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o LET'S GO AHEAD
i | |
E : United action is more vitally important now to |
‘ g: i the macaroni industry than ever before in its
5 history.
% Business is undergoing a change. We must
§ keep step or suffer the consequences. ;
: 1. ; ]
% Let's strive unitedly in obtaining our share of
3 the promised “New Deal.”
| i Let's go ahead together under the guidance of
g the National Macaroni Manufacturers Associa- o
g tion. -
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¥ 'l“"’“'" e g . .. leads in quality. [ = 8
o _‘ I Through our country ele- L b
vators in the best durum ||
* wheat territory we select . | THE tide has turned away from ridiculously low
i the finest types of amber 3 { prices and cheap inferior goods.
] durum wheat. This fact i oy 5 '
J: plus otrict laboratory con- . Indeed, it is doubgt’u! if a real d.de in that direction ever
Ll ol and 5 deretninatian k existed. It was, in the opinion of many, a false interpreta-
} T ‘ tion made by short-sighted manufacturers and distributors.
G to manufacture only Il
‘ the highest quality, i Regardless of that, everyone knows that people today
]" by assure a rich color, | want Quality Merchandise at a Fair Price. k
il H 1
{] an even granulation ' The members of this Association are pledged to manu- \
| and a wonderful J facture quality macaroni, sell it at a fair price, and encourage
1 flavor. il its profitable sale by distributors.
i ; . Distributors are urged to buy only quality macaroni.
4 ] . i .
o N ; Otherwise 'the macaroni industry will be injured; decreased
1 0 8. [/ v t
1 l Klng Mld as - sale of macaroni products will result at distributors' stores—
“ M : E and so everyone will lose.
| MINNEAPOLIS, MINNESOTA Remember, quality products can be sold at a profit.
' il i 1 ! Cheap products are usually so price-cut that there is little,
' ' b if any, margin for anyone.
[ ) L] . L]
L || National Macaroni Manufacturers Association
B sty Braidwood Illinois
m
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United Aetion

In the past the macaroni and noodle manufacturers have
rarely concerned themselves in matters of legislation, State
or Federal. They have maintained no staff of lobbyists to
mold legislative opinions, but when it was proposed to tax the
industry into oblivion an aroused industry went effectively
into action,

Macaroni and noodle manufacturers from every center of
production joined last month in protesting against the passage
of the Domestic Allotment Plan, a so-called farm relief meas-
ure. To note this united industry in its splendid defensive
fight was a treat, an allogether too rare occurrence in our
trade.

The National Macaroni Manufacturers Association has
sought by every known means to bring the industry to a

full realization of its almost certain destruction if the pro--

posed special 100% tax is imposed on processors of wheat
by Federal legislation. In its fight the Association has had
the united support of all its members, the splendid cooperation
of practically all of the leading nonmembers of the country
and the welcomed assistance of the allied trades directly con-
cerned in the industry’s future. Tor the support of its mem-
bers, the cooperation of the other macaroni firms and the
aid of the allied trades and all other agencies the National
Association is rightfully grateful,

From the Association's headquarters went out last month a

report announcing the splendid reaction of the trade toward "

the proposed legislation. Nearly all joined in protecting to the
Senators against the proposed plan to give relief to"ane group
at the expense of several other equally important groups, It
was a united, almost spontancous assault against the dis-

‘criminatory measure,

"88% of the members of the National Association reported
correspondence with Scnators from 41 states,” says the an-
nouncement, “While some of the replies were mere form
letters, others were personal and to the point. TIn addition 52
fon-member- firms joined in proving to the world and espe-
cially to Congress the industry's united opposition to the special
tax on wheat products—The Staff of Life, The Association
has every reason to believe that other members and other non-
member firms also protested to their representatives in the

Commendable

United States Senate, but overlooked notifying the association
headquarters of their action and its reaction.”

“We must maintain our VIGILANCE to save our indus-
try,” continues the report. “To our Association Members—
CONGRATULATIONS! To our Friends-——THANKS!”

Yes, the fight must go on. We have gained our first objec-
tive. Action on the Domestic Allotment Plan in the Senate
was delayed and the measure died in committee when it ad-
journed on March 4. But what will the new Congress do
about it? Nobody knows.
opinion that many of the Congressmen are committed to a

However there prevails a general

greater or less extent to some form of farm relief legislation
and that unless something unforeseen occurs there will be a
renewal of agitation for the Domestic Allotment Plan or some
similar legislation either in the special session about which
there is some talk or during the regular session next fall.

“Never before in the history of the macaroni industry in
this country has there been suggested or contemplated a move
so fatal to this business as the Domestic Allotment Plan,”
writes one of the leading allieds whose cooperation has been
most helpful. “No doubt most of the macaroni manufacturers
have been vigorously at work bringing pressure to bear on
Senators in Washington to help defeat this most unfair, un-
sound and uneconomic measure. Much ground has been gained
for there is crystallizing each day more and stronger op-
position to the measure; but bear in mind that the battle
is far from wm. There still remains in Congress sufficient
strength and influence to pass this bill and unless we can
build up and increase this opposition, it will be passed and
we will be confronted with the consequences. Therefore
do not relax your vigilance for a minute. Keep organizing
more votes in opposition through your friends, employes and
business associates by getting them to add their voices of

protest to Senators and Representatives.”

That is sound and timely advice. Don't wait until it is too
late. Act now. Do so through your trade association or indi-
vidually, but do everything within your power to avert the
threatened destruction of an American industry by discrimina-

tory legislation,




Macaroni Educational Sectio:z:

By BENJAMIN R. JACOBS, Washington Representative

In the December issue of this Journal
there appeared an article regarding pro-
posed changes in the present standards
for macaroni products. These were rec-
ommended for the purpose of simplify-
ing the standards and making them more
vrorkable and easier of enforcement. The
changes contemplate elimination of the
term “Alimentary Paste” and substitu-
tion for it of the term “Macaroni Prod-
ucts.” It was also proposed to eliminate
“Plain Alimentary Paste” and it was be-
lieved that these will be sul'ﬁcicnlIP' taken
care of under the general term “Maca-
roni Produ~ts.”

At the Javuary meeting in Chicago it
was proposed to go a little bit further
and eliminate e product “Water
Noodles.” To obtain the sentiment of
those present on this suiiect President
A. Gioia suggested a discussion and a
vote by those present. The proposed
change was carried by a vote of 4 to 1
and this approval formed the Lasis of a
questionnaire that was sent ou! by the
secretary of the association on Ve, 27,
asking manufacturers to express their
opinion concerning elimination of “Plain
or Water Noodles." Approximately 65
replies have been received from macaroni
manufacturers, both members and non-
members of the Association:  The large
majority of these favor the change but
there are a number who oppose it be-
cause they helieve that the term “Plain
Noodles” is well established in the mind
of the consumer as being a product that
contains less than 5.59% of egg solids,
They bhelieve that there is a place in the
trade for this kind of product. They ad-
mit, however, that there has been con-
siderable abuse of this term by manufac-
turers who insist on stating that the
product contains eggs and by making this
statement in type which in many cases is
larger or bolder than the type used in
designating the product.

If you look at the article referred to
in the December issue of this Journal
you will find a copy of the present stan-
dards. If you do not have the article
you can get a copy of the present stan-
dards from the Secretary, M. J. Donna,
Braidwood, I1I. You will find that in
the present standards there is no men-
tion of “Plain Noodles" and that therc is
specific mention made of the manner of
labeling products made in the form of
noodles and containing less than 5.5%
of egg solids. This definition will be
found in paragraph 5 and reads as fol-
lows: “Water Noodles are a form of
plain alimentary paste which in the
course of its preparation has been rolled
or pressed into sheets or ribbons with or
without subsequent cutting or shaping.”

I remember very distinctly soon after
the standards were promulgated that the
New York authorities insisted 1 having
so-called noodles that did not contain the

required amount of egg solids labeled as
“Water Noodles” and not as “Plain
Noodles” as they were sure at that time
that the word “Plain” did not give the
consumer the required information re-
garding the composition of the product,
It was only after considerable corre-
spondence and several personal confer-
ences that they consented to the use of
the term “Plain Noodles” in this class
of product,

From the above it will be seen that the
use of the term “Plain Noodles" is and
has been unauthorized under the stan-
dards and if 1 remember correctly it was
permitted only with the understanding
that no reference whatever should be
made to the egg content of the product.
It was believed at that time the word
“Plain” might sigiify to the consumer
that the product contained no egg or at
least that it did not contain the required
amount under the standards. It has de-
veloped, however, according to a great
many manufacturers that the word
“Plain” is not necessarily associated by
the consumer in any way with the egg
content of the product but rather it is
associated with its shape, its fold or the
wrapper or package containing it
Whether or not these are facts is very
important because it determines whether
or not the consumer is deceived or mis-
led by this kind of labeling.  If it can be
shown beyond a reasonable doubt that
the word “Plain” in this kind of product
is not associated by the consumer with the
egp content of tfu: product then there
can be no doubt that a product labeled
as such and being deficient in its egg con-
tent is misbranded and adulterated and
therefore in violation of the Federal
Food Law.

Thg Standards Committee is issuing a
notice of a hearing on this subject on or
about April 7, 1933 and it behooves us
to settle this question beforehand in or-
der that the industry may be represented
there in a united way for or against
these proposed changes, To this end 1
believe that all those manufacturers in-
terested should meet at some central
point for a day to discuss this matter
thoroughly so that we can present to the
Standards Committee all of the argu-
ments for or against these proposed
changes and proceed in an orderly fash-
ion with the matter.

Another matter that could very profit-
ably be discussed at this meeting is the
proper labeling of semolina macaroni
oroducts.  Many manufacturers are us-
ing inferior grade of flours and mixtures
of flour and semolina and labeling their
products as being made from high grade
semolinas, The Department of Agricul-
ture is going to proceed against this class
of misbranding and it is in the interest
of the industry that this practice should
be stopped bef‘qr_c_pmscculions are insti-

tuted. This can be done by an agre.-
ment among manufacturers to not use
the term semolina in any of their maca
roni products that contain flour regar-
less of whether this flour is added iy
the manufacturer in the mix or whether
it is added by the miller and sold to the
manufacturer as a “Special Semoling
Another subject which might very profi-
ably be discussed at this special mecting
is proper compliance with the net weigh
requirements of the Pure Food Law.
Many cellophane packages have the
declaration of net weight in such small
and inconspicuous type that it is abso-
lutely impossible for the consnmer 1o see
it without making a great effort to hum
for it. With the introduction of the
cellophane pound package many manu-
facturers are declaring the net weight as
“16 0z5." The law requires that pack-
ages of food should be plainly and dis-
tinctly marked with the quantity of the
conteats in terms of weight . . .. on the
outside of the container, or on the cover-
ing of the package usually delivered 10
the consumer. The statement of the con-
tents should not be a part of or obscureld
by any legend or design and should be so
placed and in such characters as to he
readily seen when the size of the package
and the circumstances under which it is
ordinarily examined by the purchaser are
taken into consideration. The law also
requires that when the quantity of the
contents is stated by weight it shall e
marked in terms of the largest unit con-
tained in the package and therefore pack-
ages containing one pound should e
marked “1 pound” and not “16 ozs.”

Ten Years of Carnage

It is rather interesting to take a peck
at the 10-year motor vehicle death record
in this country. In the past decade the
highway fatalitics have a little more than
cloulnlc({ From 15326 in 1922, they
mounted to 33,000 in 1931. Here's the
record @

1922 15,326
1923 18,394
1924 19,380
[ T T - 21877
1926 23430
1927 706
1928 2799
1929 31215
1930 32750
1931 3

Also it is interesting to note that the
1931 record is just about 5 times what it
was back in 1907. That year there were
just 666 motor vehicle deaths.

LATEST DEVICE
A little girl returning from a visit to
the barber's, and referring to his use of
the electric clippers on her, remarked to
her mother, “1 know my neck was dirty,
"cause he used the vacuum cleaner on it.”
—Cash Year,
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Universally Popular

A Highly Nuftritious, Economical Food
That Is Gaining Favor in America
Because of Excellent Qualities and
Many Possible Combinations . . . .

By MARY MARTENSEN
Food Editor, Chicago Evening American

Spaghetti—a continental favorite is
rapidly  becoming  equally  popular in
America, Because this delicious dish is
almost as well liked here as in Europe,
let us take a trip abroad in our own
home and have spaghetti for dinner to-
night. For the beauty of this most cos-
mopolitan of dishes is that you may en-
joy it at home just as you might have it
served to you in the most famous inns of
the land of its origin—Italy. As one
writer says, “In a dish of spaghetti lies
all Italy,” and to enjoy this delicious dish
in all its traditional glory you should
serve it with tomato sauce and, of course,
cheese,

There are spaghettis and spaghetis
but the best grades are a beautiful am-
ber, made from the hard, northern grown
durum wheats. The finest Italian spa-
ghettis were made of such wheat orig-
ally imported from Russia. These
hardy wheats have a higher gluten con-
tent which gives them their peculiarly
delicious, nutty flavor, It is th gluten
which gives them that desirable elasticity
and form retaining quality, In fact a
famous test of a first quality spaghetti
was to snap a long stick of it (uncooked,
of course) to make it bend and spring
back like a whip, without breaking.

The northern tier of wheat growing
states in this country now produce spa-
ghetti wheat of the highest quality, from
which the finest grades of semolina for
spaghetti are milled, A pgrain of this
wheat when held to the light is translu-
cent and clear as a piece of amber.

Balanced Food

It is the high gluten content which
makes spaghetti an ideal food. TFor the
ration of protein to carbohydrate is much
more near the ideal in spaghetti, maca-
roni, ete, than in ordinary bread flour,
When combined with tomato sauce and
wdditional protein and minerals contrib-
uted by cheese, you have a complete food
as nourishing and hearty as it is deli-
cous. TFor this reason spaghetti is so
often served as a complete meal in it-
self,

One of the pleasant things about spa-
ghetti, too, so far as the housewife is
concerned is its case of preparation. Ac-
cording to government figures canned
cooked spaghetti has had the greatest in-
trease in popularity of any canned foods
on the market. This is a high testi-
monial for spaghetti, both as a conven-

ient and economical food and one that is
delicious,
Cooking Spaghetti

The successful dish of spaghetti de-
pends largely upon the initial cooking.
Do not cook it too long. The time re-
quired depends a great deal upon the
brand and the variety, [t is tender when
the end does not look chalky white when
a piece is cut,

Be careful not to confuse tenderness
with flabbiness. Spaghetti that has been
cooked too long becomes soft and shape-
less, losing its appetite appeal.  Always
have the water boiling before adding the
spaghetti and then have the flame just
high enough to keep the water boiling.
A teaspoon of salt is added to the boil-
ing water for the sake of palatability.
Drain off the water immediately after
cooking, Some cooks like to run cold
water over the spaghetti to wash away
the surplus starch and make the sections
stand apart,

Today 1 am going to give you 2 reci-
pes for this delicious food, which [ con-
sider worth clipping and keeping to use
frequently, If one has only a limited
numbers of ways of serving spaghetti the
family may lose interest.  These sugpes-
tions are bound to revive ol enthusiasms
for this ever popular dish.

Spaghetti Combination
14 Ih. spaghetti 1 No. 3 ean tomatocs

4 slices bacon

or
1 cup chicken livers 1 No, 2 can tomato

2 medium sized on- puree
ions, chopped 1. oz grated parmesan
2 cluves of garlie cheese

(il]llillilll_“
Dacon drippings
I can mushrooms

salt and pepper to taste
1 tsp. paprika
1 thsp. sweet red pep-
per, chopped.
Saute bacon until crisp, remove from
skillet and break into bits, In bacon
drippings, saute chicken livers cut in con-
venient pieces, chopped onions, pgarlic
and chopped sweet red pepper.  Add
mushrooms and tomatoes and  simmer
for 30 minutes over slow fire.  Cook
spaghetti in boiling, salted water until
tender; drain well,  Put 3 thsp, melted
butter in heavy sauce pan, add drained
spaghetti, sprinkle with parmesan
cheese; heat slowly until cheese is melt-
ed. Turn into casserole; pour over to-
mato sauce to which broken bits of bacon
has been added.  Sprinkle top with the
grated parmesan cheese and place in
moderate oven until dish is thoroughly
heated (5 to 10 minutes). Serves 5 to 6,

~1

Spaghetti Casserole

Vi I spaghetti (long Y4 tsp. pepper

or clbow) I thsp. worcestershire
Y5 b, hamburger salice
1 small onion, minced 1 thsp, butter or la-
I small green pep- con drippings

per, minced Dash chili powier
1 tsp. salt 1 can tomato sauce
2 thsp. pimiento, cut

Cook spaghetti until tender in hoiling

salted water; drain. T'ut the fat in fry-
ing pan.  Add hamburger and minced
onion, stirring until both are a golden
brown.  Add remaining ingrediems in
the order given.  Simmer slowly for 3
minutes.  Add the cooked spaghetti and
put in glass baking dish.  Bake in bt
oven (450° Fahrenheit) for 30 minutes.
Serves 5 to 6.

Continuative Advertising

Once advertising is started, if properly
done it will continue to pull almost in-
definitely.  Too often husiness men lose
sight of the continuativeness of advertis-
ing but in the light of recent experience
the macaroni manufacturing industry has
reason to recognize this element in good
advertising.

Late in 1930 and early in 1931 the
National Macaroni Manufacturers asso-
ciation sponsored a coiiperative advertis-
ing campaign, using as its first media the
women's national magazines.  In the copy
there appeared a coupon offering a book
of tested recipes to all those who sent the
coupon to the Association headquarters.
Many considered the campaign as a
“splurge”—an  explosive  puff—som e
smoke but little good results.  How dis-
appointed they were, even the most skep-
tical had to admit, when replies (o the
advertisements came pouring in by the
thousands weekly.

The continuativeness of advertising is
further manifested by the fact that even
as late as February 1933, 2 years after
the actual campaign was in progress
more than 550 requests for the A
tion's Recipe Dooklet were received at
headquarters, many from foreign coun-
tries,  Few of the requests received have
been of the “curiosity” nature.  Here's
an example of what one group thought of
the service:

Immaculate Conception School
Mayaguez, Porto Rico.
Jan. o, 1934
National Macaroni Mfrs, Association,
aidwood, linois,
Gentlemen :

Please accept my sincere thanks and those
of all the Sisters here for the Macaroni, Spag-
hetti, Egg Noodle Thrift Recipe Books you
so kindly sent to oue two Home Eeonomie
Classes—the  Eighth  Grade and the  High
School.  They are most interesting, and teach
us many pretty and appetizing dishes, 1 feel
sure that all will try them and thus help im-
prove the macaroni bhusiness,

Thanking you again and wish you all a
Happy New Year with every day filled with
“t‘-’lllil. Happiness and Prasperity, | remain

Yours gratefully,
Sister Elizabeth,
Teacher of Home Economics,

Good advertising, therefore, is an ac-
cumulator of good will. Do a good job
of advertising and it will have an almost
everlasting effect for good to your husi-
ness and your brand.




Importance of the Package

ceoin the ...

- Merchandising Scheme

By IRMA E. MAROHN

Package Stylist, Robert Gair Company, Inc.

Address Delivered to Advertising Club's Class in Advertising and Selling, New York City

After a product has been perfected, no
matter how excellent it is dependent in
the last analysis upon the intervening
medium, the package, to bespeak its
qualitics and advantages. The package
mubt succeed in its mission as a persua-
sive though inaudible salesman in arrest-
ing attention and holding interest there-
after until its message reaches its mark
and prompts the potential consumer to
purchase. It certainly may not obscure
or confuse the appeal of the contents; it
must heighten that appeal. The package
should be a powerful selling personality
and in fact should go beyond that since
“a powerful selling personality” can con-
tact only comparatively few prospects or
customers at best, but a well planned
package can be made a powerful selling
personality that contacts thousands.

Changes in the requirements of carton
treatment have been enforced not only
by the change from old fashioned meth-
ods of retailing but by the increased use
of open display, a tremendous help to
self service in a retail situation in which
the ratio of sales persons to customers
has. been reduced tremendously. The
top aud +’des of the carton have become
increasit.giy important with these devel-
opments and have added significance to
the carton's third dimension because of
ite lisplay on counter or floor stands,
Uter these conditions the continuity of
de-ign around the package, rather than
the treatment of individual panels as sep-
arate units is essential, TFamily tie-up
between individual cartons, displays and
shipping cases is of vastly greater im-
portance in this new scheme since the
several units are frequently shown to-
gether.  The closer range of vision fos-
tered by new display methods enables
the designer to use refinements in de-
signi as well as less vociferous colors
than herctofore. The height of the line
of vis on for open counter display gener-
ally is slightly lower than when cartons
were designed wholly for shelf display.

It will be seen that these self same
conditions which have resulted in more
advantageous placement of the carton
and display container from the point of
view of visibility, also impose restric-
tions in construction and design. The
retailer is unwilling to allow more than
a minimum of his valuable counter
frontage to a given product; the use of
narrower displays is made necessary al-

though length and height are not subject
to the same limitations.

As in all forms of advertising, de-
pressed conditions have brought into use
cartons which in their striving for at-
tention violate all known optical laws—
garish colors, packages crammed to the
margin with text and pictorial nonessen-
tials, lettering of a size adequate to ad-
vertise a locomotive, colors that seck to
out-shout their competitors. But more
recently there has been noticeable a re-
turn to the standards of good taste, good
art work, beauty, suitability of lettering
to the product and the merchandising
scheme, avoidance of dull, stereotyped
copy, all of which appeals to the good
taste and intelligence of the buyer. We
are returning to an appreciation of sim-
plicity and freshness.

What Constitutes a Successful Package

We may follow pretty generally the
same standards and rules for folding
boxes, display and corrugated and fibre
shipping case, to produce a successful
package.

1. Construction:  Stability, distinc-
tion of shape, suitability of materials to
the product and the packaging machin-
ery, opportunities for advantageous lay-
out and efonomical shipment are major
considerations along with an attitude of
humbleness toward consumer conven-
ience as a definite essential in package
construction, Considerations of moist-
ure exclusion or retention in the pack-
age, also of visibility of contents should
determine the use of such processes as
waxing, asphalt interlining and the inclu-
sion of transparent cellulose materials.

2, Color: Freshness is a dominant
requisite as is suitability to the contents,
A survey of the competitive field is es-
sential and an effort should be made to
break away from typical treatment so
that distinction and uniqueness may be
achieved.

The importance of color may be gath-
ered from the results of a test recently
conducted by Procter and Gamble before
determining on a new wrapper for Cam-
ay soap. [ om told that 19,760 women
interviewed dic-losed that they react to
color but apparem!v disregard design.
Whether for masculine or feminine ap-
I:eal, a pleasant balancize of color and

armonious proportioning is essential,
The beauty achieved has a definite eco-
nomic value. :

3. Design: Lettering, suitability, dis-
tinctiveness and simplicity must he con-
sidered. Cheap faddishness and super-
imposing copy over pictorial or varicol-
ored background is to be avoided. The
tying up of a series of cartons in a fam-
ily group has immense value in its rep-
ctition of a single theme and its promo-
tion of easy trademark identification.

4, Displays: There is increased ap-
preciation of the fact that the most suc-
cessful displays serve as a subordinate
background for the goods. They suc-
ceed most emphatically when they guide
attention toward the goods rather than
attract it to themselves. Therefore the
use of neutral colors is advantageous.
except in cases where the display con-
tainer is intended to repeat in larger sizc,
as in floor displays, the design of the in-
dividual carton.

The designer himself must in these
days be pretty much of an engineer as
well as an arist. The time has passal
when all that was required was the
drawing of a pretty picture. He must be
l:lnccd in a position to do his thinking
hefore he does his design and he can-
not do this logically or effectively with-
out having all of the available facts con-
cerning the product and the production
and merchandising plans involved.

It is necessary to consider the market
and the class of customer to whom the
product and the package are to appeal.
Is it desired to reach a sophisticated cli-
entele or is it planned to reach the immi-
grant who can scarecly read English? s
the prospective buyer masculine or fem-
inine? All of these questions are tre-
mendously important and we must gage
the appeal of the package accordingly.
It is necessary likewise to consider the
kind of competition the package must
meet and with this in view there should
be time allowed in the planning of the
package to study the designs under con-
sideration in relation to rival packages.

There is evident an increasing willing-
ness on the part of manufacturers to un-
dertake clean cut re.isions of old estab-
lished packages and a growing belief that
a well considered change which results
in a definitely improved package, even
though the revision be drastic, involves
no risk. On the contrary, it may be util-
ized to give a fresh impetus to sales by
rencwing the enthusiasm of salesmen
and retailers.
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T HE unvarying rich amber color of
every sack is but one evidence of the
rigid uniformity of Gold Medal Semo-
linn, Always the same rich color, always
the same strength, always the same
taste . . . this uniformity proves itself
in your mixers, kneaders, and presses
+« s andl in the finished macaroni.
Inflexible adherence to an absolute

standard of color, strength, and taste

is not secured by short cuts—it is the

inescapuble result of a searching selec-
tion of the finest amber durum wheat,
i relentless check-up throughout the
milling process and a final examination
by making purts of every hateh into
macaroni under actual working con-
ditions.

That is why Gold Medal Semolina is
uniform . .. and the advantages of such
uniformity show up in your shop and in

growing sules.

Gold Medal Semolina

“sPress=tested’
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Secrets of

Suceessful Trade Marking

By Waldon Fawcett

Written Expressly for The Macaroni Journal

You Can Color Your Trade Mark But Can't Trademark Your Color

The talkfest in macaroni circles over
the use of colored wraps is bound to pro-
voke fresh curiosity in the trade regard-
i+ ¢ the whole question of the usc of color
in branding. Strictly speaking, there
isn't, of course, any direct or necessary
connection between the controversial is-
sue of amber paper covers for noodles
and the matter of taking the rainhow into
macaroni and noodle marks. But once
trade attention is focused upon consider-
ations of color in “dressing” packaged
tnacaroni, etc., then marketers are bound
to reckon with the clement of color in
that most important of ‘all commodity-
clues, the trade mark.

Just here we bump into one of the
most complex phases of the whole re-
sponsibility of identifying macaroni and
noodles to the trade and to ultimate con-
sumers, Color is a legitimate branding
instrument for the food specialist who
wants to make his packages remember-
able and recognizable by the general pub-
lic. Unless he shonlJ be shortsighted
enough to allow his retailers to pass off
his colored package as the product of an
older or better known user of that same
color, there is scarcely any risk that the
seller who garbs his goods in color will
ever be called to account for his doings.
All the same there are nice distinctions to
be observed by the tradesman who de-
sires to capitalize color.

Foremost of the secrets to be kept ever
in mind when planning to brighten up
one’s product or package, is the one
which we have taken for our text. Liter-
ally, if you wish and expect to obtain
Uncle SPam's sanction for your badge,
you may color your trade mark, but you
dast not try to trademark your color,
Sounds contradictory and confusing, does
it not? But it is just a popular way of
expressing the ticklish limitations that
govern the use of color to blazon the
factory origin or producer ownership of
a4 piven macaroni staple or nowdle spe-
cialty.

Lest we be accused of sounding a false
alarm, it is only fair to say before we
go further that all this counsel to watch
your color step is good or necessary only
if and when the tradesman has a secret
longing for a color monopoly in the get-
up of his goods. If a macaroni marketer
desires to “style” his wares with a splash
of fashionable color but docsn't much
care, meanwhile, what his neighbors or
competitors are doing colorwise, he has
not much occasion to worry over his

rights and privileges. So long as he does
not open the door (as above mnote) to
color-caught substitution of goods he may
go serenely on his color way.

But human nature and business com-
petition being what they are, the aver-
age packager who dolls up his pet par-
cels would like to monopolize his theme-
color or combination of colors. Now ob-
viously the only way in which he could
even hope to fence off a chosen color
would be to obtain some sort of an
exclusive franchise from Uncle Sam,
preferably a trade mark registration,
since a technical trade mark is the most
highly protectable form of “industrial
property.’’ Right there is where our hero
encounters the high hurdle. According
to the code at the U. S. Patent Office,
mere color as such cannot be appro-
priated as a trade mark under the basic
law, the Act of 1905,

This means that the color-covetous
brander must find some way to detour
the difficulty, if he is not to give up
entirely his ambition to make color his
merchandising key. Confronted with the
barrier, the color captor has alternatives,
He either forsakes the entire federal sys-
tem of trade mark certification or he
bows to its mandates and makes the best
of his bargain. In the first choice the
brander via color makes no attempt to
register his color-clue at the Department
of Commerce in Washington, Nor, proh-
ably at his state capitol, since most state
trade mark laws follow the pattern of the
national law. Foregoing any official cer-
tificate of priority of use, the nonregis-
trant sets out to make his color conceit
a trade mark in fact if not a trade mark
in name. The macaroni field has its own
proof and examples that “color associa-
tions” may be deeply impressed upon the
public consciousness.

The worst feature of this formula for
homesteading a color claim is that the
pioneer user of a color has no very ef-
fective way of proclaiming his supposed-
ly superior rights in his chosen color, He
has no “registration notice” to warn
away unintentional or unconscious tres-
passers. And he has no valid threats of
trade mark infringement to scare away
at the very outset, compeltitors who woeuld
wilfully challenge his color scoop. All
that the victim of color copying can do
by way of redress or repression is to
wait, with what patience he may, until
the borrower of his color has used it
long enough and effectively enough to en-

able the trail blazer to go into court with
the necessary evidence to prove that he
is being deprived by color mixups of
trade that is rightfully his, This remedy
is apt to be costly and it smacks of lock-
ing the barn door after the horse has
been stolen,

Now we come to the consolation
aspect. And fortunately there is a recipe
whereby macaroni-noodle factors in the
know may capitalize a distinctive or dis-
tinguishing color plan. The key to the
way of escape is to be found in that
scemingly insignificant word “merely” as
it appears in the federal trade mark code.
Uncle Sam does not lay any absolute em-
bargo upon color as an agency of trade
mark expression. What is decreed is that
a mark which consists merely or solely
of a color cannot be registered. That
signifies that naked color as such cannot
be grabbed off by any one party in trade,
for the good and sufficient reason that all
his fellow tradesmen must in fairness be
left free to make normal legitimate use
of every color in their printings and
wrappings. And in accordance with that
declaration of color-freedom the censors
at Washington have repeatedly refuscd
to register colored bags or boxes with no
manner of “dress” save an all-over color,
or wrappers of hues that might conceis
ably be employed for utilitarian pur-
poses, rather than as signals of source or
process

This denial of monopoly in mere
[:Inin color leaves the way open for th

rander who will take the trouble to fin |
some distinctive expression for his colu:
That is what is meant when it is whis
rered that the way to dodge a difficult
15 to cease trying to trade mark a col
and turn to coloring a trade mark. |n
the latter event the official records talie
due cognizance of the fact that an elc-
ment of color enters into the trade mark
layout, And since the tribunals at the
Patent Office and the federal courts ol
serve pretty closely the guiding principle
that every trade mark is to be considered
as a whole, it follows that the color con-
tribution to a composite trade mark is al-
lowed to do its full share to make the
ens:mble mark unusual or unique.

When it comes to coloring a trade
mark in order to invoke indirect protec-
tion for the color which is the soul of
the system of identification, 2 methods
are open to the brander, He may render
his entire trade mark, be it a coined
word, a picture, or a device—in the color

March 15, 1933

THE MACARONI JOURNAL 13
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Consolidated Macaroni Machine Corporation

Cevasco, Cavagnaro & Ambrette, Inc.

Designers and Builders of High Grade Macaroni Machinery

Vertical Hydraulic Press with Stationary Die
between the two faces,

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

QUICK RETURN, By means of an improved by-pass valve, we have reduced the pressure on th t stroke t -
tically nothing. By reducing the back pressure, the arm or plun'acr returns to its starting poinloln I;:s':hl:'l:l"on;o(lc) l‘:ll?l:.lati

L tlﬂﬁﬁ.ﬁ?’.:o%’fgﬁ.me hydraulic packer has independent control, it returns automatically when the main control valve is set

CONSTRUCTION. This press is solidl d heavil i ¥
Nt ot e tn up'rigr: s solidly and heavily constructed throughout. All material is the best obtainable. The

FORMERLY

I. DeFrancisci & Son

AT LAST! The Press Without a Fault,

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

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

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

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

LINING. Both the main cylinder and the packer
cylinder are lined with a brass sleeve, Dy lining these
cyliiders, the friction is reduced and the possibility of
any loss of ressure through delects in the steel cast-
ings is absolutely eliminated. It is Practic:lly impos-
sible to obtain absolutely perfect steel cylinders. Other
manul’aclurc_u either hammer down these defects or
fill them with solder. Either of these methods is at
1bi!:sl a make:shift and will not last for any length of

me.

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

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

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

. DIE PLATEN. The dies platen or support is divided
into three (3) sections for the 13% inch and two (2)
sections for the 1214 inch press, (We originated this
sy:}tcm gf sub-division of platen, since copied by com-
petitors,

PLATES, There are plates on front and rear of
ress to prevent dough falling when cylinders are
eing swung.

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

CONTROL VALVE. Doth the main plunger and
the packer plunger are controlled by our improved
1234 and 1314 inches valve. The movable part of this valve rotates against

a flat surface, As there is always a thin film of oil
there can be practically no wear on this part. Very little power required to set same as the movement

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

156-166 Sixth Street

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

Address all communications to 156 Sixth Street




b

pa

e ey

B TRATG P 2 il € sl Sty 20
e —————

ST

rr

14 THE MACARONI JOURNAL

which he desires shall dominate his pack-
age. That done he waives any claim to
the color except in the connection in
which it is used in his particular mark,
Even so, the doctrine of treating a trade
mark as a whole will beget a certain
amount of consideration for the color
background or the color “atmosphere.”
The second method, and the one most
in favor with the shrewdest market ex-
perts is to inject color by means of a
vehicle that is but one part (though sup-

posedly the leading feature) of a com-
posite mark. For example a red crescent,
a gold star, a blue ball, ur a green dia-
mond satisfies the demands of trade
mark registration, yet slyly lcis the
brander focus public attention upon the
color which he desires shall be considers1
symbolic of his line or leader. Finally,
such a color detail in a larger trade mark
picture leaves no suspicion that the color,
amber or what not, is guilty of a decep-
tion in respect to the goods.

Cure Business Ilis
By Cooperation

By J. A.
National Association of

As one sold on the value of organiza-
tion, on Trade Associations, I have en-
deavored to get the viewpoints of the
leaders in organized business on a fair
and practical solution of the problems,
developed as the result of depression.
The gist of the replies is summed up in
the following from a trade association
executive:

The business world must lay aside individ-
ual viewpoints and unite on a program. We
know how the selfish interests of individual
industries bLring legislation unsatisfactory to
cverybody, and any effort to bring about con-
certed action amoug industries emphasizes the
sclfish aims of each industry. The solution
of our problems may be the result of enlight-
ened sclfishness.

Trade associations and husiness lead-
ers have an opportunity for real service
under preient conditions. If this op-
portunity 1s muffed business and trade
associations will pay dearly.

You have heard the story of the man
that took a cat into the woods to lose it,
and followed the cat to find his way
home. Let Russia be the man and capi-
talistic methods be the cat; where does
that take us? Let prices and profits be
the man and purchasing power be the
cat, and go on thinking.

We conservatives say debts are the
cause; the radicals say wealth is the
cause; is there a relationship between
them? The radical says we must manu-
facture for use not for a profit, that
wealth oppresses labor, that business for
profit is a privilege not a right, and
comes to the conclusion that satisfaction
can come only from a change in our sys-
tem,

We conservatives think  too  much
profit creates wealth and destroys pur-
chasing power. Wealth seeking invest-
ment outlets creales overexpansion, ex-
cessive compelition, and finally stran-
gulation of business.

Isn't there a relationship between the
belief of the radical and that of the con-
servative and is the answer somewhere
between? y

Are we confusing the control of busi-
ness and industry with control of
wealth? Tor surely history has pro-
duced no incentive to progress that
equals that of personal gain and profit;
and possibly we are face to face with a
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RENARD
Purchasing Agents, Inc.

distinction between earned income and
productive capital and wealth, We
don’t have to be long-haired communists
to think about these things; it can hardly
be radical to consider what effect 30 bhil-
lion dollars in tax exempt bonds had on
waste in government when issued; or
their effect on income, property and
business taxes now.

Are there enough red blooded, full spirited
citizens in this_country who live for America
and not on it? We may call it depression,
cyele, technocracy—call it what you will hut
until we treat as one honest man to another
honest man no one gets very far.

Our bankers nced a lot more regulation
than they have ever been willing to submit to,
But those vho advocate real hank reforms are
nicely labeled “radical.”  Giving a good dog a
bad name is an old, old trick, but it still
works,

Does the change in sentiment in Con-
gress on p!'ulnlntmn mean only that, or
does it indicate a compelling force (call
it public interest) unwilling to longer
tolerate those conditions?

Press reports had men like Walsh,
Glass, Hull and Green slated for high
positions in our government and say,
“The country requires the services of
men like these. There is not a tool
among them that sclfish interests can

handle; not one whose long and distin- -

guished public service has not been con-
centrated on advancing the public inter-
ests.”

Is this thing we call public interest,
purchasing power, cte. the dominant fac-
tor in bringing us back to healthy busi-
ness? If so, will money, wealth, cap-
ital, go on a 3 day a week or share-the-
employment basis? There again the
proposal seems radical but haven't we
done just that by reducing dividend and
interest rates in some cases?

You have heard of the darkey who
had his throat cut with a razor and
didn't realize what had happened until
he tried to move his head.  How many
realize what cut off their profits—in
other words, haven't yet tried to move
or analyze the difficulties?

Chicago is celebrating “A Century of
Progress,” some wag has said from In-
dians to Insull, but they are not proud
of Insull and what he represented.
Another has said from tomahawks to
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machine guns and they are not proud of
the machine guns. If in that Centur
of Progress such things attached them
selves to our cconomy, we need not de
stroy the system that created the prog
ress; destroy the foul growths and g
on to greater progress, but be sure 1
climinate the foul growths for we mus
either destroy the radicals or destro:
those ahuses that breed radicalism.

This is a personal note—I am a con
servative, proud of it. DBut we must
realize that an evolution not a revolution
is poing on.

Our big job is to prevent the unjusi
indictment of business or a group or an
industry because of the action of an in-
dividual or a few, Thirty years ago pro
posals for regulation of industry and
transportation were considered radical:
consider what we accept as conservative
and necessary today. If a similar de-
velopment confronts us why not try to
guide and direct it by cooperation with
government, rather than through selfish-
ness antagonize public interest and gov-
ermment ?

Macaroni Good Cold Weather
Food

Not that macaroni is not a good food
to serve in all kinds of weather but that
it is particularly suited for the cold days
when one's body needs so much more
energy and heat food, is the point that
Dr. Shirley W. Wynne, commissioner of
health of the city of New York desires
to make in suggesting more cold weather
dishes:

“If every one would realize that his
health hinges greatly upon what he eats
there wou'd be less sickness and more
stomachs would e glad than sad. ‘L
what you like' is very poor advice, par-
ticularly if what you like does not agree
with you. Much better to eat food you
can Jigcsl properly, food that is prop-
erly assimilated, food that makes bloodl.
muscle and bone, in short food that i-
healthful,

“The thrifty housewife, as a ruk
eschews the various fancy dishes fre
quently found described in columns con
(Iuclc:[‘ by girls and women whose dutics
are such that they have time only to rusl
into a delicatessen shop or use a cau
opener for the food they serve at home
A pood cookbook such as our grand
mothers used is the best guide, for in it
you will find that plain, wholesome and
what is more, digestible dishes predom
inate.  Only on one issuc do we dis
agree with our grandmothers and the
cookbooks they used, and this is on fried
foods. Sensible houscewives rarely use
the frying pan, an instrument which has
been probably responsible for more
stomachic disorders than any other cook-
ing utensil that has been devised.”

Macaroni, spaghetti, egg noodles, meat
stews and other similar products are
listed as winter foods that “lend them-
selves to a wide range of varied dishes,
and such combinations are extremely
healthful.  All of them, in the true sense
of the word are cool and cold weather
dishes."

—
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What Happened to a
Private Brand in 2 Months

On a great volume-selling staple
here was the price situation 2 months
ago:

Resale price of the standard brands..17¢
Resale price of the off brands. ..15¢
Resale price of the private brands..13Vic

Then the private brands became am-
bitious and put on a feature sale at 10c,
which happens to be about cost.

They sought to build added volume
hy temporarily using the price appeal.

But, here is what happened

The manufacturers of off brands lost
business which they sadly needed, so
they reduced their prices. Then the
manufacturers of standard brands saw
that their volume was steadily declin-
ing and they, too, reduced prices.

Here is the situation now:

Resale price of standard brands..13%ac
Resale price of off brands............. =
Resale price of private brands.........8¢

Frivate brand sales on this com-
modity are declining in volume. Fur-
thermore they are being sold without
profit and undoubtedly at a loss, if dis-
tribution costs are figured. Further-
more, the whole line is so price cut that
even the standard and off brand sales
show no profit,

Can the private brand distributer ad-
vance his selling prices? Not without

completely killing the sale of his pri-
vate brands unless the manufacturers of
standard brands are assured that the dis-
tributer will not practice destructive mer-
chandising tactics in the future and will
advance his prices accordingly.

Here is another example showing
how the distributer has lost the power
to control prices:

Here Is a Branded Package

It costs the chain less than e a
package; the chain sells it from 7c to
10c a package. (‘The resale price is sup-
posed to be 7¢ but numerous stores
charge 10¢.)

The chain sells a larger unit of the
commaodity in bulk at Sc. This quantity
costs the chain about 5V,

Question No. I—Why does the chain
sell the bulk goods at a loss and make
a tremendous profit on the branded
package?

Question No, 2—Why does the chain
wish to destroy the branded package-—
for that is what it is slowly doing?

Question No, 3—Why does the chain
seel: to load up the home with too great
quantities of bulk merchandise, roblh
itseli of highly profitable  packi
sales?

Question No. 4—Why in the world
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does anyone wish to destroy or even
seriously curtail the volume and profits
uf a husiness that has been a standarnd
for more than 20 years, and kill with it
the employment opportunity it gives to
hundreds of people? The sale of hulk
goods does not give industrial employ-
ment.  Furthermore,  killing  profits
places a heavier burden of taxation on
those firms which are still making
money. So how can practices of this
sort be justified by any law of cconom-
ics —"Groceries,” December 1932,

ltaly’s Advertising Tax

Communities in Naly are given the
right 1o tax certain types of publicity,
most of which are in that conutry. For
this purpose these communes are divided
into classes on a population basis. The
following tax schedule applies: dropping
announcements from acroplanes 100 10
1,000 lire ($3 to $50) per day; broad-
casting from airplanes, 75 1 800 lire
($3.75 10 340y per day; and broadeast-
ing from automobiles, 30 1w 600 lire
($2.50 10 $30) per day. In case more
than one product or more than one com-
pany is being advertised, the tax is im-
posed on each such product or company.
The law provides for reduced rates in
case of a series of advertisements,
( Royal Decree of December 12, 19325
Gazzetta Uthiciale, Jan. 17, 1933.)

We are never so happy nor so unhippy
as we suppose ourselves to he

UNDREDS of macaroni manufacturers

call Commander Superior Semolina

their “’quality insurance.”

These manufacturers know, after years

of experience, that Commander Superior

Semolina can be depended upon for color

and protein strength day after day, month

after month, year after year.

They know Commander Superior Sem-

olina is dependable.

That's why over 75% of our orders are

repeat orders from regular customers.

COMMANDER MILLING CO.

ilinneapolis, Minnesota

You

COMMAND

the Best
When You

DEMAND

SSUPERIOR?

PURL DARUM WHILAT

SEMOLINA
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Trade Staging a Comeback

Improved Conditions in Food Trades Reported at National Conference
in January at Chicago---Only Fear Is Radical Legislation by
Congress and Lethargy on the Part of the Trade Leaders
in Overcoming Known Shortcomings

The downward trend in business seems
to have been definitely stopped, changed
to the leveling off stage, with every indi-
cation that the welcomed upward swing
will soon set in if only the manufacturers,
wholesalers and retailers will use some of
the good judgment formerly displayed in
the management of business, That was
the general tone prevailing at the several
conferences of the foods trades in Chi-
cago recently. Two retarding factors
loomed; radical legislation by Congress
and continued impractical and unfair
competition within the industry and by
government subsidies to favored groups.

These facts were forcibly brought to
the attention of the entire food trade by
President Marc C. Hutchinson of the Na-
tional Canners association at the opening
session of its convention in Chicage on
Jan. 23, 1933. He must have had in mird
the macaroni industry as well as the can-
ners when he prepared his talk as it fully
covers conditions that the macaroni mak-
ers face today. The proposed extension
of more and more Federal aid to some
groups offers the greatest threat against
the resumption of normal business and
will seriously retard the upward trend in
business unless curbed. Among other
points mad: by him in his excellent ad-
dress are:

Correct Own Mistakes

The times call for candor, for straight
thinking and perhaps for some plain
speaking. Today our industry faces many
and difficult problems. Some of these are
old, some new ; some are of the industry's
own making, others have been thrust
upon it. But whatever they may be, their
solution in my opinion must come pri-
marily from within the industry, It is
our privilege, more than that it is our
duty 1) take the initiative. Even if we
desired it I believe it would be utterly
futile to go outside the industry for a
supposedly all-wise dictator, or to attempt
to set up machinery designed automati-
cally to save the industry from itself, At
the same time I believe it the industry's
duty to use toward the solution of its

roblems every aid it can wisely and
cgitimately bring to its service.

Many elements enter into the situation
in which we now find ourselves. Some
of these I wish to discuss briefly and
from the industry’s standpoint. What I
shall say may apply to some and not to
others. But we have always to remember
that the sitdation of an industry is noth-
ing more, and surely uothiugr{css. than
the sum total of the situation of its in-
dividual members,

As an industry we have for some ycars
had a production capacity in excess of

market requireniciis.  Overproduction
has occurred, now in one branch of the
industry, now in another, But it took a
preneral business depression, with its loss
of employment and its lowered purchas-
ing power, to bring the industry to a full
realization of the adjustment problem
confronting it, and to a real appreciation
of the factors beside excess plant capacity
that have contributed to the recurrent
overproduction.

As an industry we have lacked suf-
ficient working capital to finance ade-
quately and safely the output we have
maintained. We have known this to be a
fact, we have been told about it repeat-
edly, but it took the pinch of business
depression to prove that stretching the
dollar may spell disaster,

As an industry we have had inadequate
information on which to plan and adjust
out operations, or we have disregarded or
heen indifferent to the information we
have had,

The Industry’s Shortcomings

As an industry we have failed to
realize that our initiative and success as
individuals are not necessarily sacrificed
when we so conduct our business as to
promote the welfare of the industry as
a whole, There is no common denomi-
nator of business ability in the industry.
Superior management, superior  sales-
manship, will always win the larger re-
ward they descrve.” But it is quite a dif-
ferent thing for the individual to fly in
the face of facts, to jeopardize both his
own and his industry's welfare by a
make-or-break policy.

I have mentioned these 4 things—ex-
cess capacity, underfinancing, uninformed
planning, and lack of industry viewpoint
—not to parade our shortcomings but
because I believe they are fundamental
facts in the situation, The primary need
is adjustment of our output to consump-
tion—an adjustment based upon princi-
ples that will be just as applicable 10
years from now as during the coming
year, Any other measures we may take
will be merely a stoprigap, a postponement
of our probiem and a cwltiplication of
our troubles,

The recurrent overproduction from
which we have sulfeced has been due in
part to an attempt to utilize existing ca-
pacity, which we know is too large; in
part to too much and too easy credit,
which has taken the place of the working
capital we ought to have; and in part to
our not having, or of our ignoring, the
facts as to market requirements,

Our industry wants to stand on its own
feet, It wants neither coddling nor un-
warrented interference with its business,

It wants aid when and where that aii
is both wise and legitimate. It proposes
no plan for its rehabilitation that gocs
outside the law, It wants to set its own
house in order, But it can do this onl
when we, as individuals, are broa/
enough to look beyond the horizon of our
own business to the welfare of the in-
dustry as a whole. In emphasizing the
necessity of considering the welfare of
the industry as a whole, it is not con-
templated that there shall be any slacken-
ing in individual responsibility. The
wholehearted acceptance and the faithful
discharge of individual responsibility is
true cooperation. Individual responsibil-
ity in our business, our civic life, and in
our.homes, is our duty and our privilege.

Ma.caroni Has High Food Value

Macaroni, weight for weight, is as
valuable for building up the body as the
most nutritious meats and is consider-
ably more digestible. That is the in-
formation of interest to all housewives
as published in the Jan, 18, 1933 issuc
of the Sprinnfield, 11l State-Journal.

Because o1 its high food value,
coupled with the ease with which it is
digested macaroni, spaghetti and noodles
are ideal foods for children, The grow-
ing body reccives the maximum amount
of nourishment without taxing digestive
organs,

Physicians recommend it as the onc
perfect food for weak and strong. Cases
of rheumatism, lumbago and gout have
been benefited especially from  these
products because they do not caust
formation of uric acid.

Housewives agree that  macaroni.
spaghetti and noodles truly represent the
preatest  American  food  value tha
money can buy. These products arc
very low in cost, yet provide the neces-
sary amount of nourishment. Any onc
of them can be made a whole meal in
itself, cutting down the expense involved
in a great number of side dishies, They
can be prepared with inexpensive meats.
vegetables and sauces, or as a side dish
for a regular meal. But in every in-
stance the cost of serving this nourish-
ing food is very small,

Plans to:Rebuild

The Philadelphia Macaroni Manufac-
turing company whose plant was recent-
ly damaged serinuslt; by fire has made
arrangements for rebuilding its plant at
11th and Catherine sts., Philadelphia.
The general contract has been awarded
at an expenditure of $35,000 including
replacement of damaged equipment,
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Suggests Law Against
**Noss Leader®> Abuse

As the head exccutive of one of the
foremost food manufacturing and dis-
tributing organizations in the country,
PPaul S. Willis of Associated Grocery
Manufacturers of America has had full-
est opportunity to study selling practices.
He is convineed abuse of the practice of
offering loss leaders to draw trade is one
of the most harmful,—the most danger-
ous now confronting distributers, As a
cure he supgests a state law prohibiting
sueh unfair price competition and urges
all manufacturers and distributers to
support such legislation in their respec-
tive states. His statement and sugges-
tion follows:

This association has received numer-
ous complaints against the alleged trade
yractices of advertising, offering and sell-
ing standard grocery products at or be-
low their purchase cost, to promote the
sale of other merchandise at a compen-
sating profit and with the effect of un-
fairly injuring competing dealers.

* In reply the exccutive commitiee of
the association states:

(1) the association condemns this
distribution practice as uneconomic and
unfair price competition ;

(2) the association recommends that
cach grocery manufacturer individually
act to prevént this practice in the resale

of his products, to the extent he can le-

gally and practically do so;

(3) the association further recom-
mends that each state enact a law duly
prohibiting this practice,

The association believes that such leg-
islation is a needed and effective remedy
in the circumstances; also that such leg-
islation expresses a sound public policy
because it only prevents a practice in-
consistent with the principle of cconomic
and fair competition which the public is
interested to preserve,

A supggested draft of a maodel state law
of the kind is attached, It has been pre-
pared after a carcful consideration of
the various trade proposals of such a law
and a review of the existing state anti-
trust legislation.

An Act to Protect Intrastate Commerce
Against Unfair Price Competition.
Be it enacted (insert enacting clanse):
Section 1. As used in this act—

(a) the term “unfair price competi-
tion" means the advertisement or offer
for sale or sale of an article of merchan-
dise at or helow its purchase cost, in the
course of intrastate commerce in this
State, which is made to promote the sale
of other merchandise and which is effee-
tive or has a dangerous tendency cither
to unduly lessen competition or to create
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i monopoly inany line or part of such
commerce ;

(b)y the term “person”™ means any in-
dividual, corporation, copartnership or
association ;

(c) the term “penaliy” means (in-
sert).

Section 2. Unfair price competition is
hereby declared unlawful.  Any person
who is engaged in the sale of an article
of merchandise in the course of intra-
state commerce in this State ol who
uses unfair price competition with re-
speet thereto shall be guilty of @ misde-
meanor and shall, upon conviction, suffer
the penalty preseribed by this act,

Section 3. 1t shall be the duty of the
Attorney General to cause an appropriate
proceeding to be instituted and prose-
cuted in the proper state court, without
delay, to enjoin a violation of this act
and 1o enforce the penalty preseribed for
such violation, of which he shall he in-
formed,

Section 4. Any person who is injured
by unfair price compeartion outlawed by
this act may sue therefor in any state
court of competent jurisdiction and shall
be entitled to have injunctive relief from
such injury and/or to recover threefoll
the damages sustained, and the cost of
suit,

Mr. Willis wrote in behali of his ex-
ceutive committee in regard to a law pro-
posed by the Associated Grocery Manu-
facturers of America that the association
cannot approve the bill itself because fun-
damentally objectionable in three  re-
speets, one heing its unconstitutionality.

MORE TRUTH THAN POETRY

Manufacturers wise, economize

using INSUPERABLE MACARONI DIES.
Are they the best? Just make the test.
And down your Die troubles lay to rest.

So, if you're wise, you'll realize NOW'S the

time to buy GOOQOD DIES.

From;

F. MALDARI & BROS., INC.

178-180 Grand Street

TRADE MARK
“Makers of Macaroni Dies Since 1903---With Management Continuously Retained in Same Family"

New York, N. V.
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Pacini Laboratories
Expansion Interests
Macaroni Industry

The president of Pacini Laboratories,
Inc., August J. Pacini, P'hD. is well
known in the fieil of nutrition and food
chemistry in respuet to his utilization of
photochemical and other research means
for development of vitamins, Dr, Pacini
is owner of numerous vitamin and other
patents and serves as consultant to the
leading food manufacturers of the coun-
try. ‘

An interesting excerpt from “Light
and Health,” (1926), Luckiesh and Pa-
cini, pp. 239-240, deals with the erude in-
troduction of noodle manufacturing in
New York:

As was customary in the downtown districts
of New York cily some years ago, foreigners
quartered themselves in groups according to
nationality, and their mode of living while
somewhat Americanized reverted many times
to_habits of their fatherland. One of these
habits of interest here involved making spa-
ghetti in the home. Flour and water (occa-
sionally eggs were utilized but in the poorer
scctions this was not the rule) were made into
a dough and finally rolled out into spaghetti or
cut up into noodles. The spaghetti or the
noodles were placed out on the fire escapes to
dry. It scemed as if the dwellers in the dense-
Iy populated tenements had established tacitly
agreed to rules to reserve part of the week for
spaghetti drying, and the remainder of the
week for hanging out the family wash,

Hundreds of fire escapes festooned with
noodles could be seen along certain streets on
bright sunny days the latter part of the week.
This home ‘industry soon grew to exceed de-
mands for immediate family necessities and a
market was soon established for home made
noudles and spaghetti, Not a few people pat-
ronized this industry, some of them Italians
from other scctions of the city,

Fire ordinances were enacted which, after
the spaghetti industry had attained consider-
able momentum over some years of progress,
prevented tenants from keeping anything of an
obstructive nature on the fire escapes, aml
those who continued the home manufacture of
the pastry were compelled to resort to indoor
drying.

Vithin 3 months many complaints were
registered against the qnn“ily of the noodles,
the veteran spaghetti caters alleging that they
had noted a marked depreciation in the nutri-
tive value of the product. The loss in nutri-
tive value sensed by the consumers was styled
as a loss in the “satisfying” quality of the
product, partly compensated for by increasing
the amount caten, though in most instances
the purchasers sought imported spaghetti
which was for the most part dried in open
sunlight areas.

No one at that time was willing to concede
there could be a difference in the nutritive
quality of the 2 products, especially since the
materials entering into the spaghetti had not
heen changed and there had Lmll no changes
in mixing methods, Only the method of dry-
ing had been altered, but with the knowledge
just recently disclosed by Steenbock, Hess and
others it is prohable the change in the drying
method was responsible for lﬁc difficulty and
that the complaints were not whimsical lunt
founded upon a keen appreciation of foml
values which poverty-whetted appetites  dis-
criminately discerned.

. Flour may be so treated as to lose its abil-
ity to produce growth, If undér these con-
ditions it is exposed to sunlight or to the ultra-
violet radiation furnished by a mercury vapor
lamp, the growth properties appear to return.

Pacini Laboratories, Inc. conducts in-

vestigations of food values, vitamin con-
tent, digestibility, nutritive balance, sec-
retagogues, hormones, growth and ane-
mia studies, and chemical researches hay-
ing to do with the physiological chem-
istry of food; furnishes consultations on
the selection of natural foodstuffs, their
source, their chemistry and use, on the
improvement_of processes, on the pres-
ervation of foods, on the protection of
vitamins, and on the submission of food
products for acceptance by various com-
mittees and other official bodies; and on
the establishment of scientific bases from
which advertising copy may be properly
developed.

Certain recent additions to the per-
sonnel of Pacini Laboratories, Inc. in-
clude:

H. C. Cooper, Ph.D,, Director of Department
of Organic Electrochemical Researc]

Benjamin Maizel, Ph.D., Dircctor of Depart-
ment_of Organic Chemical Rescarch

E. . Still, Ph.DD., Director of Department of

I'hysiological Chemical Research
Alfred A. Reiter, M.S,, Director of Depart-

ment of Biochemical Research and Vitamin

Assaying 3
Raymond Crosley, M.S., Director of Depart-

ment of Special Products Development
Marion Carol Simon, Ph.B,, Director of De-

partment of Home Economics and Nutrition
Willedda Thomas, Statistical Research and Li-
brarian

The entire staff of Pacini Laborato-
ries, Inc. holds weekly forums at the
premises, 155 Last Ohio st., Chicago, 111,
which food manufacturing representa-
tives are invited to attend during visits
to Chicago,

Labeling Grades

Should canners of food products be
compelled by law to state clearly on the
label the grade of the contents? That is
a question that has been argued pro and
con for some time and is attracting the
attention of food mar-efacturers, regula-
tion authorities and consumers,

Macaroni manufzcturers are keenly in-
terested  becavse there is pending in
Congress a pioposal to authorize the Sec-
retary of Agriculture to determine a
basic grade below which macaroni prod-
ucts must he labeled “sub-standard.” Gov-
ernment officials are equally concerned
hecause a new development in merchan-
dising canned foods is on the horizon
that will have a bearing on all other
foods that will similarly be regulated as
to qualities or grades by existing or fu-
ture federal legislation.

Housewives have long protested that
they cannot tell from the labels the grade
or quality of the canned foods they buy.
Neither price nor brand name is a sat-
isfactory guide to quality, for different
retail stores set different prices on the
same brands and different brand names
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may be given to goods of identical qual
ity, sold at varving prices.

It has been argued that statements i
grade might lead to a preference for cer
tain grades to the neglect of others. 1y,
practice it docs not work out that way
says Paul M. Williams, of the bureau of
agricultural economics, United States De
partment of Agriculture. Once in awhile,
the housewife wants an extra fine grade
say of canned whole tomatoes, if she i-
entertaining,

For ordinary table uses she usually se-
leets a middle grade.  And for making
soup or gravy or merely flavoring other
dishes with tomato she can use the stan-
dard or even the substandard grade. In
the case of tomatoes the substandard can
may contain less solid material and more
juice than the standard grade,

The confusion created by the many
meaningless brand names could be avoid-
cd by the use of 4 simple grades, printed
on the labels, says Mr, Williams. Grade
A means fancy; Grade B, choice; Grade
C, standard ; and any other quality, sub-
standard, The bureau points out that i
a canner or jobber has any doubt of the
grade of his product he may have samples
officially graded for a nominal fee. The
addition of the letters “U. 8. to the
grade designation is permitted when the
factory where the product is packed
meets certain sanitary requirements of
the department, and an official grader has
watched every step of the canning pro-
cess and has consequently certified the
grade appearing on the label. This has
heen done experimentally with one or
two products recently,

Dieting Makes 'Em Cranky

One reason why so many business girls
and women develop a case of “nerves”
before closing time is because the fad for
reducing has taken hold of them when
they know little or nothing about the
dangers of wrong dieting.

Dicting is a good thing for many, pro-
vided it is undertaken under a skilled
physician or dietitian or after lengthy
study of foods and their value. Hit and
miss _dieting, however, is a dangerous
practice.

Elimination of needed energy fonds—
sugars and  starches—is regarded by
many as onc of the reasons for these
tattered tempers possessed by girls and
women in business. The head of a large
employment agency said: “My theory
is that excessive dieting weakens a girl’s
resistance to the petty trials and annoy-
ances that are inseparable from business.
She's too prone to fly off the handle or
to break down and weep if anyone finds
the slightest fault with her work.”

Woodpeckers

Grade 1 was having a lesson on birds.

After some discussion the fact was
cstablished that birds eat fruit.

One little girl, however, was uncon-
vinced,

“But, teacher,” she asked, raising her
hand, “how can the birds open the cans *"
—Parents Mazagine,
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What Do the Farmers Want?

Once more the official mind in Wash-
ington is completely befogged on the
subject of farm relief. A hundred new
panaceas are offered but most of them
have the faint odor of quack nostrums.

As an effort to find out whether the
farmers understand the allotment plan—
or even want to understand it—a group
of farm editors arranged 1o devote the
weekly National Farm Hour on the radio
to its discussion. A splendid and com-

rehensive program was arranged, and
Emndcnst to the several million farm lis-
teners who gather far and wide for that
specialized hour, The returns are not in
yet—but official Washington is hoping
that they will give a clue to what the
farmers want,

The radio discussion took the form of
a 4-sided interview in which Professor
M. L. Wilson of Montana defended the
allotment scheme against the combined
attacks of 3 inquiring farm editors, And-
rew Wing, Russell Lord and Wheeler
McMillen of the Country Home, a na-
tional agricultural magazine,

Mr. Wilson was sponsor of the “Wil-
son plan,” which was the parent of most
of the current allotment proposals for
agricultural subsidy. He explained it as
well as anybody could possibly explain it.
“It aims,” he said, “to restore certain
farm prices to the comparative level
which ‘IL‘M between 1909 and 1914."

Mr. McMillen's questioning revealed
that “the core of the Wilson plan is con-

trolled production. It is offered as an
emergency measure, temporary in char-
acter.  But it may prove permanent in
character. Details change with the days.
The whole proposal is still in a violémt
state of motion."”

Ten thousand letters from farmers are
expected by the broadeasters as a result
of this effort to find out what the farmers
want. Whether they will reveal anything
or not remains to be seen.  If farmers
want the allotment plan they can proba-
bly have it. I they don't want it Con-
gress will have to go into a huddle and
find another proposal.

Plan New Macaroni Plant

A. T, Ghiglione & Sons, Inc., Seatle,
Wash, whose plant burned last October
have cnmplclm‘ plans for rebuilding it as
one of the most modern plants in the
country.  Bids for construction on the
old site were received m January and
contract was awarded to L. Love on el
10, 1933 to build a macaroni factory at
Gth av. S. and Alaska st. The cost will
be $40,000.

According to Frank A. Ghiglione, who
is director of the National Macaroni
Manufacturers  association aml  active
head of the Seattle concern, the structure
will be 3 stories, covering a ground area
of 91x105 ft. It will be brick, conerete
and mill construction. The entire cost of
the plant is estimated at $100,000, includ-
ing machinery and equipment. All ma-
terial, machinery and equipment used in
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building and operating the new plant will
he American made.

. Marcus P'riteea of Seattle is the
architeet in charge. Construction will he
started immediately with the hope of hay-
ing the plant in operation carly in the
spring.

Macaroni Inspectors

The Commercial Bulletin of Los An-
geles, Cal. announces that the state de-
partment of health has seen fit 10 ap-
pomt a special deputy in charge of the
macaroni - and  noodle manufacturing
plants in the southern part of that state,
It is further reported that the step was
taken at the hehest of the manufactur-
ers themselves 0 insure uniform -
herence to quality standards, Macaron
manufacturers everywhere are watching
with keen interest” the result of this
state supervision of macaroni plants in
California,

Buy Vizzini Plant

The macaroni factory formerly opers
ated by N. Vizzini & Son at 127 Frank
st., Rochester, N. Y. has been purchased
by V. Vincenzo and V. Lacagnina of
that city. They took possession on
March T with plans to put it into full
operation immediately,

Chance-takers rush on to undertakers,
The best way o work for people is 1o
work with them.

Though
Make

57 Grand St,
New York City
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PERFECTION
Is No Trifle

The Star Macaroni Dies Mfg. Co.

Trifles

lol _EA-1-17)

Volete Una Pasta Perfetta E Squisita

Non V’ E’ Semola Migliore

Guaranteed by the

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

The 1933 convention of the Macaroni
Manufacturing Industry will be held in
the “Century of Progress” exposition city
on June 19-21 in the Edgewater Beach
hotel, Chicago.

At that time the “Century of Prog-
ress” will be nicely started. It opens
June 1, 1933. Everything will be fresh
and tidy. The ideal time for visiting
the fair.

Plan now to attend the macaroni con-
vention and to take in the world's most
progressive exposition ever held. Come
by boat, rail, airship or motor. All are
making special offers and inducement.

If you think of motoring to the Con-
vention and Exposition, for instance, the
Conoco Travel bureau, Denver, Col. will
gladly send free travel advice.  Just write
the firm or send an application which
you can obtain from any Conoco service

station and it will send you maps of the
marked route from your home city to
the convention city, tell you the condition
of the roads and supply you with illus-
trated descriptive literature of places of
interest enroute or in Chicago to see on
your trip.

If you are planning to go by rail, the
traveling passenger agents will be glad
to help you in your routing, making Pull-
man_arrangements and such stopovers
as will enable you to see the scenic places
enroute to ami from the Convention-Ex-
position City.

Remember the dates of the conven-
tion—June 19-21, 1933. Arrange for
some time before or after the convention
to visit the “Century of I'rogress” expo-
sition. And don't forget that the conven-
tion progrim will make it worth while
for any macaroni or noodle maker and
allied tradesman to attend.

Packaging Conference Planned

Pickages of wood, metal, paper, glass,
transparent cellulose and plastic, and car-
tons, battles, tubes, wrappers and boxes
literally by the thousands will be on dis-
play in a series of more than 70 varied
exhibits at the third packaging, gacking
and shipping exposition March 7-10 in
the Hotel Pennsylvania, New York, The
exposition is sponsored by the American
Management association and is being
staged in connection with a 4-day confer-
ence and clinic on the problems and tech-
nic of packaging, packing and shipping.

Methods of packaging and shipping of
commoditics of every size and descrip-
tion will be dramatized in displays. There
will be counter display containers de-
signed by leading advertisers, the most
recent types of packaging machinery, dis-
plays of collapsible tubes, waxed paper,
the latest types of foils. Displayed in the
latest boxes and containers and plain and
fancy wrappings will be candy, cigars,
cigarets, pipe tobacco, optical goods, vils,
crude and refined; bath salts, soap, lead
pencils, food of every description, hard-
ware, jewelry, and a complete range of
toilet articles.

At the conferences and clinics in con-
junction with the exposition, packages
containing various types of products have
been selected for examination and dis-
cussion.  All production, packing and
shipping and marketing phases of these
types of packages will be discussed, The

clinics will include analyses of the de-
sign of each package, machinery used in
production and filline, preparation for
shipment, discussion of what happens to
the package in the retail store and its
history after it reaches the consumer.

Macaroni Trade Declining

The exchange of macaroni products
between the nations of the world is un-
dergoing a gradual decline if the move-
ment of this food to and from the United
States is taken as a criterion, That is
the conclusion of students of trade after
studying the trade statistics compiled by
the Bureau of Foreign and Domestic
Commerce for 1932,

December import was 323,072 lbs, of
foreign-made macaroni at a value of $22,-
206. Though this was a slight advance
over the imports for December, 1931,
which were only 302,534 Ibs. worth $22,-
966, it was not sufficient to bring the
year trade in this food up to the 1931
figures.

For the year ending Dec. 31,1932 the
United States purchased for home con-
sumption and reshipment a total of 2,-
225,425 1bs. of macaroni products mostly
from [Italy and France, paying for the
quantity $152,057, a little less than 7
cents per Ib. In 1931 we imported 2,459,-
1bs. for $184,381. The record year for
macaroni importation was 1914 when
126,128,621 1bs. reached the American
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ports and for which importers paid $5,-
698,783. P
Exports Lower

There was also a slight advance in the
export business in macaroni during De-
cember 1932, but not sufficient to cffect
the adverse trend in that business for the
year. The exports for December totaled
286,529 1bs. valued at $17,365 as com-
pared with 254,186 1bs, worth $17,810,
the exports in December 1931,

During all of 1932 the exporta-
tion of American made macaroni | -nd-
ucts amounted to only 3,207,942 Ibs. with
a value of $215,020, about 7 cents per
pound. In 1931 the exports were 4,613.-
284 1bs. worth $341,098, The peak year
for macaroni exportation was in 1923
when 6,408,878 lbs, were exported, bring-
ing $454,146 to American manufacturers
and exporters,

The cxmlits by countries in December 1932

0

were as ows

Counlrics Pounds  Dollars
Netherlands .oeeeecceeceeannnee - 7400 450
United Kingdom e 105,400 6,01
Canada e 806 1,946
British Hondura -~ 1,357 &1
Costa Rica ... 181 17
Guatemala ... i 325 24
Honduras .. 14,562 3
Nicaragua ... 1,881 0
Panama .. 29,281 1,748
Salvad 398 40
B L2 T ——— 4,661 403
Miq. and St. Picrre Islands 113 20
Bermudas ... 2919 216
f UL 1T — i 1,338 49
rinidad and Tobago 50 5
Other British W. Indies........ 9219 R
Cubd . 22,515 1,278
Dominican Republic 33,603 1837
. Netherland W, Indies. 1,876 174
French W, Indies .. 130 K
Haiti, Rep. ... - 6,952 4H

Virgin Islands 616
razil e 41 7

Colombia .. 100
British Guiana 100 10
Surinam ........ 50 5
Venczuela ... 581 61
H;Ii_tish India ... 2'2375 ?.}ll
[T e )
Hong Kong 234 . 21
{nnﬂp — 6,720 420
'hli!]‘f'll'll: Islands 9,861 940
French Oceania .. 175 1
Hawaii e - 55,720 3,758
Porto Rico e 39,330 2,175
381,579  §23.29%

Neatness and Cleanliness

It pays to be neat, and clean about
one's work ; and also about one's personal
appearance. Don't forget that to be
“well groomed” a man must also be “well
washed,” Neatness and cleanliness de-
pend on each other.,

The glamor of a well pressed suit fades
entircly if the wearer happens to have a
dirty neck.

- MACARONI—

e | Uuiv_ersal Food

There are styles in macaroni as there are in clothes. The
Europeans, particularly the Italians prefer the long macaroni,
spaghetti and vermicelli; the Asiatics prefer the fine strands
while in America the short-cut macaroni has become quite
popular. Why this racial preference and why so many shapes,

forms and sizes of a food product whose basis is simply pure
semolina or flour and water?

Since time immemorial there has existed a controversy as
to who first invented macaroni making. The claims »f the
different nations are interesting, but what most modern people
are concerned about now is the food and health value of
macaroni products, rather than where and why and when the
art of making this food was first discovered.

While the Italians unquestionably popularized macaroni and
spaghetti as it is now known during the 14th and 15th cen-
turies and preserved the secret of modern macaroni making

g § o e ey Y T T AT TR
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through the Middle Ages, this food in one of its many familiar
forms was also used and made in Japan and China for hun-
dreds of years as carly explorers discovered, among whom
was the famous Marco Polo, to whom credit is often given
for introducing the idea of macaroni making to the Italians
on his return from histrip to the Orient long before America
was discovered by Columbus,

The Asiatics for some reason preferred the thin, finer
strands known as “vermicelli,” due probably to the fact that
the thin or fine strands of dough were most easily dried or
cured by their crude drying methods. To many LEuropeans
macaroni was a basic food. For that reason they preferred
a variety of shapes, the changed forms serving to spur jaded
appetites. When the Italian tires of macaroni he can change
to spaghetti, o vermicelli, to rings, alphabets and other fancy
shapes and thus avoid monotony in the service of this almost
indispensible food.,

In America the tendency is toward fewer shapes, The manu-
facturers prefer to “spur jaded appetites” by suggesting
changed recipes for the preparation of the food, especially
recommending its combination with vegetables and meats for
that purpose.

. Short-cut macaroni and spaghetti has found greater favor
in the United States than in any other country. Large fac-
tories devote much of their production capacity to the manu-
facture of short goods, as the trade popularfy terms them.
These have become favorites because they are suited for mak-
ing salads, a recent innovation that has greatly increased the
consumption of macaroni products during the summer months,

Short macaroni, long spaghetti, thin vermicelli and fancy
cut pastes all have their preference among some people for
some particular dish or combination, but irrespective of the
shape the nutritious quality of the food remains undiminished
in quantity and quality. Macaroni combines tastily with meats
and vegetables in providing dishes to suit every taste, to ap-
pease the appetites of the hungry and tickle ‘the palate of
those who want change or variely. It is particularly liked

:Jy children because of .its body-building and nutritious quali-
ies,

WHY BE WITHHOUT
A CONICAL SHAPED MOSTACCIOLI CUTTER?
Handles any size or shape through a regular dic,

It can be attached to any Vertical Press,
between the press legs or at
right angles.

It can be driven from
Short Cut Mech-
anism, Direct from
Pump Shaft or
from a Main Line
Shaftingand a
Variable Speed
Countershaft,

CONICAL SHAPED CUTTER NO. 3154

xS ETRETE'S M

213 N. Morgan St. Chicago
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_ﬁepen&ahle
Produetion

Steady, dependable production of uniform
high quality products is one of the most im-
portant qualities to be looked for in a mixer.

The Champion Special Mixer shown here, is
specially designed to meet just that require-
ment. It is ideal for mixing dough for maca-
roni, noodles, pretzels and similar products.

You will appreciate the velvety power of the
Champion special shaped, all-steel blade, which
mixes thoroughly, uniformly and rapidly at
very low power cost,

Cut your production costs with the Cham-
pion Special Dough Mixer. Let it help you
speed up your production. Instal this Special
Mixer for better results, more customers and
greater profits,

Send the coupon today for full particulars
about this remarkable machine and the Cham-
pion easy time payment plan.

ChampionMachinery Co.
Established 1808
Joliet, 11l 8 - U.S.A.

MAIL THE COUPON FOR FULL INFOR-
MATION—NOW!

CHAMPION MACHINERY CO,,
JOLIET, ILL.

Without obligation send details about the CHAM-
PION Special Dough Mixer, and the easy time payment
plan to me.

Name
Street Address.

City and State
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The National Associatiom —

Trade Mark Service

purpose,

n without identification.

be properly atte
Members.

X

Arrangements have been com|
United States Patent Office as to t

Macaroni and Noodle Manufacturers contemplating the use or registration of new trade marks
for their products are invited to make liberal use of this department, specially created for that

e registrability o

Address—Trade Mark Service, The Macaroni Journal, Braidwood, Il

leted for makinf thorough searches of all records of the
ﬁ any contemplated trade mark. Findings will
first be reported confidentially to those requesting the search and later published in these columns

This service is free to members of the National Macaronl Manufacturers Association. A small |
fee will be charged nonmembers for this service,
Through competent patent attorneys the actual recording and registerin,
ed to at regular prices to nonmember firms and at reduc

of trads marks will
rates to Association

J

Banned Products Hold Trade
Mark Rights

A new interpretation of the rights of
the owners of a trade mark is seen in a
decision recently handed down by the
United States district court of Northern
Illinois. It holds that even should a
product be declared illegal to commerce

in this country the registrant retains his
right to its use.

Bass Ale has been sold in this country
since 1858, In addition to the name, it
used a distinctive oval label with the
name of the owning firm in script
through the center and in print around
the margin. In 1919 the prohibition
amendment banned all intoxicating lig-
uors from United States commerce,

Assuming that since Bass Ale could

not be legally sold the trade mark was
open to any one who cared to appropri-
ate it, a firm copied the trade mark for
use on a legal product of Jomestic min-
ufacture,

The court declared that the trade mark
“Bass” and the firm's distinctive label are
very generally recognized as those of the

original owners and that its use by an-
other is an infringement.

Patents and Trade Marks

A manthly review of patents granted on
macaroni machinery, of application for and
registration of trade marks applying to maca-
roni products. In February 1933 the follow-
ing were reparted by the United States Pat-
ent Office:

Patents granted—none.

TRADE MARKS REGISTERED

Trade marks affecting macaroni products
or raw materials registered were as follows:
Mrs. Rapp's
The private brand trade mark of The Dan-
Dee Pretzel & Potato Chip company, Cleve-
land, O., was rcgistered Fl.-':. 14, IQJJ. for use
on noodles.  Application was filed March 30,
1932, published by the Patent Office Nov. 29,
1932 and in the Dec. 15, 1932 issue of Tue
Macaront JourNaL. Owner claims use since
Aug. 26, 1931, The trade name is in out-

lined shaded letters,
Servmor

The trade mark of Long Island Macaroni
Co, Inc, Long Island City, N. Y. was regis-
tered Feb, 14, 1933 for use on macaroni and
spaghetti, Application was filed Aug. 13, 1932,
published by the Patent Office Nov. 15, 1932
and in the Dec, 15, 1932 issuc of Tur Maca-
RONI JoURNAL. Owner claims use since June
s A
The trade mark is a triangle in the center
of which appears the portrait of Joseph V.
Marchese, son of the president of ‘the appli-
cant corporation.  Above the triangle appears
the trade name, Near the bottom appears the
kind of macaroni Eroducu used, the firm
name, weight of package, ete. All the words
except “Servmor" are disclaimed, apart from
the mark as shown in the drawing.

TRADE MARKS APPLIED FOR

Four applications for registration of maca-
roni trade marks were made in February 1933

and published in the Palent Office Gazette to-

permit objections thercto within 30 days of
publication,

Roundy

The private brand trade mark of Roundy,
Peckman & Dexter Co., Milwaukee, Wis,, for
use on spaghetti, macaroni, vermicelli, cgg
noodles and other groceries. Application was
filed Sept. 2, 1931 and published Fel, 7, 1933.
Owner claims use since Aug. 1, 1884, The
trade mark is a circle in the center of which
is a cross,

Non-Skid

The trade mark of Victoria Fusilli com-
pany, Long Island City, N. Y. for use on
spaghetti and alimentary paste lyu'()d|..'||:tl. A
plication was filed Dee, 10, 1932 and pub-
lished Feb. 7, 1933, Owner claims use since

Oct. 6, 1932. The trade name is in heavy

type.
Leadway

The private brand trade mark of The Lead-
way Stores corporation, Wilmington, Del,, for
use on packaged macaroni, spaghetti, noodles,
canned spaghetti and other groceries. Ap-
lication was filed Nov. 18, 1932 and published
Feb. 21, 1933. Owner claims use since Nov.
10, 1932, The trade name is in black type.

S.P. L G. A

The private brand trade mark of S. A, Pas-
tificio Nicola Delfino & Figli, Pescara-Riviera
di Castellamare, Italy, for use on alimentary
pastes.  Application was filed Aug. B, 1932
and published Feb. 28, 1933, Owner claims
use since June 15, 1931, The trade name is
in black type.

Sold Man 7 Times Out of 10

(A Free Selling Tip to Macaroni
Salesmen)

I heard about a salesman the other day
who sold rice to grocery stores. He was
short on looks, short on personality, short
on conversation—but he was long on get-
ting orders for the rice he was selling.

At the convention of his sales force
last year he let the other salesmen in
on his secret, The reason he sold more
rice than any other salesman during that
year was because he sold by taste as well
as by talk.

He had his wife put up a lot of little
rice puddings in nice little jars. He car-
ried these puddings around in his Chev-
rolet with a bottle of cream and some
paper spoons, After he got on a work-
ing basis with a customer.he persuaded
him to eat some of his rice pudding, made

of his rice. And he sold the man seven
times out of ten|

Disgustingly simple? Of course, the
ideas which get big results in selling are
most always the kind that make us won-
der why we didn't think of them first.
The blunt truth is that very few of us
are doing any thinking at all. We only
think we think,

There is nothing we can do in the
thinking line that will count more this
year than thinking up ways to get over
our selling story by seeing, tasting or feel-
ing as well as hearing. The more of the
buyer's senses we can appeal to, the big-
ger our record will be at the close of the
year.—Tips From a Thousand Salesmen.

THE CLAM

"Marriage is a business,” :
“And the husband is the silent part-

L ke S =
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A 1933 Business Creed

I will ascertain “the facts about my

property and business. I will face those:

facts squarely, honestly, fearlessly, I
will adjust all phases of my business in
conformance thereto. 1 will preserve the
institution at whatever costs to myself
or other individuals, [ will not expect
miracles to happen. 1 will not wait for
them to happen.

I will know my costs as they are. Not
ar they once were. Not as they may be
in the future. 1 will not sell goods below
my present cost, 1 will budget a profit.

I will face my creditors with the facts.
I will programize my relations with them.
1 will adhere to the program, 1 will do
the same with my stockholders, 1 will
insist that my debtors do the same with
me,

“Amortization, however gradual” will
be the slogan. 1 will cast “moratorium”
and “repudiation” into oblivion, T will
arrange to pay. 1 will not welch. 1 will
jettison my cargo of false pride but 1 will
take on more ballast of self-respect,

1 will make better goods, | will cease
making junk. I will henceforth worship
at the shrine of quality. T will not be
seduced by the false god of “cheapness.”
I will not join the parade o perdition of
his followers.

I will inoculate my salesmen with the
virus of enthusiastic renewed belief in
our goods, our price, our service. [ will
not browbeat them with hokum, 1 will
fortify them with facts, 1 will order

them to cease talking about general busi-
ness conditions. 1 will command them o
talk exclusively about our business, onr
goods, T will change them from would-
be-economists-on-tour 1o sellers of goods,

I will waste no time .with prophets,
propagandists, philosophers,  business
philanderers, quacks, quackery or queer
people. 1 will believe in no cure-all, no
patent panacea. I will hitch my wagon
to the star of sane, sound business. |
will aceept the ideal of Lusiness as it al-
ways was—1to make necded goods or ren-
der needed service and sell it at a price
at which both buyer and scller will profit
by the transaction.

I will accept the definition of competi-
tion as an honest effort to do these things
better than any one clse,

L will get on top of my business. |
will insist that my people get on top of
their individual jobs.  (Excerpt from
The  American  Appraisal  Company's
Service DBulletin, submitted by . ],
Tharinger, Milwaukee.)

Costly Lessons of Depression

Dr. Julius Klein, assistant secretary of
the United States Department of Com-
merce in the course of a recent radio talk
on “Looking Dackward and Forward”
brought out interesting facts about de-
pression and its general effect on husi-
ness.  He said in part:

“The costly lessons learned by husiness
during the past 3 years will have a pro-
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foundly sobering but soundly construe-
tive effect that will endure.  The grave
necessities of the emergency have stim-
ulated industey and trade 1o devise mam
valuable means and plans for greater ei-
ficiency in operation.  New methods of
research have been resorted 1o as never
hefore by farsighted exeentives to help
solve our troubles,

“Still another ‘depression asset’: Ad-
versity has fostered—and at times act-
ually forced—an increasing measure of
cooperation in business and industry,
as a result we have found business men
drawing closer together 1o study their
common  problems  and  solve  them
through united effort,

“These are days of all kinds of 1933
praphecies, but as one business paper el
itor put it, ‘the one sure thing to which
we may look forward is a ‘Scrappy New
Vear! So let us roll up our sleeves il
‘o to it "

Solve Overproduction

A drastic move is contemplated by the
Celery Growers of Florida to combat
falling prices. The leading growers in
the celery growing section of that state
have agreed to let every third row of the
vegetable stand to be plowed under in
case that prices do not rise to a point
where it will prove profitable 10 harvest-
ing the entire crop. The destruction of
every thind row will he delayed in the
hopes that the market will advance as de-
mand increases.

Presses
Kneaders

All Sizes

‘John J.

Engineers
and Machinists

Harrison, N. J. - -

Specialty of
Macaroni Machinery

Mixers
Cutters

* N. Y. Office and Shop

Cavagnaro

U. S A

Since 1881

Brakes
Mould Cleaners
Moulds

Up To Largest in Use

255-57 Center St.
New York City
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Appreciative Member

. Maldari & Bros,, Inc. New York
city, one of the world's leading macaroni
dies manufacturers is truly appreciative
of the work being done for the macaroni
industry by the National Macaroni Manu-
facturers association. In a letter dated
Feb, 23, 1933 to Secretary M. J. Donna,
they expressed appreciation in no uncer-
tain terms:

Gentlemen:

We have your communication of February
21, and we take advantage of this opportunity
to praise the admirable spirit and tireless
cfforts with which you are carrying on; par-
ticularly at this time when a people is en-

grossed in a depression and its calamitous
effects.

MORE POWER TO YOU AND THE
ASSOCIATION
F. Maldari & Bros., Inc.

Willing Spirit

Everyone is suffering more or less
from effects of depression on collections.
With collections slow anq uncertain the
creditor in term gets behind in its pay-
ment of obligations. That is the point
made by a loyal and faithful member in
commenting on his innlnlllf 1o pay his
association dues as promptly as hereto-
fore:

The prime purpose of this writing is to ex-
press our deepest regret that we cannot co-
operate as promptly as we always did in pre-
vious years, financially as well as morally with
our Association in its great work for the
enlire industry,

Our dues should have come forward punc-
tually as usual. We are in a position to ap-
preciate the need of ready cash in carrying on
any trade movement. Our business, we are
proud to state, is not suffering for want of
orders or of activity, It is reasonably good
under the circumstances but it is, however,
suffering from want of collections. This, and
this only, sorely prevents our usual attention
to matters which, under ordinary and normal
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conditions, we have alm{: doggedly adhered
to—and to which we will continue to adhere
as closely as conditions warrant. Please make
allowances, ;

Count us as with you in your untiring ef-
forts, until the end. As long as we are in the
business, we will be with you and fight for
the industry’s betterment.

Lenten Economies

Under existing conditions every house-
wife aims to be as economical as possible,
especially in the preparation of good,
wholesome meals that give the prope:
and necessary body building and sus-
taining clements in the variety that all
enjoy. In kceping with this economic
trend the Ladies’ Home Journal for
April 1933 suggests a tasty and satisfy-
ing dish which it calls “Spaghetti Nap-
oli.” Here's the recipe as recommended
by this popular woman's magazine:

SPAGHETTI NAPOLI

Break in 2-inch
lengths and boil till
tender in boiling
salied waler

Drain, sinse with cold water and drain.
Dice and cook crisp...’4 b, of bacon

3 onions, chopped fine

2 green  peppers, cut
in strips

14 b, of mushrooms
(1f desired)

1 qt. can of tomatoes

1 tablespoonful of
worcestershire
sauce

1 package (1 Ih.) of
spaghetti

7,01 1s BT R

Cook 1ill brown, then
a

Cook half an hour
very slowly.

Arrange spaghetti
and sauce in layers in
casserole,  sprinkling
cach layer thickly

WILH crcreerersmemessssammscnes

Grated cheese

1 can of tomato soup,
diluted with same
quantity of water

Cover Witheee___Grated cheese

Put lid on and cook 1
to 1% hours in mod-
erate oven—375° F.
Remove cover and
arrange over the dish
Return to oven till bacon is crisp. Serve in
casserole.

Pour over dish...........}

‘Thin strips of bacon

Getting the Dough

The California Retail Grocer's Advo-
cate calls attention to an unusual collec-
tion letter which sent to a list of cus-
tomers by a San Francisco grocer
brought in a favorable response. It
makes what is generally considered an
obnoxious demand in a humorous way
that apparently struck a responsive
chord, “As might be expected, it was
mailed only to a carefully selected list
of debtors:

Dear sir: =

It is rumored that a certain young society
lady of this city kneads bread with gloves
on. This incident may be peculiar but there
are others,

We NEED bread with our shirt on. We
need bread with our shoes on, we need bread
with our pants on, and unless we get a few
of ‘our outstanding accounts paid we will
need bread without a d— thing on,

You can do much to prevent this. Please

send us a check to balance your account.
Thanks|
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Court Action on

Mapes Amendment

In view of the proposal of the maca-
roni manufacturers to amend the federal
food enforcement act to include maca-
roni products in a. regulation similar to
the Mapes amendment on canned foods,
the recent injunction against the enforce-
ment of the Mapes amendment is inter-
esting.

The temporary restraining order was
issued by the Supreme Court of the Dis-
trict of Columbia in January against Sec-
retary of Agriculture Arthur M. Hyde.
It is specifically aimed at application of
the amendment to canned dried peas but
it will affect all foods covered by the
Mapes amendment when and if a per-
manent injunction is granted or refused.
The temporary injunction was issued on
suit started by the Morgan Packing com-
pany of Austin, Ind.

Trade Associations Seen as
Key to Prosperity

“Unless business men forget their
‘jungle’ ideas of competition and
cooperate to bring about a return
of normal trade through new mar-
kets and a cessation of price cutting
rivalry, they will have their jobs
taken away from them and find in-
dustry being adminisiered by the
government.” That is what Benja-
min A. Javitz, author of *Business
and the Public Interest” told the
56th annual convention of the
American Paper and Pulp associ-
ation in New York recently;

“It is my firm 1-dief that the
trade associations of this country
can bring back prosperity, and if 2
years ago they had rallied their
forces around the principles of a
business plan working toward
building up buying power and do-
ing business at a fair return, the
depression now would be over and
gone." — Herald-Tribune, New
York City,

(That has been the tenor of practically
every editorial used in this, the official organ
of the National Macaroni Manufacturers as-
sociation the past 3 years and of all corre-
spondence issuing from the organization's
headquarters. The above quotation is but a
substantiation of our views and our stand.
Association members are asked to study the
view and take heart. Nonmembers should also
read it carefully and offer their cobperation in
promoting a program of fair competition, high
quality and reasonable profit--Editor.)

Fight Dated Cans -

The National Wholesale Grocers as-
sociation. is opposing vigorously a bill re-
cently introduced into the California leg-
islature requiring canners to place date
of packing on labels. The fight is based
on the conviction of the wholesalers that
dating cans would demoralize the can-
ning business, would work a hardship on
canners and might tend to encourage in-
ferior c'mni"f which would cause con-
tents to spoil easily, whereas properly
packed foods remain wholesome for
years.

March 15, 1933

A Quali& Seal

“A quality seal or no quality scal,” that
is the question (with due apologies 10
Shakspere).

Because this matter of a quality seal
has been seriously discussed at 2 meet-
ings of the macaroni association in con-
nection with the radio advertising pro-
gram now being promoted by the New
York group and because of a resolution
unanimously adopted by the manufac-
turers at the midyear meeting of the as-
sociation that the proposal be given all
possible publicity before the June conven-
tion, macaroni manufacturers will be in-
terested in the following clipping from
the Food Field Reporter.

“The plan for placing the seal of the
National Preservers Association, attest-
ing to the quality of preserves, jellies,
and apple butter packed by members of
the association, is rapidly” taking place.
Members have been notified to advise the
association whether or not they desire to
use the Seal. The plan was ncfvucnh-d at
the recent convention of the association
in Pittsburgh.

Payment for the use of the seal will
be based on the amount of preserves sold,
as the plan is now contemplated. Charges
for its use will be based on monthly sales
reports at the following rates:

PRESERVES:
$1.00 per thousand 1 Ib. packages

1.50 per thousand 2 Ib. packages
2.00 per thousand 4 Ib. packages

JELLIES:
$ .50 per thousand 8 oz. packages
.75 per thousand 12 oz packages
100 per thousand 16 oz, packages
APPLE BUTTER:
$ .75 per thousand 1 b, or less
1.00 per thousand 2 b, or over
Cost: $600 a Month

It has been estimated the cost of the
plan the first 6 months will be $600 a
month. Tf the response from manufac-
turers indicates that the income based
on the members' pack will be sufficient
to cover this cost, contracts will he signed
and the plan will become operative at
once,

If it is evident that the income will
be insufficient under rates per thousand
to cover expenses, any single member
who so wishes will be given opportunity
to sponsor the movement by guarantecing
expenses until more manufacturers find
it possible to use the seal.

For a product to be entitled to the seal
it must meet high quality standards which
will be set h}' the association. Regular
inspections will be made. For this serv-
ice, an initial charge to cover the cost of
inspecting the plant and raw materials
will be charged. Chemists may combine
inspection trips to various factories and
thereby keep this charge down to a mini-
mum;

The funds raised by the association
through charges for use of the seal will
be used for inspection and supervision of
the scal quality and for publicity pur-
poses. A campaign is contemplated to
educate the trade to differentiate hetween
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quality products priced fairly and prod-
uts sold on a price basis alone,

Seal Printed on Cap

The seal can be printed on the cap or
label, or a sticker scal can be used at the
option of members, In addition to the
seal each salesman for a company will re-
ceive a certificate from the association
attesting to the quality of the products
he is selling. The certificate will also be
sent to buyers.”

Favors Quality Insignia

The National DPreservers association
is seriously considering use of an em
blem or insignia attesting the quality of
the preserves, jellies or apple butter
packed by its members. To he entitled to
use the seal, which is to be printed on
the cap, label or sticker, the foods packed
must meet high quality standards 1o be
set up by the association. Regular in-
spections are o be made. The expense
thereof will be made through charges for
use of the association scal when and if
approved by the membership.

~ WANT ADVERTISEMENTS

WANTED—72" or 78" macatoni kneader. “Fags”
Macaroni Journal, Draidwood, Ilinois. )

WANTED—Used, but gl machinery, as follows:
1245 in. Horizontal Press; 115 Ll .{li-er anild 11}
bbl. Kneader. Vizaini & Lacagnina, 503 Plymouth
Av. No., Rachester, N, Y. o

e ———

Offices
Corn Exchange Bullding
. MINNEAPOLIS, MINN.

—

THE CAPITAL TRIO

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

INCORPORATED

———————

“Mapt FROM BrLrereos
i*Awpra DunuM WHeat?
1 ST. PAUL, MINNESOTA, |
b U. B A .

Milts
ST. PAUL, MINN.
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0. G. HOSKINS (35), Vice Presid Libertyville, 1. FRANK L. ZEREOA, Advi Brooklyn, N, Y.
HENRY D, ROSSI (33) Braidwood, 1. WALTER F. VILLAUME (34). -8t. Paul, Minn.  JOSEPH FRESCHI (35)..._St. Louis, Mo.
LOUIS 8, VAGNINO (29).........5t. Louls, Ma. R V. G Clisksburg. W. Va.  PRANK J. THARINGER (35).Milwaukee, Wis,

A. IRVING GRASS (33) Chicago, TIL, : N (o —Seaitls, Wash. g ' "JACOBS, Wash. Rep.-.Washingion, D, C,
GALETANO LaMARCA (34) Boston, Mass. ——cceeeee OB Island Clty, N. Y, M. J. DONNA, Sec'y-Treas....— Braidwood, 11
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CONCENTRATED AIM

Greetings, Macaroni Manufacturers, large and small!

Write for full particulars to

Congratulations on the united action taken against all prulmscd and existing harmful legislation!

Study the picture-lesson; see if you can not see yourself as one of the gentlemen pulling the trigger. ClermOHt MaChlI]e Company, IIIC.

Contemplate how much more can be accomplished through united, directed action and exercise your 268 Wallabout Street
trigger finger in penning your name to an application for membership in the National Macaroni Manufac-

turers Association, ; Broo klyn - New York

Once more we say—WELCOME! a
Attest: ALFONSO GIOIA, WATCH US GROW WATCH THE INDUSTRY GROW

M. J. DONNA, President. e e — —
Secretary. h— ——
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VVE PAID FOR THIS MIXER AND KNEADERE

When you buy semolina or durum
flour. usually you have to make a
run kefore you know thatit’s right.
You speculate to the extent of a full
run :hrough your whole plant. In
oth:r words, you have to do your
own testing, on your own time, at
your own expense.

Not so with Pillsburysdurum prod-
ucts. Pillsbury has its own maca-
roni plant, where this preliminary

testing is done. When you buy
Pillsbury's Best Semolina No. 1 or
Durum Fancy Patent, you know
that you're getting a product which
has already made perfect macaroni
and spaghetti, in a plant equipped
with the same type of machinery
you usc tomake your own product.

Pillsbury sEcnt thousands of dollars

to sct up this macaroni plant, And
it's actually a part of your own

factory, because it does a job which
under ordinary circumstances, with
ordinary durum products, you have
to do at your own risk. When you
buy Pillsbury’s Best Semolina
No. 1 or Durum Fancy Patent, you §
get a proved product. There's no [§
expensive cxperimenting for you §
to do--you can go ahcad and make §

the finest possible macaroni ar the
lowest possible cost.

PILLSBURY'S Oemeotirea |




