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Business Insurance

Once upon a time a macaroni maker became
very sick. ' On his way to the hospital he
cancelled his insurance policy.

Poor Business Management?  Foolish?

Yes, but he only followed the example set by
some manufacturers who foolishly thought to
retrench during the depression by discontinu-
ing their trade association membership.

Poor Business Management.  Foolish.

Yes, because in reality they cancelled their
insurance of greater business stability and ad-
vancement in the comingperiod of better times.

Support your Trade Association.
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LOWER YOUR PACKAGING COSTS
WITH PETERS MACHINES

The new Peters Junior Series Carton Folding & Closing
Machine will effect real economy in your packaging depart-
ment. This machine, when used in conjunction with the
Peters Junior Forming & Lining Machine, makes a complete

unit that handles various size packages with ease, speed
and economy.

The Peters Junior Folding & Closing Machine has an aver-
age production of 35 to 40 cartons per minute, and will
save the labor of four girls working by hand.

Priced at one-third the cost of standard models, thissturdy
efficient machine requires only a small initial investment
which is soon repaid by savings effected.

Write today for full information and illustrated folder.

EERRLTY l

[5',3] Peters Machinery Co.
i /CON|

GENERAL OFFICE AND FACTORY
4700 Ravenswood Ave., Chicago, U. S. A.
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PROGGRAM

Tweniy-ninth Annual Convention
National Macaroni Manufaciturers Association

The General Broek Hotel, Niagara Falls, Canada
June 14, 15, 16, 1932

Theme---Eliminate Waste and Modify Uneconomie Trade Practices

»
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OU may rely upon this seal—the mark of Two
Star Semolina.

_You may rely upon Two Star Semolina to produce
}mlform results, because Two Star Semolina itself
is always uniform.

Onl'y !:he finest, choicest Durum Wheat is used in
the milling of Two Star Semolina.

Tl-lroughout the milling an exacting control is
exercised. At set intervals it is tested for granula-

tion, color and protein strength. N st
. No vari
allowed to pass. ; ] ations are

That’s why Two Star Semolina is always uniform

in every respect—granulation, color .
strength. 3 » flavor, protein

** TWO STAR SEMOLINA

Milled by Minneapolis Milling Co.
a division of
Commander-Larabee Corporation
Minneapolis, Minnesota
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*Profitable Selling®

as a

“Budget Stabilizer™

Everybody seems to be interested in the most popular game
of the day, that of “Balancing The Budget.” It is fascinating

government officials, business leaders and individuals, It's an

alluring gaine that necessitates more than the ordinary amount

" of deep thinking, studied practice and sensible action. Prac-

tically everybody in the country is playing the game in a linle

- or big way.

Congress, for instance, has been staging a game that Tasted
for many months. Neither side was able to score a definite
victory, On the offensive were those who felt that the only
line of attack is through the purses of the people who are al-
ready heavily tax-burdened. Opposing them was a group that
sincerely believed that sensible reduction in operating expenses
must first be effected if the confidence of those whom they seck
to serve is to be retained.

In the macaroni manufacturing industry practically every-
one is also engaged in the nerve racking game, but like most
other trades it has made little progress because in too many
instances the attack has been from the wrong angle. For-
tunately the macaroni maker is engaged in the manufacture
of a food product,—a business that has not suffered greatly
in volume, The tonnage consumption of macaroni has not
greatly diminished. 1t's in the dollars and cents returns that
the indu.s!r_v has been most seriously affected.

The National Macaroni Manufacturers Association sensed
the situation many months ago and has endeavored o lead
its members to a full realization of the difficulties confronting
them and to urge cooperative action along well laid lines as
the only sure and sensible way out of the chaotic conditions
confronting the trade. Undaunted by the apparent defeat of
its first campaign the organization is now sponsoring an edu-
cational campaign aimed at manufacturer and distributer. 1§
successful it should help materially in balancing the budgets
of all concerned.,

Here's a truism,—No matter how cheap may be the labor
used in a manufacturing plant,—and remember that cheap help
is always the most expensive in the end,—and irrespective of
the low prices at which raw materials may be purchased, re-
membering also that good raw materials still demand a fair
price,—the expense of operating a plant and managing a busi-
ness must still be financed out of profits. Therefore selling

goods below their cost of manufacture is surely not the right
way to solve the puzzling problem of budget-halancing.

Reference is made to the fight being waged against the low
price macaroni, the macaroni made to sell at a price and the
use of macaroni products as “loss leaders,” a practice that has
been made altogether too common nowadays because of the
reckless price cutting practices that have prevailed in the trade.
The Nationnl Association is not attempting to tell anyone
what he should charge for macaroni products, either at
wholesale or retail, except that it would seem sensible to sell
this food at a profit. It goes further and suggests that manu-
facturers and distributers carefully scrutinize their costs to
ascertain whether or not they include all the various factors
that should be considered.

Because of the decline in the commodity prices manufac
turers of food products are in more active competition for
their share of the consumer's dollar than ever before with
the result that the cost of selling the decreased output has
materially increased. If this be true acaroni manufacturers
will readily recognize the need of securing greater gross profits
on their sales rather than a lesser profit on supposedly in-
creased volume,—something that is pretty much of a dream
unrealized.

In its plan to help manufacturers and distributers obtain a
more reasonable profit on goods sold or services rendered, the
National Association is deserving of the fullest cooperation of
all whom it secks to aid.  Too long have macaroni manufac-
turers contended with unnecessary and uncconmmic price cut-
ting that has led us into the present chaotic business conditions
in which many are facing ruin unless a drastic change is im-
mediately effected,

Figured on the basis of its caloric value macaroni is about
the cheapest food obtainable. Macaroni at one cent an ounee,
irrespective of how it is packed, is a fair price—one tha
wouldl satisfy manufacturer, distributer and consumer with-
out unduly burdening the latter. 1t s true that good maca-
roni can be made and sold for less than one cent an ounce but
no one would be greatly benefited by the difference.

Here's the industry’s opportunity to sell macaroni products
profitably by immediately stopping the destructive price cut-
ting that has proved so generally harmful. Careful study and
application of the plan elsewhere published in this issue is
recommended,
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The Urgent Need for a

Safe Economie Price Sti-ucture
in American Business

By W, Clement Moore

Business Economist and Cost Specialist, of Wolf & Co., Philadelphia

Because the present economic crisis
vitally concerns you, your business, your
families, and all those who depend upon
you; in fact, the future welfare of your
communnity and of our entire country,
let us study its direct causes namely :

1. Public extravagance, political cor-
ruption, municipal overexpansion,
exorbitant taxation and resulting
graft and waste of public funds.

2. Inflation of money, material and
methods or service,

3. Overcapacity in husiness,

4. Consequent overproduction,

5. Overcrowding in industry, trade,
occupations and ;rofessions,

6. An abnormal craze for volume in
all I'nes and as a result vicious
price cutting and unfair trade prac-
tices end competition.

To the door of public extravagance
and political corruption can be laid the
most  disgraceful predicament of our
present Congress; the predicament of an
empty treasury in the richest country in
the world; the predicament of a burden-
some pile of appalling debts brought
down upon the shuulders of Congress
through its own extravagance; the em-
barrassment of a most unreasonable and
uneconomic task of placing upon the peo-
ple of this country a ruinous aud vicious
tax burden, at a time when a Congress of
wise business men should have had at
hand a surplus gathered in times of
plenty, so that it might have said to a
depressed public *We offer you frecdom
from taxation in these times of depres-
sion—go ye forth and build your iudus-
tries wisely, giving thanks that you live
in a free country, where the yoke of op-
pression knows no place.” But alas, they
have placed an almost unbearable weiglit
on the yoke instead,

And the aping of our noble Congress-
men by the less honored but equally pow-
erful governors and statesmen, mayors
and councilmen, throughout the land, has
brought hundreds of cities and muniei-
palities to the very edge of bankrupt:y,
for just no reason at all except the grat-
ification of power, greed and graft.

Taxes have gone far beyond all rime
or reason,  Already the tax gatherer of
America is rapidly putting to shame
Nero's tax gatherers of Rome, because
today 25¢ out of every dollar we earn
must pay tribute to extravagance and
waste—and next year the extortion will
be even greater.

So much for the first element of gov-
ernment, as it affects business, the cost
of doing business, and eventually prices.

We will touch but lightly upon infla-
tion, overcapacity and overproduction,

You know well their evil influences and
results,

There must be, and soon too, proper
revision of or substitutes for both the
Clayton and the Sherman Acts. There
must also be some righteous plan where-
by production may be legally kept some-
where within the bounds of normal de-
mand.,

And whether it is possible to restrain
a person from investing money in a busi-
ness venture, already so overcrowded
that such money so invested will in nine
cases out of ten not only be wasted,
thrown away or lost, but many other
concerns and individuals must suffer be-
cause of the foolish undertaking of an
incompetent or unwise beginner,—I re-
peat that whether he can be legally re-
strained or not, certainly some method
should be established whereby the mirror
of almost sure defeat may he held up to
him, through facts, figures and advisory
counsel, to show him his error before he
starts.

Chambers of commerce and boards of
trade may be the advisers and counselors,
but banks, manufacturers and those who
grant credit or sell materials or merchan-
dise to such beginners will need to
change their methods to help prevent the
overcrowding of industry and trade par-
ticularly by incompetents and price cut-
ters or trade destroyers.

I do not wish to be misunderstood.
Banks, manufacturers and wholesalers
should extend credit and give every en-
couragement to every new business ven-
ture, provided its promoters can prove by
thorough and satisfactory analysis that
the venture is sound and needed, that it
stands more than a fair chance of suc-
cess, that its market is ready, that there
is a chance for a fair margin of profit,
that its promoters are of good character
and that they understand the principles
of good susiness and the urgent need for
fair tradle practice methods in industry.
And I wwant to say right here that if such
thurough investigations are made and
such exhaustive rerorts demanded in the
future, before credit is granted, or new
ventures financed, there will be no bank

THAT PRICE CUTTING DOOR

If low price were the key to unlock
the door of consumer demand it
would have been widely agape for
more than two years. Two years of
vicious price cutting, accompanied by
a weakening of quality, have added to
the disillusionment of producer, re-
tailer and consumer.—Printers’ Ink,

failures, there will be less industrial dis-
tress, and almost no chance for another
depression,

All of which brings us squarely up to
the last and most vital point to be dis-
cussed, that is the urgent need for a safe

economic price structure in American

Busincss,

With all the previously discussed busi-
ness fences properly fixed, industry must
be supported by some sort of guarantee
that there can be expected from it a
price structure sufficiently stable and
comprehensive in its coverage to assure
a fair margin of profit.

About 3 years ago Mr. Flannerv and
some of the other progressive members
of the Federal Trade Commission, after
many conferences with officials of vari-
ous national trade groups, conceived the
idea of holding Trade Practice Confer-
ences with the leaders of trade associa-
tions throughout the country, and for-

: mul;.umg at such conferences, wise and
sensible Trade Practice Rules for the
guidance of all members of the particular
trade or industry represented. = Such
rules were designed to be fair to all in-
terested parties, manufacturer, retailer,
consumer and the government,

Violations of these rules by any mem-
ber of the industry (because the rules
adopted by any trade association and ap-
proved by the Federal Trade Commis-
sion were to be binding upon all members
of the industry whether members of the
assaciation or not) made that member
subject to investigation by the Trade
Practice Committee of the trade associa-

- tion, which committee had the power to
dismiss the case or refer it to the Federal
Trade Commission for prosccution.

Many such Trade Practice Confer-
ences were held in every section of the
United States and most excellent rules
were adopted. In the majority of cases
the rules were simple and not more than
30 or 40 in number, so they might have
been casily learned and followed by all.

Two or three of the rules if put in
practice would have done much to have
prevented our present business troubles
and kept our country on the road of
normal progress,

Such rules in particular were part of
the Trade Practice program of practi-
cally every industrial association holdiag
such conferences,

They were as follows:

1. The payment or allowance of secret
rebates, refunds, credits, unearned dis-
counts, whether in the form of money or
otherwise, or extending to certain pur-
chasers special prices, terms, services or
privileges, not extended to all purchasers

T ——— Ay (4 EY I T
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% of like products under like terms and
conditions, constitutes an unfair trade
practice. ) .

2. Uniform accounting and cost find-
ing methods for the different industrics
considered necessary for wise competi-
tion and guidance of industries,

3. Contracts of sale permitting the
“ buyer to cancel or exact a reduced price,
“ if the market declines without corre-
sponding increase in case of higher mar-
ket price is unfair trade practice. .

4. Commercial bribery is an unfair
trade practice.

5. The selling of goods by a manu-
facturer below actual cost for the pur-
» i pose of injuring competition or lessening
same is an unfair trade practice.

The Trade Practice Conference move-
ment was hailed with joy by practically
every husiness man in the country, It
meant, at last, that the government was
actually supporting a good, honest, sen-
sihle plan, which would help to make
‘husiness honestly profitable, 1t meant an
assurance that an honest selling price
above cost, designed to assure a profit,
might be stabilized and on an economic
basis. It meant more than that—it meant
that the foolish, ruthless price cutter
would be prosecuted if he attempted to
" dump goods on the market at less than
cost, and thus, not only ruin his own
business and his competitors as well, but
demoralize trade and bring about eco-
nomic distress.

But the joy of the business man was
not due for a long life.

For.... .

- The Attorney General (after scores of
such conferences had been held, and
nearly a hundred industries put on the
road to confidence and stabilization)
ruled carly in 1931 that the Federal
Trade Commission had no power to act
in cases resulting from the Trade Prac-
tice Rules.

It was a sad blow—at a critical time,
It took away much of the hope and con-
fidence of tiic business world and again |
repeat was largely responsible for the
great de:lines that have followed.

The sesult of course meant that busi-
ness riust look to Congress to empower
the Yederal Trade Commission to act
with force and power in the enforcement
of the Trade Practice Conference and
the rules resulting—if the future was to
# 5 have for them any assurance of profit,

Business, therefore, must be wide
awake to this great necessity “the urgent
need for a safe economic price structure”
and begin its work at once and in carnest,

As progressive business men  you
should take your duty as taxpayers and
citizens seriously, and do something now
to protect your husiness and its future
safety, which means of course that if
business generally is  prosperous, the
country as a whole will succeed,
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Yell for American Cooking

The story is told of an American trav-
eler who dropped into a famous restaur-
L ant in Paris. He was handed a huge
menu—in French of course. The tour-
ist glanced over the 4 pages of the menu
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Says The Energy Trio . . .

Man.” And, with n]mlngic_s for the
very worldly sphere of business
The beginning of business is

to bear a definite relation to the wa
and carried out.

ond mate. . .
“Yes sir, where is the sextant, sir

It was so that a novelist showed
issued an order. It was the busin

quate knowledge of the :lutit.:s goin
s '

ness or the captain of a ship issues «

tion.

not come back.

If orders seem foolish or mistake
men are wanted who will carry ou
understand the reasons for them.
usually unquestioning obedience,

« TERSE »
BUSINESS TALKS

The First Rule in the Book

“Order is Heaven's first law,” wrote P'ope in his famous “Essay on

a head, someone to issue orders,
development come employes to carry out orders,  Success is very likely

“Mr. Johnson, bring me the sextant!” ordered the captain of the sec-

“I said, Mr. Johnson, bring me the sextant,” reiterated the captain, and
the mate disappared down the hatchw

sextant was kept.  When he took the position of mate he implied ade-

Cheerful acceptance of and obedience to orders is necessary to the safe
handling of the ship of business and to its profitable voyage. ere
must be men to give orders and men to obey orders. Objection to orders,
criticism of orders and of those who give them, is sure o result in one
order that will have to he obeyved without objection, the order to go and

- ¥

LR N TN

pun, “Orders” is the lirst law in the
With
y in which those orders are received
-

?

queried the mate.

ay.
what the captain expected when he
ess of the mate to know where the

g with it. ' When the head of a husi-
wrders, hie wants action, not conversa-

There

n, it should still be remembered that

t the orders, even when they do not
The first evidence of intelligence is

+
and then turned it upside down.  The
head waiter stood by patiently, Finally,

the traveler, after taking another glance
at the menu, said: )
“Bring me a hundred francs worth of
meat and potatoes.” e
The average American in his own
home town likes to drop into a French
restaurant and have a French dinner—
now and then, But plant hi!n in Paris
or any other city where the French chef
rules supreme in the kitchen, and feed
him 3 French meals a day, day after
day, and he’ll soon be yelling for an
American cooked meal, i
Most Americans like to go to Italian
restaurants occasionally for an Italian
dinner.  But when Americans et 10
Italy where they have a succession of
Ttalian meals they soon cry for help.
For 2 good reasons the American
school of cooking is finding its way
around the world.  The first is that
Americans in time of normal husiness
are great travelers.  And whether they
journey to’ Europe or the Near last or
the FFar East they insist upon something
resembling American food.  The second
reason is the great importation of Amer-
ican food products into foreign lands.
Americans in traveling abroad invaria-
bly complain that they can't get a poond

cup of coffee. One reason for this is
that in America we are becoming accus-
tomed to the advantages of fresh coffee.
Then too, cream and not milk is essential
to a good cup of coffee. ]

This insistence upon fresh coffee ac-
counts for the success of dated cotfee
in the United States, an innovation that
has changed the entire coffee industry.

95,814,103 Vechicles Registered

Motor vehicles registered during 1931
numbered 23814103, according o the
bureau of public roads, U, S Depart-
ment of Agriculture. This registration
represents i decrease of 285 Trom the
26,545,281 motor vehicles registered in
1930, Motor truck registrations were
3,466,303 as compared with 380,019 in
1930, The figures for 1931 do no
include 172,230 ax-exempt  official
vehicles. )

Inereases in registration were reporivd
from California, Connecticut,  Maine,
Maryland, Nevada, New Jersey, Oregon,
Rhode Island, Vieginia, Wyoming and
District of Columbia.  The mher states
show decreases. Total truck registra-
tions decreased only 0695, and increases
are shown in 23 states and Dhistrict ol
Columbia.
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If Paying for New Equip-
ment--Why Not Have 1t?

By FRANK A. MOTTA

Secretary, Champion Machinery Co., Joliet, lll..

Users of obsolete macaroni and noodle
machinery are spending many times—in
high production costs—the price of new
equipment.

The writer wonders whether the aver-
age noodle manufacturer realizes that
almost 50% of the machinery and equip-
ment now in use in the noodle and mac-
aroni plants in the country—is over 10

creating a high production cost—do not
realize that they, and they alone, are pay-
ing for their competitor's newer and bet-
ter equipment,

It is the lowest manifestation of false
cconomy to postpone until times get bet-
ter the replacement of old machinery,
when it is a proved and generally recog-
nized fact that newer, more modern

Frank A, Motta *

years old. It mar he safely stated that
machinery that is ") years old is out of
date. As a matier of fact machinery
that has been operating for just a few
years may also be outmoded, for the rea-
son that any machine is out of date just
that will do the same work in a better or
cheaper ay.
as soon as another machine is developed

If ever there was a time when it is
necessary to keep production costs at the
very lowest level—that time is right
now! Companies which can keep pro-
duction costs low can show a profit even
in the dullest times, simply because they
are able to keep their costs below market
prices.  Others, not so fortunate, have
been foreed to close their plants until the
dull period has passed ; many are operat-
ing at a loss with their backs to the wall,
despairiugly hoping for the advent of a
miracle which vill turn red ink into
black.

It is unfortunate that manufacturers
who are operating with out-of-date
equipment—expensive 1o operate, thus

machinery will pay for itself, in lowered
production cost and better quality prod-
uct,

What if times should not get better?

Who then will be in the better position
to make the best of it and gather in what
profits can be made on what business
there is?  Will it be the manufacturer
who has stuck to his obsolete equip-
ment?  Not a chance in the world for
him.

When it becomes a question of the
survival of the fittest, the modernly
equipped plant will be IT,—fittest on the
basis of low production cost, greater pro-
duction capacity and ability to turn out
uniform quality always,—not occasion-
ally just by luck,

To wait for better times to replace old
equipment is a dangerous practice. This
is strikingly evidenced in the baking in-
dustry where the loss of business has
been remarkably low, because most bak-
ers who have weeded out their old
machinery and replaced it with more
modern types are f{)nding no difficulty in
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making money, while I!msc who h;}\'c
been waiting for better times are finding
the going harder and harder every “day
and the loss of their business to their
more progressive competitors is actually
paying for the modern equipment these
competitors have installed.

The same is equally true in the mac-
aroni and noodle industry, To get any-
where nowdays we must not only run our
hardest but at lcast twice as hard, as it
is so quaintly stated by the Fairy Queen
after her famous race witli “Alice in
Wonderland."”

Leadership in Management

Complaints that the country lacks
“leadership” in its present economic
crisis are being heard on all sides. Ac-
cording to an almost overwhelming
chorus of appeals received in Washing-
ton, “the whole nation is crying for a
leader and no man answers the cry.”
Bruce Barton, editorial commentator of
the American Magazine, observes, how-
ever, that this complaint is not new but
has sprung up in every period of dis-
tress.  “Seldom has the Almighty
dropped a full fledged leader out of the
sky,” says Mr. Barton. “Leaders are
pushed up out of the pressure of condi-
tions, and so it will be now.”

It is a wholesome sign that manage-
ment is arriving at a more profound real-
ization of its duties and responsibilities
in the conduct of business in this coun-
try. The evidence is everywhere appar-
ent that business executives are coming
to regard themselves as trustees not only
of the capital invested in business enter-
prises but of the interests of employes
as well,

As Ralph Hitz, president of the Hotel
New Yorker, recently pointed out in an
address at Kansas City, capital of itself
is barren of production and labor can
not produce unless properly directed.
The two must be brought together in or-
derly fashion under the guidance of a
trained and skillful exccutive before the
fruits of industry can be enjoyed in this
country.

Management has become a profession
exacting a full measure of sacrifice on
the part of those executives who climb
to the top of industry on the ladder of
accomplishment, Managers are in a
class by themsclves just as surely as
other technologists who contribute to the
welfare and happiness of the multitude
by their labor.

Mr. Hitz uttered a truism when he
said that what this country needs is more
$100,000 a year exccutives who are
worth their salaries. We need big men
at the head of big business enterprises
and they must be attracted from the
leaders of society by a substantial re-
ward for their efforts,

The public will be much happier when
there are more brains in business, more
courage and more determination. These
are the fundamentals with which the
business leader must be equipped before
he can cope with the intricate problems
of modern commerce and industry,
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What Gold Medal Is Doing

to Aid Manufacturers of

Macaroni Products

«PRESS-TESTED” Method of Producing Semolina Assures Uniform
Color, Strength, And Taste 365 Days In Year

Semolina Sales and Service Department
Has Assisted More Than 40 Organisations in
Correcting Manufacturing Difficulties

As further assurance of absolute uniformity
of color, strength, and taste in Semolina,
Gold Medal Millers test every batch of Semo-
lina under regular commercial conditions.
This added protection is what the term
“Press-tested’’ assures.

To aid macaroni manufacturers in overcom-
ing technical manufacturing problems, Gold
Medal Millers have provided the free services
of highly experienced experts. These men will
work with you in your factory, or answer any
enquiries you wish to direct to them. All such
enquiries will be kept in strictest confidence.
For full particulars concerning Gold Medal
“Press-tested” Seinclina or the services of the
Gold Medal Semolina Service Department,
write to George B. Johnson, Semolina Sales
Service Department, General Mills, Ine.,
Minneapolis, Minn.

HILLS INC.

WASHBUR

GOLDO MEDAL - SEMOLINA

INC., OF GENERAL MILLS, INC.

MILLED BY WASHBURN CROSBY CO.,
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A Half Century of Pamnies ‘

By E. L. Lobdell in <«Commerce®’
OMcial Publication of the Chicago Association of Commerce

Part II--The Panies of 1893, 1907 and 1929-31

e

N\ 1893

What of the Fature?

When conditions become as bad as they can be--and it would seem that such a
stage has now been reached--any change must be for the better. The year 1932 will
be a period of readjustment and only the fittest will survive. If the great nations of
Europe can regain their equilibrium, confidence here will be greatly helped. /

A comparison of this with previous business depressions indicates that all were
caused by the same factors. Our population now is nine times greater than in 1837--
and nearly twice that of 1893 when major panics occurred. The number of people e
affected is, therefore, much greater now and individual losses much heavier. The
wealth of the country, however, is many times greater than during any former panic
years. Every great business depression has seemed more disastrous to those who
passed through it than any which preceded it. A careful study of previous panics,
however, will not justify the conclusion that this is more severe than others.

The United States has survived many panics and business crises, some of which
have been more trying than the present one. The country has recovered from all of
them and taken a fresh start to accomplish greater things. History will repeat itself
and the present apprehension and lack of confidence will be forgotten by the time
another generation assumes control.

1907

1893
For several years preceding 1893
there was an exodus of emigrants from
the cast and older sections of the west

‘to Minnesota, the Dakotas and otlier

parts of the great northwest, Govern-
ment . land was rapidly taken up and
settled by farmers. During this time
great improvements were made in farm
machinery and implements and crops
increased rapidly.  There also devel-
oped a craze for consolidations of smaui
units into great corporations or trusts,
There were the Sugar Trust, the Gas
Trust, the Beer Trust, the Whiskey
Trust, the Lead Trust, the Cordage
Trust and others. These consolidations
required a great deal of new capital,
which was supplied by the banks, the
investing and speculating public. The
stocks of these new corporations or
trusts became available as collateral
for bank loans and a great speculation
followed.

When the year 1893 arrived more
wheat and other farm products had
been produced than the world could
absorb and prices declined greatly in
value, Wheat was fed to livestock,
much of it was left unharvested, and
corn was burned as fuel. Railroads
and manufacturers were adversely af-
fected  DBankers became suspicious
ety in 1893 and began to call in loans
based on *he new style collateral,
There were many failures and banks,
brokers, and thousands of manufac-
turers and merchants were obliged to
close. Multitudes of unemployed were
swelled by every failure an lwnFry
workmen rioted in the streets of New
York and Chicago.

[ T I RS e It ST PP ——————— e e R

RReceivers were appointed for several
railroads, among them the Atchison,
Union Pacific, Northern Pacific, Read-
ing and Erie. Money was hoarded and
small bills sold at a premium of as
much as 2%. Wages were paid by
check or clearing house certificates,

1907

The panic of 1907 was preceded by
another period of consolidation of smail
into great corporations, followed by a
great boom in the stock market. The
Amalgamated Copper company was
formed about this time by men inter-
ested in the Standard Oil company and
was financed by J. P. Morgan { Co.
and the National City bank. F. A,
Heinze of Montana would not sell his
mines to the new combination and
formed his United Copper company,
which, after a hard fight lasting several
yvears, was downed by the Amalga-
mated. S

Charles W, Morse organized his va-
rious steamship lines prior to 1907
which controlled fleets nf 74 ships. He
alsi controlled the American Ice com-
pawy. In order to finance these or-
gonizations he needed banks, and he
acquired control within a short time of
about 17, These ventures incurred for
him the enmity of the older bankers
who did not want their preserves in-
vaded by a lot of adventurers and spec-
ulators. Morse, besides using his
banks to finance his own promotions,
undertook to assist Heinze in his op-
erations,

A great speculation developed in the
shares of the copper companies and the
Morse companies before 1906, as well

1929-31_____ 1

as in railroads and other stocks, which
were manipulated to high prices.
Everybody, including smaller specu-
lators, was making money as rapidly
as they did in 1928 and 1929, Then in
1906 the San Francisco eathquake oc-
curred with a property loss of about
$350,000,000, which caused a great
shock to the speculative fraternity as
well as bankers,

Money rates became very high in
1906 and early in 1907 when President
Roosevelt's campaign against what he
called predatory wealth was at its
height,

At the top of the boom the big New
York banks suddenly began calling
loans secured by the new securities,
prices fell, the stock market collapsed,
stocl:hrokers failed, runs on banks
commenced and manv of them were
obliged to suspend. Call money loaned
at rates az high as 100%.

In 1907 the Tennessee Coal and Iron
company, which was controlled by a
pool of speculators headed by John W.
Gates, was acquired by the {I S. Steel
corporation with the consent of Presi-
dent Roosevelt who had previously op-
posed the sale. He consented as a
measure of relief to some of the banks
which held the stock as collateral for
loans and the panic was ended.

Bank failuges occurred throughout
the country and many merchants and
manufacturers closed their doors. In
Chicago, and other cities, exchange on
New York was almost unobtainable
and cash could not be obtained from
any bank, except in small amounts.

Morse was sent to a Federal prison
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BSOLUTE uniformity of color—every
day of the yearl

That's our boast and our challenge for
Commander Superior Semolina. Commander
Superior Semolina is producing absolute uni-
formity every day for hundreds of the most
successful macaroni manufacturers in the

country.

If you are one of the few who do not
at present use Commander Superior Sem-
olina, or are unfamiliar with what it will
accomplish in your plant, give us the op-
portunity of showing you.

Over 75% of our orders are repeat

These

orders from regular customers.
people knowl

‘. 3z g .,,_ _
! sibs. l\‘. :
WANDER A,
SSUPERIOR?

FURL DURUM WHIAT

,ﬁil:ﬂﬂll NA Av

T

Commander Milling Co.
a division of the

COMMANDER-LARABEE CORP.

Minneapolis, Minnesota
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for violation of the Federal banking
laws; Heinze was indicted but after-
ward cleared of any blame; C. T. Bar-
ney, president of the Knickerbocker
Trust company, committed suicide.

All of the principal actors in this
panic are now dead. The recovery,
which began in 1908 with the clection
of William H. Taft as president of the
United States, was rapid and in 1909
busines again became normal,

1920-1930-1931

The panic of 1929 .in the United
States and the resulting business de-
pression of 1930 and 1931 differs from
all which have gone before in 3 re-
spects.

1. All the world is now involved.
We were alone in former crises.

2. We car ot depend on Europe to
assist our rucovery now as we have
done in the past.

3. We now have a Federal reserve
banking system, which did not exist in
former crises, which has prevented a
currency famine and saved us from
greater disaster.

The same old symptoms described
by Juglar have preceded this catas-
trophe, viz:

Overproduction of commodities, like
wheat, cotton, oil, copper and sugar,
which the world has been unable to
absorb;

Numerous new
schemes of all sorts;

A rise in prices of commodities, land,
houses, etc.;

An increasing demand for workmen
with a rise in wages and salaries;

A growing love of luxury leading to
excessive expenditures;

A period of overtrading with wild
speculation;

enterprises  and

The education of our people as buy-
ers of Liberty bonds created a demand
for other kinds of bonds as invest-
ments, which bankers were not slow to
discover. This demand was largely
filled by farm loan bonds, bonds of for-
cign countries, and bonds secured by
rggl dcslatc, which dealers soon pro-
vided.

The . . .

Cosmopolitan Macaroni

By ALBA BALES A

Dean of School of Home Economics, North Dakote
Agricultural College

Although macaroni is considered an Italian
delicacy, the wheat from which it is made in
this country is grown chiefly in North Dakota
—this wheat product used in an unusual
salad, loaf and casserole.

A good wheat crop in North Dakota
means to the households of the nation
a goodly supply of macaroni and spa-
ghgth. These are our most character-
istic foods, for we rank second among
wheat growing states, and almost half
the crop is the durum variety, the kind
sometimes _ called  “macaroni”  wheat.
This type is heavy with gluten, giving
a rich, creamy colored flour, as con-
trasted to the white flour of the softer
grains,

All the low budgets of good house-
keepers include macaroni products, and
so also do many of the meals planned
for ||:|c:|5_ure alone.  Such a cosmopolitan
product is hard to equal. In actual food
content as much value can be purchased
in macaroni products as in any other
food marketed, with the same expendi-
ture, This gives North Dakota its dis-
tinctive place in the geography of die-
tetics,

In its manufactuvre durum wheat takes
many forms in addition to vermicelli and
eggr noodles, There are the better known
tube shapes, also the alphabet, elbow,
bow knot, circle and countless other
fanciful designs.

One has only to visit the Italian res-
taurants to observe their great popular-
ity when cooked properly, For much of
the success of durum products depends

on the first cooking. Since it is a starch
paste product, it must be cooked 20 min-
utes so as to get tender, but not too soft,
in a large quantity of briskly boiling
salted water, then drained through a col-
lander and quickly rinsed by pouring
cold water vver it.  This gives it firm-
ness, removes any pasty quality, and
makes it just right to put into attractive
combinations or to serve with a sauce.

In casseroles with meats, meat stock,
chcr.-sc_ and milk, tomatoes, oysters or
egps, it provides a satisfying dish for
cither luncheon or dinner, fulfilling the
needs of both children and adults.

o~ 1932 SELLING

Give better values than ever before,
dramatize sales efforts, work longer
hours and have confidence. The year
1932 will pay those whose business is
readjusted to the times and whose
activities are coordinated. There will
be less profit and more competition
and we will have to cut prices but we
must be strong enough that prices are
not cut to a point where business can-
not exist. ‘The buyer has less money
and more discrimination. Many peo-
ple are hanging on to 1928 and F;ZSJ
ideas and through their procrastina-
tion they are going to get left. They
must study how to give greater values.
If they do not they should not expect
favorable resulis."—R. H, Grant, vice
president, General Motors Corp.

Speaking of Depressions

In the United States all our past de-
pressions have one thing in common.
They have originated in a solid achieve-
ment, the future possibilities of which
have quickly caught the popular imag-
ination, says Frank Honicker, execu-
tive manager of Mayonnaise Manufac-
turers association.

Then begins a spectacular advance,
the vision of the future is capitalized,
the worthwhile thing is overdone, there
is an overinvestment of capital in fixed
forms which cannot yield returns,
orderly economic advance is disturbed
by overproduction along certain lines,
energy is misdirected and a maladjust-
ment ensues,

ALL CAME TO AN END

_In 1857 there was a business depres-
sion lasting 12 months.
_In 1869 there was a business depres-
sion lasting 8 months.
In 1873 there was a business depres-
sion lasting 45 months,
_In 1884 there was a business depres-
sion lasting 22 months,
In 1887 there was a business depres-
sion lasting 6 months.
In 1893 there was a business depres-
sion lasting 18 months,
_In 1903 there was a business depres-
sion lasting 14 months,
_In 1907 there was a business depres-
sion lasting nearly 12 months.
In 1914 there was a business depres-
sion lasting 14 months.
All of them came to an end except’
this one. It will, too, 2

Pigmentation of Durum W heats

. A high degree of pigmentation is de-
sirable in durum wheats since the maca-
roni trade demands semolina which pro-
duces a creamy yellow, That is the
opinion voiced by C. E. Mangels of the
department of milling, North Dakota
Department of Agriculture at Fargo in
presenting a paper on the effects of re-
gional and sensational variations in pro-
viding natural coloring in the wheat
berry, His paper on this subject was
one of the many interesting ones pre-
sented to the American Association of
Cercal Chemists at its 18th annual con-
vention in Detroit, Mich,

Previous  studies had  satisfactorily
proved to wheat experts that different
varieties of durum wheat will vary con-
siderably in the amount of yellow matter
when grown in the same soil under iden-
tical conditions, The studies reported
in. Mr. Mangels' paper pertained to
variations in color found within the same
variety due to (1) region where grown,
(2) seasonal climatic conditions and (3)
cropping system.

This year's convention of this grou
of chemists was held in the Statler hotel,
May 23 to 26 inclusive. It was quite
well attended not only by chemists but
by representatives of several flour using
trades. C. G. Harrel of the Comman-
der Larabee corporation, Minneapolis
was chairman of publicity and did a fine
job of it,
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Macaroni Educational Seetion

By B. R. Jacobs, Washington Representative

Quality Standards and Specifications

The subject of quality standards and
specifications was discussed in  this
Journal in articles published in the May
1931 as well as the September issue of
the same ycar,

The subject is being discussed again in
this article hecause with the beginning
of the new fiscal year next July 1, the
specifications for macaroni products that
were prepared by the Washington office
of the association and approved by the
board of directors, have been adopted by
the Federal Specifications Board and be-
come mandatory on the Federal govern-
ment agencies after July 1. Some of the
government departments have additional
requirements besides those contained in
the general specifications bhut these are so
closely related to the general specifica-
tions that if a product complies with one
it will also comply with the others.

For the benefit of macaroni manufac-
turers who may desire to bid on Federal
government contracts these specifications
are published in this article again. The
specifications are numbered F. S. No.
N-M-51 and may be obtained cither
through the Washington oflice or direct
from the Superintendent of Documents,
Washington, D, C., for 5¢. The specifica-
tions arc as follows:

FEDERAL SPECIFICATION FOR
MACARONI, SPAGHETTI, and
VERMICELLI

This specification was approved for promul-
tion by the Federal SFccnﬁrnﬁrms Dourd on
ecember 8 1931, for the use of the depart-
ments and independent establishments of the
Government in the purchase of this commod-
ity and shall become rn:mdamrf for all de-
partments and independent establish'nents of
the Government not later than Jun: 1, 1932
It may be put into effect, however, at any
carlier date after promulgation.
A. Applicable Federal Specifications
A-1, There are no other Federal specifica-
tions applicable to this specification. .
A-2. Any special requirements of the in-
dividual departments of the Government are
noted under section H.
B, Types and Grade
B-1. Types.—Macaroui, spaghetti, and ver-
micelli shall be such of the following types
as may be specified in the invitations for
hids: i
Type 1. Semolina.
Type: 11, Farina. .
Type 111, Combination of semolina and

farina.
Type 1V. Hard wheat or durum wheat.
l!-i[l Grade—Shall be of the grade speci-
fied hercin under the respective types.
C. Material and Workmanship
C-1. Shall be made in proper manner, un-
der strictly sanitary conditions, and shall be
of American manufacture. Shall he either
solid or tubular stem, and, unless otherwise
specified in the invitations for bids, shall be
approximately 11 inches in length. The prod-
uet shall have been well dried by modern
methods (open-air methods of drying shall
not be usrdr
D, General Requirements .
D-1. Al deliveries shall conform, in every
respect, to the provisions of the Federal food

and drugs act of June 30, 1906, and amend-
ments lﬁcrcln. amnd to subsequent decisions
of the United States Department of Agri-
culture, all as in effect on dute of invitation
for bids.

E. Detail Requirements

E-1. Shall contain not more than 12 per
cent moisture, as determined by the vacunwm
oven method or other method which the As-
sociation of Official Agricultural Chemists
may consider as equivalent, and not less than
11 per cent of protein (NX5.7), calculated
on 12 per cent moisture basis,

E-1. Type I. Shall be made from sound
semolina ‘No. 1, and the ash content of the
finished product, exclusive of added salt,
shall not bemore than sixty-five hundredths
per_cent.

E-2. Type 1. Shall be made from sound
farina No. 1, and the ash content of the
finished product, exclusive of added salt,
shall not be more than sixty-five hundredths
per_cent. :

E-3. Type I11. Shall be made from a mix-
ture of sound semolina No. 1, ad sound
farina No. 1, and the ash content, exclusive
of added salt, shall not be more than tity-
five hundredths per cent.

E-4. Type IV. Shall be made from sour.
hard wheat flour or sound durum wheat
flour of good quality, or a mixture of both.
The ash content, exclusive of added salt,
shall not be more than fifty-two hundredths
per cent when a hard wheat flour is used,
and shall not be more than sixty-five hun-
dredths per cent when durum wheat flour is
used.

F. Method of Inspection and Test

F-1, Inspection shall be made at point ot
delivery by the receiving agencies unless
otherwise specified,

F-2, Chemical analyses, if renquired by the
purchaser in the examination or testing of
samples and deliveries under this s wecifica-
tion, shall be made in accordance with meth-
ods of the Association of Official Agricul-
tural Chemists in effect on date of invitation
for inds.

G. Packaging, Packing and Marking

G-k Any special requirements of the in-
dividual departments are noted under sce-
tion H,

G-2, Parkaping.—UnIcu aotherwise speci-
fied, commercial packaging is acceptable un-
der this specification, E

G-3. Packing.—Unless otherwise specified,
the subject commodity shall be delivered in
standard commercial containers, so con-
struted as to insure aceptance by common
or other carriers, for safe transportation, at
the Inwest rate, to the point of delivery,

G4, Marking.—Unless otherwise specified,
shipping containers shall be marked with the
name of the material, number and sizes of
packages, and the total quantity in the con-
tainer, as defined by the contract or order
under which the shipment is made, the name
of the contractor, the number of the contract
or order, and date of packing.

There are special requirements ap-
plicable to individual departments and
these are obtained from each of the de-
partments at the time it sends out invita-
tions for bids. For example, the Vet-
erans Bureau requires all macaroni prod-
ucts to score not less than 80 points on
the following scale:

Scoring Scale

olor -
Excellent and markedly uniform......... 37-40

Trier A ;;H

Somewhat lacking excellence of color 30-3o
Definitely lacking good colof.........
Markedly off or markedly irregular
COMBY. s i it s rsiosss
Freedom from Delfects, Insect
Attack and Foreign Matter

Markedly free ... 23-30

Somewhat presen 20-27
Definitely present 10-19
Markedly present ... 0-9

Freedom from Foreign or
Undesirable Taste or Odor
Markedly free
Somewhat present .
Definitely present .
Markedly present .

This scoring scale has been very much
criticized by some manufacturers hecause
they felt that in some instances, for ex-
ample, where macaroni products show in-
sect attack or sourness they should not
be accepted for consumption regardless
of the raw material used in their manu-
facture. This scoring has also been criti-
cized because originally it was issued
headed by the following statement:
“Shall have the excellent color character-
istic of high grade macaroni, free from
insect attack, dirt, grit, other foreign mat-
ter, or any deleterous ingredient and shall
contain no undesirable taste or odor or
an excess of broken stock.” Under these
requirements it was felt that some yard-
stick should be used for measuring excel-
lence in color and that absolute freedom
from these substances and insect attack,
was required while the score card did
actually permit  somie  inscet  attack,
some dirt, grit and other foreign matter
and some evidence of undesirable taste
or odor for if the product scored 90
points it was acceptable to the bureau.

The above quoted requirements have
been climinated and in their place there
has been substituted only the score card,

I have been advised by the Veterians
Administration that manufacturers hid-
ding on macaroni products for that de-
partment may submit more than one hid
provided each bid is accompanied by a
very clear and definite statement as to the
prade of macaroni product that is being
delivered and the price.

The War department has certain spe-
cial requirements concerning net weight
and methods of packing. These may be
obtained from the Subsistence Rureau of
the War Department, Washington, D. ¢
The General Specifications and Condi-
tions of Delivery applying to the Provi-
sions and Supplies for the Navy Depart-
ment may be obtained from the DBureau
of Supplies and Accounts, Navy Depart-
ment, Washington, D. C. Those for the
Marine Corps may be obtained from the
Quartermaster’s Department, u. §: ll‘n-
rine Corps, Washington, D. C., while
those applying to the Veterans Adminis-
tration may be obtained from the Vet-
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erans Administration, Washington, D. C._J A

All of these may be easily obtained from
the Washington Representative of the
Association. We will be very glad to
send them to any macaroni manufacturer
who is interested in supplying the Ted-
eral government with macaroni products.

Timely Thoughts on “Price Cutting”

Editorial in Saturday Evening Post, April 30, 1932
One of the surest ways to prevent a return of confidence in this coun-

A Strong Dependable Durum Semolina for

With the adoption by the Federal gov-
ernment of these specifications the indus-
try should make every effort to have
other government subdivisions, state,
county and municipal, accept these and
use them in the purchase of their maca-
roni products. )

The specifications under which pur-
chases of macaroni products are made in
some slates are meaningless and worth-
less so far as giving the bidder any in-
formation concerning the character of
raw material that may be used in mak-
ing the product or the conditions under
which the product should be manufac-
tured, For example, the state of Massa-
chusetts requires that “Macaroni shall be
of foreign or domestic make in 25 Ibs,
cartons. Bidder to submit one pound

try is constantly to harp upon, exaggerate and overemphasize the cle-
ment of price cutting in the retail field. Confidence is by no means
wholly bound up with questions of banking, government finance, taxa-
tion and gold holdings. If the public loses faith in established merchan-
dise values and in the retail price structure injury is inflicted just as
though banks were closing and governments failing to balance ‘their
budgets. Everyone knows the effects of predatory and destructive opera-
tions in retail price cutting; the evils of excessive underselling, of selling
below manufacturers’ cost, must be patent to every shopper.

J. R. Sprague in an article in The Saturday Evening Post pointed out
conclusively that price cutting sprees carry losses all the way back to
laborers as well as farmers, so that in the end people who have bought
merchandise below manufacturers’ cost give out in charity what they
save on purchased goods, A woman may be pleased at an extraordinary
bargain until she stops to think that if her own husband were cut as
much as the labor which went into the making of the article, neither she
nor her husband would have enough to eat,

This is not tu condemn all price cutting. Much of it is necessary, and

Macaroni Manufacturers who Realize that Qual-
ity is the Surest and Most Permanent Foundation
on which to Build a Bigger and Better Business

sample. Broken Macaroni must be uni- all we are saying is that the pendulum has swung too far away from the
L form in size, free from dirt and about idea of fixed or stable values, and that the emphasis upon cutting and E:
i Mezzani size, in cartons or harrels, Did- underselling has helped to destroy public confidence In'bulin?ls. For one ]
I der to submit one pound sample, Spa- thing, it plays into the hands of the predatory element in business—those %
{ ghetti, whole in 25 pound carton, Bidder who exaggerate, fake and lie. To them, concentration upon price cutting
; to submit one pound sample.” to the exclusion of all consumer considerations is meat and drink. But
New York state requires bidder to sub- the way is rendered casy for this unscrupulous type of retailer to make Z
mit one pound sample and the following claims which unfairly reflect upon his honest competitors. o
. ) specifications Then, ltimi:. the overemphasis upon price is sure to lead to the sale of e
] i Specification oor qualities, ; i
: Macaroni and snghem ¥ Honest merchants are obliged to sell goods of cheap quality and those 5"
! Shall be first quality, light in color and less inclined to fairness are delighted to substitute poor for good quality o
shall be made from hard wheat flour or

e i R A P s e Ll e L e it g L e o i ey

when the cry is all for bargains.
All of which means the loss of good will in trade. Thus, from every
angle the current insistence upon price cutting is to be regretted. One ot
picces, Shall be either solid or tubular stem the first real signs of the business recovery which all of us so anxiously
and nprmx!mnlnly cleven inches (11") long. desire will come when there is an abatement in the mad scramble to cut
Shall be freshly made and tender” when retail pric“ below production costs.
cooked.
Delivery \

Macaroni shall be delivered in 2225 b,
boxes; spaghetti shall be delivered in cartons

sound durum wheat flour. Shall contain not
mare than twelve per cent (12%) moisture.
Shall be_free from dust and finely hroken
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of 24 packages, each package to contain one

pound; or in 25 Ib, hoxes.

There is nothing in either of these
specifications 1o indicate the quality of
raw material that may be used. Flour
may be of any grade and in fact the lower
the grade the casier it will be for the
manufacturer to get the bid as it has been
shown that the lowest bidder gets it.

Now that the Federal government has
accepted and adopted specifications that
will insure deliveries of high grade maca-
roni product it is apparent that we
should try to get these or similar require-
ments in all public purchases of our
products,

The Washington office is obtaining
samples of specifications issued by pub-
lic purchasers of macaroni products and
is offering the services of the laboratory
to help them determine when the delive-
ries meet the requirements of the specifi-
roni products it is apparen that we
will be able to improve the general char-
acter and grade of macaroni products
consumed in public institutions, This
should increase the consumption and get
us a little bit better price for our prod-
ucts,

———

“When they put a tax on chewing

gum, the only thing left for a poor man
to chew, that's going too far,"—Will
Rogers.

New Automatic Preliminary

Noodle Dryer Patented

The Clermont Machine Company, Inc.,
of Brooklyn, N. Y. through its presi-
dent, Carmino Surico recently announced
to the trade its newest invention, an Au-
tomatic Preliminary Dryer for Noodles,
a simple, compact and easily operated
machine involving a new idea that is duly
protected by patent papers obtained by
the firm,

The Clermont company's new device
works in conjunction with the firm's
Noodle Cutters and Folding Machines
and with similar machines of other
makes, The builders of the new dryer
claim that it will not only serve to shorten
the drying process, removing about 30
of the moisture in the first operation, but
also that it will improve the product,
make it fluffy as it were, thus prevent-
ing sticking of the strands. It enables the
manufacturer to use a softer dough, thus
making it easier handled, places less

strain on the dough sheets in the rolls and
gives the finished product a more even,
brighter color,

The operation of the new device, illus-
trated in the firm's advertisement in this
issue, is simple. Empty trays are placed
in stacks on the rear of the noodle ma-
chine and they are automatically feed
through the machine and then through
the Preliminary Dryer. The trays con-
tinue to travel onward and upward and
are automatically stached on a truck
ready for removal to the drying rooms
for final and complete drying, It's a labor
saving device, the only work involved
being in supplying the empty trays and
removing them when filled,

The firm also announced the invention
of a Super-Folding Machine intended for
use by large producers. It is capable of
making from 30 to 35 folds per minute
and is of sturdy construction.

The 2 new devices have been placed
upon the market within the past 2 weeks
and have aroused much interest and
many inquiries from the trade.

“Business will get better when busi-
ness men go out and make it better.'—
Paul H. Nystrom.
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The National Association

Trade Mark Service '

Macaroni and Noodle Manufacturers contem
of new trade marks for their products are invi
department, specially created for that J)urposc.

Arrangements have been completed for making thorough searches of all

records of the United States Patent Office as to the regi:trability of any con-

reported confidentially to those
requesting the search anu later published in these columns without identifica-
tion,

This service is free to members of the National Macaroni Manufacturers
Association, A small fee will be charged nonmembe i i

Curb ; Destructive
| Macaroni Merchandising

R

Association Leads Fight Against Profitless Selling, the
. -‘Ilidlserlmlnute'Use of Macaroni as a “Loss Leader”,
"~ the Manufacture of Inferior Grades, and

i Promiscuous Price Cutting

plating the use or registration
ted to make liberal use of this

" TODAY’S MACARONI STORY
" “Groceries’ May 1932

[ —
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Priority Determines Rights and when the home manufacturer tried ties directly concerned and by all maca-
A manufacturer having first registered  to get h_is mark registered nationally his roni manufacturers,
his trade mark in his home state, observ-  application was refused on the ground
ing fully every phase of the state regis-  that a very similar mark had already been Trademarks Are Not Common Nouns
tration laws and requirements, actively registered for macaroni products, The Patent Office has received numer-
started a campaign to popularize it 10 the The rights of the 2 contestants conflict.  ous protests from trade mark proprietors
many users of the product in that state. If the owner of the state-registered mark  that their trade marks are frequently
For this purpose the firm used bill- can show that the owner of the national-  used as common nouns in patent specifi-
ards, radio and newspapers in addition  ly registered mark did no business in that cations, states Thomas IF Robertson,
to direct-by-mail appeal. For about 10 state until after the latter had built Up  commissioner of patents in a general
'vcars macaroni products bearing the a demand by advertising and publicity, warning sent to patent attorneys. Ap-
brand name have been distributed unti] then it may claim priority of use in that

1 1 plicants and their attorneys are urged to
today the trade mark has greatly in-  state even though a similar trade mark avoid using trade m
creased in value,

—

Some Practical Facts for Every Distributer
Interested in Profiting Through Macaroni Sales

) i ¥ i ronli il 1 ‘ocalil templ at this. Bul we do
carly cvery indusliy is confrotited with the and we are adwm.h‘ng' no a ! ¢
! ﬁzzﬁyﬁ;bﬂl:: :} :l"‘: f!l'.l'fh:t. A1 might_be truthfully  suggest that the artificial exiremes of wneconomic price
: id that our present economic system is on trial, merchandising and manufacturing can b‘: controlled by
& ils creators (the business leaders of America).

" 9 r tiegligence and ;
; arks in patent specifi- ] & 1 Shall e gland, idly b," a,',':‘.: h:: ":,hm"dahv‘: fbau: our — To this purpose these articles are dedicated,
was registered nationally but not ysed in cations and to employ in their stead prop- apathy see our present structy e ] e o
\ Recently an out-of-state manufacturer said state, erly descriptive terms, If, however, a heads? 5 : This is a part of a general o ':Ff st %
i‘, with a trade mark very similar has been This brings up quilc a technical point  trade mark is used, suitable acknowle(’] - ' Or shall we once agnin do as we have aways done in first step taken if we are to improve con lmor::l—_nf u:;
f shipping his products into that state and, and merely emphasizes the need of rop- ment should be niade that it is the trade the, past-—courayeously arouse ourselves to govern and  select macaroni, a product that is SR ecionily afie
# according to the complainant, gamered erly protecting one's trade mark by mark, as, for example, by stating the ar- control the man made practices which strike at the very
{; benefits that he went to no cxpense to  proper registration and its substantiation
¥ create. It happens that the out-of-state

by present day conditions—-a product that does not belong

: ticle or product in question is one which in the loss leader class,
through recorded sales transactions that

i is sold under such and such a trade mark
will stand the fest of courts, The out- and/or by capitalizing the first letter of
come of this particular case will be  the word constituting the trade mark and
awaited with much interest by the par- inclosing the word in quotation marks,

" hearisiof our businessest
manufacturer owns a trade mark that was

i registered in the U, S. Patent Office some
i

Here in this country there is volume sufficient for every-
time before the other started in business

‘one. In the food field consumption has not seriously de- .
clined. If only each of us could make a wormal profit on fitting that deep appreciation. be expressed to those promi-
the business we enjoy the depression would be lifted n_m.l' nent leaders among manufacturers and distibuters who
' once more we would be on the open highway progressing have so geirerously contributed confidential data out _OI
toward a belter ciilization. . their vast experience, to enable us to publish facts which
There are 2 practices plus a general apathy which hold  we believe will represent a signal, constructive service lo
ere } ¢ ¢ b
us back—Qur greed for volume, resulting in selting bfh.mr the entire grocery indusiry
cosi—the flooding' of < the market with inferior price
merchandise, i

As the importance of this entire series of articles rests
upon the accuracy of the estimates contained therein, it is

ii nor to Mario i’l‘:\nz} {rlﬂmsi, Inc., ﬂxstolﬂ. ?\r;ip’!'i‘;(ﬁ;szm:m Ilr:f]ng)::d&ml%?i Elrl?l“l?uel:

v 53, a corporation of Massachusetts, i- g ' H z

Patents and Trdde Mﬂfks cation was filed Nov, 1, 1920 and was g]i‘\I:m '"(I,':dﬁhfof 1%_]% ?w‘?er by A
serial number 404025, The official description type. R, e i in black

i ven in the May 24, 1932 jssue of the Patent ) Sunf

‘ A monthly review of patents granted on  Office Gazette is as follows : % unfed

! macaroni machinery, of application for and “Means for producing spiral macaroni, com- The private

i { \ f 0 | brand trade mark of Com.
registration of trade marks applying to maca-  prising a die having a unj orm outlet and inlet mander-Larabee
| A roni products. In May, 1932 the following  openin

It must be borne in mind that our estimates are for
the New York and Chicago districts only and that due

ich Sl - allowance must be made for freight differentials in other
i These practices are ahvays prevalent in periods of de- a t ;
corporation,  Minneapoli : : d—  sections of the United States~Tue Evrtoxs.
and a compound passage therebetween  Minn, for yse on r;p:caroni, s :ghclelai p:,::f . pression. IWe cannot alter the law of supply and deman (

i were reported by the U, S, Patent Office : for unbalancing the flow at said outlet open-  other cereals. Application was fleq April 9, ‘N : : N '
o4 PATENTS ing and a spinal grove positioned opposite said 1932 and published Aa. 31, 1932, The owner Ly & X .

i i outlet n?efmngffm “:iiz'll:in'u and carrying the tl:ums_u!e ;ince March 11, 1932, The trade ‘

A patent for a macaroni die was ranted ~ ™MAacaroni free from s e name is in heavy t . : 3 . . ‘e been reduced bev

i to Danicl Maldari, Brooklyn, N, Y. !{;:vp!iml- TRADE MARKS REGISTERED Sﬂ:‘ Mio Y & ‘Aroused by conditions that threaten ruin to many in the in-  the business. It's our profits that have been reduced beyond

o tion was filed Sr.?ﬂ. 13, 1930 and was Riven WITHOUT OPPOSITION The trade mark of Vito Costa & Sous, Chi- | Arous Y S Tagery st inside or - the polnt of necessity. Let's curb or entirely eliminate some

: serial number 481680 The official description ¢ago, 1l for use on alimentary roducts, | @ - dustry’unless immediate relief is given from some inside I : . .

' i ;Svcu in the May 10, 1932 issue of the Patent Donahoe's vamely macaroni, Application was lifed Mar, i SR . i Manufacturers assso-  of the ruinous merchandising practices that are causing our

;! Mice Gazette ia as follows: The trade mark of Donahoe's, Tnc. Pitts- b 1932, Owner elaims use since July 1, 1931, n & ° outside source, the National Macaroni Manufat t 5 1

“Means for producing - spiral macaroni, a  hurgh, Pa, was registered withont opporiio;  11¢ trade name is in heavy type, || B e auDervisl i a well laid plan to relieve manufacturers  accountants to figure in red, ) )
dic having a rluml_:ty of removable units  for use on macaroni, noodles, spaghetti s LABELS [ R Esisiation pe L] ‘ - be helned To lead in the fight, W. F. L. Tuttle, publisher of “Gro-
therein, each sald unit being provided with a other grocerics, Application was filed Jan, 27, “and distributers of ‘this foodstuff if (hcy choose to be helpe Y Sl
' c‘r.-rlurzill_y digposed well, a discharge port at the 1932 and published by the patent office fay 17, Blue Seal o {1 Kine il fully realize the  ceries” and other publications has been selected, His chuice

: With " cu.amd each said unit being provided wner claims use since January 1916, T title “Dlue Seal” was registered May 17, It seeks to educate both groups, making them fully TS ; imely. His friendliness with the disturbing

i E‘I:ar’gc“.é:ﬂ',':‘.:ﬁyuf?ﬁﬁﬁe ﬁﬂ:ﬁ:g :::I;n:hi':; TRADE MARKS APPLIED FOR {. bﬁ Iirmfl" Products corporation, g!ﬂ' Tutility of continuing their present “profitless-selling,” “qual-  is both wise and timely, His friendliness 8 £

i cach said well and at right angles to the longi-  The fnl_lnwin;i trade mark applications have |i:,:k'“-n,' pblished l",‘;f"i,"":%‘ﬂ”;..ﬁ"ﬁﬁ e S e L S : group will stand the macaroni men in good stead. Over his

i lughnnl‘.nxu thereof and adjacent and cooper-  been published by the U, S Patent Office and  registration number 40718 "  ity-robbing" practices, ; B & et ol 4 el and s

i g ating with the discharge port thereof, cach said are in line for carly registration unless objec- R-F S tely for the macaroni manufaclurers people must  signature ha B .

' e s thereof to exsedite iy, orion. at lication, "1 “ithin. 30" days of date of P Th: title "R-F" was reai et el ’ ; : gestive letters and the campaign is being followed up editor-
one side thereof to expedite the dough passing  lication, Th title Is-g was registered May 17, 1932 still eat dcpreuion‘or 10 depression; The tonnage production  ge | ;
adjacent thereto,” * Rola Club h)' Ravarino & =teachi Importing & Manufac- raferde 2 : A b that has  ially in his magazine, the first of which we reproduce by cour-

g A patent for manufacturi i Niong company, S. Louis, Mo. for use on has not been seriotaly affected; it's the dollar return : )

' ! ed i Guido Tan i, Broooe o Was  The private brand trade mark of Nashua' Macyoni. Azpllation was published Dec, 30, el Y . jone in  tesy of the publishers
: ; i granted to Guido Tanzi, Brooklyn, N, Y., as- king Company, Inc,, Nashua, N. H. for use 193] and given registration numher 40720, fiered. . There seems to be volume sufficient for everyone in tesy P Y

. ' :
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Can a Good Quality of Macarohl Be Sold for 5c?

O -

A Discussion of Eight-Ounce Package Goods

—— e T —

By W.F. L. TUTTLE

No distributer can afford to sell a product of inferior qual-'
ity either under his own brand or under some manufacturer's
label. Tn either instance the distributer is blamed for sponsor-
ing inferior merchandise,

At this time when such a large part of the distributer’s total
volume is sold at a loss, no mercharit can afford to sell at a
price that fails to cover his costs, a product which can be sold
at a profit. Trade habit in utilizing macaroni as a loss leader
is not so firmly fixed that macaroni cannot be. put back into
the profitable class.

The average gross margin required on private brands, if
they are to bc sold at a profit, is 37% at the warchouse. This

_ leaves a’ maximum of but 11% for all selling and advertising
costs, an absolute low figure since the minimum average
markup on profitable merchandise for the
most efficient chain we know of must average
26%0" (this is in view of the great volume of
sales made at a loss). To this is added an
administrative cost of 3%, making a total of
409%. These figures were obtained in January
1932 from 2 ofuthc largest and most success-
ful chain organizations in thjs country, and
may therefore be accepted as minimum re-
quirements for macaroni if it is to be sold af
a reasonable profit, !

Remember that it costs money to advertise
and sell in volume any article, If a chain
were to feature a well known advertised brand
it would expect an advertising allowance or
special discount of 5% or more to compensate
it for its special costs,

The cost of establishing and maintaining
consumer interest in a private brand is con-
siderably more than is the cost of merchan-
dising an advertised brand, for in the latter
case the manufacturer does part of the selling and in the for-
mcsr ;I:'m: the distributer must do it all.

clling macaroni at 5¢c a package would net the distri
$1.20 per case: -?0% of this \v§u|d amount to 48¢, lclr\l”l‘ufé
a net amount available to pay for his macaroni delivered in
his warehouse of but 72c.

72¢ Too Low for Good Quality

Obtaining minimum cost estimates from the leading manu-
fnclurcrsi. separately on:  1—Cost of raw materials of stand-
ard quality. 2—Cost of labor for processing and packaging
Plus indirect manufacturing costs, " 3—Cost of packing ma-
terials for the cheapest corrugated packing case available and
cheapest printed cartons. . . indicates conclusively that with-
out figuring any profit or any return on the invested capital of
the manufacturer or depreciation for the plant that a good
standard 'Zlmhl_v macaroni could not be delivered to the aver-
age distributer's warehouse at this price unless the macarons
was made and sold at a loss, No selling expense except a
5% brokerage and wo general administrative expense is in-
cluded in these figures,

Incidentally the minimum cost estimates supplicd to us by
leading manufacturers in various sections nr the country
showed little discrepancy, and therefore clearly indicate that
:rl?\‘.;i:ﬁ:ut“g'l?lm"umu;llnng ;_l %ood]standard quality product

8 ittle regardless of plant locati N
Faies s e ga plant location or the method of

1t seems conclusive, therefore, that only an inferior quality

.
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W. F, L. TUTTLE

‘tempt to justify their prices b

:::;z::am’ can be sold profitably at 5c a package to the con-
Selling macaroni at 6¢ a package would net the distributer
$l.4-.4 per case. A gms;&mﬁt of 40?6 ‘amounts to 58¢ a case,
leaving the distributor a case.with which to pay for the
g:’c(xllro::;.l_l Figures cl__equyhnnge unanimousliy indicate that a
iy macaroni in the better type of package, attrac-
tively '_Tabeled, could be neither pmﬁlabll-;cmadepnur gu}cl:a;?:s,
including all costs of manufacturing with the exception of the
selling expenses other than the 5% brokerage minimum hasis
at ISGIC a c]z;se. . 4 :
t is self evident, therefore, that 6¢ per package is too |
a price at which to sell macaroni. Thel;cccup:aty%f these e;?:
mates is demonstrated further by the fact that A. & P, has
SRS established as its repular price 7c for an 8-oz.
package of their “Encore” Hrand, although
‘they occasionally sell below this figure.
Kr'ager. our second largest chain, sells their
own “Country Club" Brand for 7c. First Na-
tional Stores, the Great New England chain,
regularly charge 7c for their “Finast” Brand
or 3 packages for 20c.
And so we could cite the examples of the
ractices of other large chains, = As is well
nown, the chain stores' operate on a very
narrow margin of profit and most assuredly
they do not establish any consumer price at
a higher level than-is necessary to show a
normal profit on their operations. It would,
therefore, seem that if private brand maca-
ronis are to cover their costs and to be sold at
a reasonable profit, the minimum ' consumer
price should be 7c a package or more. Our
eslimates are given mot to show the price al
3 . which macaroni should sell, but ‘to show a
price below which macaroni should ot be sold,
_ Selling at Sc or Gc a package or less is very definitely sell-
::51 cl:idg:'vi tc(::}t',' :f‘ ptroper"!:nst a’gcounting records are main.
stitutes selling inferi ise, in ei
PSRl indusg'yl.n erior merchandise, in either
What applies to the chain store equally forcibly appli
the wholesale grocer and his indee[?mde{ﬂ relailycul?t’o;z::
glar:ssltores have bsgn glited as examples because their costs
as low as any distrib i icy is
R b uters and their policy is to earn a
It is reckless individualism that results in sellin
:;:-I!lnw a lai; clost, estahéishing a consumer price 509.13‘:01!#::
er manufacturers and di
ebdliomii distributers are forced to cut qual-
. Whatsoever harms an industry ultimately harms every in-
dividual in"that industry, Rccll?lcas indivlﬁunlium ;‘;le&.l}ltllgd
with*no sense of responsibility to the welfare of the industry

as a whole will ultimately be controlled by gov
jons if i ) ernme .
lations if it is not voluntarily corrected. 4 Ik Tegu

Economies Claimed by Price Cutters

Manufacturers selling at an extremely low price always.at-
claims of special efficienci
and economies, «Let us see what econamicsp:guldtbecl?gs:g
and what effect it'‘would have on the macaronj :

1—Take flour as an example: Let us not figure o li
gr-a_de. / Pcrhapg'a mnu[actqrr'r could get as\ray \\l"it?lq: au::).r

June 15, 1932

’. 4 ondary grade but this would provide a savings of only about
%  6c a case
£ That would not be sufficient to reduce the cost of manufac-
turin;f' sufficient to justify 6ic, let alone 5¢ macaroni. 1f a ma-
terially cheaper grade of flour is used and as you know great
quantities of cheap flour are now on the market—it would
I8 noticeably affect the nutrition, flavor, cooking quality and ap-
L per:aance of macaroni and results in producing an inferior
uct,
4 2—Consider the matter of labor and general manufacturing
: expense: Some plants employ extreme ! cheap labor. If so,
% they pay for it in lower production, and cheap labor is shift-
li less irresponsible labor—resulting in effecting a lack of uni-
§ formity in the finished macaroni. This brings a high return in
broken and unsatisfactory merchandise, complaints to the dis-
tributer, and results in no real saving in the end.
R New efficiencies found and lower labor costs provide for a
I8  saving of approximately 109%, as compared with similar esti-
{8  mates of a year ago, and we do not clieve that anyone has
¢ safely achieved more than this,
But let_us arbitrarily cut this estimate of ours another 1095,
.which probably could not actually be accomplished, we would
still achieve a saving of but approximately 2¥4c a case, which
“ saving combhined with that of flour, would not justify a Sc
consumer selling price,
3—With reference to the cost of packing materials, even
the cheapest printed carton would not provide savings tu jus-
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tify 5c macaroni. A good quality macaroni must he properly
packed, The label must reflect the quality of the product.
Otherwise the macaroni would not enjoy its full merchandis-
ing opportunity. Even the cheapest packing material (oes
not justify the sale of 5c macaroni.

Conclusion

It is obvious that no savings can be found sufficient to make
economically possible the sale of 5¢c macaroni or even 6¢ mac-
aroni, unless that macaroni is inferior in quality or is sold
below cost by one or all factors.

In the manufacture of any product come such cost bur-
dens as depreciation, administrative expense and the necessity
of including in the selling price a reasonable profit. 1f a firm
does not set aside an adequate sum for depreciation, it can-
not continue in business. If a firm does not earn an adequate
profit on the invested capital the present management will not
be continued. Yet these manufacturing burdens were not in-
cluded in our cost estimates used above.

Each distributer needs to develop permanent sources of
supply and build his business around them. 1i a distributer
(lcaf; with one manufacturer this month and another manufac-
turer the second month and a year from now, he then obtains
varying quality merchandise. His buying expense increases.
He needs to constantly watch and check the merchandise
obtained and generally finds it difficult to build satisfied con-
sumer patronage under such conditions.

What Macdrom' Prices Mean to You

it If you poy 72c a case—the price necessary to enable you fo
- sell 5c macaroni at a profit—can you be ossured of a good
standard quality product? If you pay 72¢ a case ure you
building for yourself a permanent source of supply? (Re-
member that enduring losses will drive any manufacturer out
of business—no weulth lasts forever.) s
¢ Even if a manufacturer sells below cost you will probably
{8%  obtain a macaroni of varying quality—fair to-day—unworthy
8% of any consumer's interest and confidence tomorrozw,
, E : If the distributer packs a private brand he cannot afford to
{8 have an inferior macaroni. It will hurt the sale of all the
i other commodities packed under the same private lahel.

If the distributer is offering manufacturers' brands he can-
not afford to sponsor products unfit for consumption in the
homes he serves,

1t will ruin his business.

The market is flooded with clwngcimcaroni. Cases of 24
8-0z, packages are selling for 48c—triple-sealed packages
4 for Sle,

7 Look over this price estimate of ours. Then ask yourself
as we had asked ourselves, what the products offered at ridic-

ulously low prices must be like. Test these products—compare
them.

Or perhaps, the manufacturer is a Santa Claus. Perhaps
he is big hearted. Perhaps he enjoys selling at a serious loss.

Selling below cost is a destructive practice. It spells ruin
for those so engaged. It demoralizes an industry.

It leads the weak into price competition—and then quality
is sacrificed and inferior goods flood the market.

Consumers without knowing why decide that they don't like
macaroni as they had previously enjoyed it.

General consumption then declines—and everyone is hit—
little manufacturers as well as big—all due to unwise selling
—a failure to know costs—extreme price competition and fool-
ing gullible price huyers,

Distributers sensc their responsibility to their customers as
never before, Distributers are tired of being fooled.

So this suggestion is made to wise buyers:

Buy quality—you will have to pay considerably more than
72¢ per case for a quality private brand properly packed—
and of course, a great deal more for manufacturers’ lirands
of known value.

Protect yourself—protect your customers.

DO NOT SELL 5C MACARONI

i In an address before the American Wholesale Grocers asso-
8 ciation, President Paul Willis of the Associated Grocery Man-
8 ufacturers of America, stated:
i “The most important factor in all business naturally is the
necessity of earning fair profit, and nothing governs that more
than does the consimer selling price of grocery products,
“This controls the manufacturers' selling price and the dis-
tributers’ selling price.”
Who sets the consumer selling price?
The distributers of course! '
4 A great responsibility rests upon the shoulders of the dis-
(¥ tributers, Their practices can demoralize an industry—can
v injure employment—stop the flow of dividends—curtail the
®  purchasing power of the public and add to the despair of the
i depression. S

[ ot

The Distributer’s Responsibility

The price of finished goods establishes to a large extent the
selling price of the raw materials—so demoralized selling
prices react upon the producer-—and in this case curtail the
purchasing power of the former.

We are struggling to adjust ourselves to come out of a great
economic depression,

Some of our great leaders, con - atives too, say that the
fate of our present capitalistic system will be decided in the
next few months.

Anyone who pursues intentionally a destructive practice,
contrary to the welfare of this nation, is in truth a public
enemy—a menace to the nation—a traitor to the ideals which
have established us as an advanced civilization—and {urther-
mare, the pursuit of a destructive practice destroys the per-
petrator thereof as surely as he destroys an industry itseli.

Much today is done in the name of expedieney that dees
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not need to be done.  We imitate “Jones” when it is not nec-
essary to do so. We do things casually, thoughtlessly, with-
out realizing the dire results that follow.

The time has come to stop all of this,

The time has come to measure our practices from the stand-

point of our contribution to the welfare of the industry as a
whole,

June l.';. 1932

This imposes a grave burden upon the distributer to the
cffect that the distributer shall establish fair consumer selling
prices. : '

And it seems evident that any price below 7¢ as the.reg-
ular price for an 8 oz. package of macaroni and 6c as a special
price, is selling macaroni below costs or is selling an inferior
quality of product. There is no alternative,

STOP DESTRUCTIVE CONSUMER PRICING OF MACARONI PRODUCTS

A Lesson in Loss Leader Arithmetic

The Federal Trade Commission reported in its investigation
of chain stores that:—

Approximately 30% of the chain stores volume was sold at
a loss of nearly 10%.

Let us take for example, an extremely efficient chain which
is still holding its costs down to 22% the lowest figure we
know of, notwithstanding the decline in comniodity prices and
consequent rising distributing costs, ;

On a sales volume of $1,000,000 it must earn $220,000 gross
profit,

Loss leader sales would be.
Gross profits on loss leaders would be..........cccoemreenn..
Gross profits on balance of sales required would

need be 84,000 .
Mark up required on balance of line would need be...... .26285%

These figures are extremely conservative for:—

1. It is doubtful if any large chain is operating on a lower
cost basis than 22%. All chains have had serious declines in
dollar sales since January 1st. i

2. The Federal Trade Commission figures reported condi-

tions as of 1928, Loss leader merchandising has increased
since that time materially. X

RATE OF TURNOVER
7 6 6 5k 5 4 A 3k 3 2 2 1%
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Courtesy Dry Goods Economist, New York
In any department the cost.of selling any certain division of
of stock differs from the average expense. It varies mainly ac-
cording to the turnover, Ina department whose yearly expense
is 33 per cent with a 3.5 time turnover, an individual line h:winf
a 5 time turnover probally costs no more than 25 per cent to sell,
But a line turning only 1.5 times may cost 50 per cent or more,

Shall Macaroni Be Sold as a Loss Leader ?

No! No! No!

It is not necessary to do so,

Here are the reasons why :— ;

I Sclling macaroni at a profit gives the consumer a food
of great economy. 1t is therefore unnecessary to sell it in
volume by means of an artifically low price. At its natural
price it has the strong appeal of economy and will attract maxi-
mum consumption,

II. Selling macaroni below cost results in the production
of “price” macaroni and foists on the public a product in-
ferior in food value, nutrition, flavor, appearance and cooking
qualities. This destroys more surely than does anything else
the consumption of macaroni.

ITI. When one powerful distributer establishes a consumer
selling price of 5c per package or 6 for 25¢, other distributers
immediately feature some brand to sell at the same price.
Thus everyone sells'at the new low price, No one obtains
any price advantage over his competitors. Everyone sells
at a loss, The greatest immediate losers are the distributers
who take pride in their merchandise. The least losers, tem-,
porarily, are those who sell inferior goods although in the end,
this policy is self destructive,. Most assuredly no one gains
through (fcslruclivc price cutting,

Everyone loses—why carry on this practice?

V. Featuring macaroni at an extremely low price does not
attract sufficient added volume to properly compensate the dis-
tributer.  True, it temporarily increases the sale but does not
stimulate sufficient increased consumption to be a profitable

move. ‘People will not cook macaroni simply because a supply
is on the pantry shelf. The best loss leaders are : those
products and brands which are increasingly consumed by
means of loading up the home. Such commodities must be

great volume selling items such as canned fruits and veg-

ctables, canned milk, coffee, soap, etc. This is not theory but
fact demonstrated by the policy of our largest chains. Why
sell macaroni at a loss? It is not necessary, It does not pay.

V. Some commodities and brands must be sold at a profit.
Some at a sufficiently large profit to offset the losses occasioned
by the sale of loss feaders— (according to an investigation by
the Federal Tradée Commission, 319% of the chain stores sales
are sold at a loss of a[)proximalcly 10%).

Why, therefore, sell any product at a Toss that is not a good
loss leader and is an actual potential profit maker?

VL' In view of declining commodity prices, distributers’ -

expenses are rising. It actually costs just as much to sell a
package of macaroni at Sc as it does at 7c to 10¢ or more.
Even though the percentage of profit was just. as great at
Sc as it was at the higher price the actual net rofit in'dollars
and cents will be less.  Why unnecessarily “bear” the price
of macaroni? Why unnecessarily bring about a further de-
cline in dollar sales? =
Conclusion .

There are many reasons why macaroni should not be sold as
a loss leader. What good reasons are there: for the inclusion

of, macaroni in the profitless class?  None that we know of.
Therefore, why do it?

LET US PUT MACARONI BACK WHERE IT BELONGS
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! | Consolidated Macaroni Machine Corporation
FORMERLY

\ Cevasco, Cavagnaro & Ambrette, Inc.

I. DeFrancisci & Son

u% Designers and Builders of High Grade Macaroni Machinery
4

4

{1 i
Mmm__‘-l

I- : =3 > '- 1 | | . ‘//,;‘//I'.\ '

T W 4 HA SOV e,

The Kneader is a machine of considerable importance in‘ the produf:tion of quality L
macaroni. Many macaroni manufacturers ask the question, “Why don’t my macaroni
look as good as Mr.......ccceeomeee.. ?” mentioning the name of some other manufacturer.

The explanation is very simple. Mr....oconneeee is using a properly designed kneader.

requirements of this industry, we have designed the Kngade‘: shown
abovﬁwell:;eofart;l;er cl)lperatiun of a kneading machine depends almost entirely on the
proper design of the two corrugated cones useq for kneading the dough to tl:]e propttlzr
consistency. After many experiments, we designed the machine shown herewith,
which meets the exacting requirements for properly preparing the dough.

i i i tor from coming in con-

is kneader is fitted with an apron to prevent the opera m ¢ E
tact Tvtllth the revolving pan. Also with a guard to eliminate the possibility of the oper
ator being drawn underneath the cone. Unguarded kneaders have often been the calgsic
' 4 of serious injury and sometimes the death of the operator. Both cones are cqullppccl w!tll
scraper attachments to prevent the dough from sticking to the cones and revolving with
the same, thereby causing much annoyance.

i j i Timken roller bearings.
an is supported by adjustable rolls which revolve on r bea
Thee;zhs%gporting[:glls are set immediately under the corrugated cones, which is ltlhcl:_
oint of highest pressure. Each cone is independently adjustable and revolves on r;fc
gearings. Due to elimination of unnecessary friction, very little power is required for
the operation of this machine.

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

BTl

—

156-166 Sixth Street BROOKLYN, N. Y., U.S.A.  159-171 Seventh Street

“ Address all communications to 156 Sixth Street
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not need to be done. We imitate “Jones" when it is not nec-
essary to do so. We do things casually, thoughtlessly, with-
out realizing the dire results that follow,

The time has come to stop all of this,

The time has come to measure our practices from the stand-

point of our contribution to the welfare of the industry as a
whole,

STOP DESTRUCTIVE CONSUMER P
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This imposes a grave burden qun the distributer to the !
lish fair consumer selling !

cffect that the distrﬁ:uler shall esta
prices,

And it seems evident that any pricé below 7¢ as the.reg-
ular price for an 8 oz, package of macaroni and 6c as a special
price, is selling macaroni below costs or is selling an inferior
quality of product. There s n) alternative,

RICING OF MACARONI PRCDUCTS

A Lesson in Loss

The Federal Trade Commission reported in its investigation
of chain stores that:—

Approximately 30% of the chain stores volume was sold at
a loss of nearly 106,

Let us take for example, an extremely efficient chain which
is still holding its costs down to 22% the lowest fipure we
know of, notwithstanding the decline in commodity prices and
consequent rising distributing costs, ' ‘

On a sales volume of $1,000,000 it must eamn $220,000 gross
profit,

Loss leader sales would be
Gross profits on loss leaders would :

Gross profits on balance of sales required would
need be et . 184

Mark up required on halance of line would need be...... .2628%

These figures are extremely conservative for:—

1. It is doubtful if any large chain is operating on a lower
cost basis than 22%. All chains have had serious declines in
dollar sales since January 1st, y

2, The Federal Trade Commission figures reported condi-

tions as of 1928, Loss leader merchandising has increased
since that time materially, '

Leader Arithmetic

RATE OF TURNOVER
T 64 6 5k 5 4 4 3p 3 24 2 134 13
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K Courtesy Dry Goods Economist, New York
In any department the cost -of ‘selling any certain division of
of stock differs from the pverage cxpense. It varies mainly ac-
cording to the turnover, In a department whose yearly expense
is 33 per cent with a 3.5 time turnover, an individual line havinf
a 5 time turnover prohably costs no more than 25 per cent to sell,
But a line tumning only 15 times may cost 50 per cent or more.,

Shall Macaroni Be Sold as a Loss Leader ?

No! No! No!

It is not necessary to do so,

Here are the reasons why :— .

L. Selling macaroni at a profit gives the consumer a' food
of great economy. It is therefore unnecessary to sell it in
volume by means of an artifically low price. At its natural
price it has the strong appeal of economy and will attract maxi-
mum consumption, x

Il Selling macaroni below cost results in the production
of “price” macaroni and foists on the public a product’ in-
ferior in food value, nutrition, flavor, appearance and cooking
qualities, This destroys more surely than does anything else
the consumption of macaroni,

111, 'When one powerful distributer establishes a consumer
selling price of Sc per package or 6 for 25¢, other distributers
immediately feature some brand to sell at the same. price.
Thus everyone sellsiat the new low price. ' No one obtains
any price advantage over his competitors, Evervone sells
at a loss, The greatest immediate losers are the distributers
who take pride in their merchandise. The least losers, tem-,
porarily, are those who sel| inferior goods although in the end,
this policy is self destructive, Most assuredly no one gains
through J‘;slruclivc price cutting.

Everyone loses—why carry on this practice?

1V. Featuring macaroni at an extremely low price does not
attract sufficient added volume to properly compensate the djs-
tributer. True, it temporarily increases the sale but does not
stimulate sufficient increased consumption to be a profitable

LET US PUT MACARONTI BACK WHERE IT BELONGS

move. - People will not cook macaron simply because a supply
is on the pantry shelf. The best loss leaders are those
products and brands which are increasingly consumed by
means of loading up the home. Such commodities must L=
great volume selling itemns such as canned fruits and veg-
etables, canned milk, coffee, soap, etc, This is not theory but
fact demonstrated by the policy of our largest chains, Why
sell macaroni at a loss? [t is not necessary, It does not pay,
Some commodities and brands must be sold at a profit,
Some at a sufficiently large profit to offset the losses occasioned
f’cmlers—(according to an investigation by
the Federal Trade Commission, 31% of the chain stores sales
are sold at a loss of 3 proximately 109 ).
Why, therefore, sel any product at a loss that is not a pood
loss leader and is an actual potential profit maker?
VL In view of declining commodity prices, distributers’ -

Even though the percentage of profit was just as great at
¢ as it was at the higher price the actual net rofit in dollars
and cents will be less, Why unnecessarily “hear” the price
of macaroni? Why unnecessarily bring about a further de-
cline in dollar sales?

Conclusion

There are many reasons why macaroni should not be sold as
a loss leader. What good reasons are there for the inclusion

of, macaroni in the profitless class? . None that we know of.
Therefore, why do it?
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| Consolidated Macaroni Machine Corporation
; FORMERLY
i Cevasco, Cavagnar? & Ambrette, Inc.
| I. DeFrancisci & Son

i Designers and Builders of High Grade Macaroni Machinery
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The Kneader is a machine of considerable importance in“thehprgdu::ttl;:qn c:; ;]cuaa:‘l;:]);
macaroni. Many macaroni manufacturers ask the question, “Why don’t my e
look as g.ood as Mr ?"” mentioning the name of some other manufa .
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i i erator from coming in con-

i fitted with an apron to prevent the op m ¢ ?
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the same, thereby causing much annoyance.

j i Ive on Timken roller bearings.
i orted by adjustable rolls which revo ! Dantingm
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Built in various sizes up to 76 inches in diameter. Send for our catalogue for fu
ther details.

| 156-166 Sixth Street

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

Address all communications to 156 Sixth Street
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|\ By Waldon Fawcell

Years after the depression which
started in 1929 has faded into an un-
pleasant memory, business men in their
post mortems will be looking for the
secrets of certain mystifying circum-
stances. Why were certain industries
less hard hit than others? How come
that here and there in the food indus-
tries lucky concerns came through al-
most unscathed, as compared with the
rank and file? Most baffling of all, what
made it possible for a few daring souls
11 to launch new products in the midst of

the panic and get away with it success-
fully?

Looking back upon the rare escapes
h from the full force of the cconomic hur-
1 ricane, various and sundry explanations

will doubtless be found for the seeming
miracles. As macaroni tradesmen have
good reason to know, it may fall out
I even in the food field that what is one
R man's misfortune is another man's op-
§ portunity. Thus, if people with flat-
| tened pocketbooks, who require maxi-
mum nourishment at a minimum ex-
penditure, shift in great numbers to
macaroni as a mainstay of the dict, the
effect may be to reapportion volume of
purchase without mucL if any conscious
effort on the part of the beneficiaries.
Indeed in many instances it has been due
to chance or foresight, or both, that the
full force of the depression has been
dodged.

A fact that is going to stand out
startlingly clear as we gain perspective
on the commercial collapse is that in an
impressive number of instances firms
tempered or deflected the blow because,
unconsciously or with malice afore-
thought, they made their trade marks
“depression proof.” If and when the
history of the depression is written
frankly and in full, a goodly number of

" the macaroni and noodle brethren arc
going to ask anxiously how they may go
about it to make their brands serve as
lifesavers when another financial storm
strikes, Iresh from grueling experiences
they are ready to take out insurance on
what is represented to them as their sur-
est and safest asset. So we might as
well consider the question in a little de-

‘i tail while the enthusiasm is on.

How does one go about it to make a
trade mark depression proof ? How long
does it take? How much does it cost?
Such are the questions that come pop-
N ping. And it might as well be confessed

‘ ‘,‘ that there is no single short answer. Be-

H cause circumstances alter cases. For ex-

e e S S .
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ample the recipe is more complicated for
making depression proof an old trade
mark of conventional model, than :for
armoring a newly adopted mark which
has been selected or planned particularly
with an eye to rendering it a resource
and a refuge in time of stress.

Not to beat about the bush, it may be
said that, by and large, the secret of de-
pression proofing in a trade mark is to
steadily and persistently educate the con-
suming public to regard the exploited
trade mark as a guaranty of character
or quality. Off hand, the reader may
say: “But hasn't that already been
done?' No it hasn't; not in any con-
siderable number of instances. Nor
consistently in season and out. More-
over there are reasons other than sheer
laziness for this failure to properly
direct the public's conception of trade
mark significance,

According to severe ritual it is, for one
thing, little less than heresy to proclaim
a trade mark as solely a badge of qual-
ity. Federal censors and the higher
U.S. courts have been busy for years en-
forcing the stern edict that a trade mark
cannot, as such, have the dignity of a
trade mark. The difficulty ‘has been
that so many timid souls, standing in
fear of the trade mark laws have not let
themselves realize that a trade mark may
have more than one use and meaning. A
commodity fingerprint may, indeed, be
both a trade mark and a grade mark,
at one and the same time.

Personal and corporate vanity will
also hate to take part of the blame for
failure to feature the trade mark func-
tion best calculated to render the mark
immune from the full shocks of business
carthquakes. Undoubtedly, it Matters the
vanity of many an exccutive to think of
his trade mark as symbolizing and typi-
fying to untold thousands of citizens the
individual personality or corporate iden-
tity of the owner of the mark. All very
soothing to self complacency, Dut
dreams,—just dreams, Because cvery
day adds to the evidence that the great
mass of consumers in the United States
do not bother their heads about the who's
who of plant ownership.  To the hungry
horde of over-the-counter buyers the
trade mark is preeminently a clue for the
confirmation of purchase and a voucher
of quality matching that obtained in
prior purchases,

A large proportion of the habit-formed
users of trade marks continue to employ
the trade mark as an identifying medi-

M:ke Your Trade Mark Depression-Proof

um, and as only that, Their efforts are
directed to persuading the public to make
a nickname or buy-word of the mark.
Just as though it were not almost as easy
for Mr. and Mrs, Ultimate Consumer to
ask for “Smith's” or “Brown's” as to
demand “Rightkind” or “Lucky Choice.”
All of which technique is not worth
many hoots in a severe depression. To
be sure, any well advertised brand or
prorrictar}' name may be expected to
withstand chills to buying momentum
longer than an anonymous product. But
a bare proprictary name which merely
signifies the source of a line of goods
will not stand for long against a severe
shake down of the standards of living.
Consumers may be conscious or subcon-
scious that an identifying mark is the
scal of a house that has been honor-
ably in business for 10 or 20 or 100
years, But a passive respect for age wiil
not suffice to hold trade tenaciously in a
time of change and turmoil.

One and only one clement in trade
mark composition can be trusted to en-
able the mark to hold its followers and
even attract new followers in the face
of curtailment and chaos. The all impor-
tant clement is that whereby assurance
or reassurance is given of comu.odity in-
tegrity, What will endear a trade mark
to the faithful is the privilege of taking
the trade mark as a pledge rather than
as a pointer. DBusiness  derangement
when continued for any length of time
results in a scrambling of “values.” Tt
is notorious that in disturbed times there
is, in the case of many products, a cheap-
ening or sacrifice of quality in order to
meet or undercut price  competition.
Consumer confidence is shaken as to so
many items that it is but natural that a
more than generous reward of patron-
age should go to the limited number of
articles or lines which may be accepted
in full faith of sustained quality. Hence
the power of a trade mark which, re-
gardless of what is taking place else-
where, stands as an unimpeachable war-
ranty that the quality of the goods it
brands is as good or better than ever. 1
any considerable portion of the public
says to itself “In this trade mark we
trust,” the fortunate recipient of confi-
dence thus capitalizable may expect busi-
ness as usual, or nearly as usual, even in
times of subnormal Jemand.

It is just another manifestation of that
same confidence that adheres to a time
tricd mark of quality which allows the

MILLS ON THE HARBOR FRONT AT DULUTH-SUPERIOR

HOURGLASS SEMOLINA

Milled with Precise Care
Assuring Absolute Uniformity
At All Times

Location Enables the Best of Service
Write or Wire for Samples and Prices

DULUTH-SUPERIOR

Main Office: 1025 Metropo
MINNEAPOLIS, MINN.

DULUTH OFFICE: 613 Board of Trade

NEW YORK OFFICE: 210 Produce Exchange
PHILADEPHIA OFFICE: 458 Bourse Bldg.

MILLING CO.

litan Life Bldg.,

BOSTON OFFICE: 88 Broad Street
CHICAGO OFFICE: 14 E. Jackson Blvd.
PITTSBURGH OFFICE: T06A Plaza Bldg.
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owner of a widely trusted house mark to
bring out & new product or enlarge his
ii e, even in times of depression. With
tae new candidate under a proven ban-
ner the undercurrent of good will op-
crates in a slightly different manner.
The dependable mark on a familiar arti-
cle is a hostage for the survival or con-
tinuance of a specific nature or quality in
that item. The appearance of the same
mark on a new member of the family of
products cannot conjure up in the mind
of the beholder so definite a vision of

flavor or quality. But it serves a parallel
purpose in that the very sight of the re-
spected mark inspires in the satisfied
customer a purchase-inspiring faith that
the new specialty is of a character
worthy of association with other items
in the line, There is begotten a confi-
dence that the quality which experience
has come to associate with the mark will
be present in the newcomer and justify
its purchase even at a time when con-
sumers must be most cautious in their
buying.

Aecidental Injury Rates
in Food Industry, 1931

Prepared by National Safety Council, Incorporated

The injury frequency rate for the
food industry during 1931 was 15.86,
and the sevority rate 1.01, This fre-
quency rate was higher than in steel
and chemical plants, with rates of 10.87
and 12,65, but lower than in paper and
pulp and electric railways, with rates
of 2062 and 19.73. In severity the
showing of the industry is better; its
rate compares favorably with 2.22 for
the steel industry, 1.17 for the manu-
facture of miscellancous metal prod-
ucts, 1.84 for chemical plants, and 1.52
for the paner and pulp industry.,

Nineteen-thirty-one injury records
were reported by 231 units in the in-
dustry—the largest number ever to re-
port.  For 1930, reports were received
from only 189 organizations. Increas-
ing interest in reducing accidental in-
juries is also shown by the sharp gain
in the number of companies reporting
consistently from year to year; almost
60% of all 1931 “reporters furnished
their records also for 1930 and 1929,
The experience of these organizations
shows most accurately the changes in
accidental injury rates over a period of
time,

Among the various branches of the
industry sugar refineries have the high-
est frequency rate, 2049, followed by
flour and feed mills, and dairies; the
lowest rate was made by manufactur-
ers of corn products, 1123, Plants of
the latter type, however, averaged 3.40
for severity which is highest in the in-
dustry and considerably in excess of
the rates in milling establishments and
sugar refineries. The operations of
confectionery manufacturers and bak-
eries nrd least hazardous, according to
their severity rates.

Frequency rates in various branches
of the industry, as shown in tables giv-
ing imlividunr unit_ standings are on
the whole lower in large organizations
than in smaller ones. Superior ability
of the large organizations in eliminat-
ing serious hazards, as indicated by
scvcrity rates, is not so evident. In
the milling group, for example, fre-
quency rates are hig.est in the small-
est plants and lowest in the largest-

plants, but the contrary is true in se-
verity, Large organizations in some
other industry such as steel and chem-
ical have better experience in both
rates; but in the paper and pulp and
electric railway industries small units
are equaling the results of their larger
competitors,

Organizations reporting consistently
show progress in reducing accidental
injuries during the last 2 years, Fre-
quency rates decreased both in 1930
and 1931, the total drop being 24%.
The 1931 severity rate is 6% above the.
1930 rate but is 17% below 1929, The
increase over 1930 was due entirely to
the occurrence of one more fatality.
Steady improvement in the severity of
permanent partial and temporary dis-
abilities indicates the elimination of
some serious hazards,

Improvement in frequency was com-
mon in plants of different sizes but re-
ductions in severity were not so uni-
forri, Plants with fewer than 100 em-
pluyes made the greatest reduction in
requency, and organizations with 500
to 999 people show the most consistent
results in severity. The poorest record

IRON DEBTS AND RUBBER
DOLLARS

“We have built up a system founded
to a large extent upon credit. Credit
means borrowers and lenders, Indus-
try, commerce, transportation, agricul-
ture, mining, all forms of production
and distribution—which is a part of
production—are borrowers.

“"When you have borrowers you
have debts and debts must be paid in
dollars,

"“We have an elastic dollar of un-
stable purchasing power, a rubber
dollar, a dishonest dollar,

“When we have iron debts and rub-
ber dollars neither lender nor borrow-
er is certain of his ground. Only those
who deal in money as a commodity, as
distinguished  from producers” of
wealth, profit by such a system.”—
Senator Capper from Kansas,
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was made by plants with 100 to 249
employes; their 1931 frequency rate
was the highest in 3 years and severity
increased From 0.74 in 1929 to 1.16 for
1931. Organizations with over 1000
employes made small reductions in fre-
guc.ncy but severity increased slightly

uring the period. The improvement
of the small plants during 1931 is par-
ticularly commendable.

An examination of individual rec-
ords shows wide variations of rates in
every branch of industry. Among
large bakeries, for example, frequency
rates range from 3.71 to 24.66 and
‘severity rates from 0.06 to over 2.00;
variations in frequency are even great-
er in the medium size and small bak-
eries. Similar good and poor results
will be found in other groups where
exi:erience is gencrally worse than in
bakeries,

A good frequency rate sometimes
goes hand in hand with a good sever-
ity rate. This is not always true, how-
ever, and it behooves every company
to notice carefully its relative standing
in both rates, In the large milling
units, for example, the company rank-
ing fourth in frequency is eleventh in
severity, while the unit with eleventh
place in frequency is fifth in severity,

A "happy thought” about preventing
an accident is a lot better than many sad
ones after it happens,

Free Deals

A mayonnaise manufacturer wrote the
other day—"Last year we put on a deal
which was a wow! All the stores took
to it like a duck to water. We found
that it did not increase the consumption
of this commaodity but in spite of guarded
efforts the stuff went bhad in the mer-
chants’ stores because we could not con-
trol or hold it down to a minimum quan-
tity for every store, and the grocer was
greedy and bought 4 times what he could
use. The deal was constructive, had a
purpose hchind it, and was carcfully
thought out and taken into consideration
on all of our costs, but yet its result was
absolutely demoralizing."

Well, we've talked and preached a lot
about free deals to the point where we
feared we were embarrassing manufac-
turers in their own right to carry forth
their own merchandising policy, states
the executive of the Mayonnaise Manu-
facturers association in reference to
above quoted letters. Free deals have
NOT fooled anyone for a long period
of time, and the pitiful thing about it
is that they don't bring any lasting result.
And the amazing thing about it all is
that on the whole, and with very, very
few exceptions, manufacturers” them-
selves condemn free deals and ALWAYS
say that they resort to them only to meet
one put on by “the other fellow.” Life
never ceases to be interesting!

Most automobile accidents are pre-
ventable. Don't have ‘any—and the
questions won't be asked.
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*“*Substaundard Macaroni®
Not Unfit for Food

There scems to be some misunder-
standing among macaroni and noodle
manufacturers as to just how the pro-
posed amendment to the Federal Food
and Drug Law would npplr on their
products, should the amendment pro-
posed by the macaroni industry pass
the present Congress. The sponsors
of the macaroni amendment were en-
couraged in their efforts by the bene-
ficial results experienced by the can-
ners who were among the first of the
food distributers to have the protec-
tion of the country's statute in fighting
the low grades,

How would the “macaroni amend-
ment" work if passed? Federal food
officials have recently clearly explained
the application of the new label law on
canned foods and the proposed amend-
ment would similarly apply to maca-
roni products. A “substandard” label
does not imp}y that the goods so
marked are unfit for human consump-
tion but that they do not meet with
the standards announced by the Sec-
retary of Agriculture, standards which
are agreed upon after a conference
with the manufacturers. Substitute
“macaroni products” for “canned cher-
ries” in the release published below
and the application of the new law, if
and when passed, becomes very clear.

A woman in Nebraska recently
bought a can of cherries labeled “Be-
low U. S. Standard, Low Quality Dut
Not Illegal.” Somewhat puzzled by
the labeling she wrote the Federal
Food and Drug Adininistration asking
how a food could be below United
States standard and still not illegal,
The cherries were not wormy and
seemed to her to be in good condition.

Dr. W. B, White, chief of the fpod
control division of the administration,
answered her letter explaining that for
the first time in its history the United
States Department of Agriculture has
the authority to establish legal stand-
ards of qunﬂty for canned foods and
to require a substandard labeling on
goods which fail to meet such stand-
ards. When foods are unwholesome

BULL RUN

“I have been a cowboy and I know
something about the psychology of
cattle when they stampede, DBut I
never classed men on the mental or
mere level of a beef steer, and I am
honestly puzzled when I see a hundred
million of the children of God acting
like ‘a bunch of locoed cattle. That
may sound like a harsh judgment but
the time certainly has come for some
plain talking. I don't for a moment
deny we are all in a bad jam, DBut
909{ of our troubles is due to all of
us deciding to lose our nerve at the
same « moment."—Secretary of War
Hurley.

or misbranded under the law it is
illegal for manufacturers to ship them
interstate. But some canned foods
perfectly wholesome fall below the
standards of quality established under
the McNary-Mapes amendments, Such
goods must be labeled with the sub-
standard legend.

“The legend which you saw on the
can of cherrics meant merely that the
fruit did not meet the standards an-
nounced by the secretary,” Doctor
White said. This might have been due
to small size, nonuniformity of size or
unsightly fruit. None of these defects
constitutes serious departure from
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what is to be expected in good food,
but merely serves to render the prod-
uct less attractive.

The purpose of the MeNary-Mapes
amendment to the food law is to make
it possible for the buyer to know that
she is not getting the most attractive
and appealing canned food when she
buys goods labeled with the substand-
ard legend, although her purchase is
wholesome and good food.  Food offi-
cials of the administration feel that the
presence of the substandard legend
upon a label of canned food in no way
stigmatizes the product.

The passage of the amendment re-
quiring the substandard labeling does
not modify the original purpose of the
food and drugs act, which i1s to make
illegal the shipment of foods which are
unwholesome, adulterated, or mis-
branded.

Sell Rice Balls to Assure
Consumer Satisfaction

There are many advertisers who do
not get as much repeat business as
they should merely because consumers
have unfortunate experiences wn.h
their first purchase. Frequently this
dissatisfaction is due to the consumer’s
ignorance of the proper way in which
to use the product, says Printers’ Ink.

This is particularly true with food
items. It 1s possible for a woman te
make some slight mistake in prepara-
tion of cooking of the Er(l(ll_lcl which
leaves it unpalatable. She is usually
inclined to blame the product rather
than her own lack of cooking ability
or carelessness. That is why recipes
are featured so frequently by food ad-
vertisers. .

Sometimes, however, even a rccian
which has been tested and found to be
satisfactory by the advertiser will not
clear this repeat sale hurdle. The
trouble may not be with the product
or the recipe but with the utensil that
is used in cooking.

Realizing that this lack of a fool-
proof cooking utensil was standing in
the way of many sales, the Comet Rice
company decided last year to help
women get  satisfactery  results by
recommending the use of a simple de-
vice which it calls the Comet rice bali.
By experimenting the company had
found that this rice ball makes it pos-
sible for even the most amateur cook
to prepare rice satisfactorily.

Of course, obtaining distribution for
this item was not simple. It was de-
cided to sell it to women as cheaply as
possible without any profit to the com-
pany. At first it was called to the at-
tention of rice buyers by including in
each package of white and brown rice
an enclosure. This enclosure described
the rice ball, told how to use it and
offered it to anyone who would send
35c to the company. This little notice

has been pulling large returns.  Ap-
proximately 60% of the inquiries re-
ceived for the rice ball have come from
the package enclosure.  Results have
been so satisfactory that it is planned
to continue to include this leaflet in
every package. More than 12,000,000
inserts will be distributed this year.
At various food shows these rice
balls have been on display and many
have been sold in this way. During
the 10 days of one show some 2300
were sold. The company also works
through cooking schools, ete., to gain
further distribution for this utensil,
In view of the acceptance which this
utensil has met the company has con-
tracted for an unusually large supply,
which has materially reduced the cost.
The rice ball now sells for 25¢,
A number of chain stores have sold
a combination of one package of rice
and one rice ball.  One chain sold 800
in a short period.  This chain reports
that special offer has materially af-
fected rice sales since then. It is evi-
dent that women are getting satisfac
tory results and are buying more rice.
Returns from the advertising and the
package inserts are continuing at a
high rate.  Over 65,000 have been dis
tributed the last 4 months,

TWO IN ONE
A colored man got his nerve together
and took a flight in an airplane, As he
climbed out of the ship on its return to
the ficld he turned to the pilot and said
“Suh, ah have to thank you for hoth
dem rides.” _
“What are you talking about 2" said
the aviator. “You had only one ride.”
“No suh,” returned the passenger, 1
don had two—mah first and mah last.”

A fool and his job are soon parted.
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Spices in

Macaroni Seasoning

Macaroni as a pure grain product has
little else than the natural flavor of the
wheat from which the semolina is
ground. Tt is susceptible to almost every
kind of seasoning in preparing it for
consumption and may easily be made to
suit every taste and to meet any demand
for variety which seems to be the cur-
rent desire of millions daily.

In an interesting article prepared for
“The Catering World” by {)d:l H. Keu-
komm, director of public relations for
McCormick & Co. Inc. of Baltimore, the
utilization of spices in the preparation
of macaroni dishes and other foods is
learnedly treated. The article reads in
part:

Like some terrible ogre hangs the fear
of monotony and sameness in feeding
thousands of persons, largely the same
identical persons, day after day. New
and interesting ways of getting variety
in foods are being tricd daily. Week in
and week out dictitiuns literally wrestle
with menus, balancing them properly
from a nutrition standpoint, and en-
deavoring to turn plain, uninteresting
foods into delectable dishes.

The public must be served. So since
variety is the spice of life, and spices
and scasonings offer such a variety, wh
not use more spices? They add mucf1
to the ordinary plain foods, making them
more interesting and more palatable.
From the standpoint of health the medi-
cinal virtues of spices have been known
for the past 4,000 years. Almost every
spice is used in medical practice as an
aid to digestion, It is an established
fact that they act through the organs of
taste, and by direct action on the stomach
and intestines the secretion of digestive
juices is aroused and promoted.

To help in the preparation of tasty
foods the McCormick experimental
kitchen has developed new uses for
spices and seasonings. Just recently a
delicious macaroni loaf recipe was con-
cocted. Tt will help dress up this old
time food tu make its eating an intrigu-
ing adventure.  This recipe is but a sam-
ple of many preparations along this line
of experimentation but serves to empha-
size the value of spices in the prepara-
tion of foods of all kinds to suit all sorts
of tastes and inclinations.

Macaroni Loaf

8 cups cooked macaroni
4 cups soft bread crumbs

THE VICIOUS CIRCLE

“What we want to accomplish
above all clse at the present time is
to break down the vicious circle of de-
flation of credit, industrial stagnation,
falling prices and loss of purchasing
power. To put men to work, capital
must go to work. Credit must be
sought and freely offered.”—Secre-
tary Ogden Mills,

8 eggs
4 teaspoons salt

14 cup chopped green peppers
J cups cheese, cut fine

5 cups tomatoes

1 cup melted butter

2 ths, mustard (McCormick's)
2 tsp. celery salt

1 tsp. onion salt

1 tsp. paprika
14 tsp. white pepper

Method—Mix ingredients and pour
into buttered loaf pan. Bake 35 min-
utes in moderate oven (350 degrees).
Unmold carefully and serve,

March Imports and Exports Low

The downward trend in the macaroni
export and import trade continues, with
exports showing a very sharp falling off.
This is gleaned from a study of import
and export figures co Jnlcd by the U.
S. Bureau of Foreign and Domestic Com-
merce for March 1932,

Imports Hold Steady

The imports of macaroni, spaghetti and
vermicelli during March were slightly un-
der the total for March last year, in both
quantity and value. Last March Ameri-
cans purchased 220,109 Ibs. of foreign
macaroni products for $14,481 as com-
pared with 227,679 for $17,622 in March
last year.

The importation of this foodstuff con-
tinues to decrease slightly according to
the figures for the first quarter of the
vear, when imports totaled 536,396 1bs.
worth $38,398 as compared with 672,682
llgu\mrth $49,450 the first 3 months in

Export Business Sagi

In March this year the exportation of
American made macaroni dropped o
nearly 40 per cent to 278,876 1bs. worth
$19,212 as compared wntll 450,719 lbs,
worth $34,813 exported in Ma.rch l931.

This same trend has continued since
the first of the year, only 991,272 Ibs.
worth $67,319 have been shipped to for-
eign countries and insular possessions
during January, February and March
as comparcd with 1,394,744 1bs. valued
at $105,282 the first three months of
1931.

Below are listed countries to which
macaroni was exported in March 1952,

Countries T'nunds Dollars
Irish Free State.. 6,900 551
i i 2,520
4040

29

109

65

493

46

668

1,832 o

narb:ulns ol 235 2
Jamaica ... 958 [
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Other B. W. Indies—........... 108 9
Cuba eeees 23,000 1,22}
Dominican Republic . 21,704 1,136
Netherland W, Indies...ceeee. 3,726 24
French W. Indies. s 40 2
Haiti, Republic of . 3,280 181
Virgin Islands e, 6H3 47
Surinam e TN 46
Venezueld e, 735 114
British India T 14 2
!lntlsh Malaya commmeicsmcsseeres 108 16
(1 A i y A 1] 3046
N’ethcrl:md E. Indies ... 234 25
Hong Kong ce i - 222 189
FLT (11T — BRI X i -7 448
WANLUNE . oo P T 180 30
Philippine Tslands wo B.693 48
French Oceania covcmece. e 550 30
Delgian Congo cmmmsmereres 471 65
Union of S. Africa. 495 5
3 0T 1 [ — 106,880 7414
Porto Ricn e 38,5?6 2
TOIAY cnissmmiiiismgssais 424.3.‘2 $28909

“A mind full of constructive thoughts
has no room left for gloom."—Roger W,
Babson,

Per Capita Wealth of States
in 1930

Following is a table showing the per
capita wealth by states in 1930, facts that
will be helpful to business men in plan-
ning sales and distribution of their prod-
ucts,

Alabama
Arizona ...

-..$1,155
3,118

North Carolina
North Dakota

Arkansas . 1,430
California . 2,692
Colorado ..... . 3,165
Connecticut ... . 3,389
Delaware ... . 2,706
Florida .. . 1,710
LTy g et NSO SR 1377
Idaho
Hlinois ... 2958
Indiana 780
Towa 322
Kansas ... . 3381
Kentucky .. . 1,399
Louisiana ..... s 1,662
Maine 2,591
MAryIand ot yrsssssssssners. S0
ﬂ-‘ﬁ‘-“h"““’ e . g:H;
ichigan ... 3
Mi ta 3,403
JIEEIEET] 1T ———— 1,110
- 22
Montana ..... .
Nebraska ... . 3,927
Nevada oo, 5,985
New Hampshire . 3,044
w Jersey ... . 2,990
w Mexico ... . 2,057
New York ... % f,DB?
)

hio
Oklak I'm
(070707 RO | . .
PENNSYIVANIA ovrvrmerrremrrmemsrsmsssemerssnes 3008
Rhode Island 2,875
South Carolina ee........
_.‘Ii‘aul': Dakola oo oo
Texas
Utah
VEIMONL seersrmsnsremnssommsssssisssmsssssssnne Spd 39
Virginia . 2,081
Washington . 2,744
West Virginia w 2075
Wisconsin oo — 3,342
RS T T S ——— X . |

Most accidents happen through want
of a little care.
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DO NOT BLAME YOUR FOREMAN OR EMPLOYEES
IT MAY BE YOUR DIESI

If the paste extruded from your old Dies is roush, uneven, off-color, thick-
walled; if it does not compare favorably with paste extruded from your
other Die or Dies of similar style, do not blame your employees.

TAKE THE MATTER UP
WITH

F. MALDARI & BROS., INC.

178-180 Grand Street New York, N. Y.

TRADE MARK

“Makers of Macaroni Dies Since 1903---With Management Continuously Retained in Same Family”

T

FARINA

QUALITY
FARINA

Granulation as

Available in Round Lots desired

Milled by _
The Southwest’s Leading Carlot prices delivered
Farina Manufacturers
anywhere

The Moundridge Milling Co.

Moundridge, Kansas

The Consolidated Flour Mills Co.
Wichita = o .

Kansas
Our Farina improves the flavor of your product
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Noodles won't sell in the summer.
That's what nine out of every ten gro-
cers have told noodle manufacturers for
years. It came to be an accepted fact in
the industry,

One grocer who finally became tired of
noodle salesmen trying to sell him noodles
il in the summer months asked one of the
salesmen why his organization didn’t get
| out some special recipe folders to help

the grocer sell noodles in the summer, if

it wanted more business,
A The salesman reported the conversation
i to his employer and the manufacturer

prepared a special summer recipe folder,
It was found that noodles could be used
in a number of special summer dishes . . .
2l of which required a good many other
items in addition to noodles.

Last summer in Chicago several gro-
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cers began featuring noodles as a sum-
mer food. Customers were given special
recipe folders. Displays in the store were
made. The grocers took one of the re-
cipes and grouped in the display all of
the products called for in the recipe.
They found that women not only bought
the noodles but bought the other ar-
ticles that they needed for the recipc,
also, Sales began jumping. In many in-
stances the grocers found that their gen-
eral business began going up at an amaz-
ing rate,
‘ This year every alert grocer in Chi-
| cago will use noodles to increase his gen-
eral summer business. One of the noodle
‘ manufacturers has had prepared an es-
pecially interesting summea recipe folder
for the grocers to distribute, and this
folder . . . in conjunction with the dis-

Grocers Side Stepped
Hot Weather Slump
With Noodles

Amazing Results Last Summer
From Intelligent Effort

By IRVING GRASS
Treasurer, 1. J, Grass Noodle Company, Chicago, IIl.

play idea mentioned . . . has already ac-
complished for many grocers a very sub-
stantial increase in their business,

The noodle industry no longer accepts
the fact that noodles won't sell in sum-
mer. They are selling . . . and selling fast

. . and it all came about through rne
grocer asking a salesman why his com-
pany didn’t do something to help the gro-
cers, if it wanted more noodle business
in the summer months.

A snappy brain-flash when uttered by
a millionaire is called an epigram. Other-
wise its just a plain wisecrack.

Two Lazy Boys

When the steam engine was first in-
vented the valve had to be moved by
hand. A boy named Billy Hodge sat on
a stool beside the engine, first opening
the valve, then closing it. Billy was lazy.
After giving him a dozen “call-downs”
for loafing, the boss finally fired Lim and
hired a boy by the name of Charles
Carew,

The joke of it was that Charles was
just as lazy as Billy. After a day or so
sitting on a hard stool and moving a hot
valve back and forth, Chasles was so
disgusted with the work that he designed
a scheme for getting around it.

When the engine was shut down at
noon he hunted up a strong cord. He
tied one end to the valve and the other
to a moving part of the machine, so when

e
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are most needed.

your patronage.

Our advertisements are interesting,

Read Our Advertisements

They represent real news—that special information that serves as a guide to the careful
and prudent—for the head of the concern,—for the plant superintendent,—for the produc-
tion manager, who, by keeping posted on the particular advantages which may be got from
time to time from the different sources of supply, broaden the scope of their usefulness
and perform important economies at a time when good raw materials, efficient machinery

instructive and the advertisers most worthy of

June 15, 1932

the wheel went round the valve would be
jerked open. Then he rigged up a
weight to slam the valve shut. Before
the afternoon was over he had the fun
of being able to lic down on the grass
and watch the engine do all its own wo. k.

He was strctcﬁcd out comfortably on
bis back when suddenly the boss ap-
peared. Charles scrambled up and was
going to tear off the string and get busy
on the job again; but the boss shouted:
“Leave it alone!|"”

He watched the contrivance work for
some time,

“You little devil,” he said. “Tell me
where I can find another lad as lazy as
you are, and I'll give you a handful of
silver. I've a real job for you.”

The world needs more lazy people—
not the kind too lazy to use their heads,
but the kind too lazy not to.—Champion
Chips.

Bill had the right-of-way all right, all
righlt:—but Joe happened to have the
truck.

The only thing harder than living
up 19 a good reputation is living down a
bad one.

A MOTORIST'S PRAYER

One enthusiastic motorist apparently
believes that safe driving rules are ap-
plicable for all of life’s conduct. He sug-
gests that the following prayer be pasted
on all motor vehicles.

"O Lord, teach us to drive through
life without skidding into other pzople’s
business, Preserve our brake lining, that
we may stop before going too far. Help
us to hear the knocks in our motors and
close our ears to the clashing of other
people’s gears. Keep alcohol in our
radiators and out of our stomachs, Ab-
solve us from the mania of trying to pass
the other fellow on a narrow road. Open
our cyes to the traffic signs and keep our
feet on the brakes. Amen.”

And, adds Sunshine Mary, the office
runabout, sometimes he loses his spark-
ing space, too.

A fool there was and he took a chance;
they carried him off in an ambulance.

e s s et oy

R b S A i g

ey

28 THE MACARONI JOURNAL

June 15, 1932

PER PASTA PERFETTA

Milling Company
1E52 Chamber of C
innaasal

““Meglio Semola-Non ce ne’’
Guaranteed by the

Most Modern Durum Mills in America
MILLS AT RUSH CITY, MINN.

“ Announcing”’

Thru Your Patronage We
Have Outgrown Our
Present Quarters, and
Announce to the Trade
Our Moving
into Larger Quarters to
Better Serve You

THE STAR MACARONI DIES MFG. CO.
New York City

57 Grand St.

THE MACARONI JOURNAL 2

A CHAMPION
for YOU!

Competition in the food industry is
keen,

And it secems to be getting more so
every day, judging from the many
modern macaroni and noodle plants
that are installing the Champion Re-
versible Drake.

The modern, Twenticth Century
Model, Champion Reversible Brake
represents an immense step forward
in cflicient, profitable production at
low cost.

It has been designed specially to
serve your needs and those of other
up-to-date plants manufacturing noo-

Builders :l{es, crackers, soda biscuits, ete.
Its velvety power will speed up
of your production rcnmrknblyk :Ill:ll en-
i able you to turn out a remarkably fine
Champmns quuliivy of brake dough. And, best of
for all, you can install a Champion Re-
versible Brake in your plant at low

43 Years cost—on an easy time payment plan,
The coupon will bring you full par-
ticulars.  Fill it in and send it=T0-

DAY

ChampionMachineryCo.
Established 18088

Jollﬂt, lllo - - U- S-A-

MAIL THE COUPON FOR FULL INFOR-
MATION—NOW!

CHAMPION MACHINERY CO.,
JOLIET, ILL.
Without obligation send details about the CHAM-

PION REVERSIBLE BRAKE and the easy time pay-
ment plan to me,

Street Address....
City and State....ooeeeii i
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Notes of the EIndustry

Organize New Macaroni Firm

The public press carries zn uncon-
firmed report of the organization of a
firm to manufacture and deal in maca-
roni products. The organizers are Al-
phonse P. Viviano, Gaetano P, Viviano,
P. Viviano and Mary F. DcRaffaele of
Chicago. The new firm will be known as
the Viviano Macaroni Manufacturing
corporation and will have offices at 919-
921 Southwestern av. The capital stock
is $20,000. Further details are not avail-
able at present.

New Macaroni Firm in Tacoma

Announcement was made last month
of the organization and incorporation of
a macaroni manufacturing firm in Ta-
coma, Wash. It takes the name of the

Mission Macaroni Manufacturing com-’

pany with $48,000 capital stock. The in-
corporators are Michael Pesce and Nich-
olas Forte, Further details of organiza-
tion are missing.

Macaroni Made in Switzerland

Macaroni and macaroni products have
been manufactured in Switzerland for
over 100 years notwithstanding the fact
that all the raw material used must he
imported. In 1930 about 65 modernly
equipped establishments, representing a
capital investment of more than 9,000,000
Swiss francs, produced in excess of

1,000,000,000 1bs.

Sauce as Sales Incentive

The large macaroni firms do not have
a monopoly on all the clever selling ideas.

It remains for the little firm of Darzizza
Brothers of Memphis, Tenn. to use one
that has increased its mararoni sales
many fold.

Mrs, Eugene and Mrs. ¥rank Barzizza,
wives of the brother-owners have adver-
tised the fact that each Saturday they
will prepare from 20 to 25 gallons of
real, honest-to-goodness, home made Ital-
ian macaroni gravy for distribution to
macaroni purchasers. The only qualifi-
cation is that purchases must be in certam
quantities, with gravy in proportion to the
macaroni bought. “The result has heen
to make macaroni ¢xceedingly more poy-
ular than ever” assert the Dar.icza
Brothers.

Italian Macaroni in Many Shapes
and Forms

In Italy macaroni comes in over 100
different shapes and forms, Natural dry-
ing, which is prcfcrrcd. requires about
10 days and artificial drying about 5 days,
Sun dried macaroni is said by ltalians to
be of better strength and better appear-
ance.

Philadelphia Plant Damaged

An overheated motor caused (lames
which damaged the woodwork in the
plant of the Philadelphia Macaroni Man-
ufacturing company at 11th and Cathe-
rine sts.,, Philadelphia last month. Fire-
men uncovered the cause of the fire while
investigating the charge that racketeers
had started the fire, due to the complaint

of Proprictor Antonio Morano, that he -

was being victimized in an attempted

“shakedown.” A few hours later a man
mentioned by Morano in the extortion at-
tempt was found wounded outside Penn-
sylvania hospital. This circumstance gave
rise to reports that the fire resulted from
racket incendiarism until the cause of the
blaze was finally and satisfactorily deter-
mined by the investigators. The fire dam-
age was slight and production was soon
in full swing. !

Corrections in Connections

In reporting the connections of 2 of
the successful traffic managers who aided
materially in “Winning The Freight Bat-
tle" for lower rates on macaroni products
in our May 15 issue, a transposition of
names occurred for which we are corry.
L. J. Becquet represents Gooch Miiling
and Elevator company and Gooch Foud
Products company of Lincoln, Ncb.,, and
N. R. Constant represents the Northern
Illinois Cereal company of Lockport, 111
and not vice versa as previously re-
corded.

Joseph Freschi Convalescing

Friends of Joseph Freschi of Mound
City Macaroni company, St. Louis, Mo.
will be pleased to learn that he is recov-
ering nicely from the results of a major
operation several weeks ago and that he
will soon be able to take up his dutics
with his firm. His one regret is that he
may have to miss the macaroni men's

convention at Niagara Falls on June 14,

something that has rarely happened since
he entered the macaroni manufacturing
business,

Fire Destroys Kentucky Plant

A spark from an acetylene torch used
in welding on a drying machine set fire to
the Kentucky Macaroni company plant in
Louisville, Ky. the afternoon of May 26,
1932 and practically destroyed the 3-story
plant erected a little more than 3 years
ago. The structure was gutted, flour and

+ macaroni stocks destroyed by water and

smoke, and the machinery and equipment
put out of commission. The loss is esti-
mated at a quarter of a million dollars,
Twenty Louisville firemen received more
or less serious injuries in fighting the fire,

The fire started about 4:15 p. m. while
employes of the General Machine com-
pany were at work in the basement weld-
g a dryer, and before water could be
brought to play on the small blaze the
dryer burst into llames which soon ate
into the floors above. Seventy-five em-
ployes were at work when the fire started
but all made their escape safely. Though
the first fire was brought under control
by the fighting firemen who had suc-
ceeded in confining the blaze to the base-
ment and first floor, an even more serious

fire developed during the night from

smoldering macaroni and flour. It was
this second fire that gutted the building,
reaching the upper floors and the roof
hefore it was brought under control. A
one-story warchouse at the rear of the
plant was saved, The loss is well cov-
ered by insurance, but it will be months
hefore the plant will be ready to renew
production. In the meantime macaroni
products supplied from Viviano plants in
other cities will be used in supplying the
customers of the Kentucky Macaroni
company.

Joseph Viviano is president of the
company that suffered this heavy fire loss,
the greatest in recent years in the maca-
roni industry, Bartholomew M. Costigan
is secretary and Thomas J. Viviano is
treasurer,

Installs Macaroni Press
The Sweetheart Baking company of
Elkhart, Ind. is having installed a fargc
upright press  for  manufacture of
straight goods,—macaroni, spaghetti and
vermicelli.  The installation is  bring

supervised by M. Ronzone, who has a
good knowledge of macaroni making.
The installation is expected to be com-
pleted within the next few weeks after
which the firm will be prepared to sell
its products to its many bread and pastry
customers and to many others in its
vicinity,

ltalian Firms Prosperous

The proprietors of the Pastificio
Ligure gia Cassancllo & Company of
Genoa, Italy report that the firm is en-
joying an ever increasing demand for its
products despite the crisis through which
the whole world is passing, Last year
the firm's export business totaled
190,000 Ibs,, a goodly share of which was
sent to the United States in the form of
egg noodles and gluten pastes, The
home office of the company is in Genoa,
with plants in that city and in Venti-
miglia,

In addition to the better known varie-
ties of macaroni products the firm spe-
cializes in the production of “house-
wife" brand of egg noodles and fancy
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macaroni, soup macaroni with milk, soup
macaroni with egg, soup macaroni
with gluten, and curled macaroni.

“Lost—by 120,000,000 penple—a sense
of proportion.”—Calvin Dullock.

\Wheat Dominates A—grlcullural
Situation

“Wheat now begins to dominate the
current agricultural situation,” says the
bureau of agricultural economics, U. S.
Department of Agriculture, in its June 1
report. “The world supply situation has
changed greatly within a vear. Surplus
producing countrics in the Southern
Hemisphere have worked their stocks of
ald wheat down to a total (as of mid-
Miy) about 75,000,000 bushels less than
a year ago,

“Although stocks in North America,”
the bureau continues, “are approximately
38,000,000 bu. greater than a year ago,
our probable crop of hard red winter
wheat this year has been estimated at less
than 240,000,000 bu., which would he less
than half that of last season. Hard red
winter wheat comprises our chief wheat
export. It is grown in the Plains country
from South Dakota to Texas. Stocks of
native wheat in Europe are reported to
be unusually low.”

“Our best friend now is the calendar,
and the days are slipping by."—Leroy D.
Peavey.
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Noodle Exhibits at Meeting

According to a preconvention an-

nouncement by E. . Martin, secretary of
the National Food Distributors associa-
tion, eggr noodles will form an important
part of the exhibit to be held in connee-
tion with its 5th annual convention and
exposition to be held at the Hotel Slier-
'man, Chicago, Aug. 15-17. Interest in
the meetings of this group is always keen
in the noodle manufacturing circles, be-
cause. it was one of the'most prominent
mnoodle makers in the country, the late
;Fred Becker of Pfaffman Egg Noodle,
Cleveland, O. who suggested the organi-
lzation of the wagon and truck distribu-
ters and was elected its first president.
« Among this year's exhibitors of noodles
in cellophane, cartons, transparent bags
and in every known serviceable container
will be The Piaffman Egg Noodle com-
pany of Cleveland, the Tenderoni com-
pany of Joliet, 111, the 1. J. Grass Noodle
company, Fortune-Zerega company, and
‘Traficanti Bros, of Chicago. Among the
other products to be exhibited are cheese,
,mayonnaise, pretzels and  practically
every food product sold in packages, from
fisii flakes to potato chips.

Pleased with the success of a special
feature tried at its New York convention
flast year the National Food Distributors
association at its convention this year will
feature “Chicago Retailers Nite” to pro-
mote retailer cooperation that has been
found so beneficial.  The retailers of the
"Chicago arca will be invited as guests of
the organization and will be shown the
exhibits, entertained, feasted and treated.

Vice President E. W, Rosenheim, pres-
ident of the North Shore Food Products
Co., Chicago is chairman of the conven-
tion committee which is in full charge
of convention arrangements, I.. J. Schu-
maker, president of the American Cone

& Pretzel company and chairman of the
Board of American Bakers association is
president of the organization and will
preside at its business sessions.

Death Takes Manufacturer

On Sunday, May 29, 1932, Harry W.
Wibracht, president of the Check TFood
Products Company of St. Louis, died
following a brief illness, Mr, Wibracht
was well known in the macaroni and
noodle manufacturing circles 'of the cen-
tral west, having for many years been
engaged in the production of these prod-
ucts in his home city. He started busi-
ness while still a young man, makine
noodles in a small way and selling direct
to consumers in his neighborhood, and
soon developed his business so that some
years ago he and his associates pur-
chased the well equipped plant at 818
8th st.  Many times Mr. Wibracht rep-
resented his firm in the councils of the
National Macaroni Manufacturers asso-
ciation of which his firm was a member.
He was particularly interested in coop-
erative actions such as advertising and
educational work,

Mr. Wibracht is survived by his wife,
Tuanita Lee Wibracht, a daughter Alice,
a brother George E. Wibracht and one
sister, Mrs. George R. Smith. Tr. of St.
Louis. He was a member ‘of Corner-
stone Lodge No, 320 A, T, & A. M.;
St. Louis Chapter No. 6 R. A, M.; St.
I.ouis Commandery No, 1 K. T.: Moolah
Temple, Alhambra Grotto and Loyal
Chanter No, 511 O. E. S.

The funeral took place May 31 from
Macker-Helderle chapel with services at
230 pm. in St. Mark's Lutheran
church. Burial in Sunset Burial Park.

Cooperation to Reduce
Merchandise Returns

To decrease the volume of returns by
merchants the International Association
of Garment Manufacturers is acting as a
clearing house for information on retail-
ers who overindulge in this practice, ac-
cording to the Business Week, Mem-
bers report to headquarters the names of
habitual returners and these names are
passed on confidentially to other gar-
ment manufacturers who belong to the
association, The plan calls for detail-
ing of cases of unfair returns on forms
furnished by the association. Duyers
mentioned 3 times in this manner re-
ceive from the association a letter stat-
ing that they have been named as return-
ing goods without ciuse and requesting
that they state their side of the case. Tt
is thought that this will enable manufac-
turers to go after regular returners with-
out peril to the retailers’ ill will,

Operators Cleaning House

“Have just completed an extensive
tour of the central and southern states,”
‘writes Trank A. Motta, popular execu-
tive of the Champion Machinery com-
pany of Joliet, 1. “Am" happy to’ re-
port that many of the macaroni and
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noodle  manufacturers consulted have
started in cither a meager or thorough
manner to clean house, to put their busi-
ness in order for the better days that are
in the offing. Everywhere they are cut-
ting down expenses, reducing overhead
and studying more closely their profit-
able markets, all with the idea of being
in a position to take every advantage of
any upturn in the business that'is soon
expected to develop.”

The Muellers in Eurane

Henry Mueller, president of C.
Mueller company, Jersey City and past
president of the National Macaroni
Manufacturers association is on a tour
of Europe accompanied by his wife.
They sailed on the SS, Roma the eve-
ning of May 13, destined for Naples,
Italy where they landed on the 21st.
The Muellers will visit all the important
cities of Italy and latér Will' tour the
mountains of Switzerland, the show
places of France and England before re-
turning in the late summer. Incident-
ally Mr. Mueller will visit some of the
largest and most modern macaroni plants
in the several countries through which
he plans to travel lcisurcly,

Romances in Modern Business

There are still those who delight in
talking about the “good old days when
there was romance in business.” For
the most part they insist that romance
passed out of our national business life
with the disappearance from the high
seas of the old clipper ships so famous
in  American history.  Phenomenal
growth in recent years of the auto-
mobiie industry, the motion picture
business and of radio too often seems
taken for granted, despite the fact that
the files of the Federal Trade Commis-
sion are full of unpublished but ex-
tremely romantic tales of American
business,

Oneof the greatest of the romances
in bisiness today—a romance which af-
fects gvery man, woman and child in
the, United States—concerns the crea-
tion,of package foods and their nation-
wide “distribution. This business is a
far cry from the little corner grocery
of- vesterday.

Tor instance, one of the largest pack-
age foods companies, General Foods
Corp., has annual sales exceeding $128,-
000,000 for approximately 80 products
which are sold in more than 400,000
grocery stores in this country and in
groceries in more than 50 foreign coun-
trics.  This ‘huge business developed
from an idea of an ill traveling sales-
man who felt a need for a change of
diet. That man was the late-C, W,
Post of Battle Creck fame.

Eiaborated upon, the idea of package
foods has had a most romantic risc un-
til now nearly all foods can be and are
obtained in package form, There has

-even ‘been romance in the creation of

the packages themselves,
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A SHORT CUT TO SUCCESS

PRODUCTION __ {

Presses
Long & Short Goods Driers
Fancy Stamping Machines
Preliminary Driers
Mostaccioli Cutters

Die Washers--Dies _ Trimmers
| Egg Barley Machines Do) Pressure Pumps
‘| Accumulators’ Fittings--Valves

THE CHARLES F. [="F" mniifi i & ENGINEERING WORKS

A Trip to the National Macaroni Manufacturers Association Convention

AND AN ELMES’ SHORT CUT PRESS

Erradit BRASS
e . LINED
HYDRAULIC
CYLINDERS
STATIONARY
DIE

44 TO 5

BARRELS

OF FLOUR
PER
HOUR

—

,,,,,, T

AR ) Mixers---Kneaders
Noodle Cutting and Folding Machines
“Tortellini”” (Stuffed Paste) Machines
EF Calibrating Rolls
Dough Breakers

»MADE FROM Stttcl‘ﬂg

L AsecA Dunum w"m}

i ST. PAUL, MINNESOTA.
ue A

3 cleqop

The above brands represent our best effort in milling skill
and judgment in selecting Amber Durum Wheat.

CAPITALIZE WITH CAPITAL QUALITY PRODUCTS
CAPITAL FLOUR MILLS

Offices INCORPORATED
Corn Exchange Building Mills
MINNEAPOLIS, MINN. ST. PAUL, MINN. i
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The President’s Message

It Can Be Done

Sometimes when the world is beset with troubles--when its citizens are confronted with serious problems—a feeling of

hopelessness steals over the masses, and {or a time, seemingly anesthetizes the courage, sound thinking and confident, far-
sighted vision of countless peoples.

In times like these, we are apt to lose our sense of proper perspective. We are apt to see only the conditions of the

moment, and many of us have failed to look ahead to the dawn of a new day, coming surely, bringing with it a return of
normal business conditions.

Each day - that passes is a new opportunity—and each day, therefore, brings with it another chance to put our houses,

in order and prepare for a natural, nornal, happy Lasiness life,
Individually we are helpless 10 do more than ‘o take full advantage of the opportunity existing under prevailing condi-
tions. Collectively, however, our pawer to improve conditions is practically unlimited,

Shall we be content to see day aiter day ge by wasted because we do not possess the vigor and force to grasp the
opportunity to take collective action?

I do not believe that the pioneer spirit which founded this great nation of ours is dead—1I do not believe we have lost

our ability to think clearly and to grasp the opportunity that each day brings knocking at our doors, waiting for us to awake
to the message,

If I could have but one last wish granted as President of this Association, it would be that each member of the maca-
roni industry could clearly see what I conceive to be ;he opportunity for accomplishment in association work, and that cach
member could once more rise and support the assoc'ation—not alone financially but with his best thoughts—with his active

aid and harmony, assisting the macaroni industry to carry on in the promotion of those things which provide for our
mutual welfare,

If this could be accomplished I would leave my two years of service as your president, with a feeling that I have been

repaid for my cfforts many times over—and that we wouid be progressing safely on the road to the recovery of better
husiness, !

Let us rise up and say “It can be done.”
—And then let us do it.

Let us work together for our common welfare, each of us actively doing our bit to utilize the great, collective power
at our command, .

Let us continue to promote a uniform cost and accrunting system,

Let us continue our educational work, affecting misbranding and curbing adulteration in cooperation with Federal and
State Authoritics, :

Let us promote the manufacturing of macaroni products of the highest standards of quality,

And last, but by no means least, let us educate the distributing trade to buy quality and sell at a profit—at which price
great value can be given to the consumer.

Let us do it!
It can be done,

(Signed) FRANK L. ZEREGA
~ President.
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CLERMONT AUTGMATIC
PRELIMINARY NOODLE

Shortens the Drying
Process

30% Moisture Uniform-
ly Kumoved

Labor Saving
Device

Improves the Finished
Product

Write for full particulars to

Clermont Machine Company, Inc.

268 Wallabout Street
Brooklyn - New York
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ii H j’ | MACARONI IN OUR Macaroni Manufacturers and Friends:
H i .I-i Not all of us were privileged to attend the 29th Annual Convention of the National Macaroni
il ] i i OWN PLANT PO i Manufacturers Association at Niagara Falls last month, but those unable to do so for any reason whatso-
i.i L ever missed what we sincerely believe to be one of the best and most constructive conferences ever held
i
1
‘- |
|

Attached hereto is your copy of the July 15, 1932, issue of our official organ, The Macaroni Journal.
We direct your attention to the convention proceedings therein, believing that by reading them you will
get a portion of the bencefits of the thoughtful and helpful discussions promoted.

%
:

‘ / Of course, what you will particularly miss in reading the printed report, is the spirit, courage and
i enthusiasm of those who attended.
i1 oweselves. e conson settive to o .
i e - You will note particularly, the discussion relative to price-cutting and loss-leader merchandising
it 1 ; and the resolution unanimously adopted by the convention pertaining thereto. The recent campaign directed
‘X i ; by Mr. W, F, L, Tuttle of "Groceries” to the distributors and explained fully to those who attended our
i S - convention made a deep impression on the trade and the distributor is now ready to buy better quality
: :“ 1 macaroni and to merchandise that macaroni with a great deal of pride. Distributors, it was reported, are
L now recommending products of real value which will build greater volume of profitable business.
! I
BH We want to give you the finest durum It was unquestionably the consensus of opinion of the manufacturers attending, that they would
| J {1 products which it is possible to pro- participate in this campaign and by their own policy, pursue a course in harmony with the subject matter
g duce. We goout into the wheat ficlds discussed.
. H l: i even before the Bfﬂi" is "EEC- and spot It is up to each of us to do our part, and if every manufacturer, whether a member of the National
if H the territories which promise to yicld Association or not, cooperates wholeheartedly, macaroni sales will increase and the profit of each manu-
i ¢ the best durum. When the wheat facturer and distributor likewise increase.
1‘ \ I_M"gms to come in, we run test mill- ‘The entire campaign demonstrates the value of association work. It shows the benefits that surely
i £l Ings on every car we buy, to make come tarough unity and through cooperation.
i B surc it is of highest quality. We J .
B then mill this tested durum under the To freshen your memory as to just what was behind the campaign referred to, we strongly recommend
o B fully lled conditions. | a careful re-reading of Mr. Tuttle’s article entitled “To-Day’s Macaroni Story,” which appeared in the
i 4 'Eosc f:alrc Y ccntlro £ . d 1 June 15, 1932, issue of The Macaroni Journal, and copies of which were sent all leading macaroni manufac-
i1 "'-"')f 1ONE %, COMTE t:::lst °. o lc' turcrs and distributors, Reprints of this article may be had at a cost of $35.00 a thousand. Copies of it
I B Tcs!:s 05 POFEl sl These SONAGHARY - raould be handed all your salesmen and copies sent to all your customers in the wholesale and retail trade.
k4 during the milling. And as a final  Apove is a photograph of the hydraulic . . . .
il grand check-up, we make macaroni, press in Pillsbury's macaroni Pla"t' in Greetings To The In conclusion, may we leave with you this very definite impression, namely—that the demand for
'{‘ 5 in our own plant, opcr:lting under thcirlabbratoricsinMinncaPOIIS. In ad- quality merchandise will be increased, that the::e will be less uncconomic price-merchandising, that the
ij i the same conditions as are found in  Jition there are a mixer, a kneader, a MACARONI opportunity for the sale of macaroni at a profit will improve,
l; commercial plants. die cleaner, a humidifier, and drying MANUFACTURERS *  Will you give us your cooperation?
i ; , cabinets. All this equipment is of regular
f ‘ When you buy Pillsbury’s Best Semo- oo ia) type, ‘ing pseea] cntgircly , . Yours for better '~usiness,
i o lina No. 1, or Durum Fancy Patent, ¢ 0 purposes of testing Pillsbury's durum NII: c‘":::" ;':“e e National Macaroni Manufacturers Association,
Hiy . 3 agara Falls, :
4 you can be surc that it has been sub- products, to make sure that they are e . MD. M. ]. DONNA, Secretary-treasurer.
R jected to every test which man has i1 1o work perfectly under the most
R been able to devise. You may be i, commercial conditions,
1+t sure that it will help you produce
R the finest picce of goods possible, at 1
g %ie faore sible cast OFFICERS DIRECTORS CHAIRMEN
(ML the lowest possible COst. ALFONSO GIOTA = . - Pusiveer F. J. THARINGER A. L GRASS L ErTN F. J. THARINGER
i { 'G. G, HOSKINS - .« .« Vics Presioexr . CULMAN L. 5. VAGNINO 5 e G. G. HOSKINS
_FRANK L. ZEREGA - - -+ Aovison G. LAMARCA J. FRESCHI AT i e
\B. R. JACOBS + Wasuixoron REPRESEXTATIVE F. A. GHIGLIONE R. V. GOLDEN Pusticary - - - - LS. VAGNINO

‘M, J. DONNA - Szcastanv-Tazasveia H. D, ROSSI W. F. VILLAUME Weerase - - - - = 1L D. ROSSI
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