Types--All Sizes--For All Purposes--

A Distinct Achievement

in
Macaroni-Die-Making

Lo Dlshlalslc—" 2 3]

Equally Suitable for

PRODUCTION and QUALITY

ASK FOR SAMPLES

FEATURES

UNFAILING AT FAST DISCHARGED LOADS.

SELF-CONTROLLED FOR AVOIDING *‘SPLIT"
AND “CENTER-WAVED" SEA SHELLS.

DEPENDABLE FOR CONTINUOUS OPERATION.

See what some of the most prominent mac
aroni manuf
about this die. SERAATESET

Chicago Macaronl Company of Chicago, lllinois, writes: “We are glad
to inform you that to us it looks like a mysterious piece of machinery, and
the product obtained from the Die is so wonderful that we have put same
on the market under the name ol RADIO MACARONIL"

A. Zerega's Sons, Inc., of Brooklyn, New York, writes: "It is giving very
good results, and we are well satisfied with it.”

Brooklyn Macaroni Co., Inc. of Brooklyn, New York, writes: **We find
your “Sea Shell" special the finest macaroni die which we have had so far in
our plant; both as to Ingenuity and workmanship."”

The Quality of TANZI'S Dies is Our Most
Valuable Asset, the Clearest Tribute to the
Honor of Our Fast Growing Organization.

MARIO TANZI & BROS,, Inc.

348 Cecmmiercial St. 1274 78th Street
BOSTON, MASS. I BROOKLYN, N. Y.

CREATOR and MAKER
OF FINE DIES

-




Notes of the Macaroni Industry
pleted a tour of the middle west sta THE FINEST EGG NOODLES

Spaghetti Boycott in Cuba

Tourists contemplating a visit to
Manzanillo, a little town in the prov-
ince of Oriente, are advised to carry
their own spaghetti with them until
further notice. News reached the cap-
ital city of Havana that a boycott has
just been declared on the Italian com-
maodity there.

It seems that the trouble all started
when the importers and wholesalers of
Manzanillo arbitrarily raised the price
on spaghetti more than 509, thus
making it impossible for the ordinary
citizen to use it in its favorite role in
Cuba—as thickening for the soup. As
a result the housewives of the town de-
cided forthwith that spaghetti is not
absolutely necessary in one's potage,
anyway.

To cinch the argument, placards
have now begun to appear on the
streets extolling the virtues of garden
truck and advising that it be used in
the soup pot until such time as reason
again dwells among  the spaghetti
vending fraternity.

New Orleans Manufacturer Dies

Joseph Cusimano, one of the pioneer
macaroni manufacturers in the city of
New Orleans, La., founder and owner
of J. Cusimano & Company, died at his
home at 3018 Napoleon av. on May 1
after a prolonged illness. Mr. Cusi-
mano, who was 66 years of age, went
to New Orleans just 50 years ago from
his native home in Palermo, Italy. He
first engaged in the import business
and later started a small macaroni
manufacturing plant which under his
able dircction and untiring efforts ex-
panded and flourished. The present
modern plant stands as a monument to
his ability.

The funeral was at 3 p. m. May 2
and burial services were in charge of
the Society of Giovianni Bersaglieri of
which Mr. Cusimano was a founder.
He is survived by his wife, 6 sons, 3
danghters and 11 grandchildren, Bur-
ial was in Metairie cemetery.

Atlantic Macaroni Co. to Advertise

The Atlantic Macaroni Co. of Long
Island City, N. Y. will sponsor a spe-
cial campaign for its products starting
in the late summer. The Andrew Cone
General Advertising Ageney, Inc. of
New York city will handle the pub-
licity, which will aim to reach the pub-
lic through radios and newspapers.
Aside from emphasizing the food value

-

of these products the advertising cam-
paign will attempt to teach their
proper preparation and serving.

Makes Acroplane Call

Charles C." Rossotti, general sales-
manager of Rossotti Lithographing
company, New York city, making his
first trip through the central states
used an airplane in making some hur-
ried jumps. After calling on the trade
in St. Louis in the morning, he char-
tered a plane for a jump to Kansas City
where he spent the afternoon with the
macaroni manufacturers, then left by
a night train for Chicago.

Charles, Junior, is a hustler. The
next day he was visiting the headquar-
ters of the National Macaroni Manu:
facturers association in Braidwood,
11l., where he revealed his convention
plans to the secretary-treasurer.

“Washburn' Miller Calls

Charles L. Miller, Chicago semolina
salesman for the Washburn Crosby
company, visited macaroni headquar-
ters at Braidwood, Ill. last month.
C. L. wanted some first hand informa-
tion about the convention and knew
where to get it.

Motta Has “Conventionitis"

Frank A. Motta, popular vice presi-
dent and secretary of the Champion
Machinery company, oliet, Ill, has
succumbed to the convention bee and
since the opening of the year has at-
tended many of the bakers and ma-
chinery men’s conventions in the south-
ern and central states. In May he at-
tended 3 state conventions of the bak-
ers and at the conference of the South-
ern Bakers association held on historic
Lookout mountain, Chattanooga,
Tenn., May 12-24, he addressed the
gathering as the spokesman of the
Bakery Equipment Manufacturers as-
sociation, inviting the audience to at-
tend the annual exhibit of the organ-
ization in Atlantic City in September,
Mr. Motta regularly attends the con-
vention of the macaroni makers and
after a short rest plans to greet the
manufacturers in this industry at Ni-
agara Falls,

D. Maldari on Trade Tour
In keeping with his policy to keep
in close touch with the macaroni trade
throughout the country, Daniel Mal-
dari, president of F. Maldari & Bros,
Inc, New York city, maker of well
known macaroni dies, has just com-

Among the cities and plants visited;
May were Lincoln and Omaha, Net
Kansas City and St. Louis, Mo.; (
cago, Steger, Libertyville and Jol
1L

fects of the stock market crash of |y
fall which affected all lines of busine
and that the signs are the early su ;
mer months will see i return t nd
maley in the macaroni manufactun
business.
Let Contract for New Plant

The Roman Macaroni ‘company
Long Island City has awarded 1 o
tract for the construction of a J-sty
macaroni factory to the New Y
State Engineering and  Constructi
company. The plant is to be of br
09x90 feet and will occupy a fine s
at 8th av. and Pierce st. The e
mated cost is $40,000. The plam
to be ready for occupancy early int
fall.

A
Message from Tourists

Two postal cards from 2 differg

continents were received at the N

Mr. Maldari h he |
" s e vt -l Fresh Frozen Pure

8 Salnt Paul, Minn.
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NORTHLAND FANCY No.2

AND

NORTHERN LIGHT

result from using

EGG YOLK

Appetite appealing
in color

Delicious in flavor

May we quote you?

THE J. G. ODELL COMPANY

Saint Paul, Minnesota
NORTHLAND MILLING CO.

Packing plants at: MINNEAPOLIS, MINNESOTA

Duluth, Minn. St. Louls, Mo.
N
Room 1114 Canadian Pld.l:.' u‘r\ruﬁlgz‘ﬁ: Madison Avenus

tional headquarters from James

Williams, president of the Creame
company and past president of the ¥
tional Macaroni Manufacturers as
ciation, who is enjoying a continer!
tour with his 2 sons and daugh
The first was postmarked Tunis, Aff
and was sent after attending

Eucharistic Congress in Carthage. T
second was postmarked Naples

was started on its way after enjoy

MACARONI ' NOODLE

one of those wonderful Italian mogs
which only the real Neapolitan ko'
how to ‘concoct. Since in Italy,

has often wished for the help of
of his good Italian friends to sent
interpreter.

The Muellers in Europe
Mr. and Mrs. Henry Mueller
daughters, Ruth and Myrtle, saileds
the S. S. Augustus from New Yo
harbor at midnight Friday, Junt '
for an extensive European tour. T
will visit France, Germany, Swit¥
land -and Ttaly during the sum§
months. In these countries Mr. Muc
will visit some of the larger ma
and noodle manufacturing plants, “§
ing been invited by European ™
facturers whom he entertained 3!
plant in Jersey City during their WS
to America. Mr. and Mrs, Mueller 8

Y A

CHAMPION DOUGH MIXERS
Made in 1, 1}4, 2 and 2% barrel sizes, can be furnished with automatic
dump if desired.

This machine is designed fo fulfil the exacting requirements, which are de-
manded in the difficult mixing of doughs for macaroni and noodle products.

[t has the Champion design of Special Shaped All-Steel Blades, which mixes
}horoughly, uniformly and rapidly, with a minimum use of power, is made
or belt or motor drive. W rite for full information and low prices.

PlON MACHINERY COMPANY, Joliet, IIl.
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peet to return in the early Fall but the
young ladies will remain in Europe to
take up special courses in music and
art,

New Chicago Office for Foulds

The Foulds Milling company an-
nounces that its western sales office
has been removed from the Herald-
Examiner building to a more maodern
office in One LaSalle building. This
is at the corner of Madison and La
Salle sts. close to the financial district.
Webh Faurot, vice president, is in
charge of the sales force there,

New Yorkers Have Convention
Special

Macaroni manufacturers and allied
tradesmen of the New York metro-
politan district will travel to Niagara
Falls in Style de Luxe if the plans of the
special convention  committee  fructu-
ate, According to an announcement the
first part of June a special Pullman
car and a special buffet car will be
placed at the disposal of the macaroni
men to travel over the Delaware,
Lackawanna & Western railroad, leav-
ing Hoboken at 8:35 p. m. June 23
and arriving at Niagara Falls at 8:15
a. m. June 24 Reservations f(ll: lh.is
party are being handled by I-.n:vm
Fischer of the Duluth-Superior Milling
Co., and W. I. Stockman of the Pills-
bury Flour Mills Co., both in the Prod-
uce Lxchange building, New York
city. The fare on this convention spe-
cial will be $23.06 for the round trip.
Lower berths may be had at $3.75 cach
way, uppers at &3 ard drawing rooms
at $13.50.

Semolina Caloric Value

The caloric value of semolina, farina
and all grades of fiour is very similar
and amounts to about 1640 calories per
pound. This similarity is due to the fact
that the caloric value of protein and
starches is about the same. Below is the
average analysis of the various types of
raw materials used in the manufacture
of macaroni and noodle products.

These are only approximate analyses.
Semolina and fancy durum patent should
have approximately the same composi-
tion, as the patent is obtained by merely
grinding the semolina. Farina and
spring wheat patent or hard winter
wheat patent should also have ahout the

mare comp s tion, as these flours are;
tained by grinding purified  midd,
which are the same as farina,

The distinguishing mark of a
winter wheat flour is its low prog
with its corresponding increase in sl
and its low ash content.

Millers’ Trade Practice Conference

from the buyer in all cases where <hip.

At a mass meeting of the four mill-
ers of the country in the Edgewater
Beach hatel, Chicago, May 23, the in-
dustry agreed to enter into a Trade
Practice Conference with the Federal
Trade Commission with elimination of
some unfair practices about which
there seems to be well founded com-
plaints as the objective. The decision
was not unanimous because there was
some resentment at the idea of invit-
ing the government to take a hand in
matters which some millers thought
were their own private business.

The resolution announcing the posi-
tion of the milling industry, adopted at
the annual meeting of the Millers Na-
tional Federation, follows:

1. As experience has shown that the cost
of carrying wheat or flour, whether stored
in the miller's warchouse or in public stor-
age, is approximately one-third cent per
barrel per day and constitutes a legitimate
part of the cost of doing business, and fur-
ther, that the practice of selling Aour for
long deferred delivery without assessing and
collecting carrying charges results in waste-
ful and uncconomic speculation, harmful
alike to producer, miller, baker and con-
sumer—

Therefore, Be 1t Resolved, That for lhl."

purpose of preventing, as far as possible,
such harmful and wasteful speculation in
flour it is the sense of the milling industry
that—

(a) Ninety Day Basis. All flour sales
shall be made for delivery within 90 days
from date of contract; provided that when
shipment is permitted beyond the 90-day
period, the cost of carrying the wheat or
flour for such extended period shall be
added to the 90-day basis specified in the
contract,

(b) Assessing Carrying Charge. Carry-
ing charges shall be assessed and collected

e

Semolina

Jo
MOTSTUTE woncariereemssmasamnsasssssassnaes 14.50
¥ U || (ET——— . 065
Protein .- . 1150
SUATCH oveocrerirasiassesnsanmanmssssssrass 75.00
Fibre .. 02
) 7Y A 1.0

FFancy Spring Winter
Durum Wheat Wheat
Patent Patent Patent
Flour Flour Flour
%o Yo %
14.50 14.50 14.50
0.65 040 0.35
11.50 11.50 8.00
75.00 75.00 75.010 800
02 0.2 0.2
1.0 10 1.0

directions are not furnished in accord,

with the contract and in time to pogd

shipment within the %0-day contract pe

(¢) Walving Carrying Charge. \Wais
non-assessment, or cancellation  of
charges specified in the sales contrag
one customer and not to another, is,
bate and discriminatory as between by
and is an unfair business practice. {

2. Sales Below Cost—Resolved, Tha
sale of wheat flour below cost for the
pose and with the intent of injuring a¢
petitor, and-or with the effect of lus
competition, either between sellers o
ers, is an unfair business practice.

3. Price Discrimmation—Kesolved, ]

MIXERS

l Long & Short Goods Driers
Fancy Stamping Machines
Preliminary Driers
Mostaccioli Cutters
Die Washers--Dies
Egg Barley Machines
Accumulators

price discrimination with the object

fect of lessening competition either be
sellers or buyers, is an unfair business
tice, except in those cases which take
consideration:
(a) Difierence in grade, quality
quantity of flour sold; or
(b) Which make due allowance fors
difference in selling cost or 1
portation; or
(¢) Where the price is made in go
faith and only to meet (not
count) actual demonstrated o
petition,

4. Rebates—Resolved, That the g
of secret rebates, irrespective of the i

they may assume, is an unfair busines

tice.

5. Commercial Bribery—Resolvel 18
paying, promising to pay or supplyis
any agent or any intermediary, witha
knowledge of his principal, of money
tuities, comunissions, or other consi
of any character for the purposc of 2
ing or compensating for a sale, is an
business practice.

6. Sr ty Againct Decline or B
ing Couttac: —Resolved, That guaraes
contruct price against decling, or ¢

tion or rewriting of contract withes i

quate compensation for loss resulting
market decline or cancellation or re
of contract for the purpose or ofied
avoiding the accrual or collection of d
ing charges is an unfair business p

7. Defamation of Competitor—Reg
That the defanation of a competiton
false disparagement of his goods, *J8
manner, is an unfair business practia

Profit by the experiences of “f8

Hear them at the Convention Juot
at Niagara Falls,

" ////4’/////

THE CHARLES F.

213 N. Morgan St.
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of Machinery for Alimentary Pastes

Noodle Cutting and Folding Machines
“Tortellini” (Stuffed Paste) Machines
Calibrating Rolls

Dough Breakers

Trimmers |
Pressure Pumps
Fittings--Valves
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Crookston Milling Company
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Grain, Trade and Food Notes

A. M. A. to Endorse Certain
Foods

The committee on foods of the
American Medical association permits
use of its official seal in advertising ap-
proved nonmedicinal foods for which
health claims are made or which are
advertised in medical journals, accord-
ing to Baker's Weekly. Advertise-
ments of approved foods, it is stated,
will bear the seal of the association
with the words "Accepted by the Com-
mittee on Foods of the American Med-
ical Association.” Reports on approved
products are to be published in the
Association Journal and also annually
in book form.

The committee’s rules provide that
no products may be accepted or re-
tained on the approved list concerning
which the manufacturer or his agents
make false or misleading statements as
to source, raw material from which
made, or method of collection or prep-
aration; or unwarranted, exaggerated,
or misleading statements as to its
value for health or nutrition.

Cows Thrive on Durum

Perhaps the worries of the durum
wheat growers of the Northwest may be
solved by the cow. Feeding trials with
durum wheat carried on by the dairy de-
partment of the North Dakota Agricul-
tural college to prove the palatability and
feeding value of this grain, show that
cows eat durum wheat with relish and do
well on it when the ground wheat makes
up a third, a half or two thirds of the
grain ration. The experimentation was
supervised by Prof. J. R. Dice, head of
the dairy department and a herd of 6
cows was used in the trial. The results
obtained would seem to indicate that
durum wheat is on a par with other farm
grown grains but in no way superior,

Prospective Increase in Wheat
Exports

A notably high level of visible sup-
plies in North America, an unprecedent-
edly small postwar volume of interna-
tional trade, and a sharp decline of
wheat prices from early January to the
middle of March were the outstanding
features of the world wheat situation
during the period December 1929-April
1930, according to the May Surzvey of
the Wheat Situation, published by the
Food Research Institute, Stanford Uni-
versity, Cal,, in the last issue of WHEAT
STUDIES. The movement.to Europe

was strikingly small; and since export
supplies available were large, the causes
of the notably small movement must be
sought principally in the European situ-
ation. The available cvidence suggests
that in Europe a combination of circum-
stances—a mild winter, relative cheap-
ness of rye and the feed grains, business
depression, and the good quality of the
domestic wheat crop of 1929—made for
relatively small consumption of wheat
both for food and feed. Importers pur-
chased sparingly. This situation ap-
pears to be the dominant cause of the
small volume of international trade and,
in combination with the heavy stocks in
North America, contributed greatly to
the price decline of January-March,
though other factors were also operative,
Russia appeared on the world market as
an exporter of wheat,

The record of past years and recent
developments in the present suggest cer-
tain features of the world wheat situa-
tion {hat may become prominent in the
closing four months of the crop year
1920-30, subject inevitably to the chang-
ing prospects for 1930 crops. The vol-
ume of international trade during 1929-
30, as measured by net exports of wheat
and fleur, now seems likely to reach only
around 660 million bushels or less, the
srallest in postwar years. A crop scare
might prompt a larger movement. World
exports in April-July may reasonably be
expected to exceed those of December-
March, modifying the average postwar
seasonal movement. European importers
early in April seem not to have been in
as favorable position fer curtailing pur-
chases as they were in early December,
and the stocks afloat on April 1 seem too
small to permit the usual reduction in
April-July, The movement of wheat
prices in May-July will presumably re-
spond more sharply to changes in new-
crop prospects than to other influew es.
fiut if the world-wide business situation
and the feed grain situation improve, if
import demand becomes more active,
and if the growing crops do not en-
counter unusually favorable veather con-
ditions, prices may tend to rise in May-
July despite continuing heavy North
American stocks.

White and Whole Wheat Breads

That white bread is a wholesome
food is the opinion expressed by
specialists of the U. 5. Department of
Agriculture and five nationally known
authorities on nutritional _problems
who were consulted by direction of
Secretary Hyde. The views of this

“her thusly: “My, what a fuss!

group, headed by Dr. A, F. W
director of scientific work of the §
partment, are expressed in a staten,
based on the scientific facts regart®
breads made of white flour anl§
whole wheat flour: |

White and whole wheat breads arc )
wholesome foods, They are among ther,
important and cheapest sources ol en
and protein in thediet. The compos
and value in the diet of whole wheat
white bread vary not only with the
ferences in the flour used, but also witk
amount and character of other added (8
stituents, ‘

Whole wheat or graham flours, w
contain the bran and germ portion of
grain, have lower bréad-making capf§
and are more susceplible to spoilage, s
not be handled as readily commercially
general they contain more essential
crels and vitamins and more roughage
white flour.

No person subsists on one foud. E
food should be chosen in relation 1
other constituents of the diet. Dread, e
white or whole wheat, is always an
nomical source of encrgy and prote
any diet. The form may be left w0
choice of the individual when the rema:
of the diet is so copstituted as to conir
the necessary minerals, vitamins, and
necessary roughage,

“It should be evident,” said Dol
Woods, “that because a particulari
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§949 Dell Ave.

Barozzi Drying System

Manufacturers of Macaroni
Dryers that dry in any kind

of weather

FAULTLESS AND SIMPLE

Result guaranteed

For this industry we design and

manufacture all kinds of
labor saving devices

Catalogue and estimate at
your request

Barozzi Drying Machine

Company, Inc.

NEW YORK DISTRICT

North Bergen, N. J.

=

Make Your Noodles
from the finest

'EGG YOLK

Rich in Color---
Fresh and Sweet

Write for Samples
and Prices

JOE LOWE CORPORATION

i
BROOKLYN, N. Y. BALTIMORE, MD.
! Bush Terminal Bldg. No. 8 5-7 West Lombard Street

CHICAGO, ILL.

| LOS ANGELES, CALIF.
{ 3617 S. Ashland Ave.

Mateo and Sacramento Streets

lacks a certain vitamin or otherq
portant food factor, its value is
necessarily, thereby seriously redsd
in a mixed diet, in which other [
contain the necessary elements.
tically all dietitians nowadays reo
mend a diversified diet. The Amend
people have available from the §
ranches, and fisheries every
needed for producing a sound big
Those who give out informatios

food values should be particularlya

ful not to draw unwarranted co
sions as to food values based on?
presence or absence of some partic]
factor.”

R AT s VTR Sl S Sl IS S T -

Plan a business vacation the last
in June. Take in the Macaroni Mg
Conference.

——

One day a very pretty lady wit
pooadle dog in her lap chanced 1089
riding on a street car. A Dlue ?
lady sitting next to the girl addret
make over that nasty little dog. D
you think it would look nicer if
had a little baby on your lap?’

“No,” the pretty one replied:
wouldn't. You see, I'm not ma™}

L Rt T P T [

e
== r
=
Py
A
ARTISTICALLY g OUR MODERN
DESIGNED E .
DESIGNS
LABELS ADVERTISE

AND

CARTONS

COMPLETE LINE

ROSSOTTI LITHOGRAPHING €O/
Yy Wrick Street

e Nowlfork

AND HELP
SELL YOUR
PRODUCTS

OF STOCK LABELS AND CATALOGS

WRITE FOR SAMPLES
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Our Honor Roll

Members of Macaroni Industry Who Have Enlisted to Setve in
Our Great Drive for Recognition

“T'he list of those investing their sup-
port and cooperation in the great drive
of the industry grows steadily. These
men, like the rest of us, believe in the
future of the industry—are confident
that the National Advertising Cam-
paign will establish Macaroni Prod-
ucts in their rightful position in the
national diet.

Many new names have been added
since the last Honor Roll was pub-
lished—and still more should come. In
the fight into which we are going we
will have to present a united front, a
cooperating, closely knit group striv-
ing toward a common goal.

Here are the new names to add to
our Roll of Honor:

MANUFACTURERS

Company, Sacra-

Colosseum  Macaroni
mento, Cal.

San Diego Macaroni Manufacturing Co,,
San Diego, Cal.

Genoa Macaroni Factory, San Francisco,
Cal.

Golden Gate Macaroni & Paste Co., San
Francisco, Cal.

Italian American Paste Company,
Francisco, Cal.

Pompei Macaroni Factory, Inc., San Fran-
cisco, Cal.

Gragnano Products, Inc, San Francisco,

San

Cal,

Roma Macaroni Factory, San Francisco,
Cal,

Vulcan Macaroni Company, San Fran-

cisco, Cal.
California Paste Company, San Jose, Cal.
San Josc-Ravenna Paste Company, San
Jose, Cal.
Santa Rosa Macaroni Factory, Santa Rosa,

Cal.

Crescent Macaroni & Cracker Co., Daven-
port, Ia.

Minnesota Mucaroni Company, St. Paul,
Minnesota,

Procino-Rossi Corporation, Auburn, New
York.

Western  Macaroni  Manufacturing  Co,,
Salt Lake City, Unah,

ALLIEDS

Atlas Nox Company, Chieago, 111
John J. Cavagnaro, Harrison New Jersey.
Champion Machinery Co., Joliet, 1L
Crown Mills, Portland, Ore.
Eggerss-O'Flying Co., Omaha, Neb.
Empire lox Corporation, Chicago, 111.
Lanzit Corrugated Box Company, Chicago,
1.
Peters Machinery Co., Chicago, 1l
The Star Macaroni Die Manufacturing Co.,
New York.
COMPLETE HONOR ROLL TO DATE:
Alabama—100%
R. G. McCarty, State Chairman
Birmingham Macaroni Co., Birmingham.

California

California Paste Company, San Jose, Cal.

Colosseum Macaroni  Company, Sacra-
mento, Cal,

Fontana Foods Products Co, South San
Francisco.

Genoa Macaroni Factory, San Francisco,
Cal.

Golden Gate Macaroni & Paste Co, San
Francisco, Cal,

Italian American Paste
Francisco, Cal,

Pompei Macaroni Factory, Inc, San Fran-
cisco, Cal,

Gragnano Products, Inc, San Francisco,
Cal.

Roma Macaroni Factory, San Francisco,
Cal.

San Diego Macaroni Manulacturing Co,
San Diego, Cal.

San Jose-Ravenna
Jose, Cal.

Santa Rosa Macaroni Factory, Santa Rosa,
Cal.

Vulcan Macaroni
cisco, Cal.
Colorado—100%

A. S, Vagnino, State Chairman
American Beauty Mucaroni Co, Denver.
Golden Crown Macaroni Co,, Trinidad.

Connecticut
P. George Nicolari, State Chairman
The New Haven Macaroni Co, Inc, New
Haven,
The F. Pepe Macaroni Mig. Co., Waterbury.
Illinois

G. G. Hoskins, State Chairman
The John B, Canepa Co., Chicago.
Fortune-Zerega Co., Chicago.

The Foulds Milling Co., Libertyville.

1. J. Grass Noodle Co., Chicago.

F, L. Klein Noodle Co., Chicago.

Liberty Macaroni Co, Rockford.

Peter Rossi & Sons, Braidwood.

The Quaker Oats Co., Chicago.

Traficanti Drothers, Chicago.

American Noodle & Macaroni Co,, Inc,

Chicago.

A. Russo & Co., Chicago.
Kentucky—100%

Joseph Viviano, State Chairman
Kentucky Macaroni Co., Louisville,

Louisiana

F. F, Federico, State Chairman
Frank Dantoni & Co., New Orleans,
Federico Macaroni Mfg. Co., New Orleans.
National Food Prod. Inc, New Orleans.
Tujague Food Prod. Co, New Orleans,

Maryland
Ralph Nevy, State Chairman
David Kerr, Baltimore.
Massachusetts
Alfred Bianchi, State Chairman
Boston Spaghetti Mfg. Co., Doston,
Italia Macaroni Co., Worcester.
Prince Macaroni Mfg. Co., Boston.
Missouri—100%
G. Viviano, State Chairman
American Beauty Mac. Co., Kunsas City.
American Deauty Mac. Co., St. Louis.

Company, San

Paste  Company, San

Company, San Fran-
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Checker Food Products Co., St. Louis.
Domino Macaroni Co., Springfield.
Faust Bros. Mac. Co., St. Louis.
Kansas City Mac. & Imp. Co., Kansus (8
Mercurio Bros. Spag. Mfg. Co., St. Loy
Mound City Macaroni Co,, St. Louis
Ravarino & Freschi Imp. & Mfg. (o,
Louis.
Viviano Grocery & Mfg. Co,, St. Louis
V. Viviano & Bros. Mfg. Co., St. Louis
Nebraska—100%

H. E. Gooch, State Chairman
Gooch Food Products Co., Lincoin,
Skinner Manufacturing Co., Omaha

New Jersey
G. Campanella, State Chairman
Campanella, Favaro & Glaviano Mac (o
Jersey City.
Lo Bue Brothers, Jersey City.
C. F. Mucller Co., Jersey City.
D'Amico Macaroni Co., Inc, Newark,
New York
Wm. Cullman, East State Chairman |

A. Giola, West State Chairman
Beech-Nut Packing Co.,, Canajoharic,
Dunkirk Mac. & Supply Co., Dunkirk.
Elka Noodle Corporation, Maspeth.
Foulds Milling Co., New York city.
Foulds Milling Co., Syracuse.

A. Goodman & Sons, Inc., New York ¢
The Independent Mac. Co., Mt. Vernon
Ronzoni Macaroni Co., Long Island.
Schneider's Home Made Egg Noodles
Inc., Brooklyn.
A. Zerega's Sons, Inc, Brooklyn,
The DeMartini Macaroni Company, Iy
Brooklyn.
Flower City Macaroni Co.,, New Yuork
A. Gioia & Bros.,, New York city.
Quality Macaroni Co,, Rochester.
Ohio
Mrs. H, J. Brunncke, State Chairmu
A. Palazzolo & Company, Cincinnati,
The Wuerdeman Company, Cincinnati,
The Metropolitan Macaroni Co., Clevel
Oklahoma—100%
Guy M. Russell, State Chairman
McAlester Mac. Factory Co., MeAlcster,
Oregon
F. Orso, State Chairman
Perter-Scarpelli Macaroni Co., Purtland
Oregon Macaroni Mig. Co., Portlund
Pennsylvania
Lawrence E, Cuneo, State Chairma
W, Boehm Company, Pittsburgh.
Italo-French Produce Co., Pittsburih
Jefferson Mac. Co,, Reynoldsville.
Keystone Macaroni Mg, Co,, Lebunon
The Megs Company, Harrisburg,
Mrs. C. H. Smith Noodle Co., Ellw
S. Viviano Mfg. Co,, Carnegic.
Rhode Island
J. E, Del Rossi, State Chairman
G. D. Del Rossi Co,, Ine, Providence
Semolina Mac. Co., Providence.
Texas
L. J. Laneri, State Chairman
Fort Worth Macaroni Co., Fort Worth
Magnolia Mae. Mfg. Co., Houstor
National Macaroni Co., Dallas,
Union Macaroni Co., Beaumont.
West Virginiu—100%
R. V. Golden, State Chairman
West Virginia Mac. Co,, Clarksburg:
Washington
G. P. Marlino, State Chairman
A. F, Ghiglione & Sons, Inc., Seautle.

wd O
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Wisconsin—100%
John Busalacchi, State Chairman
schhi Bros, Mac. Co,, Milwaukee.
ke Macaroni Co., Milwaukee.
inger Macaroni Co., Milwaukee.
ALLIEDS
re are the Allieds who are sup-
g the Industry in this aggressive

B for profitable business:

Boxes
Win Folding Paper Box Co, Inc, Chi-
ago. 1.
[lor Company, Chicago, IIl.
ras- ' Flying Co,, Omaha, Neb,
Lre I' « Corporation, Chicago, 1.
it Corrugated Box Company, Chicago,
1.
Dies
baldan & DBros, Inc, New York city.

b Tan:i & Bros, Inc, Boston, Mass.

Sjar Macaroni Die Manufacturing Co,,
vew York.
Eggs
nberg & Schneider Bros., Chicago, 1L
ithographers, Printers, Labels and
Folding Boxes
Ati Lithographing Co., New York city.
Machinery
]. Cavagnaro, Harrison New Jersey,
1 Drying Machine Co., Inc., North
eryen, N. Jo
nont Mach, Co., Inc., Brooklyn, N. Y.
lidated Macaroni Mach, Corp., Brook-
o, N. Y.
F. Elmes Engineering Works, Chi-
Bgo, 111,
ge Machinery Co., Springfield, Mass.
k Machinery Company, Chicago, 11l
% ). Cavagnaro, Harrison, N. J.
pion Machinery Co., Joliet,
Millers
m Mills, Portland, Ore.
| Flour Mills, Inc., Minncapolis, Minn,
ander Milling Co., Minneapolis, Minn,
ing Co., Crookston, Minn.
ior Milling Co., Duluth, Minn,
« Mill Co.,, Minneapolis, Minn,
-u-kRn-\i Corporation, Auburn, New
UK.
apolis Milling Co., Minneapolis, Minn,
ty Flour Mills Co., Minneapolis,
inn.
furn Crosby Co., Inc.,, Minneapolis,
inn
el i“-ll“.‘ll'l.“li & Cracker Co., Daven-
i, 1a
wla Macaroni Company, St aul,
Winncs 1a,
M Macaroni  Manufacturing
It Lk City, Utah,

Co,,

fhe Macaroni Capital

. he General Brock Hotel, Niagara
Canala, there will be estahlished
flemational Capital of the Mac-
lanviacturing Industry of Amer-

#e amulst the scenic beauties of
fmous  Niagara Falls, manufac-
8 2nd allied tradesmen, their fam-
£ 1 guests will gather for a 3-day
g ¢, with business and pleasure
Uy Llended,

i Falls is one of the famous

e e

playgrounds of the masses, There is
something new to he seen every minute;
something different at every turn.  The
women and children will be especially
pleased and charmed with a visit to this

beauty spot.  Arrange to bring them
along.,  Let them play while you work.
Give the hotel management an oppor-
tunity to show you just whiat “that true
Canadian hospitality” really amounts to.
The dates, as you know, are June 24,
25 and 26, 1930, )

Fischer Appointed to Ex-
ecutive Board of As-
sociation Program
Official recognition was given o the
work of A. J. Fischer, of the Pillsbury
Flour Mills company, in behalf of the
Macaroni Products Industry and the Na-

tional Advertising Campaign, by his ap-
pointment as a member of the Board of
Advertising Trustees.

Like his associate, Mr. Luther, Mr.
Fischer has devoted considerable time
and effort to the promotion of our pro-
gram. In his position on the Board of
Advertising Trustees, as one of the rep-
resentatives of the allied millers, he will
render even more valuable service,
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Luther RepresentsMillers
on Board of Adver-
tising Trustees

Martin Luther, vice presidemt of the
Minneapolis Milling Company, was re-
cently selected as one of the representa-
tives of the allicd millers on the Board
of Advertising Trustees in charge of the
National  Advertising  Program of  the

Natiomal  Macaroni
sociation,

Manufacturers As-

Mr. Luther is favorably known to
everyone in the  Industry. Ie  has
worked tirelessly in the interests of the
advertising Program,  His services on
the executive Lody  directing the cam-
paign are sure to be of the greatest value,

No Government
Guarantee on Foods

Cartons illed with foods no longer
have printed on them the statement
“Guaranteed umder the Foal & Drug
Act, June 30, 190077 The use of this
“puarantee” has heen discouraged by
the . 0 Department of Agriculture
because  “many helieved
the guarantee meant that the govern-

housewives

went hidd examined every can or pack
age comtaining the legend and vouched
for the ]illril) of the Tool,”

Few, it any, macaroni manufacturers
are now using this statement on their
packages or boxes, thus anticipating
amendment o the Fomd & Drug Act
made by the government to eliminate
the guarantee.
conraged to exercise due caution in
purchasing food.

Obviously it is impossilie to inspeet
all food sold. The guarantee merely
meant that the manufacturer guaran

(Contmncd on Page 40)

Duyvers are thus en-
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Harrel Heads Cereal
Chemists

At the annual meeting of the Ameri-
can Association of Cereal Chemists
last month in the Edgewater Beach
hatel, Chicago, 1, C. G, Harrel was
clected president. e entered the new
affice with much experience and train-

C. G. Harrel, director Commander-Larabee
Corp. laboratorics, is new gr:lldenl of the

American Association of Cereal Chemists

ing, having served as first vice presi-
dent of the important organization.

Mr, Harrel is a man of wide experi-
ence and of personal ability,  He is the
director of laboratories for the Com-
mander-Larabee Corp. in Minneapolis.
During the Chicago meeting he deliv-
ered an interesting talk on “Some
Basic Principles of Photography  as
Applied to Cereal Chemistry Work."”
He succeeded M. A, Gray of the Pills-
bury Flour Mills company as presi-
dent,

Elevator Manager
schools Successful

More than 120 elevator managers at-
tended the 2-day “schools” in Brown
county, S. D, and  Stutsman  county,
N. D., last month, according to report
from H. R. Sumner of the Northwest
Crop lmprovement association. “The
schools,” says Mr. Summer, “were quite
a success and several of the managers
asked for similar work next year.”

The meetings were held for promoting
a policy of grain huying which will give
the farmer an incentive for raising qual-
ity grain and to give training and infor-
mation about methods of grading, crop
varicties, disease control, crop rotation
and kindred subjects,  The school fac-

ulty consisted principally of the repre-
sentatives from the United States De-
partment of Agriculture and the North
and South Dakota State colleges.

The Brown county school was spon-
sored by the Brown County Farmers
Crop Improvement committee assistedl by
a grain men's committee composed of
C. G. Anderson, Farmers Union Grain
Co.; W. I Lytle, Atlas Elevator Co,,
and C. L. Ostrander. The Stutsman
County affair was promoted hy the
County Grain Men's committee consist-
ing of J. . Brenner, Windsor Farmers
Cooperative Elevator Co,, C. B. Nupen
of the Nupen Elevator Co,, and C. Gib-
son of the Gibson Elevator company of
Ypsilanti in cooperation with the Farm-
ers Crop lmprovement commiitee.

“The local grain men have the power
to exert tremendous influence on the
quality of grain produced by their pa-
trons,” declared Mr. Sumner, “and we
believe these meetings helped the grain
men to line up on a single practical pro-
gram of crop improvement work.”

Macaroni King

As any individual, organization or
association well knows, it is no small
undertaking to arouse sufficient inter-
est in any nation wide activity and a
much greater task to create a big fund
for launching it. The Macaroni Man-
ufacturing Industry is sponsoring a
national advertising  campaign  that
calls for the expenditure of approxi-
mately one and a half million dollars
in 4 years to make the public more
“macaroni conscious.” :

the plan and fund raising must go to
Robert B, Brown of Fortune-Zerega
Co., Chicago who as chairman of the
Macaroni  "ublicity  Committee con-
ceived the whole plan.  Though mod-
estly inclined to attribute the success
to his associates, the officers of the
National association appreciate  his
able and untiring efforts.  As a mani-
festation of their appreciation there
hangs in Bob's office an engrossed res-
olution, worded a little out of the ordi-
nary but truly expressive of the gen-
eral opinion of the trade, Tt reads:
HEAR YE! HEAR YEI|
There is a fellow named Bob
Brown, who is a dynamo, self-
starter and whiz-bang—and
WHEREAS, this said and same
Bob Brown, commonly known as
“R. B. Brown,” has through his
persistance, insistence and sheer
determination  and  ability, as
Chairman of the Advertising

June s
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Committee, brought into heing

four year national advertising j-fr) No,
elemm

gram—

NOW, THEREFORE, the Iy,
of Directors of the National M@
roni  Manufacturers  Associag
assembled in regular meeting,

hereby crown him
MACARONI KINGE
(Signed) Frank J. Tharing$8
I'resi

M. J. Donna,

Secretary-Trex

Foreign Macaroni
Exchange D§

The trade in macaroni produc
tween the United States and the
nations of the globe continues iyl
considerably below  the Dhusines
ported a year ago.  According v
monthly  summary of foreign
merce prepared by the United §
Department of Commeree buth it
portation and importation of this|§
during March 1930 shows a
drop from both the quantity and;
of the exchange made in 1929,

Sharp Drop in Exports

8
9
6
6

OUR

AULTLESS MACARONI MOULDS

Are Always Satisfactory.

Every Order is Given the Personal
Attention of Die Experts.

F. MONACO & CO.

1604 Dekalb Ave.

PER PASTA PERFETTA

Usate!

AMBER
Milling Company
920 Flow Ex, Misneapelis, Mina

““Meglio Semola-Non ce ne’’

Guaranteed by the
Most Modern Durum Mills in America

During March 1930 macaroni ROOKLYN NEW YORK MILLS AT RUSH CITY, MINN.
facturers and exports shipped b
cign countries, a total of only 3

Ibs. valued at $73,577 while in ¥
last year this business totaled Hgg
Ihs. with a value of $80,656, The
ness for the first 3 months of the
shows the same trend, a decrease

export business. In January, F i
and March 1930 the exports 1
2445498 Ibs. with a value of §
While the same 3 months in 1Y
American industry exported 38
1bs;, obtaining for these product:3

259.

Foreign Purchases Lower

That domestic macaron: 74
are replacing foreign made g
the macaroni channels of dist’
is shown by the import figgures o g8
aroni products.  During March
there was a sharp decline i the
tity and value of the importa®
macaroni, only 196912 1b-. ¢
our shores for which importet
$18821. During March 19291
ports totzled 208,294 1bs. worth
060.

This same downward m'n%
vailed during the first quarter ¢
the imports amounting to (A
worth $54,209. During the ®
months in 1929 we imported /
1bs. at a cost of $69,897.

receive the greatest benefits therefrom.

CAPITAL

With the Million Dollar Advertising Program at Hand, Quality Macitroni Produets should
Now is the time to get m line for your share by using

CAPITAL QUALITY PRODUCTS
FLOUR MILLS

100 Lbas,

- s

INCORPORATED 1

[']
|| CAMTAL FLOUR MILLS 5
{

i “

e

‘ %Mo\_\w }

ST, PAUL, MINNESOTA, '
wi A, ¢

Offices INCORPORATED
M“‘"" Exchange Building Mills
INNEAPOLIS, MINN. ST. PAUL, MINN.
—t — e —
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The Macaroni Journal

Trade Mark Reglstered U, B. Patent Office
(Successor to the Old Journal—Founded by Fred
Necker of Cleveland, O., in 1903,

A Publication to Advance the American’ Macaronl

Industry.
Published Monthly by the National Macaroni Manu.
facturers Association.
Edited by the Secretary, P. O, Drawer No. 1,
liraidwood, 111,

’ "PUBLICATION COMMITTEE -
HENRY MUELLER AS. T. WILLIAMS
; M. J. DONNA, Editor

~ SUDSCRIPTION RATES —~
Unlted States and L;.nnldl v« « $1.50 per year.

n advance,
Forelgn_Countries . . $1.00 per year, in advance
Single 60 & o s o e s 8 s w e 15 Cents
Back Co P _+ o 35 Cents
SPECIAL NOTICE
COMMUNICATIONS :—The Editor solicits news
and articles of Interest to the Macaroni Industry,
All matters [ntended for publication must reach the
Edltorial Office, Braldwood, Ill, no later than Fifth

{ Month,
IIHB ‘IIRCARONI JOURNAL assumes no respon-
slbllity for views or opinions expressed by cunlrliﬂbu-
tors, and will not knowingly advertise irresponsible

or_untrustworthy councerns,
The publishers of THE MACARONI JOURNAL

reserve the t to reject any matter furnlshed either
for the advertising or reading columns.
REMITTANCES:—Make “all checks or drafts
iunbln to the order of the National Macaronl Manu-
acturers Assoclation.
ADVERTISING RATES
at

Display Advertising . . . Rates on A lication
Want Al a o e s s Five Cents Per Word
Yol. XII June 15, 1930 No. 2

Patents, Trade Marks,
Copyrights --- Law
and Practice
By Oscar A Geier

Cloth bound 6"x9", 128 pages, published
by Richards & Geicr, Patemt and Trade
Mark Attorneys, 274 Madison Av, New
York, N. Y.

Readers of this magazine will be in-
terested to know that we have made
arrangements with the publishers of
this book to mail a iree copy to inter-
ested persons, who apply to either this
office or to the publishers, Richards &
Geier.

The book is written in terms the
business man can understand, and cov-
ers the essential features of our patent,
trade mark and copyright laws.

The patent law section of the book
explains who may obtain a patent,
what may be patented, the importance
of specification and claims, patent in-
terferences, reissues, appeals, infringe-
ment suits, etc.

The trade mark end of the book cov-
ers trade marks in general, valid trade
marks, invalid trade marks, unfair com-
petition, state registration, interfer-
ences, oppositions, appeals, infringe-
ments, ctc.

This 5th edition has been completely
revised and brought up-to-date to con-
form with the changes of the law and
practice since the +th edition was is-
sued in August 1928,

In addition to facts about American
patents and trade marks, this book also
gives a large amount of information
about the foreign pavents and trade
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marks which will be of particular in-
terest to manufacturers who export.
The index, with which it concludes,
affords ready reference to the many
important subjects treated in this book.

Patents and Trade Marks

A monthly review of patents granted
on macaroni machinery, of applications
for and registrations of trade marks
applying to macaroni products. In
May 1930 the following were reported
by the U. S. Patent Office:

Patents granted—none.

TRADE MARKS REGISTERED

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

Vitamized

The trade mark of Kansas City
Macaroni & Importing Co., Kansas
City, Mo., was registered for use on
alimentary pastes. Application was
filed May 4, 1929, published by the
patent office Aug. 6, 1929 and in the
Sept. 15, 1929 issue of The Macaroni
Journal. Owner claims use since De-
cember 21, 1926. The trade name is in
heavy type on a white shield carried
by an eagle.

La Carnegie

The trade mark of Salvatore Vivi-
ano, doing business as Viviano Maca-
roni Manufacturing Co., Carnegie, Pa,,
was registered for use on alimentary
pastes — namely, spaghetti, noodles,
vermicelli and other macaroni products.
Application was filed April 30, 1929,
published by the patent office March
4, 1930 and in the April 15, 1930 issue
of The Macaroni Journal. Owner
claims use since Aug. 5, 1918. The
trade name is in outlined letters over
which is a drape and above it-a crown.

Sugo

The trade mark of Mercurio Bros.
Spaghetti Mfg. Co., St. Louis, Mo, was
registered for use on alimentary prod-
ucts—namely, macaroni, spaghetti, and
noodles. Application was filed Oct. 5,
1929, published by the patent office
March 18, 1930 and in the April 15,
1930 issue of The Macaroni Journal.
Owner claims use since about May
1909. The trade name is in outlined
letters.

TRADE MARKS APPLIED FOR

Six applications for registration of

macaroni trade marks were made in
May 1930 and published in the Patent
Office Gazette to permit objections

thereto within 30 days of publication.’

The Energy Trio
The trade mark of National Maca-

15,1930

roni Manufacturers association, [ Niagara Roars “Welcome”
wood, TlL. for use in advertising (Conttised Trom Poget
roni, spaghetti and noodles. Ap om Page 7)
tion was filed March 28, 1930 und,
lished May 13, 1930. Owner cliim
since Jan. 2, 1930. The trade my i
in outlined letters above which are
ures mad2 of the 3 products, Mag
spaghetti and noodles.
Max-I-Mum

The private brand trade mag
Western States Grocery Co., t)al
Cal. for use on macaroni, €gg nox
spaghetti, vermicelli and other
ceries, Application was filed D
1929 and published May 27,
Owner claims use since April 15,]
The trade name is in heavy type.

Del Monte

Two private brand trade marly
California Packing Corporation,
Francisco, Cal. for use on no
spaghetti, macaroni and other
ceries. Applications were filed Ja
1930 and published May 27, |
Owner claims use since Nov, 1923,
trade names are in outlined letter

LABELS
Red Arrow

The title “Red Arrow” was o
tered May 20,

¢r should hear, Hear him and get a new slant on your
<o the trade association in your industry,

A Laugh Now and Then

oo many of us are entirely too serious in business, at home
3 company ; a loud, boisterous laugh serves not only to re-
some pent up feelings but spreads cheer and pleasantness.
i 2 offort to frown, but a pleasure to laugh. Why not be
¢ gleeful in business even when things are not exactly to
rliking?  Mr, Charles Milton Newcomb will tell you why
show you how. Expunge that foul air from your Iung;
1 GOOD LAUGH,
sa rest from the strenuous husiness session on the second
there will be an outing and a sight-seeing trip in the late
Bmoon and the usual dinner dance in the evening, A most
tizing menu of the best foods in season, high-class enter-
ent from the Buffalo Broadcasting Corporation and en-
cng music will be both delightful and pleasing.

e sessions on the closing days will be for members only
hers of particular importance to the trade association and
panufacturers will be considered by the manufacturers
wlves. It will be an informal meeting without sct
khes. It will probably be the outstanding feature of the
conference and all should remain for it.

¢ 1930 convention program is high class, timely and ap-
rate. Only a big attendance is needed to insure the suc-
of this annual affair. A record-breaking attendance is an-
ted. Arrange to be a member of this history-making
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For Better Results

USE

PENZA'S BRONZE MACARONI DIES
fitted with U. S. Patented

removable pins.

“Kleen-c-z"

Prices Reasonable, quoted on request.

FREDERICK PENZA

295 Vernon Ave. Long Island City, N. Y.

Macaroni Co., Milwaukee,
use on egg noodles, Application
published March 28, 1930 and g
registration number 37468,

No Government Guarante
(Continued from Page 37)

teed the product to be pure. Thj
ficials examined his shipments reg
ly but could not prevent an occas
spoiled package from reaching thed
sumer.

The purpose of the old guar
was to protect the dealer from liab
if the goods were below par
goods could be seized, but the
facturer who guaranteed the prod
and not the dealer, was liable.

A fact not generally known i
the dealer can demand a Jud
from the manufacturer that the
and drugs he buys are in compl
with the law.

WANT ADVERTISEMENT

FOR SALF—French vertical, hydran
press, 135 Ihs. upacil; (dry s),
(5000 to $500 Ibs.). FPress'in frst
Also two French style dough knes
Ibs, and one 300 lbs. capacity, !ood
dough. - Attractive prices. 1L

Boniface, Manitoba, da,

SALES MANAGER WANTED-—Must :‘ X
a'nlmed with the Macatoni ling, Good o
Ly rlr giving expericnce and referencth

. N. Y. Office & Shop

R o Rt o e e e e [ 4 i

John J. Cavagnaro

Engineer and Machinist
Harrison, N. J. - -

Uu. 8. A

Specialty of

MACARONI MACHINERY

Since 1881

255-57 Centre Street, N. Y.

e e A e A A A ARG Er G e A E A EHEH EH G EHER EHEN &

c/o Macaroni Journal, Draidwoods
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The President’s Column

" Lest We Forget
The Macaroni Manufacturing Industry in America has
attained its envied position of world leadership for the pure
and simple reason that from the very beginning the leading

members thereoi have shown themselves both willing to

teach and able to learn.

The best manifestation of this principle is the annual
training school sponsored by the industry in the form of a
trade meeting or convention to which every interested indi-
vidual was welcome.  In no other country do the members
of the macarni-making craft gather thus in friendly con-
ferences, and nowhere is the matter of better manufacturing
and better cistribution so ably and openly studied than at
these annual gatherings held under the auspices of the Na-
tional Macaroni Manufacturers Association,

This year we will meet in The General Brock Hotel,
Niagara Falls, Canada, for three days, June 24, 25 and 26.
Never was there so urgent need for a conference.  Business
has not been very brisk and competitive conditions have
been such as to cause much worry,  Improvement can come
only out of understanding,  How can we understand one
another if we don't get together, talk frankly to each other
and strive to reach a comamon ground on which we can all
act for trade betterment ?

As has ever been the case, the convention this year will
be open to all manufacturers who are engaged in the pro-
duction and distribution of Macaroni Products,  Member-
ship in the National Macaroni Manufacturers Association
is not an essential to admission to our meetings although
it highly recommended.

Come, therefore, to our 1930 meeting at Niagara Falls
As the presiding officer of the convention 1
Alll
ask is your cooperation towards making this the most pro-

this month.
assure all of a warm welcome and kind treatment,

gressive and farreaching conference ever held by our in-
dustry,

I will consider it a personal pleasure to shake you by the
hand on the opening day—June z+.  Don't disappoint me.
Don't miss this wonderful opportunity for helping our-
selves, :

AT R oy
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The Secretary’s Column

Register Early

All who attend the Niagara Falls convention of the \!

aroni Manufacturing Industry in The General Brock Hof

Niagara Falls, Canada, June 24-26, 1930, are requestel
register carly with the Secretary,

Get an identification badge,—it will help you to ga
quainted early and easily. Only properly registered n
bers and guests will be entitled to the privileges of the

vention and to the attention of the entertainment og

mittee.
Ladies’ Entertainment

There is so much to be seen at Niagara Falls, the w
playground and scenic center, that the untertainment of
women and children will give convention guests and
committee little or no worry. However, something
cial will be undertaken for their special enjoyment. Uz
a proper chaperon appointed by the Niagara Falls (b4

ber of Commerce, the ladies will be given a treat on T8

day, June 24, in the form of a tour of the famous rose
den in Victoria Park which will then be in all its gorg
splendor of all the colors of the rainbow. A delig
“English tea™ will be served them at noon in the g
ment refectory on the brink of the falls and later in
day, the women and kiddies will view the falls irom
Maid of the Mist,” a trip that will always remain a ¢
ant memory. 1 you have not already made provisios
bringing along the family, remember there is «till ¢
We want them as our guests,

At Your Service

The convention plans are complete,  Addresses, i
sions and entertainments have all been arranged
with the thought of pleasing and educating those wb
tend,

During the whole convention the Secretary will, 249
be at your service. It will be a pleasure to him 1o s¢
the program proceeds without any noticeable, b
hitch and everything which any will do to bring this
will be appreciated bg;’ull the Association officers.

Remember—This is YOUR CONVENTION, M
best of it.

[}

STAR PERFECTION DIES

o All That The Name Implies
that we want is an .

are the best that can e e
quality and efficiency.

Whenever you are in the mark
et f
or type, let us have your inquiry. oran

y of proving to you that our dies
be made, and are guaranteed both as to

y dies, regardless of shape
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Whether you need a new die or only a repair job, let us show you
can obtain absolute satisfaction and save money. We have a com-
petent §taﬂ' of experts devoted entirely to the manufacture of “Per-
fection” Macaroni Dies.

QUALITY

Our Motto-peicIENCY

THE STAR MACARONI DIES MFG. CO.

}=EC0NOMY

27 inch Diameter

New York, N.Y.
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To the Manufacturers of Maearoni

Assembled in convention at the General Brock,
Niagara Falls, Ontario, June 24, 25, 26, 1930

-=Congratulations

The past year has seen developments which constitute a remarkable
compliment to the sagacity of the manufacturers of macaroni, and
which promise to bring greater prosperity than ever before to the
industry. We extend our congratulations, and our best wishes for the
success of your important venture.

Pillsbury Flour Mills Company

“Oldest Millers of Durum Wheat™
Minneapolis, U, S. A.

BRANCII OFFICES

Albany Cleveland Lus Angeles Oklahoma City Rochester
Atlanta Dallas Marquerte Omahn Saint Louls
Altoona Denver Memphis Philadelphia Saint Paul
Baltimare Detrolt Milwaukee Plrsburgh San Francisco
Boston Hastings Newark Portland, Me. Scranton
Buffalo Indisnapolis New Haven Portland, Ore. Springfield
Chicago Jacksonville New Orleans Providence Syracuse

Cincinnati Kansas City, Mo. New York Richmond Washington




