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i «0On Our Way”-Roosevelt

: I

L President Franklin Delano Roosevelt, in his new

" book entitled «On Qur Way,” says that the new

7 ; public conscience condemns unethical business

W R practices.

«A new public conscience . .. condemns
o business executives who put profits
| ; ahead of human lives, who do not hesi-
tate by unfair practices to throw a rival
and his employes out of work, who
PR LT R speculate on inside information and
: who deceive the public with wrong
: information.”

His entire book is an inspirational plea for better
business ethics because they represent moral
growth.
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Attractive window cartons by ROSSOTTI
have proven to be powerful sales influences for
many leading macaroni manufacturers. Shortly
after receiving his new Rossotti Window Cartons,
as shown above, Mr. Conti, Vice-President of Milwaukee
Macaroni Company, Mllwaukee, Wisconsin, wrote us in
part, as follows:

"We are happy to state that the beautiful six ounce Noodle
Carton we use for packing our pure whole egg noodles has
taken the market wonderfully. We admire the beautiful
workmanship you did on this job. By using this new
package we have experienced a good deal less breakage
during shipping than we have experienced heretofore with
the whole cellophane package. The merchandise displays
very nicely in this carton, and we think for display pur-
poses it compares very nicely with the whole cellophane
" package.”

[T ey b - gy

“THE MERCHANDISE DISPLAYS VERY NICE! |

'

Rossotti Window Cartons give sulficient visibility plus an
opportunity to forcibly display brand name, directions
and advertising messages. Dealers are quick to select foods |
packed in window cartons for preferred display positions. |
Rossotti folding cartons are also highly practical from »
production standpoint.  They require no changes in exist §
ing packaging equipment, hold down labor costs to &
minimum, are light weight, easy to pack and ship.

Consult ROSSOTTI on your packaging problems.
Chances are they can show you how & new window carton
can bring you increased sales and profit, and hold packes-
Ing costs down to a minimum. Suggestions, estimates,
sketches, cheerfully supplied without obligation, Please
addiess Department M-11,  Bianch Offices: 612 N. |
Michigan Ave., Chicago—119 S, 4th St., Philadelphia— }
343 Front St., San Francisco,

" ROSSOTT |

LITHOGRAPHING COMPANY, INC.

111 VARICK STREET, titetctsr NEW YORK CITY
PACKAGING HEADQUARTERS FOR THE MACARONI TRAD

\
Operating Under The NRA Code of Fair Competition For The Mucaroni Industry
Approved January 29, 1934, Effective February 8, 1934
MEMBERS AND OFFICERS
FIRST MACARONI CODE AUTHORITY
Term—Februa.y 8, June 30, 1934
GLENN G. HOSKINS, Chalrman
520 N. Michigan Av. Chicago, 1l
JOHN V., CANEPA...........310 W, Grand S1, Chicago, 11 V. BEATT Y i racianis ks 200 6th St. Brooklyn, N.Y.
WILLIAM CULMAN. HENRY MUELLER -180 BaldI«in Bt. Jersey City, N. J.
43-82 Vernon Blvd, Long Island City, N, Y. LEON G. TUJAGUE 1001 Fulton St. New Orleans, La.
M. DeMATTEL... =55 N. San Pedro St San Jose, Cal. LOUIS 5. VAGNINO... 1227 51, Louis Av. 8t Louis
FRANK A. GHIOLIONE...4715 Sixth Av. S. Scattle, Wash. M. J. DONNA, Secretary-Treasurer o
B. R. JACOBS, Techni ‘Adl 520 1 Mlchlnnn TAv Cluuuu. m
Eu S NW. v‘a‘lhmlmn. D.C.
ADMINISTRATION MEMBER
WILLAM H. CALHOUN—Chicago Il
Term—March 8 1o Sept. 8, 1934
'd

Regional Industrial Adjustment Agencies

REGION NO. 1—BOSTON, MASS,

G. La Marca, Regional Chairman, 207 Commercial
at., Boston, Mass,

Herbert C. Gruber, Reglonal Secretary, 16 Crom
st, Boston, Mass,

Agency Members

La Marca, Chairmen, Hoston, Mass.
Mlud Blln:‘d Waorcester, Mass,
P, Providence, R. I,
M, La l‘uu, Iloulon Mass,
G. D. Del Rossi, Pruvldlnu, R. L

REGION NO. 2—NEW YORK, N. Y.
Frank L. Z:Mtl. Regional Chairman, 26 Front st.,
Brooklyn, N,
Ole_Balthe, lqlonll Secretary, 60 E. 4Ind st,
New York, N. Y,
Agency Members

Frank L. Zerega, Chalrmnn, Brooklyn, N, Y.

umn Maler, New York, N, Y.
tCnnnn. New York, N ¥,

D laviano, Jersey City, N, J.

P. George H‘l:olnl New Haven, Conn,

REQION NO. 3—PHILADELPHIA, PA.
Philip R. Winebrenner, Regional Chairman, 1012
Dnnu st., Philadelphia, Pa,
Joseph H, Dalln, Reglonsl Secretary, 1500 Walnut
st, Philadelphia, Pa.
Agency Members

Phitip R, Wlnnbnnml. Philadelphia, Pa,
0. Guerrial, Leban Pa.
lm Arena, Hnrrl!t own, Pa.
W. Woile, Harrlsburg, Pa.
lln Kurtz, Philadelphia, Pa.

REGION NO. 4—=PITTSBURGH, PA.

R. V. Golden, Regional Chairmsn, Box 987, Clarks-
burg, W. Va,

p: T, Viviano, Jr., Regional Secretary, Carnegie,
Agency Members
R. V. Ooldth. Chalrman, Clarksburg, W. Va.
. Hunter, Reynoldsville, Pa,
Elid Kerr, Cumberlan

H. Smith, Ellwood City, Pa.
Salvatore Viviano, Carnegie, Pa.

Miller Convention Dates
Changed

The dates of the annual convention
of the Millers National Federation have

een changed from June 7 and 8 to
June 1213, at the Ldgewater Beach

REGION NO. 5—BUFFALO, N. Y.

E. C. Oberkircher, Repir=al Chairman, $79 Jeffer-
son ave.,, Buffzlo, N. Y.

Leonard ll Leone, Regional Secresvry, 260 Court
st., Buflale, 11, Y,

Agency Members

E. C. Oberkiicher. Chairman, Buffalo, }. Y.
Alphnnlu Gioia, Rochester, N, Y

Joseph C. Meisenszahl, Itu:hnl:r N. Y.
Alfredo_Rossi, Auburn, N. ¥.

Joseph Lojacono, Buffalo, N, ¥.

REGION NO. 6—~CHICAGO, ILL.

R. B. Drown, Regional Chairman, 422 5. Des
Plaines st., Chlcun. 1L

Frank Traficanti, Regional Secretary, 451 N. Ra-
clnu av,, Chicago, 11

W, Beman, Deputy Code Executive, 330 S.

thla st., Chicago, 1L

Agency Members

R. B, Brown, Chalrman, Chlnno 1.
A, Irving Grass, Chicago, Tl

Steve Matalone, Ch[ci 0, III

Walter Villaume aul, Minn.

1. G. Luchring, 'Milwwllu Wis.

REGION NO. 7=ST. LOUIS, MO.

Joseph Freschi, chﬁloml Chairman, 1730 Kings-
hi hwly blvd St,

ouls 8. nnlnu Hulum! Secretary, 1227 S
Louis av., St. Louis, Mo.

Agency Members

{fmph Freschi, Chairman, S1. Louis, Mo,
Skinner, Omaha, Neb.
. Vica, Louisville, Ky.

G Viviano, St. Louis, Mao.

M. Onofrio, Kansas Chy. Mo.

REGION NO. 8—NEW ORLEANS, LA.

Leon G. Tujague, Reglonal Chairman, 1000 Fulton
st, New Orleans, La.

Frank Nologna, Regional Secretary, 1000 Fulion
st., New Orleans, La.

Agency Members

Leon G. Tujague, Chairman, New Orleans, La,
Ilcrmln Moss, New Otleans, La.
R. Taormina, New Orleans, La.
{lou h_Sunseri, Shreveport, La.
J McCarty, l!llmin.hlm, Ala.

hotel, Chicago. This change is to make
sure of being in the clear with respect
to the code. Owing to the President’s
absence from Washington and prob-
able accumulation of business on his
return and the apparent necessity of
dealing with the strike situation in the

REGION NO. 9—DALLAS, TEX.

Frank S. Bonno, Regional Chairman, 2612 Main
st., Dallas, Tex.

Lanrence L. Lomonaco, Regional Secretary, 2000
Hall st., Dallas, Tex.

Agency Members

Punl: S. Honno, Chairman, Dallas. Tex.
Guy M. Russell, McAlester, Okla.
Sam J. Lucia, lloullm Tex.

Frank L. Lombardo, Beaumoni, Tex.
N. T. Massa, Fort Worth, Tex.

REGION NO. 10—L0OS ANGELES, CALIF,

Harry Lane, Regional Chairman, Box 817 Arcadia
Su Los Angcles, Cal,
. Serio, Reglonal Secretary, 6003 Long st., Los
Anlt es, Cal,

Agency Members

Harry Lane, Chairman, Los Angeles, Cal.
S. Nunziato, Los Angeles, Cal,

F, Spida[um Los Angeles, Cal,

T. Lozre, Los Angeles, Cal.

E. De Rocco, San Dicgo, Cal.

REGION NO. 11—SAN FRANCISCO, CAL.

M DeMattel, Regional Chalrman, $1 N. San Pedro
s, San Jose, Cal

A. Bertucci, Regional Secretary, 2989 Foliom st.,
San Francisco, Cal.

Agency Members

M. DeMattei, Chairman, San Jose, Cal,
L. Podesto, San Francisco, Cal.
G. Obujen, San Innmm. Cal,
D, Merlino, Oakland,
J. Scarpino, S-:um!mo, Cal.

REGION NO. 12—SEATTLE, WASH.

Frank A, Ghigllone, Regional Chairman, 4701 Sixth
av. §, Seattle, Wash,

H, C. Hanke, Regional Sccretary, 1605 42nd av,
Seattle, Wash.

Agency Members

Frank A. Ghiglione, Chairman, Seattle, Wash
M. Orso, Partland, Ore

A Scarpilli, Portland, Ore.

D. Pagano, Scattle, Wash

V. DeFelice, Spokane, Wash.

w

steel and cotton industries at onee, the
Federation announced the Tater dates
for the millers' convention, This m.:lu-
it possible for interested millers o' visit
the convention of the National Maca
roni Manufacturers Association June
12-14 in the same hotel,
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A Challenge to Progress

In seeking means and methods to overcome the unsatis-
factory conditions that confront all lines of business, the
results of a worldwide depression that no one industry can
stem, an industry is prone to give too much attention to
its immediate troubles and to overlook others that are far
more important to the general welfare.

The Macaroni Industry’s present big problem is the en-
forcement of its Macaroni Code, the Industry’s assignment
in the nation's battle for general recovery. The machinery
for the effectuation of the purposes of the National Recov-
ery PProgram insofar as this industry is concerned is func-
tioning quite satisfactorily. Wages have been upped, work-
ing hours reduced, thus helping to relieve the unemploy-
ment crisis that prompted the passage of the legislation of
which the Macaroni Code is an adjunct.

As a self help, the macaroni-noodle manufacturers have
been asked to observe certain regulations respecting stand-
ards, labelings and open prices. This has been done con-
scientiously by the big majority of the producers. If the
program to date has not had all the expected good results
it is unquestionably due to lack of time rather than to lack
of earnestness on the part of the well intentioned manufac-
turers, Time is a very necessary element in any big group
movement, and particularly in this one that involves the
codrdination of so many differing views and ideas.

But outside of the Code, yet very closely related to it in
its ultimate aims, is a very important matter requiring the
immediate, determined attention of every thinking: manu-
facturer—something that will affect the very future of the
industry. There is in existence today a very definite but
probably unintentional challenge to progress, a radical
swing to the leit, as it were, tHat must be curbed ere it be
o late. Reference is made to the increased use of low
grade raw materials in the manufaciire of macaroni prod-
ucts, a creation of the keenest corapetitive conditions ever
experienced.

Though the quality of a product, it is said, will be re-
membered long after the price is forgotten, circumstances
often compel consumers to give more than the usual thought

\

to the latter, but always with the same inevitable outcome—
a lowering in the general quality of the goods offered and
what is more harmful a natural decrease in the consump-
tion of macaroni at a time when increased public accept-
ance might naturally be expected.

It is quite generally agreed that the consumption of all
grades of macaroni products in recent years has shown no
increase. In round figures we say that the consumption is
about five pounds per capita per year, yet we fear that an
unbiased survey would convinee us that this is an exaggera-
tion. Eliminating the quantities consumed by the spaghetti
loving Italians and the noodle loving Germans, the per
capita consumption of the remaining population would
hardly be more than a pound or twao yearly.

It is very difficult to interest people in any inferior prod-
uct even though circumstances compel them to be a little
less “choose-y." Unless the present trend toward use of
more and more low grade raw material to meet competition
is definitely curbed, there will be a further disheartening
decrease in the voluntary use of macaroni in American
homes where its increased use is so essential to put U, S
consumption on a par with other countries.

This discouraging situation, however, is not due 50 much
to a lack of hunger among depressed people as it is tooan
insatiable hunger on the part of manufacturers and millers
for more distribution ¢ t any cost. *rice gouds™ rather than
“quality products™ is tie distributor’s demand, “Price flour™
rather than “quality semolina™ is the manufacturer's require
ment in order to meet the distributor’s demanid. Tnestimable
are the evil eff .ets of this combination.

The manufacturers of the country should give this serious
problem due consideration at the annual conference in Chi
cago this month. The continued offering of low grade goods
stifles the increased consumer demand that a growing in
dustry must depend upon if it is to progress naturally, Let's
meet this challenge to progress by decreeing to use only
quality raw materials, thus regaining and retaining public
good will for this wonderiul fomd,

LIS |
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Report of Standards C itt 1 -
P ommitiee on dize i
f Bulk and Package Good f
il o
| - ¢
£
The Standards Committee takes pleasure in submitting to 60, Vivison Macaroni Co., Inc Detroit, Mich [
you and the Macaroni Code Authority, its report and recom- ?i, '{E'l?:nccs:}":'“\'i'gc C"i & Mi o I‘I' {:i“' 5
E s e I aies ¥ 5 . Mi AMacaroni Co, .ot Paul, ) 4
:lll:.l‘l(fj\llﬂltls on the Standardization of sizes of bulk and pack 63, Midwest Macarani Co Kansas Cily, AL
ge’ goods, . 04, Checker Food Products Co.e s, SE. Louis, M« [
To ascertain the views of the manufacturers on the subject 2{5, %":‘I”.;‘n"‘,ff‘:r“c""?.‘“g“& Nii z'l {-"“!"- ::' £
3131;;?:"1:.1_[1:1:1"0. \\as: sent to the entire trade accompanied by 67. Kientzel Noodle Co St 11",:::: Mo ¥ I
¢ following letter: . 68. Ravarino & Freschi, Inc St. Louis, Mo. 8
09, l.,. Wallrapp & Co. St. Louis, Mo |8
: To Macaroni Manufacturers: ;t]l bquu G\?nc & Mfg. Co . ‘;St.. L;:mlia. %[u
Along with the work of standardization of raw materials and of e SURCRTONT 0 pringficld, Mo.
ﬁnish_uhmnlucls in our industry, it is also essential that we standardize ;i gﬁ“h r'\’ﬂ!t ig"d' Co Lincoln, Nch. B8
the sizes and weights of Ilom?aulk and package goods. i ™ G l(':."_‘jr ﬁm,ﬁ‘c 1;",‘,. j O%ﬂm']&df' o
So that we may know of the various sizes and weights of bulk and 75, 'Anheo’ Mac. Co :"ﬂw;f 'N.T. L
package goods now heing packed by all manufacturers, we are enclos- 76, Brooklyn Mae. Co Brooklyn, N. Y. 15
g a questionnaire to be filled out for the guidance of the Standards 77. Refined Macaroni Co. Ilrmklyn. N Y I
Committee. t i Mis 78. Schneider's H. M. Egg Nowdle Co, ..Brooklyn, N. Y. F#
Please fill out this questionnaire and mail it promplly to the Scere- 79. A, Zerega & Sons . Hrmklynl N Y B
tary. : 8. Ningara Mac. Mfg. Co Buffalo, N. Y, 84
. . . . Hl. Old Dutch anli.. Inc. Buffalo, N. Y i
One hundred sixty-nine firms answered ih» questionnaire 8 i}“ﬂ"“c Macaroni Co Long Istand City, N. Y. B
and their views aided the committee materially in arriving at g Monzon i‘“{‘f’"'"' -C‘E- g Istand City, N. Y. i
1 coltislons 4. Monzoni Macaroni mg Island City, I\' ‘t' &
3 85, Victoria Fusilli Co.. .ong Island City, N. Y. B
-‘;(;r. Ilul-u!t;pc\r;dcm ).laf‘am _I!\I:“ \’eI[n;Im. r‘!:' Y. B
. " . . DBest Macaroni Co riskany Falls, N, Y.
List of Companics Reporting B Quality Macaroni Co e Richester, N Y.
89. clla & Russo Mac., Inc. Syracuse, N, Y.
1. San Diego Mac. Mfg. Co.. ~eSan Dicgo, Calif, ~ %. A. Soduran & Sons... New York city
2. Califomia_Paste Co San Jose, Calf. 91 Wuerdeman Macaroni Co, Cincinnati, Ohio
3. National Macaroni Cs Dallas, Texas 92, Pfafiman E.g Noodle Conrnn e Cleveland, Ohiio
) 4. New England Mae, Co. e PTOVidEDCE, RO T, 93, “"U'-"“}'ar Macaroni & Supply Co.
) 5. Mission Macarond Co. Scattle, Wash, . Mrs. C. H. Smith Noodle Co... S— | T e (T
\ 6. Naples Mac, Mfg Providence, R, I, 95. Megs Company - Harrisburg, I'a.  §
: 7. Napoli Mac, Co. (A. Saffo)... oSN Jose, Calif.  90. Kerptner Mac, Mig. Co....... Lebanon, I, § L]
& Ttalian Americar, Paste Co San Francisco, Calif, 97. IR‘““.‘“‘_ Arenz s Morristown, I'a.
9, Fontana Food Mrad. Co. 98. Roth Noodle Co...... Pittsburgh, 'a wlee
10, Leguillon Chic%en Products Alliance, Ohio 9. 'lt‘ﬂgl_mn Macaroni Co i Reynoldsyille, Pa.
: 1. U. S M;\,[r,—.m,.r; Mg (I‘n Spokane, Wash. Ilm ﬁ”ﬂ"'"\‘? ‘"““ﬂ_‘c Memphis, Tenn.
[ ; pei Mac. Factory, Inc. - ellos Macaroni Co, . i
s . F, A. Ghiglione & Egum Scattle, Wash, 102, Ft. Worth Macaroni Co.....oevcrnne, TER— It Worth, Texas as "la','
Lz 14. DeMartini Macaroni Co., Inc ..Brooklyn, N, Y, 103, Mugnolia Mac. Co, Inc Houston, Texas

Vernon, N, Y. 104 Teodosio Guticrrez & Co teLaredo, Texas
ew York, N. Y, 103, Santa Rosa Macaroni Factor San Antonio, Texas

-] L]
alt f.ake City, Utah 106, West Virginia Mac, C Clarksburg, W. \a ! ® f L] '
! 4 Milwankee, Wis pu' ‘ le’ s.

15, Westchester Macaroni Co.
16. Horowitz. Bros, & Margareter
17. Westeru Macaroni Mg, Co.
18, Mrs. Kelly's Noodlc Kitchen..
19 Qyegon Macaroni '/.q. C

20. San Jose Ravenna & aste

S

o Dayton, Ohin 107, Milwaukee Mac, Co.
-Portland, Oregon 108 Tharinger Macaroni Co Milwaukee, Wis.
San Jose, Calif,  109. (Unsigned)

' ey 21, Vulcan-California_Mac. Co.. an Francisco, Calif. 110 Santa_Rosa Macaroni Factory
i ] 22. Porter-Scarpelli Co. 1. San Francisco ltalian Paste Co e StOCKtoN, Calif
B 23, Crown Macaroi Co, San Antonio, Texas 112 Genoa Macaruni Factory....... an Francisco, Calif
& . 24, Sauselle Nool: Co, St. Louis, Mo. 113, Frank Dantoni & Co New Orleans, La
' q 25, Oakland Foo! .*rod. Co, Oakland, Calif, 1M Theodosio Guticrrez & Co Laredo, Texas @ EW uniformity of color...pre-  durum wheat, Is in turn followed
) 4 26, Antonio Zang.rs 115, Golden Gate Mac. & Paste Factory an Francisco, Calif 5 1 by the Gold Medal *Press-test.”
! 27. Los Angeles Pacific Mac. ConnncvvinceLos Angeles, Calif, 110, MeAlester Macaroni Factory. e MeAlester, Okla cise control of strength and Ay ANe: JxOAL: freetil AT
[ A 28, Semolina \.\l:\c. Co., Inc Providence, R. 1. ”i Eup:lmll; .\lnrérmli Co. : ) taste . . . these are the benefits This consists of muaking parts of
¥ ' 9, ! ¢ Macaroni Co., y Y if. urtz Bros.. Corp "hila ia, I P g . .
i;_ ::::',':::“ ”:?J“m\ﬁ:.'(l::: Loy A[’)':':,!(:I %:,‘1',{ 119. Sicilia Macaroni Co, s'-‘.l.'.ulﬂl;:.'_":ja‘,? to you of the precision milling of  every bateh into munearoni, under
31. (';nltll‘tl-n (T\rluwnckiac. Co. Trinidad, Colo, :5([' (l:j‘".‘.'h"'“\'f Ma"‘"."'(':i & ------------m.,."..-.SIn‘crunacmu, Calif. il Semolina now made possible by the normal working conditions,  Only
2, o : Mac. Co. A W o nion AMacaront Co.... caumont, Texas 3 L 8 - she . 1 ehee LA
T A {3 tlftl:ur?l lm;uning c..____;\'.".'::{::uzx. (C:::::: 122, Viviano Macaroni Mfg. Co Chil‘.tﬂ“l‘“]'ll'_ P great new Gold Medal Semolina those batehes which eheek 1007 far
' i 3. Connecticut Mace, Co i New Haven, Conn. 123 A. Palazzolo & Co. Cincinnati, Ohio mill. color, strengthy, and taste are v r-

J5. New Haven Macaroni Co -New Haven, Conn, 124. Prince Macaroni Co wwaloston, Mass. : mitted to reach your shop.

36. Frank Pope Mac. Mfg, Co.. -Waterhury, Conn, 123, Ravarino & Freschi, Inc St. Louis, Mo. y - ;
37. Birmin Imlm .\Incnrnuiu Co.... .....]IirmLimlghn’m. (:\"!l-: 126. R. G. Hooker & Co s ‘\k‘:':’"- Ohio ! Twice the custumary number of This enables you to eliminate all the
}‘.; I"--llcrltus(fi & Sons Draidwood, 111, {g ;]lousllnnl._\l:if:trum“("n = \[|h|"“l";:" “Texas 3 purificrs assures freedom from : L I’l ‘l o
39, A ST o | : . pusaliccht Dros, Mae. Co, Milwaukee, Wis. : - 5 sses eaused by varintion in Semo-
0 .'l,].::,,,:.y_,_.i':-'?;llﬂc,, ___________________________________ St g,';gg::' “ll 129, United States Mac, Co., Inc. T AUKES I specks . . . only one instance of what l;"‘"”l‘ ". ¥ ' sl
| 41, 1. ). Grass Noodle Co —Chicago, 11!, 130. David Kerr. Baltimore, Md. ; Gold Medal is doing in this new mill na—it means a new superiority, “ .
f 42, F. L. Klein Noodle Co Chicago, 111, 131 Brownsville, Vermicelli Factory... e Brownaville, Texas : fucoithoifine f Semoli u new uniformity in color, strength, Press-tested
. 43. Roma Macaroni Co, ) 132. F. A. Martoccio Co, Minneapolis, Minn. i0 produce tie linsst ol Semoling. 1 taste of the mavaroni you pro WASHBURM CROSEY
i 44, A, Russo & Co. Chicago, 11 133, LaPremiata Macaroni Corp.. e CONNE s yille, 1'%, and tuste ’ you pro- ' S mmdlil
15, Trafcant] Bros, o Chicago, 11l. H; {{_ussa Macaroni Co..... Clevelanl, Ohio H Rigid milling control, following duce. It means the sale of more ;
]| 1? 1'::;:‘1‘,;','"'31};,,{,',{; Ca. Ins ,“w‘].“‘_'i'ﬁ{"- IH 136, |‘:E:f,'|tg; \\lr::;;:::,'l ‘é{,‘f Ir"'c'.___ __m:g:}:" R: z:: careful selection of the finest amber  macaroni and more profits from it.
‘ 48, Illinois Macaroni Co....... lﬂrf(purl: m 137 Eﬂ'kuﬂdlu Co Minneapolis, Mimn.

49. G. Damico Maearoni Co. 4th set received 10/18/33 ’ @
50. Itajian Macaroni Mfg. & Imp, €O oooceo Pittshurg, Kan, 138 I}ruupvl]l_c Vermicelli Factory.m ... Brownsville, Texas X \

51, Kentucky Macaroni Co : Louisville, Ky, 139, StrangWai Noodle Factory | : \

52, A. Balogna & Co, - 0. Procine Rossi Corp. Auburn, N. Y.

53. Taormina Dros. 141, Beech-Nut Packing Co............ rwmCanajoharie, N. Y, i _

New Orleans, La,

i ! 54. Shreveport Mac, Mig. Co Shreveport, La, 1H2 Peter Ca.ssipclli Macaroni Co.... —-North Bergen, N, J.

i i :‘ ]Cum!)crl‘imd f““‘ M’ig. Cor :ﬁ l'c}m\(lm.:chni\i(qc. Co,, Ine. qi’asLsaic. N‘;!J. - soellPge P& t ‘t /] 22
30. Hoston Spaghetti Mg, Couuooieeoooeoe B Boston, Mass. -« 4+ Jo Aleier & Lo, t. Louis, Mo. 3 . ' - ,"" |
57. Maravi llIl Mac. Mig. Co, H::u::. 3[25:. 145, l].. M ne & Co. New Orleans, La, i . ' ‘/tss /eos f’/‘ .
58, Prince Macaroni Mfg. Co Hoston, Mass, 140. Roma Macaroni Factory. San Francisco, Calif.  [§

59, Italia Macaroni Co Worcester, Mass, [Continuen oN Pace 10]
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147. Kar! Eichler New York, N, Y.
4B Home Noodle Mfg. Co, Inc.ucmrircersemeseree..Rome, N. Y,
145, Florence Macarom Mfg, Co. Los Angeles, Calif.
150. Globe Frain & Milling Co. Los Jc\ngcl'u. Calif,

I151. Tsue Chong & Co. , Wash,
152, French Market Mac. Mfg. Cn..........._....................Ncu_‘ Orleans, La.
:53. Hewel Food Prod. Co. Indianapolis, Ind.

4. Gendwah Co.
155. Richard Alghini
156. Santoro Bros.

157, G. D. Del Rossi, Inc
158, Ravarino & Freschi, Inc.
159. National Macaroni Mfg. Co. Passaic, N. J.
160. Ohio Macaroni Co. Cleveland, Ohlo
161. Mercurio Bros. Spaghetti Mfg, COron................._St. Louis, Mo,
162, Dunkirk Macaroni f Supply Co. Dunkirk, N Y,
163. S. Viviano Macaroni Co. Carnegie, Pa.
164, Chicago Macaroni Co, Chicago, III,
165, K. C. Macaroni & Imp. Co Kansas City, Mo,

New Orleans, La.
Chicago, III.
Providence, R. 1.
Providence, R. 1.
St. Louis, Mo,

166. Mrs., Hartig’s All Egg Noodle$r.. ... Osceola, Ind,
167. Anton Bencinas (Just Rite Noodle Co.)... ......Ilmoklyn.ak. Y.
168, United Macaroni Co Mt. Vernon, N, Y,

169. Indiana Macaroni Co

Indiana, Pa.

NI JOURNAL June 15, 1934

also one pound fancy packages, 20-1 1b, packages ty a carton.—New
Havexn Macakont Co., New Haven, Conn, v

Reducing each item to at most two sizes will be gr:at convenience (o
manufacturers.—FraNk PeEre Macaront Mo, Co., Waternury, CoNy

Macaroni weights should go up in units of 8 oz.—jouN D Caners
Co., Cuicaco, L.

Knock the 1 1b. Cellophane Noodle out entirely.—1. J, Grass Noonis
Co., Cuicaco, L.

We firmly belicve that odd size packages s iacked for the simple
reason to cut prices,~TrAFICANTT Dros., Cuar,, |

We have never changed for 14 years sin' we l.ve been in business.
Changing costs money.—ITALIAN MAcARox; My & Imr. Co., Pirrs-
BURG, KANSAS,

These are more of the standard size packages and would sumitst that
all others be climinated in this district. (Refers to 10 and 20 b. bulk,
7 and 16 oz. package Is, and 5, B and 16 oz. Cellophane Noodles,)
—Vivisox Macakont Co.,, Derrorr, Micn,

We fecl there should be a considerable gap between the largest
package goods package and the smallest goods hackage, so as to pre-
vent the switch from package to hulk goods. We therefore feel that
the 5 I, and 7 1b, boxes of bulk Is be climinated altogether.—
Tue Creamerre Co, MinNearoLs, ANy,

Analysis of Replies to Questionnaire on
Sizes of Packags Goods

Analysis of Replies to Questionnaire on
Sizes of Cellophane Noodles

==

Analysis of Replies to Questionnaire on
Sizes of Bulk Goods

Number of firms

Number of firms Number of firms i Number of firms  desiring size

Number of firms  desiring size Number of firms  desiring size Dize packing size  to be retained

Size packing size  to be retained Size packing size 1 be retained ii H» l_{ g
)

3 on 4 1 3 on 10 (l 5 1h. 57
Y5 oz 5 1 J15 oz 1 i 6 1h., 16 5
4 on ‘38 29 4 oz 40 33 7 Ih. 1
4% or. 3 1 445 0z 1 0 10 1h. 12 101
5 own 19 14 5 oz 47 35 12 12 7
6 oz 2 2 6 oz 38 2 14 1. 2 1
oz, 51 41 oz 4 2 15 1h. 5 3
8 oz 8 74 8 oz H (1] 18 Ih. 3 1
9 oz 19 6 9 oz 1 1 20 Ib. 149 130
10 oz 9 2 10 ozn 7 5 22 |h, 5 3
12 oz 15 9 12 orn 29 25 24 Ih. 1 0
14 oxn 4 3 14 o 3 1 25 |h, 42 7
15 oz 2 1 15 oz 1 1 30 Ih. 2 1
16 oz %6 B6 16 oz a2 80 40 b, 5 5
18 oz 1 1 18 oz 2 1 45 Ib, 1 0
2 oz 4 0 20 oz 1 ] 50 ib o0 46
21 on 1 0 2l oz 1 0 60 1 1 0
27 o 1 1 27 oz 1 1 75 b 1 0
30 oz 1 0 30 oz 1 1] 100 1h, 27 17
32 on 29 2l 2 o 10 [ 110 1b, 1 1
oz, 2 1 48 or 3 2 Barrels 50 29

Number of companies reporting............. 169 Number of firms TEPOFtINE s 169 Number of firms reporting...o... 169

Remarks In packaging private label, it is necessary often to pack odd sizes

Would like to sce 7 oz, package goods for long and cut macaroni
abolished—would recommend 8 oz. for standard size package; 6 oz.
for twisted vermicelli, in order 1o maintain same list price.—~NATIONAL
Macaront Co,, Dauras, Trx.

I am going to pack package goods 6 oz and 12 oz pretty soon.—
Nartes Macaront Mro. Co, Provivexce, R. I,

Weights of Cellophane packages change when our prices change, so
as to have a l0c selling price at store.~ITaLIAN AMERICAN PASTE Co,,
SaN Francisco, CaL.

We manufacture only noodles.—Lecuitoy  Pronvers, ALLIANCE,
O,

We recommend all above be retained.  (Iulk—i b, 5 1, 10 1, 20
I, 50 1h, 100 b, 15 1, 25 1b, harrcls—p;\.—h% goods, B oz, and 32
oz.; Cellophane noodles, 5, 7, 8 and 16 oz --U. S, Macaroxt Mra.
Co,, SrokANE, Wasn.

Bulk goods recommend 5, 6, 12 oz, demand from Hawaiian Islanils,
For package goods recommend 4 oz, and multiples of 4 or.—PoMmrer
Macaront Facrony,

We firmly helieve that steps should be taker at once to simplify
the confusion of sizes now used in packaging.—\lus, KeLiey's Noonre
Kncnes, Davion, 0,

We also recomriend 12 1, boxes for export.—VuLcAN-CALIFORNIA
Macakost Co,, SuNn Francisco, CAL

We manufacture plain noodles only.—Oakraxn Foon Provucrs Co,,
OAaxLAND, CaLlr

Let's eut out any other sizes because it is confusing to the hy, i%
wblic and cosily 1o the manufacturer, (Wants retained 10 and
!h. bulk, 4 oz, noodles and 8 oz macaroni, spaghetti, ya:lmge vodls,
and 8 and 16 oz. Cellophane Noodles.)—Los ANceLes PAciric MacA-
koxNt Co, Los Anceres, CaLir,

We contemplate_using 1 1. Cellophane bags for Noodles in the near
future.~GoLven Crown Macakoxt Co., TwiNipap, Coo,

We pazk only in 20 1b. boxes.—~Buckrey Macaront Co., Kensingron,

ONN.

We are interested only in 20 Ib. bulk cartons and 5 b, bulk cartons,

&i" customer's requirements.—Cuecker Foob Propucts Co,, St. Louis,
Mo, A

We are a small company and manufacture egg noodles only.—L.
WatLrsrr & Co, St. Lows, Mo,

We believe that bulk macaroni, package macaroni and bulk and pack-
age noodles in units of two sizes cach will help markeling problems
for all—Niacaxa Macaront Mrc. Co, Burralo, N, Y,

Manufacturers of Egg Noodles only. Delieve two cellophans pack-
ages sufficient (10c seller and double size package) —OLp Durcn
Foovs, Inc., Burrawo, N, Y.

The less sizes, the better.—Best Macaront, Inc., Oriskany Favvs.
We !mk only in 20 lb. hoxes of wood and corrugated boxes., The
size of the boxes is 23"x9*x5".—VEwa & Russo Macaront, Inc,
Svracusg, N, Y,

Would like only 5 Ib., 10 Ih, 20 . bulk and 6 oz, and 16 oz. egg
noodles.—HDrockway Mac, & SurrLy Co,

We can see no advantage or profit in packing other sizes. (Recom-
mends 10 [b. bulk, 20 1, bulk, 5, 8 and 16 oz, cellophane noodles.)—
Mgs. C. H, Ssari Noowrr: Co., ErLwoon City, O,

. We pack a 5 Ib, box of noodles for a special trade. The 10 1h, Lulk
ods is for special sizes of macaroni and noodles.~Rorn NoobLes
0., PirTsnurcH, Pa,

We believe that reduction in sizes of ;nrkaiu is very important in
our industry—PrINcE MacAroN] Co., BostoN, Mass.

In our opinion one pound noodle package is too large for the aver-
age consumer, and too expensive in cellophane. We think 15 and ¥
pound packages are more fair because the average consumer knows
these quantities rather than odd sizes such as 15 oz. which looks. like
a one 1!; package but isn't.—Davio Kexw, 3549 Greenmount av,, BaLr-
Mone, Mo,

We are using 10 Ib,, 25 1, and 50 b, for bulk vermicelli and 20 Ih.
for cut macaruni. We have very little demand for long macaroni and

long spaghetti, for the reason we do not carry special size of package
for these items—BrownNsvitie (Texas) VERMICELLY Facrory, ’

While we are not packing the 1 b, cellophane egg noodles now, we

THE

MACARONI JOURNAL 1

® Take your product off the dealer’s
shelf—getitinto the hands of the house-
wife—by putting it into a Continental
Display Bag.

Continental Bags decerease personal
sales effort—increase sales-hy-display.
They are the Stop—Look—Buy bags of
the merchandising kingdom. In them,
your cgg noodle or macaroni product
has a sales appeal that gets home. And
the proteetion they afford helps to keep
your product factory-fresh until it is
consumed,

Does the package you use do a thor-
ough selling job? Is it the best package
for your product?

We offer you a complete serviee from
design to delivery, 35 years’ experi-
ence and the resources of the world’s
largest paper organization.

Letusshow you what we can do for you.

=B o barT

Continental Paper & Bag

Corporation
220 East 42nd Street, New York, N. Y.

A Division of
INTERNATIONAL PAPER COMPANY

L
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expect to and suggest that it be retained—La Premiata Macaront
Coxr,, CoNNELLSVILLE, DA,

Would like to sce these sizes sold at 85¢ and $1,10 per doz. (4 and
R oz Cellophane Noodles). Would rather see a set price than a base
cost,—LEG-NoooLe Co., MiNNEAPOLIS, MINN.

ANALYSIS AND SUMMARY OF THE COMMITTEE

Package Goods

There are 21 different sizes of package goods now being
packed by manufacturers, ranging from 3 oz. to 48 oz.

The most(rrcvalent sizes in the order of predominance are:
16 oz, packed by 96 firms; 8 oz. by 80 firms; 7 oz, by 51 firms;
4 oz. by 38 firms; 6 oz. by 29 firms; and 32 oz. by 29 firms,

Of the manufacturers packing these sizes and desiring their
continuance: 86 for the 16 oz.; 74 for the 8 oz.; 41 for the
7 0z.; 29 for the 4 0z.; 21 for the 32 oz.; and 20 for the 6 oz.

All other sizes than those above mentioned are being packed
by less ‘an 20 manufacturers, There appears no strong pref-
erence «n the part of these 20 to continue to pack these sizes.

Cellophane Noodles

Manufacturers are packing 20 different sizes of package
cellophane noodles, ranging from 3 oz. to 48 oz.

The most prevalent sizes are: 16 oz. lg 82 firms; 8 oz. by
66 firms; 5 oz. by 47 firms; 4 oz. by 40 firms; 6 oz. by 38
firms; and 12 oz. by 20,

Of the firms packing these sizes and desiring their con-
tinuance: 80 for the 16 oz.; 66 for the 8 oz.; 35 for the § 0z.;
33 for the 4 oz.; 28 for the 6 oz.: and 25 for the 12 oz.

All sizes other than those above mentioned are being packed
by less than 10 manufacturers, who likewise register no strong
preference to continue with these sizes.

Bulk Goods

Twenty-three different sizes of bulk goods were reported as
being packed by manufacturers,

The most prevalent sizes in the order of predominance are:
20 Ibs. by 149 firms; 10 Ibs. by 112 firms; glbs. by 65 firms;
50 Ibs. by 60 firms; barrels by 50 firms; 25 Ibs, by 42 firms;
and 100 Ibs. by 27 firms.

Of the manufacturers packing these sizes and Aesiring their
continuance: 130 for the 20 Ib, size; 101 for 10 lis.; 57 for the
5 1b.; 46 for the 50 Ib.; 29 for the bbl.; 37 for the 25 1b.; and
17 for the 100 Ib.

All sizes other than those above mentioned are being packed
by less than 16 manufacturers, none of whom indicated strong
preference in their retention,

CONCLUSIONS AND RECOMMENDATIONS OF
THE COMMITTEE

1. The analysis of this survey clearly points to one unmis-
takable conclusion: There, exist entirely too many different
sizes of both bulk and package goods, resulting in a loss in
cconomy, duplications of stock, and confusion in competition.
Elimination of odd sizes is, therefore, indispensable,

The industry should retain only those sizes which are being
packed by the niajority of the manufacturers:

Package Goods

For package goods, clearly the 16 oz, and the 8 oz, packages
should be retained. The 4 oz. package as indicated in the
majority of replies is probably a carton for'ﬂ;g noodles, not
plain goods, and as such is a desirable size, The 51 manufac-
turers packing a 7 oz. package and the 29 manufacturers pack-
ing a 6 oz. package utilize these 2 sizes, in most instances, in
marketing a flour product to be sold to the consumer for 5c.
Since there is a definite market for this class of merchandise,
particularly in the southern states, it is desirable that one of
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the two sizes be retained. Manufacturers did not disclose a
preference between the 2 sizes. As to the 32 oz (2 Ih.)
package, the committee sees no objection to packing this size.

Cellophane Noodles

Both the 8 oz. and 16 oz, cellophane noodles are being
packed by the majority of the industry. As to the 4 0z., 5 oz.,
and 6 oz. package, the preference in the industry is almost
evenly divided. Likewise the committee is divided in its rec-
ommendation. . That at least one, if not two, of these sizes
should be eliminated, there is no question. We leave this mat-
ter to you and the Code Authority to decide. There is a fairly
strong indication for the 12 oz, package, and the committee sees
no reason for its elimination,

Bulk Goods

Without question, both the 10 b, and 20 Ib. sizes should be
retained; also the 5 b, 50 Ib, and bbl, While 37 manufac-
turers desired the retention »f the 25 b, vox, the committee
feels that the 20 Ib. box can amply serve the requirements of
this particular size.

2. Procedure to be Followed in Eliminating Odd Sizes

(1) Cod: Authority to mail list of approved sizes to all
manufacturers.

(2) Request of mzaufacturers desiring the retention of
any size not approved by the Code Authority letter selting
forth their reasons and arguments,

(c) Waiting period of 30 days for replies.

(d) Meeting of Code Authority for consideration of re-

plies, and making final decisions.

(e) . Notification to industry of final decision; and setting
of date sufficiently far in advance to permit manufac-
turers ample time for disposal of odd size carton con-
tainers, and supplies.

L. S. VacniNo, Chairman
W. CuLmanN
G. Lo Manca
Josern Frescur
April 27, 1934,

* * ¥

Division Chief Compliments Commiitee

The Division of Simplified Practice, Bureau of Standards
of the Department of Commerce has been cooperating with
the Macaroni Manufacturers in bringing about a general sim-
plification of macaroni packages and containers, and when
copy of this splendid report was sent that Bureau, the com-
mittee.-members were paid a high and deserving compliment
by Edwin W. Ely, Chief of the Bureau.

Washington, D, C. May 17, 1934
Mr. M. J. Donna, Secy.-Treas.

National Macaroni Manufacturers Ass'n
Braidwood, Illinois

Subject: Simplification of Macaroni Containers
Dear Mr. Donna:

This will acknowledge your letter of May 14, with which you in-
closed a copy of the report of your Standards Committee on Sizes
of Bulk and Package Goods.

This is one of the most complete and comprehensive survey reports
which las come to my attention and 1 want to take this opportunit
to congratulate you and your committee on doing such a thorough
job. This survey should 'serve as the basis for a sound Simplified
i‘rnclicc Recommendation,

The Committee's recommendation on the last page for the proceduie
to be followed in eliminating odd sizes, scems entirely satisfactory.
When the final step has been completed, that is, when ths final list
of sizes has been completed, and the dale set for clearing non-standard
sizes, the program should be referred o us with the request that it
be placed before all concerned for their na:Ftan:e and approval, This
program will result in f:ncml reengnilion of the program and secure
m imum benefits for the industry,

1 hope you will keep me informed as your program develops and
do not hesitate to write any time I can be of assistance,

Cordially yours,
Eowin W, Evy, Chief
Division of Simplified Practice,
Bureau of Standards, U, S, Dept. of Commerce

(8 prices for wheat, coupled wit

Wheat Price Gains Create Emergency
in Macaroni Trade

Crop Shortage, Premiums Raise Producing Costs,

Code Chairman Says

Reprint from New York Journal of Commeree of May 26

Chicago, May 25—Sharply rising

I: the pros-
pect of an extremely short crop of grades
used in manufacture in the face of no
carryover, has placed the macaroni
manufacturing industry in an extremely

unsettled position, says Glenn G, Hos-

5 kins, chairman of the Macaroni Code

Authority. Summarizing the situation
confronting the industry, Mr. Hoskins,
in a review prepared for the Journal of
Commerce, says:

“Macaroni manufacturers are begin-
ning to worry about the relative high

§ prices of the best grades of durum wheat

semolina, With the general wheat mar-
ket easing off it is hard for buyers to
understand why prices for macaroni
products do not follow the market:

Wheat Sharply Higher

“First grade semolina was quoted on
May 19 at $9.55 per bbl, f.ob. New

York, as against $8.45 one month ago
and $4.45 a year ago.

“The macaroni industry normally uses
12,000,000 to 15,000,000 bu. of durum
wheat a year, and with the average crop
running 35,000,000 to 50,000,000 bu.
there is little difficulty in securing good
millable durum wheat. The situation this
year is extremely serious, It is estimated
that there is 1,500,000 bu. still on the
farms and 3,500,000 in elevators in Min-
neapolis and Duluth, of which 1,500,000
bu. has just been added to the elevator
supply by the return of wheat from
southern Canadian ports, which has been
stored for many months seeking an ex-
port outlet.

Premiums High

“Most of the 5,000,000 bu. is of such
poor quality that premiums for anber
durum wheat, fit to be made into No. 1
semolina, have run as high as 34c a
bushel above the market.

“The rise in the price of macaroni

woducts has not kept pace with the rise
in the market on No. | semolina, because
up until recently there has been con-
siderable semolina in the hands of manu-
facturers purchased on the low market
of last year, In the latter part of April
1933, with the New York price on the
best grade of semolina $4.45 per hbl.,
cash wheat was 437¢c per bu. as com-
pared with cash wheat price of $1.0014
on May 19, 1934, plus 30c per bu. pro-
cessing tax, plus ES;' per bu. premium
for No. 1 amber durum. Out of approxi-
mately 3,000,000 acres seeded to durum
wheat this spring it is now estimated that
one third of that is completely destroyed,
and the balance of it will suffer greatly
if North and South Dakota do not re-
ceive soaking rains within the next few
days. The macaroni industry is there-
fore facing a condition which has not
been paralleled in the past—namely, no
carryover and a prospect of an extreme-
ly short crop next year.”

UNDREDS of macaroni manufacturers
cali 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.

'l 90 Ovet kT

COMMANDER MILLING CO.

Minneapolis, Minnesota
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THE ENERGY FOOD

MACARONI . . .
Best Food Mixer

Excerpts from an article prepared es-
pecially for The Carnation News, the of-
ficial organ of the Carnation Milk Com-
pany by M. J. Donna, sceretary-treas-
urer of the National Macaroni Manufac-
turers association as one of the many
moves inaugurated by that organization
to acquaint the public with the general
goodness of Macaroni Products,

&

Good mixers are popular everywhere,
in business, in society and in sportsdom,
but nowhere more so than in foods; be-
cause, after all, eating is not only a pleas-
ant duty but a daily necessity, even, if
to some, it becomes a monotonous pre-
riodical grind.

In foods, among the very best of mix-
ers are macaroni products. How beauti-
fully, aptly and tasiily they blend! Is it
any wonder that they are daily growing
in popularity with young and old!

Macaroni, spaghetti, eger noodles and
other such fomd pastes make up a “fam-
ily" of foods rich in all the elements that
are so essential in building sturdy bodies,
alert minds and cheerful personalities.
The high proportion of carbohydrates,
together with their protein values, have
given macaroni, spaghetti and egg noo-
dles, the three most popular forms of
these food pastes, a high place in the
food world.

This “energy trio,” with its mild, ap-
petizing qualitics, makes it a perfect
“base” for any desired combination with
other foods such as milk, egps, cheese,
vegetables, meats and fish, With eggs or
vegetables, macaroni products are unex-
celled as food for children. They are not
only pleasing to the palate, but appeal
through the eye, the senses of smell and
taste and are most easily digested. They
supply the vital materials to rebuild the
body tissues that an active child “burns
up" in play and study. Many specialists
advocate macaroni products as the first
solid food for infants and for those on
diets because they are non-fattening in
character and furnish the strength-giving
clements necessary to maintain health
and vigor,

There Are Many Shapes

Americans are ordinar’y acquainted
with only a few of the popular shapes
of macaroni products—such as “MACA-
RONI1"—the long tubular type; “SPA-
GHETTI"—the string pastes; “EL-
BOWS"—the short-cut macaroni; “EGG
NOODLES"—the flat bands containing
eges and the “SOUP PASTES"—alpha-
bets, rings and other fancy shapes that

iy et T o

are used also in salads and puddings.
The Ttalian, however, knows all of the
157 or more varieties in shapes and sizes
of this popular wheat food. They are
plain and faney, straight or curled, long
or short, but they all fill a special need
in satisfying the knowing Italian's long-
ing for variety.

Take “Macaroni,” the daddy of the
Macaroni Family, for instance; what a
wonderful mixer this old favorite is in
combination with milk and cheese!

Then there is “Spaghetti,” the little
brother of the family, When stmothered
under a blanket of cheese and tomato
sauce, or a rich and savory meat gravy,
it will appease the keenest of appetites!

“Elbows"” or cut macaroni, the baby
brother, when baked to a queen's taste
in casseroles, or in spicy salad will please
every whim and fickle appetite.

“Egg noodles,” the dainty daughters of
this large family of foods mix tastefully
with chicken broth for the grown-ups
and with rich milk for the little ones.
They will be found most satisfying in
creamy puddings for desserts for young
and old.

“Alphabets” and similar small shapes
are the real infants of the group. They
are ideal in soups and in many of the
more dainty dishes prepared for children
with milk and cream or in more elzborate
combinations for fashionable parties.

Always Good Mixers

"

Realizing what “pood mixers” maca:
roni products really are, housewives are
learning more and more to be adepts in
mixing and blending this very adaptable
food since it mixes readily with almost
every known vegetable fit for human
cunsumpliun. as well as with meat, fish
and fruit. In proof, try these “good mix-
ers” with pork, veal, beef, sausage, ham
or chicken in the meat group; with
cheese, milk, cggs, cream and butter in
the animal derivative group; with toma-
toes, celery, onions, garlic, spinach, pars-
ley and peppers among the garden prod-
ucts; or with oysters, fish, shrimp and
salmon of the sea foods, Truly you al-
ways will find this food a good and ready
“mixer.”

Dut macaroni buyers cannot be too
particular about the quality of the brapds
purchased. Imitations may be compli-
mentary, but always insist on the better
grades since it is a very cheap food even
at the highest prices that may be asked
for it in the high class stores. Some one
first made a statement, frequently re-
stated that “quality is remembered long
after the price is forgotten” so teachers

’ !

THE ENERGY TRIO,'

MACAROKI  SPAGHETTI | LGG NOODLES

in common schools and supervisors of
domestic science classes are endeavoring
more and more to educate consumers 1o
give closer attention, first, last and al-
ways, to the quality of foods purchased
for home consumption,

Health Authorities Recommend

Authorities  almost  without number
will attest to the nutritive value of Maca-
roni  Products—their  digestibility and
adaptability.  Dr. Shirley W, Wynne,
Health Commissioner of the City of New
York’s Department of Health, in a re
cent release recommends the use of
macaroni products with milk as the ideal
food for children, “More liberal use of
Alimentary or Italian Pastes—macaroni,
spaghetti, vermicelli, egg noodles, etc.,
should be made in American homes.
Macaroni products prepared with milk
or cheese bring to the body the full value
of the wheat, plus the invaluable proper-
ties of the milk, both as a fuid or in
the form of cheese. The addition of milk
to these energy foods gives us, along
with other values, an extra supply of
lime.,”

To Cook Properly

Proper cooking is a basic essential in
preparation of this nutritional  grain
food, There are a few “golden rules”
that must be strictly observed, First, se-
leet a good quality and cook it in plenty
of boiling water with a little salt added
(Be sure to have water boiling vigorou:-
ly before adding macaroni products anl
then add in small quantities.) Second.
do not over-cook—about 10 minutes 1+
sufficient. The Italians who are recog-
nized as pastmasters in the art of maca-
roni cooking, like it with the “chew” leit
in it—"aldenti" as they term it.

This health-building, body-strengthen-
ing food can be casily prepared in so
many different ways—for so many oc-
casions, always wilfliu the reach of one’s
food budget. For lunch, for dinner, for
parties, for the snack between meals or
after the theater—macaroni products go
well and are universally enjoyed. They
are truly excellent “mixers,’” always wel-
come and thoroughly satisfying.

Milwaukee Firm Adds
Side Line

As a side line the Milwaukee Maca-
roni company has started to pack a new
breakfast cereal which it calls “Nutro

Egg.” It consists of gluten and egg
volk. Sales will be carried on through

the regular sales organization,
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Five Day Stay
Further Stayed

A further stay in the macaroni code
provisions requiring a S-day waiting pe-
riod between the time of filing prices and
their effective date, was announced last
month by National Recovery Adminis-
rator Hugh S, Johnson,

The stay is to remain in effect until
completion of a study being made on
open price provisions of codes by the
administration,

When the macaroni code, which con-
fains the 5-day waiting period provision,
was approved Jan, 29, 193, the open
price provisions were stayed entirely for
60 days. Dy an order on Feb, 17, the
stay was extended to 60 days from that
date, but limited to the waiting period
requirements of that code,

Southern Food Costs
Higher

1f workers in southern cities ate the
same amounts and kinds of food that
workers in northern cities cat, their food
would cost them more than the northern
workers' rations cost them, Dr. Frederic
C. Howe, consumers counsel of the AAA,
stated on releasing the 1dth issue of the
Consumers’ Guide.

This comparison was based on retail
prices reported by the burcau of labor

THE MACARONI

statistics for 51 cities, 16 of which are
considered as southern cities in two or
more NRA codes.

“The total annual cost to southern
workers for a given typical assortment
of food would be $283 on the basis of
February prices,” Dr. Howe pointed out,
“In northern cities the same assortment
would have cost $278."

“Tecause of differences in diet the ac-
tual cost of food bought probably runs
under the figure for the south and more
than the hgure for the north,” Dr. Howe
said.

“Southern workers usually eat more
meats, flour, and corn meal and less milk,
epps, butter and potatoes than do those
in the north, This diet somewhat brings
down the cost of food consumed. Price
differences between the sections, how-
ever, do not show a large variation.”

SELECTIVITY

The doctor of a country village had 2
chilIren, the prettiest little girls in the
district. While they were out walking
one day they happened to pass 2 small
Loys, one of whom was a visitor in the
village.

Said the latter to his friend:
are those pretty livtle girls?”

The village boy replicd:  “Theéy are
the doctor’s children.  He always keeps
the best ones for himseli.”
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Coffee-Spaghetti Pastry
Popular in London

A new dish proving popular in Great
Dritain is coffee-spaghetti savory, pre-
pared by making a rich pastry, lining
small cake pans with it and filling with a
mixture of spaghetti and cheese flavored
with coffee. The following recipe will
make about 18 cookic pans:

Rub + oz, of butter o 8 oz of plain
lour, add 2 oz, of chopped cheese and
any  seasoning desired.  Mix with the
yolk of an egp and water, keeping as dry
as possible.  Line the small pans with
the pastry,  These are filled with a mix-
ture prepared as follows:

Cook a little spaghetti in salted hoiling
water for 20 minutes, | Drain ofl an
ounce of the cooked spaghetti, add an
ounce of grated cheese, seasoning, and
half a cupiul of extra strong coffee male
with milk.  The coffee should he treble
ordinary drinking strength. Fill the pans
with the mixture and bake in a moderate
oven for 13 1o 20 minutes.  Sprinkle
with chopped cheese.~Spice Mill, May
1934,

Sambo:  “lHow fast G you all go in
dat new car?"

Rastus:  “Ah could make 2 miles a
minute ceptin’ for one thing.”

Sambo: “What's dat big boy "

Rastus:  “Only jes' cause de distance
is oo long for de shortness of de time”
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Add Profit to Your Vacation

Have you started planning your vaca-
tion yet? Most persons have, and the
macaroni manufacturer should be no ex-
ception. But we wonder if you have
gone further and are planning to make
this vacation show a profit in the way
of new ideas, i

In this issue of Tue Macaron: Jouk-
NAL you will find the names and ad-
dresses of many manufacturers of ma-
chinery and supplies. In some of these
you are no doubt interested and may al-
ready have had correspondence through
the mails. Now you will find that,
through a little study with a good road
map, no matter in what direction your
vacation takes you some of these pf:uus
will be near cnough your route to make
a personal visit quite convenient,

Of course it is only courtesy to drop
a note to these companies you intend to
visit, tell them you have been reading
their advertisements in this journal and
that you would like to visit them some
time later. The replies will be prompt
and cordial.

Then, too, you should stop over at the
plants of other makers of macaroni and
similar products. In each of them you

* are certain to find several good ideas you

will want to put into practice at your
own place of business when you return
from your vacation,

You already know where many busi-
nesses of this type are situated. Inquiry
along the road, at hotels or chambers of
commerce will bring to your attention
quite a few others. Make an effort to
call at all that are not too far from the
route you have laid out,

By exchanging views and experiences
with cooks and chefs in restaurants and
hotels one may often oltain hints about
macaroni, and new recipes that will be
helpful in your advertisize or {ui use on
the packages of finished products. It
costs nothing to get this advice and it
may be of great worth to you some time,

Don't forget to put down in a note-
book all the ideas that appeal to you as
soon as you get them. Otherwise some
may slip away and be forever lost. If
an idea is of ~oubtful value make a note
of it anyway. When you come home
you can sort out all your notes, adapt or
change those that look good and discard
the others, After you have written down
an idea go ahead enjoying your vacation,
There will later be ample time for con-
sideration of the value of the hints you
have picked up.

You will discover your trip is actually
more enjoyable when you take these lit-
tle excursions to business places that in-
terest you. Instead of going through a
town and immediately forgetting all
about it, in the communities where you
stop you will gain friends, get a keener
insight into the people and conditions
around there, and attain some idea of
the problems of others and how they
are meeting them.

Sometimes it is possible to lay out a
route coming home that is quite different
from the one you used when going, Thus

you may be able to visit several addi-
tional points. However if it is convenient
to call on only one or two manufacturers
of machinery or products such as you
use or makers of the finished macaroni,
still your vacation will have beneficial
results that last for a long time and bring
extra profits to your business,

Decide first on where you wish to go
for your vacation. Lay out the route
you wish to take by drawing heavy
lines on a road map. Draw circles around
the cities through which (or near which)
you go, where you wish to stop. At
others you may make inquiry about
Elaccs that will interest you, but know

cfore you start the towns at which you
are certain to want to stop.

If you have no vacation in mind you
may make a pleasant trip of one or a
few days to some supply manufacturer
listed in this magazine. For while it is
usually practical to contact such com-
panies only by mail, still when you can
visit one or more in person it is a sure
way to enjoy yourself and to learn things
that will bring you more profit.

Get out the map now. Study it to-
gether with the addresses given in the
advertisements in this issue. Perhaps
you ¢an make some of them match the
route of your vacation trip. Start plan-
ning now so all will be in readiness to
make your 1934 vacation the most pleas-
ant and worth while one you've ever had.

Quality Competition

Reprinted from New York Jowrnal
of Commerce

Important changes in competitive prac-
tices in industry must necessarily be ex-
pected as a result of price control provi-
sions contained in most codes of fair
competition. This applies especially in
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cases where minimum prices are fixed,
as has been done in the case of rubbor [
tires under the rubber manufacturing F
code, or where an effective open price
arrangement is in operation, |

In a recent address before the Chicago
Purchasing association, Vice President
James J. Newman of the B, F. Goodrich
Co. outlined several basic changes in
competitive methods which he foresaw s
a result of price fixing activities under
codes. The most fundamental chanpe
which he expects is a shift in stress from
price to quality in the activities of pur- [
chasing agents. “With prices absolutely [
equal,” Mr. Newman said, “it becomes [
more important than ever to make cer-
tain that t‘Dl.l are buying the product that
will run the most miles, produce the most
heat units, withstand the greatest loads,
have the greatest appeal to the consumer
or that will give the best performance.” [

Under such conditions purchasing |5
practices will necessarily change in char- |
acter, The preoccupation with price
which has been so common until now
would give way to concentration upon
technical characteristics. Larger enter-
prises especially would have more reason
than ever to develop laboratory facilities
for tests of competitive products, and for
the determination of standard specifica-
tions on purchased products which are
found most suitable for their purposes. [

If Mr. Newman's predictions prove
well founded, then industry in general
may witness more of the type of com-
petition which has become rather com-
mon in the field of railroad transporta-
tion. Competition in rates was largely
barred from that industry long ago, but
keen competition in service to shippers
and travelers has persisted.

There's no being or getting old. Some
of us are in our first twentics, some in
our second twenties and the rest of us
are only in our third, fourth or fifth
twenties,

I

III.
IV.
V.
assessments,

VI
VIL

VIIL
IX.

his head,

Ten Commandments for the Macaroni
‘Manufacturer

Believing the Macaroni Code to be an instrument voluntarily accepted
by the trade as the means of eliminating many of the business sins that
have become yearly more and more sinful, a code exponent has taken the
liberty of plagiarizing the Ten Commandments based on the Good Bool:
to suggest the following Ten Commandments under the Macaroni Code.

Thou shalt nct cheat labor as to hours and wages.
II. Thou ‘shalt not misbrand thy prod
Thou shalt not sell below th
Thou shalt not cheat thyself by selling below cost. (4
Thou shalt not cheat thy code authority: pay thy monthly I

Thou shalt not deceive the consumer by false advertising.
Thou shalt not cheat the buyer by unfair substitutions as to :

uality.
'?hout{halt keep thy plant in a sanitary condition at all times.
Thou shalt not speak falsely of thy competitor.
X. Thou shalt keep all these commandments, and woe unto, the
man who keepeth them not, for the NRA will fall heavily upon

uct.
filed price,
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MIXERS
KNEADERS
PRESSES

Consolidated Macaroni Machine Corporation

Designers and Builders

High Grade Macaroni Machinery

The Streamline Press.

The Press that gives you Streamline
results,

The Press that converts lost Time
into Profits.

In these days of high speed, auto-
mobiles, aeroplanes, even railroad trains,
are streamlined in order to eliminate air
resistance. The result is increased speed
with conservation of power and time.

Why do we call our press streamline?
Because, by improving the design, we
have been able to increase the produc-
tion without any increase in power or
any sacrifice in convenience of operation.

All this has been accomplished with-
out complicating the construction. In
fact, our new model is much simpler
than any of our previous presses, and is
unquestionably years in advance of any
machine now on the market.

Built in various sizes and types.

Let us know your requirements and
we will help you select the press best
suited for your needs.

Send for illustrated and descriptive
circular.

SPECIALISTS FOR TWENTY-FIVE YEARS

DIE CLEANERS
DRYING MACIHINES
MACARONI CUTTERS

We do not build all the Macaroni Machinery, but we build the best

156-166 Sixth Street

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

Address all communications to 156 Sixth Street
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Secrets of Successful Trade Marking

By WALDON FAWCETT

Written Expressly for The Macaroni Journal

The old adage which warns us “other
days, other customs,” is as true of good
will protection as of anything else, A
rule of eternal chang=, or constant re-
adjusiment to shifting conditions of life
and of business, holds good for the wavs
and means of safeguarding trade marks
no less than for other responsibilitics
in connection with the marketing of
branded goods. Indeed, if anything
trade mark fortification is exceptionally
sensitive to any new deal, public or pri-
vate, in advertising and merchandising,

All this may well be brought home to
us by the circumstance that the official
censors, whose job it is to prevent the
pyramiding or overlapping of simulating
trade marks, have lately been taking
fresh precautionary steps.” That is to say,
these watchdogs of the trade mark traf-
fic have been applying new and more ex-
acting measuring sticks when called upon
to determine if and when there is dan-
ger that resemblant trade marks will be
mistaken for one another, Under the
new formula of appraisal the chances of
confusion-in-trade must be weighed from
five or six different viewpoints.,

As though in tribute to the turn of
the times the new procedure is reckoned
particularly with an eye to the revolu-
tionary influence exerted by radio broad-
casting. Oddly enough communication
via the air has shaken the traditions not
only of advertising but of specialty des-
ignation or identification. On the one
hand behold the current evidence in the
pace setting incident of “Amos 'n’
Andy,” that talent-names popularized by
radio entertainers dast not be borrowed
without leave for trade mark purposes.
On the other hand witness the trend of
habitual policy whereby the trade mark
examiners at Washington are consistent-
ly reckoning with the properties and
limitations of the radio as a medium of
brand promotion.

By and large this whole latter day re-
slanting of trade mark rules and regula-
tions is a realignment in deference to
the rise of oral communication. In days
gone by the “printed word” was the
whole thing, so to speak, in the field of
trade mark education and brand propa-
randa. Trade marks were introduced to
the public and kept to the fore largely
by means of typography—periodical or
newspaper advertising, billboard or street
car advertising, direct-by-mail advertis-
ing, posterized inscriptions on the pack-

of Trade Marks

ages, or what not. In deference to the
universal dependency upon printers’ ink
the trade mark censors scrutinized each
new trade mark candidate in terms of
its appearance as visualized by the aver-
age beholder, All of which had a very
distinct influence upon the Federal trade
mark code. As for example the insistence
that every composite trade mark must be
considered “as a whole,"—not allowing
a breakdown into name and picture ele-
ments,

But latterly the visual consideration
has been to recede in trade mark impor-
tance and the oral or articulate factor is
to the fore, The shift in importance be-
gan with the gencral use of the tele-
phone. When housewives began to order
their grocery specialtics by 'phone, or
worse yet, leave the "phone shopping to
servants and children, it was found there
were dangers of mixups between brands
that could never conceivably be mistaken
for one another when presented for in-
spection side by side in the store. In
deference to the newfound hazards of
brand nimes that sound alike, though
they don't in the least look alike, the
trade mark guards developed new stand-
ards of compulsory dissimilarity,

This allowance for the ear as well as
the eye, when trademark “doubles,” or
near doubles, are to be kept apart, is all
the more in order now that the radio has
added its hazards'of “poor reception” of
brand pronunciation. The commissioner
of patents indicated very clearly the of-
ficial sentiment on this score when he
reviewed only a few weeks ago a test
case in which the defendant had pleaded
that a shadowing brand would never be
mistaken for its competitor when the two
were seen side by side, in telephone di-
rectories or elsewhere, The chief umpire
at the Federal clearing house for trade
marks made the point that in this day of
the radio rival brand names seldom ap-
pear side by side. As he put it: “On
radio programs and in innumerable other
locations and situations the marks appear
alone, separately, and the purchaser is
given no opportunity for comparison.”

As a net result of the new and more
complex state of trade mark affairs we
have a stiffened policy in the yolicing of
the trade mark highways. The Federal
cops are insisting that nicknames that
have the same sounds or syllables capa-
ble of echoing pronunciation shall keep
further apart. As'the patent commis-

New Sales Methods Revolutionize the Policing

sioner_explained in the recent declara-
tion of principles, every protection must
be afforded the purchaser at retail who
cannot readily remember which is which
among reminiscent brands, Here, in so
many words, is the “‘commissioner's
warning cue: The possibility of con-
fusion must be avoided by requiring the
newcomer to select a mark sufficiently
different from the prior user's that an
ordinary purchaser will not be confused
between the two but will select the one
he intended to select.”

For the brander, veteran or beginner
in the trade, who is picking a trade
mark for the long pull the moral of the
new setup is obvious. He does well,
plays safe, if he selects a brand name
that dodges its older neighbors when
spoken no less than when printed, and
that furthermore cannot readily be
murdered or disguised by a radio an-
nouncer no matter what his accent, his
intonation or his phrasing. It is all a
matter of testing the tentative or pros-
pective trade mark, two ways or three
ways instead of accepting it on the
single count of eye appeal. Inciden-
tally this newly prescribed ear con
consciousness is due to sway fashions
in the form of brands. It puts a pre
mium upon single, simple names (the
sharter the better) over phrases or
combinations of words which are cum
bersome to pronounce and which the
public is likely to abbreviate in its own
way, at some risk to brand individual
ity.

Not so clearly indicated in the new
cra is the course for the brander who
finds himself holding the bag with a
brand name that may be slurred or
fumbled in speech. Probably he does
not feel justified in junking a proud
and widely known nickname even if the
radio and the telephone, not forgetting
phonographs and amplifiers, have put
the verbal to the fore in public -ela-
tions, A course that is being system-
atically pursued by some of the shrewd-
est marketers who find themselves in
this plight involves emphasis to con-
sumers of the need for proper and ac-
curate pronunciation of the brand name
when ordering, The “"Ask For It By
Its Full Name" campaign is one means
of succoring a brand name that it be-
ing mutilated in everyday speech. Akin
to it is the inclusion in printed adver-
tising and on package labels of a
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The
Golden
Touch
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A Uniform Dependable Semolina

OR the discriminating Macaroni Manufacturer
who wants, insists upon, and who will not
take a substitute for the best in a strong evenly
granulated, rich amber colored and cleanly

milled Semolina.

King Midas Semolina is made with only one
thought in mind---to meet the exacting demands

of quality Macaroni Manufacturers.

KING MIDAS MIELL CO.

Minneapolis, Minmn.
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phonetic rendition of any hard-to-pro-
nounce product-name so that the pub-
lic can get the proper twist in the vocal
gymnastics and place the accents where
they belong.

This magnifying of the oral approach
to a trade mark, as distinct from the
visual reaction, is destined te ~levate
by vet another notch the imp rtance
of the “family” or full line name,
Whether the blanket-mark or tying-
mark be a proper name suck as a corpo-
rate title or a fanciful group name, the
sheer force of wide range and frequent
reiteration is calculated to familiarize
the public with the house-mark, over
any single varietal name even that of
a fighting brand. Accordingly if means
can be found to set the public right
upon the spoken translation of the full-
line consolidator there is assurance that
purchases will take the proper chan-
nels even if the buyers' memories can-
not be wholly relied upon for varietal
subnames, grade-marks and the lesser
guides to selection.

Premiums or
No Premiums

Tor many weeks quite a controversy
has been going on between two elements
in the industry, one favoring the con-
tinued use of premiums and the other
secking their entire abolishment through
an amendment to the Code. The situa-
tion is particularly acute in the east but
has become a matter of grave concern
for all users of the premium method of
business building.

In order to ascertain the wishes of the
industry on this controversial point a
questionnaire has been addressed to all
manufacturers and the prevailing view
as expressed in the replies received will
guide the industry’s future policy re-
specting premiums,

QUESTIONNAIRE: REGARDING THE
USE OF PREMIUMS

Opinion in the Industry is divided as to the
regulation of preminms by the Macaroni Code,
In justice to those members who feel that
the Code should be changed with regard to
premiums, we are submitting the following
questionnaire with a request that you give it
careful consideration and answer all of the
questions below:

1. Do you use premisms P e
2, To whom do you give preminms—wholes
salers ... e Retailers?...c. Con-

BT TU o SO
3. Are your premiums given as a part of a
deal? 0T o you use coupons?

4. I you use coupons, what is your per-
centage of redemption P coeeeecenmerenens
5. Do you believe, where premiums are used,
that full cost of the premium, regardless
of per cent of redemprion, should be in-
cluded in selling price of your prod-
uct?
6. 1f full cost is not charged, how would you
determine the cost of the premium in fig-
uring your selling price o mrmmeemssssmasene

7. Please state below or on the back of this
sheet, your urinion regarding the use of
premiums and/or coupons which may be
used for the redemption of premiums.
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Crop Reports Start
Manufacturers Thinking

Even the macaroni manufacturers who
have heretofore given little or no heed
to crop conditions as judged by their
haphazard .price quotations in the recent
past, are beginning to give some thought
to replacement prices in the face of very
pessimistic  reports from the durum
wheat growing states where the drouth
has worked havoc with the growing
wheat, greatly reducing the estimated
production per acre this year,

They are just beginning to realize that
the big wheat surplus about which the
government has been worried includes
only a small quantity of durum wheat
fit for macaroni making, and that the
present estimate is that the 1934 crop
will hardly be sufficient to meet the maca-
roni requirements for high grade amber
durum. The attention to the existing
conditions was called through a special
bulletin issued from the Code headquar-
ters in Chicago on June 1 over the signa-
ture of Chairman G. G. Hoskins, a state-
ment so much to the point that it is re-
produced here without further comment.

SPECIAL BULLETIN

It will be no news to members of the indus-
try who keep track of crop conditions and
the trend of the market when we make the
statement that the most optimistic forecast for

durum wheat indicates that the total erop for
1934 will be less than the normal requirements
of the Macaroni Industry. May durum closed
at $1.02Y4 at Minneapolis today, Millers are
lmymg 24¢ to He over market for No. 1 Am-
ier, second grade is bringing 23¢ over. Even
mixed durum with a high per cent of spring
wheat is bringing 15¢ to 17¢ over the market.
A temperature of 109 degrees is reported in
North Dakota with wells drying up and trees
dying, It is stated that the crop of South
Dakota will be a complete failure. Semolina
No. 1, $9.45, Minneapolis today.

UNDER THE CIRCUMSTANCES, HOW
CAN ANY INTELLIGENT MANUFAC-
TURER CONTINUF, TO SELL HIS I'ROD-
UCTS AT COST BASED ON HIS CON-
TRACT PRICE OF SEMOLINA INSTEAD
OF ON REPLACEMENT VALUES?

Instead of fighting to keep manufacturers
from selling bclow cost, we should have a
flood of new price lists indicating a sharp in-
crease in the price of macaroni products, It
is beyond the scope of my Iimimf intelligence
to comprehend how, in the face of these con-
ditions, any macaroni manufacturer can con-
tinue to argue with the Code Authority about
their costs when plain lorse sense would
indicate that a manufacturer who has advan-
tageous contracts for raw material would
make more moncy by sitting tight and getting
a smaller portion of business on a replace-
ment basis than by selling out all of his cheap
semolina at prevailing prices,

THINK IT OVER.

G. G. Hoskins, Chairman,
Macaroni Code Authority,

New Cleveland
Noodle Firm

A small egg noodle firm has been or-
ganized in Cleveland, O. by Milton Levy,
A. L. Shea and M. E. Glick. Announce-
ment has not yet been made of the loca-
tion of their plant, nor of the progress in
equipping it for the intended manufac-
ture and distribution of egg noodle prod-
ucts, 2

BREVITY

Brevity is the soul of modern journal-
ism. A budding journalist was mfd never
to use 2 words where one would do. He
carricd out this advice in reporting a
fatal accident.

“John Jones struck a match to see if
there was any gasoline in the tank.
There was. Age 065."

What we think of doing some day, too
commonly is cternally consigned to the
future.

The fact that somebody was nice when
we weren't is a debt that can be paid o’
only by our being nice to somebody who
isn't,

Good order is an essential of safety.
There's a place for everything. Why
not keep everything in its proper place?

JUST CHECKING UP

Sambo was hired out on a flour- un-
loading gang. At the close of the first
shift he was all tired out and sought the
boss.

“Mister, Yo' sho' you all got me down
on that payroll?”

“Sure,” said the boss, “Here's your
name—Sambo Simpson, That right?”

“Yes, suh,” replied Sambo. “Ah jus'
thought you might have me down as
Samson.”

Times are not so bad after all, There's
a man in New York named Ihazaho
Zopispithoopszitski who supports  his
family by renting out his last name to
carpenters to file their saws with,

OL' MAN TROUBLE

Ol Man Trouble—

He sits right en mah doorstep—

He eats mah food—an' he wears mah
clothes—

Oh, Lawd, please sen’ him away !

This may not be the worst depression
we have ever had, but there’s no doubt
about its being the best advertised de-
pression of all time.

Why do they put so many holes in
swiss cheese when it's the limburger that
really needs the ventilation?

THE MACARONI JOURNAL

Our Standard Model Machines
—all improved and speeded up,
have been greatly reduced in
price.

BUILD
with Peters Units

Start with the inexpen-
sive Peters, Jr.models and
build your packaging
department unit by unit,
while economies pay cost
of further installations.
Write for details of the
Peters Plan!

Peters Machinery Co.

4700 Ravenswood Ave.

GOOD NEWS FOR PETERS USERS

Adjustable Junior Model Ma-
chines—our latest development
—are inexpensive and have ca-
pacity of production equal to 35
to 40 packages per minute.

EVERY Peters Standard Packaging

Machine can now be made
entirely automatic! The new Peters
automatic carton and liner feeding
device can be coupled to any Peters
standard machine ever built; makes
packaging foolproof, more efficient.
Soon pays its cost through savings.
Results and economy cannot be sur-
passed! Now used by prominent
packers. Write.

PETERS PACKAGERS

Chicago, Illinois

j
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Freak Addresses

Postman’s Peeve

Millions of Letters With Incomplete or Incor,ect
Address Most Serious Problem of Post-
office Department

For 6 years the postoffice department
has carried on a cam ign to induce the
public to direct mail egibly to the street
and number of its destination and to
place a return address on all letters and

arcels. Mail bearing incomplete or
illegible addresses constitutes one ‘of the
main_difficulties the post office encoun-
ters in giving service,

Since inauguration of the campaign
6 years ago, the general postal receipts
have increased approximately 449,
while the recipts of the dead letter
office (accruing from the 3c fee charged
for returning mail to senders) have in-
creased only 3334%. This indicates that
the department has made progress in its
efforts to induce greater care on the part
of the public. The dead letter office acts
as a kind of barometer registering re-
sponse of mailers to requests of the post

ce.

According to postal records the chief
offenders against the rule regarding re-
turn addresses are business firms that
advertise by circulars. There scems to
be a belief among circularizers that a re-
turn address on a letter of this type
amounts to a one way ticket to the waste-
basket. It is the opinion of the post
office that a letter arriving by first class
mail will be opened regardess of the re-
turn address printed on it. It is also
observed that the firms sending out ad-
vertising material have no way of check-
ing their mail lists unless their undeliv-
ered mail is returned.

Besides business mail of this variety,
parcels and private letters go in swarms
to the dead letter office. This office was
established in 1865, but at first no com-
plete record was kept of its transactions,
Such statistics as are available show that
in 1830 some 380,000 letters were turned
over. In 1859, when the Senate re-
quested that the postmaster general's an-
nual report should include a statement
of dead letters received, the number re-
ported was 24 million. From that time
various measures including legislation,
were used to decrease the amount of un-
deliverable mail,

The number of dead letters received
and disposed of in the last fiscal year
totaled 24,056,928, an increase of more
than 2 million over the preceding year,

Visitors to the dead letter office ex-
hibits in New York city often wonder
at the carelessness of senders. The un-
deliverable mail for one day in New
York and the New England “states fills
12 bags.

The dead letters are opened by
machine and distributed to a group of
clerks called selectors, whose duty it is
rapidly to inspect the contents for clues,

e S —— 3-8 P et o e L Y D S L

Those that contain neither return ad-
dresses nor anything of intrinsic value
are sold as waste paper. Those contain-
ing enclosures are passed on to clerks
who record the contents and data for use
in case the sender later submits a claim,

Letters containing address information

are givcn to clerks who enclose them in
official envelopes and dispatch them to
the indicated address,

The long experience of clerks saves
rnnni a letter from the wastebasket. One
freak address that is still fresh in the
memories of the officials of the New
York dead letter office reads as follows:

“Hill,
R,
Mass.”

The correct reading, it was at length
decided was “R. Underhill, Andover,
Mass.”

Some weeks ago a $500 bill arrived at
the New York post office in a dead let-
ter. When the letter was opened the ad-
dresses of both sender and addressee
were found within and the letter was
delivered. Many dead letters come from
foreign countries. These almost inva-
riably bear the name of a city, sometimes
a street number, without indicating the
state. Letters addressed to Slippery
Rocke, U. S. A.; Phoenicia, America;
Broadway, Italian America; Suet Fallers
(for Sioux Falls); Preckness Dairy,
U. S. A.; Grotto Ave, Pete, B. Y. (for
Providence, R. I.); Barber Ship, New
York, and a letter with 4 different ad-
dresses on its face—all these came to the
selector’s desk on the same day recently.
A posteard was addressed: “Repairin
and Refinishing Neatly Done, Norlﬁ
America." Frequently “foreigners mis-
take the advertising on a postcard for
the address; sometimes they will copy
every bit of printed matter on a card
except the address.

Two Liberty Loan bonds, uncanceled
and therefore as good as cash, were
found a short time ago in inadequately
addressed envelopes. One of the bonds
was for $1,000 and the other for $500.

Letters to Santa Claus begin to arrive
carly; but mail to this elusive {:rmnage
presents no serious problem. tters to
Santa Claus are all deliverable, Around
Christmas time the post office receives
many requests from charitable organiza-
tions and from individuals asking that
Santa Claus communications be for-
warded to them. If the applicants can
satisfy the post office that they mean to
use tine letters in the cause of charity
they are permitted to have them. The
Santa Claus association, devoted to the
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care of needy children takes charge of
many such missives each year,

Letters manifestly the product of idle
hands are speedily disposed of. One of
this kind arrived recently. It was ad-
dressed to “Mr. Nobody, Nowhere,
U. 5. A" It came from Berlin,: Ger-
many,

Macerani Exports and
Imports for March 1934

According to the reports of the Bureay
of Foreign and Domestic Commerce the
exportation of macaroni products to 40
foreign countries and insular possessions :

Impor s Have Fallen

During March 1934 the import busi-
ness dropped to 92,386 Ibs, valued at
$8,475 as compared with 105768 Ibs,
worth $9,292 the imports for February,
The imports for the first 3 months of
1934 totaled 300,091 valued at $26,311,

Exports Increase Slightly

The export business during March in-
creased nearly 55,000 Ibs, The total
pounds of macaroni products exported
were 183,675 with a value of $16,115,
This is compared with 129,231 los, val-
ued at $10437, the exports for JTebru-
ary 1934, Exports for the first 3 months
of 1934 (otaled 451,514 Ibs. valued at
$38,114,

)

Below is a list of the countries to
which American made macaro. j products
were shipped during the month

Countries Pounds
Ttal, 150
Ntl{lﬂ'hnlf! 6,860
United Kingdom N
Canada 53,378
Dritish Honduras S X ) ||
Costa Rica 680
Guatemala 762
Honduras 4,560
Nicaragua 2,135
Panama 15,392
Salvador 229
Mexico 6,968
Newfoundland and Labradormm e 4,424
Bermudas 98
Barbados 510
Jamaica 60
Other British West Indiesu . 956
Cuba 17,603

Dominican Republic e ——..| 1%
Netherland West Indies.c e, 6,881
Haiti, Republic ) F. = S e 6,131

Virgin Islands of U, P

Venezuela 414
Dritish India 173
China 4,121
Netherland East IndieSuee e 600
Hong Kong ... 530
{apan prodseiba) 262
"hilippine Islands eeterrmmmnssessss s ssssssssssmsnes 14,9 1)
Australia 23
British Oceania ... 64

French Oceania ...
British East Africa e=D 1 30
Union of South ATPEa Py SO 6,107
Other British South Al . 406

Gold Coast 108
Liberia 97
Mozambique 1,231
Tawaii 9557
Porto Rico 49,780
Total. 329,034

e —
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OFFICIAL BALLOT
For the Macaroni Code Authority Election
m'szrem-—,luly 1, 1934 to June 30, 1935

THE ATLANTIC DISTRICT (Vote for 3)

1 WM. CULMAN, Atlantic Macaroni Co., Long Island City, N. Y,
(1 G. GUERRISI, Keystone Macaroni Mfg. Co,, l.cbnnnu,' Pa.
['j HENRY MUELLER, C. F. Mueller Co., Jersey City, M. J.
] e e e e e et e
(m}
m}

THE ALLEGHENY DISTRICT (Vote for l).
] ALFONSD GIOIA, A, Gioia & Bro., Rochester, N. Y.
D) i vt s S S e
THE NORTH CENTRAL DISTRICT (Vote for 2)
0 JOHN V. CANED'A, John B. Canepa Co., Chicago, Il '
0O LOUISS. VAGNINO, American Beauty Mac. Co., St. Louis, Mo.

D ————-
o
THE GULF DISTRICT (Vote for1)
0O LEON G. TUJAGUE, National Food Prod. Co., New Orleans
o
THE PACIFIC DISTRICT (Vote fur 1) L

0O M. DeMATTEI, San Jose-Ravenna Paste Co., San Jose, Calif.
a

AT LARGE (Vote for 1)
0 G. G. HOSKINS, President National Assn., Libertyville, 111,
u}
Fi
Bl;m Title

INDICATE YOUR CHOICE with an “X" llcfnrc: titrir names,
voting only for the number indicated in each District.

VOTE EARLY. Be sure your Ballot reaches Chicago by June
13, 1934,

|

® Durum Wheat

is again selling at a pre-
mium; therefore, you, like
others, can alsouse . . .

ROMEO

High Protein, Unbleached
Kansas Hard Wheat Pat-
ent Flour advantageously
in many of your products.

Wire for price today!

BAUR

Flour Mills Company
Est. 1870 St. Louis, Mo.

CHAMPION
WELCOMES
YOU

+ + « To the convention of the
National Association of Macaroni
Manufacturers which will be held
June 12, 13 and 14 at the Edge-
water Beach Hotel, Chicago.

« «+ + Our representatives will be
there to greet you and be of service
wherever possible. This is to be
one of the most important meetings
in the history of the macaroni man-
ufacturing industry - plan to come.

Champion Equipped Planis

i i and noodle
are the successful plants in the macaroni ar
manufacturing industry. Champion cquipment enables
them to save many hundreds of dollars annually and ‘;u
roduce superfine quality products which result in a steady
increase in business,

The modern Champion Flour Outfit shown here will ||:|)-"
for itseli over and over, because it insures nl:.sululc
accuracy, increases handling capacity and cnables )!)ll\l;‘l
turn out uniformly good products ll.’l)" in, day out. As
us to send you full free details TODAY!

Champion Machinery Co.

JOLIET ILLINOIB

Sales Service Agentaand Distributors for Greater New York

JALURG BROS., Inc.

Hudson nnd Leanard Strects New York, N. Y.
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In certain sections of the country and
under certain conditions, many beyond
the control of the manufacturer, maca-
roni products suffer losses annually from
weevil infection. The search for a pre-
ventative has been going on for years
and chemists have long experimented
with every conceivable plan to find a
weevil cure, At this very moment, a
leading chemist is completing some satis-
factory experiments with macaroni prod-
ucts, carrying on his work with the co-
operation of a well known producer, all
with good results. Further experimenta-
tion is necessary before public announce-
ment of the results can be made.

Incidentally macaroni manufacturers
will be interested in the research which
has been conducted by Dr, E, R. de Ong,
consulting entomologist of California.
He announces that coating rice, for
instance, with mineral dusts to keep
down heat generation during milling, will
discourage the breeding of insects that
infest stored grain, As weevils usually
develop in the grain the experiments
were confined to these raw materials.

Striking results were noted a year
after the grain had been given a protec-
tive coat of calcium carbonate, The num-
ber of weevils purposely introduced into
the jars of the coated rice had remained
absolutely stationary throughout the
year, meaning that there had been just
sufficient breeding to equal the small
number dying. In the uncoated rice the
weevils had increased more than 1,000,

All grain dezlers and users of grain
products are anxiously awaiting develop-
ments, hoping that an inexpensive meth-
od will soon be found to prevent annual
weevil losses that runs into millions of
dollars.

Modijies Grocery Food Codes

A modification was issued April 5 by
General  Johnson altering  the  whole-
sale food and grocery and the retail food
and grocery codes after public hearings
thercon and appropriate  applications

from interested parties. The modifica-
tion clarifies the meaning of transporta-
tion costs,

The order applying to wholesale fond
and grocery trade’says: “Transportation
charges from the wholesaler to his cus-
tomer shall mean the transportation
charges to points of delivery, On all
hauls the transportation charge as herein
mentioned shall be the published 5th class
rate by or for any common or licensed
carrier; provided, however, that where
the rate to any delivery point is less than
ten cents (10¢) per hundred pounds, such
charges need not be included.”

The order applying to the retail food
and grocery trade says: “Cost to the
merchant  shall include transportation
charges to the point of sale when paid
by the merchant.”  This shall also be at
the published 5th class rate, with no
charge included where rate is less than
ten cents (10¢) per cwt.

Open Smuggling

Macaroni and noodle manufacturers
who operate plants along the Mexican
border are confronted with a new kind
of competition. So are the local jobbers
and retailers.  Among a certain class of
United States residents it has become
quite a practice to cross the international
line, purchase macaroni at Mexican
prices, which are usually lower for rea-
sons not mentioned by the complainant
and to carry their purchases back to
homes, hotels, and restaurants without
the payment of the usual duty on maca-
roni products,

The complaint has been referred to the
officials of Regional Group No. 9 and by
them to the Federal authorities, What
looks like an insignificant matter consid-
ered in individual cases, becomes quite an
important one when multiplied by thou-
sands,

In the opinion of macaroni-noodle
manufacturers it matters not whether
imports reach this country by ship, by
freight or in market baskets, all are sub-

the problem with determination the na-
tional officials of the macaroni industry
will help relieve a situation that has re-
cently grown to such proportions as 1
worry American  manufacturers  and
dealers, and strict collection of impon
duties should add an appreciable amoun
to the customs income of the govern-
ment.

Noodles in Congressional

Debate

In addressing the members of the
House of Representatives when  tha
body had up for consideration the bill
to amend the Federal Food and Drugs
Act, H. R, 7426, the subject of noodles
and egg noodles came up for discussion,

Congressman W, I, Sirovich of New
York state had the floor at the time and
to emphasize the need of new legislation
to prevent misbranding and other prac-
tices detrimental to the consumer he held
up 2 packages of noodles, one containing
noudles wrapped in clear transparem
cellophane and the other with the same
kind of noodles wrapped in the yellow
cellophane that has now been barred
from trade channels by agreement.  He
stated :

Look at this sample of noodles in clear
cellophane and then look at the one in gold
colored  cellophane. Hoth samples are the
same, but the one in the gold colored container
appears as if it were heavily loaded with eggs.

Since it has been declared an unfair
business practice to use yellow cellophane
as a wrapper for macaroni products, in-
cludirg noaodles, and since the manufac-
turer of cellophane, Du Pont Cellophane
company, Inc, has gone on record as op-
posing its use because of the wrong im-
pression given the buyer, the yellow
cellophane wrapper noodles have prac-
liclnlly disappeared from the trade chan-
nels,

IMPROVED THE PATENT
Willie: "Did Edison make the firs:
talking machine, P"a?"
Pa: “No, son. God made the firs
one but Edison made the first one tha:
could be shut off.”
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Responsible Advertisers of Equipment, Machinery, Materials and Services
Recommended by the Publishers

(For addresses see advertisements in this issue)

EQUIPMENT AND MACHINERY

{:ohn J. Cavagnaro

rank Lombardi

F. Maldari & Bros, Inc.

The Star Macaroni Dies Mfg. Co.

Die Cleaners

ohn ‘l Cavagnaro )
nsolidated Macaroni Machinery Corp.
The Charles F, Elmes Engineering Works

Driers

Barozzi Drying Machine Co,, Inc.
Clermont Machine Co,

Consolidated Macaroni Machinery Corp.
The Charles F, Elmes Engincering Works

Flour Blenders

Champion Machinery Co.

Kneaders

John J. Cavagnaro .
Consalidated Macaroni Machinery Corp.
The Charles F. Elmes Engineering Works

Mixers

John J. Cavagnaro

Consolidated Macaroni Machinery Corp.
The Charles F. Elmes Engineering Works
Champion Machinery Co.

Noodle Cutters and Folders

John }. Cavagnaro

Clermont Machine Co. S—

The Charles F. Elmes Engineering Works
Consolidated Macaroni Machinery Corp.

Noodle Dough Brakes

John J. Cavagnaro

Champion Machim:ré Co.

Clermont Machine Co. 3

The Charles F. Elmes Engineering \Works
Consolidated Macaroni Machinery Corp.

Packing Machinery
Peters Machinery Co.

Presses

John J. Ca\-nﬁuaro )

Consolidated Macaroni Machinery Corp.

The Charles F. Elmes Engineering Works
Pumps

ohn J. Cavagnaro

(J:or:soi]idntcd Macaroni Machinery Corp.

The Charles F. Elmes Engincering Works
Sifters and Weighers

Champion Machinery Co.

THE CHARLES F.

Telephone: Haymarket 0636

EHYDRAU LIC M‘ACHINERYS
%

Don’t Overlook This Opportunity

TO SEE AND HEAR ALL ABOUT
THE NOISELESS KNEADER

THE NEW ELMES PRESS AND
THE IMPROVED MIXER
Shown in the Convention Parlors of the Edgewater Beach Hotel

WE’RE PROUD OF IT.

JUNE 11th to 14th

ENGINEERING WORKS

213 N, Moigan St., Chicago, U.S.A.

YOU'LL LIKE IT.

L

Handcuffs for Lobsters

To insure delivery of perfect speci-
mens of their products as fished out of
their famous fisheries in the south, the
lobster fishermen of New Orleans have
developed a handeuff of flexible wire to
slip over the claws of the most vicious
lobsters to’ prevent a continuation of the
unfair practice of tearing an opponent’s
anatomy. The noodle manufacturer who
submitted the item suggests some sort of
a muzzle for the price chiscler on
noodles, a_gag for the calamity howler,
and branding of the insistent misbrander
and adulterator of all macaroni products.

Let's think less about its being an eyt

for an eye and a tooth for a tooth world,

and more about its being a smile for a
smile world. ~
——
A hot tip should be chilled with cool
consideration, before it is acted upon.

Organize Rice Publicity
Bureau

Mrs. Betty  Dailey Melead, well
known food technician was named to
head the newly organized home economic
department of the Rice Growers associa-
tion, whose prime objective will be to try
and make Americans more “rice mind-
ed”  She will supervise a program em-
phasizing the value of rice dishes, plain,
flavored and in combinations, to be sup-
ported by an advertising campaign.

MATERIALS

Bags—Display
Continental Paper & Bag Corp.

Cartons
National Carton Co.
Rossotti Lithographing Co.

Eggs
Seymonr Packing Co,
Tranin Egg Products Co,

Flour
Baur Flour Mills Co.

Labels
Rossotti Lithographing Co.

Semolina

Amber Milling Co.
Capital Flour Mills
Commander Milling Co.
Crookston Millin{:_ Co.
Duluth-Superior Milling Co.
General Mille,

King Midas Mill Co,
Minneapolis Milling Co,
IMillshury Flour Mills Co.
Washburn Crosby Co.

Wrappers
Rossotti Lithographing Co.

SERVICES

Patents and Trade Marks
The Macaroni Journal

Let’s Drink a Banana!

To widen the possible market for
fresh hananas, officials of the Fruit hs-
patch company gave 660 nurses i at-
tendance at their eonvention last month
their first taste of a “banana julep,” hop
ing to make this group converts to the
new drink. The ripe banana is whipped
in a fountain mixer until it is the con-
sistency of cream aml is then served with
other Tiquid ingredients, making a rich,
Navory drink.  An advertising program
is being planned o popularize banana
drinking.

Let's also suspect that there's more
than one side to the stories we tell our-
selves.
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Volete Una Pasta Perfetta ESquisita

AMBER
e Compasy
i-luutl: Miaa.

Non V’ E’ Semola Mighore

Guaranteed by the

Most Modern Durum Mills
MILLS AT RUSH CITY,

NOODL-ETTES!!

By MacNoodle

Do We
Think?

Do we think or do we only think we think?

When confronted with a difficult problem in life, our
fathers sought the quiet and seclusion of isolation and
thought it through. A different plan is in vogue today. We
declare in favor of letting the winds of the morning clarify
owr mental vision, but it must be done on the golf links or
in an automobile. We count on fresh air and movement to
drive away the brain fog as well as the brain fag. We de-

in America
MINN.

clare we can think better in the open, away from the ham-

To

The Macaroni Manufacturers

of America
*

Our Best Wishes

fora

Most Successful Convention

THE STAR

MACARONI DIES MFG. COMPANY

57 Grand Street

pering restraints of certain environment, but the change of
scene does not induce nor produce thought, It may dispel
the mental gloom. It may result in the problem ceasing to
trouble us. But what has happened is not that we have
solved the problem, nor thought it through carefully. It has
merely been driven from our minds,

The relief derived from forgetting about a problem that
hangs over us may, for the moment, be as satisfactory as
thinking out a solution. The trouble, however, is that the
relief is only temporary. Later the problem will force its
way back into our minds.

It is pleasanter and easicr to subject one’s self to some
extraneous force or influence that will blow through the
mind and dispel the troublesome thoughts than to sit down
and evolve from within a plan that will eliminate the caus
of the trouble, It is simpler to take an agreeable draught
of pastime poppy juice than to perform the mental toil jn.
volved in thinking out a solution to the problem,

Do we think or do we only think we think?

Neither. As a generation we do not think and we do not
even think we think. We, at least, are not deceiving our-
selves by believing we are thinkers,

We flatter ourselves we are today a people of action. We
do not recognize the need for thinking, so long as we have
the ability to act. Action has taken the place of deep
thought in the people as a whole.

Can we live without thinking? We can, and, for the most
part, we do, But if we continue our present trend toward
less thought and more action, we may be assured the

New York City boasted greatness of our nation will begin to slip and we

shall not-continue to produce the leaders we need,

L

T T T *'-“"‘mmm‘-ms..;.;uﬁauhh... s

N LI 7
e

e

Iy TR T o
s \d T T 21, r
8 Junc 15, 193 THE MACARONI JOURNAL
i
%- t
v
‘ e AT "_;i_\ ; _:'
604 ; ,_1.. lilllo 4 ) s
e 10 SR :
E A =
¥ o Sanasa MR
. t | ’I {
' - i\ i , ; s
= IR T e s AT < e

MILLS ON THE HARBOR FRONT AT DULUTH-SUPERIOR

In 1934, as for many years past

| THE LEADER--

AMBER-BRIGHT UNIFORM

HoURGLASS SEMOLINA

--CONTINUES TO LEAD---

| QUALITY UNSURPASSED

DULUTH-SUPERIOR MILLING DIVISION

: OF STANDARD MILLING COl\_’IPANY
| Main Office: 1025 Metropolitan Life Bldg.,
MINNEAPOLIS, MINN.

BRANCH OFFICES

BOSTON, MASS,, 88 Broad Str-et
CHICAGO, ILL, 14 E, Jackson Blvd.
PITTSBURGH, PA,, 1609 Investment Bldg.

DULUTH, MINN.,, 613 Board of Trad"
NEW YORK CITY, 504 Produce Exchange
PHILADELPHIA PA,, 10 Chestnut St.
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° Production Statistics o

1933

Forty-six of the larger manufacturers throughout the
United States reported for the year 1933:

Total No. of bbls. of raw material used for the year 1,718,229

Total average No. of bbls. per plant for the year.... 1352
Total average No. of bbls. per month *143,185
Average No. of bbls. per plant per month 3112

1934 Compared with 1933
Forty-six of the larger manufacturers (same as above)
throughout the United States reported :

Total average Total Duls. of Average No. Average No.
No. of bbls, raw materials ol bbls. per _ of bbls, per

per_month, used per month, plant per plant T"
1933 1934 month, 1934 month, 1933
February 143,185 150,998 3,282 3,112
March 143,185 157,792 3,430 3,112
April 143,185 118,609 2,579 3,112
Total to date 429,555 427,399 9,291 9,336

J 'R_q-uunhuthl average for the 1I“I:I regardless of peaks and valleys in pro-
y prod not available,

The statistics given above were compiled and presented
to us by R. V, Thornton of Wolf and Company, certified
public accountants, to whom the confidential information of
manufacturers has been reported.

QUICK COMEBACK

Henderson's evening suit was rather oldfashioned. His
figure was not one which showed clothes to advantage either.

One cvening, as he stood in the vestibule of a restaurant,
waiting for his wife, a tall, pompous man came up.

“1 say, my man, are you the head waiter?” he drawled.

What Henderson lacked in bearing he made up for in quick
thinking.-

“No,” he said, “but T heard him tell a young fellow today
that he didn’t want to see any more applicants for jobs."—Ulica

Observer Dispatch.

Seymour Packing
Company

Topeka

Kansas

extends greetings to you in convention
assembled.

Richly Golden, Consort Yolk

uniformly high in solid content—packed un-
der most exacting sanitary conditions during
the short season when yolk color is best, will

Increase your Egg Noodle Sales!

Packers of fine eggs for forty years

Plants in
Kansas, Iowa, Minnesota, Indiana and Ohio

Our Mr. Jay G. Odell is attending the
convention

June 15, 190

A Credit Manager Advises
Creditors do not grant credit,
[ ]
They absorb credit of their debtors,

Every time a sale is made, we as creditors accept
or absorb the credit of the purchaser.

American Business must today more .lhan ever
base its studies on facts.

Know you debtor, then act accordingly, says

F, E, Clyde in Credit and Financial Management,

Weather Conditions
in Hard Grain Area

Records for the grain states indicate that last month was the
driest May on record for South Dakota, the second driest May
for Minnesota and Montana and the spring of 1934 was the
driest spring on record for Minnesota and the Dakotas. The
year ended May 31, 1934 was the driest on record for Min-
nesota and the Dakotas,

“Winter wheat,” reports the U. S. Weather Bureau, “has
headed out on very short straw over much of the country, and
the crop presents a decidedly spotted prospect. The spring
wheat is much worse, Canada is beginning to feel the pinch.
Most of eastern Europe likewise is suffering from lack of rain.
Reports the last of May indicated a probable reduction of fully
100,000,000 bu. of wheat in the Danube basin, and a possible
reduction for Europe of 300,000,000 bu. under last year's
bumper crop. The Russian crop is also reported to be hurt by
the drouth”

Nature’s Plan Crude

“I do not see how any one who has gone through this drouth
area can say a kind word for Nature's method of crop redue-
tion. Man's methods may be full of imperfections, his ma-
chinery as crude and uncertain as all of his inventions in their
carly stages, but they are ‘:crfeclion itself by comparison with
the occasional crudeness, the ruthlessness and the uncertainties
of Nature.” Secretary of Agriculture H. A, Wallace expressed
this opinion in an address June 6 in Bismarck, N. D.

“Nature may be cfficient at reducing the wheat crop, but she
doesn't do anything about buying coal for the winter for those
farmers who suffered the reduction; nor does she make any
provision for paying the taxes, the interest on the mortgage or
kceping alive the victims of her reduction. The economic sit-
uation of a commodity may be improved by a reduction in sup-
ply no matter how the reduction takes place, but the difficulty
is that producers of that commodity are people. An improve-
ment in the statistical position of wheat doesn't buy shoes for
the farm family that has no wheat to sell.”

War on Industrial Pest

.

Tests in the three states of Georgia, Alabama and Texas in-
dicate what may be accomplished in ridding the country of
rats, whose damage to produce and property is found by a
Civil Works Administration supervisor of rodent control to
average $2 per rat. As a result of CWA projects in the three
states between Dec. 15, 1933 and March 29, 1934 more than
7,500,000 rats were climinated. An average of 7-months rat
riddance may be relied on, thus is the case nf Texas, Alabama
and Georgia the U, S, Department of Agriculture's bureau es-
timates an economic saving in that time of $8,750,000.
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Stress Value of Vitamins

Nowadays considerable attention is be-
ing focused upon the necessity and value
of various vitamins to body health, and
the foods in which these ¥itamins are to
be found.

Housewives, and mothers in partic-
ular, show a surprisingly good knowl-
edge of these heretofore mysterious units
of pep, vigor, health, ete.” All of which
indicates the tremendous increase of at-
tention and thought that has been put
into the purchase of food products in re-
rent years,

Science has proved the presence, value
and necessity of vitamins, and Mrs, FFood
Ruyer has responded by purchasing those
foods which she knows to contain an
abundance of the elements. In other
words, this billion dollar customer is buy-
ing, more and more, the food upon which
she knows her family and she will thrive.

Pursuing further the subject of vita-
mins science explains that while a vita-
min has never been isolated, it is well
known in what foods the various classes
are present.

There are 6 vitamins, differentiated as
vitamins A, B, C, D, E and G. Vitamin
A has the following abilitics: growth
promoting, builds up resistance of body
against infections, promotes fertility, lac-
tation and longevity, DPresent in most
foods.

Vitamin B has the following abilities:
growth promoling, appetite stimulating,

promotes lactation and fertility and aids
digestion. Present in most foods.

Vitamin C has the following abilities:
srevents scurvy, possibility of prevent-
ing, in part, tooth decay. [resenmt in
fruits and vegetables primarily, and easi-
ly destroyed by heat and alkaline medi-
ums.

Vitamin 1) has the following abilitics:
prevents rickets, builds strong  bones,
aids in utilization of calcium of fonds,
prevents dental caries (tooth  decay ).
growth promoting, Absent in most foods
or barely present in others, Very stable
to heat.

Vitamin L. hias the following abilities:
reproductive  factor, prevents sterility.
Clinical evidence not available to its need
in the human dictary.

Vitamin G has the following abilities :
prevents pellagra and related skin infec-
tions, also growth-promoting.  Absence
also causes premature senility and im-
proper  reproductive functions.  Very
stable to heat. .

Among the above six, Vitamin D is
the most elusive. Yet it may be seen by
a review of the above facts that it is also
one of the most necessary of the vita-
mins. As has been stated the purpose
of (sunshine) vitamin D is 10 make pos-
sible the absorption of calcium (lime)
and phosphorus from foods.

It would appear therefore that these
essential minerals cannot e utilized,

JOURNAL M

though present in the diet, unless vitamin
1) is available. When supplicd in the diet,
proper bone and tooth development oc-
curs. Children who are deprived of this
vitamin develop the disease, rickets, bow-
legs, misshapen bones, abnormal thoras
and pelvis development, decaving teeth,
susceptibility 10 bronchitis and qmeu-
monia, and other respiratory disturb:
ances may result.

The question is  natarally asked,
“1asn't nature provided us with this
vitamin in such measures that we shoul
not be particularly concerned 2 The an-
swer is, “Yes, providing social conven-
tions woulil permit exposure of our bod-
ies 10 sunlight, and also providing that
this sunlight were rich in ulra viokel
ravs, since only ultra violet ray light
changes the rare organic chemical, ergos-
terol, found in the skin, into vitamin D."
However, little of this ultra violet light
reaches us, 1t is filtered oul as it passes
through the clouds and dust-laden air
which envelop the earth. 1t cannot go
through ordinary window plass, or our
clothing. The only alternatives are to
irradiate our bodies with ultra violet light
from artificial sourees, or ta receive vita-
min D in the dietary. The first method
has been found cconomically impractical.

oy e et

A telephone operator can - never e
clussed as a knocker—she's always plog-
ging for somebody!

S

1f yvou don't believe in conperation
just watch what happens to a flivver
when a wheel flies off.

f

AT THE CONVENTION

the majority of the macaroni manufacturers present
will readily admit employing
MALDARI'S INSUPERABLE

MACARONI DIES
in their Plants

There is your opportunity to ask them whyl

F. MALDARI & BROS., INC.

178-180 Giand Street

Ti % MARK

New York, N. Y.

“"Makers of Macaroni Dies Since 1903---With Maragement Continuously Retained in Same Family”
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Successor to the OId Journal—Founded b Fred
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State Wars on
Eggless Noodles

State NRA Director P. A. O'Connell
detailed 2 investigators last month to put
to an end what he terms a “food racket”
that involves noodle manufacturers using
coloring matter in place of €rps in noo-
dles sold in Massachusetts. He instruct-
ed his men to seck information not only
concerning the manufacturer but the dis-
tributor and seller, having been advised
that “eggless” noodles had been shipped
to Massachusctts in carload lots. Origin
of the shipments is alleged to be in one
of the eastern states and from north cen-
tral states. Legitimate manufacturers
everywhere are anxiously awaiting the
results of the state dizector’s drive
against this form of food “racketeering”
that scems quite prevalent in competitive
markets where price is the one rule rec-
ognized by th: buyer.,

b

Spending $233 a Second

American taxpayers have been called
upon to “kick through" with $233 every
second since last July 1 for expenditures
of the Federal administration, more than
half of which has gone and is going to-
ward financing of the emergency recov-
ery features of the New Deal, accord-
ing to U, S. Budget Bureau figures.

Government expenditures for the 10-
month period totaled $5,822472211, an
average of $19,152,39294 every 24
hours, ¢

Compared with this daily expenditure
the government has been collecting an

WILLIAM H. CALHOUN
Administration Code Member

average of $8,184,154.89, leaving nearly
$11,000,000 of the daily expenditure to
be borrowed.

Reduced to smaller figures this means
that the government has been s ending
$2.34 for every $1 collected. And of the
outgo, $1.28 has been for recovery pro-
grams.

March Wheat Tax

What part of the $13,547,043.49
wheat processing tax paid to the AAA
in March to help the farmer did the
macaroni maker and consumer use? That
is hard to determine since the report on
collections does not differentiate between
wheat grades or how much was paid by
the durum millers, Despite the fact that
a total of $85,643,277.78 has been paid
since July 1, 1933 there is talk of in-
creasing the tax for the next crop year.

Foods Higher —
Living Cheaper

Dr, F. C. Howe, consumer counsel of
the AAA finds that while the cost of
foods in southern cities is generally
higher than'in northern towns, living is
cheaper in the south because of the dif-
ference in the diet of workers below the
Mason-Dixon line, (Read on page 15.)

New Deal Alphabet Has
30 Combinations

A bigger and better alphabet is the
imperative need of the New Deal.
There is overlapping at present, with
CCC having to serve two New Deal
organizations and other new units in
the making and threatening to compli-
cate the “alphabet,” as well as the tax-
payers who must pny for the new along
With the old activities. The patriotic
macaroni makers stand ready to make

) &5y -..,51’&'!-"_‘..‘
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oodles of ALPHABETS to meet every
government need in this or any emer-
gency. Here's the present list

AAA—Agricultural  Adjustment  Adminis.
tration,

CSB—Central Statistical Doard,

CCC—Commodity Credit Corporation (alo

+ . Civilian_Concervation Corps),
E

FHFA—Tiectric Fome and Farm Author-

ECW—Emergency Conservation Work.

EC—Executive Council.

ElB—Export-Import Bank of Washington

FCA—Farm Credit Administration,

FACA—Federal Alcohol Control Adminis-
tration,

FEWA—Federal Emergency Works Admin.
istration,

FCOT—Federal Codrdinator of Transpor-

tation,

FDiIC—-I-‘edcral Deposit Insurance Corpora-
tion,

PWA—Public Works Administration,

JFERA—Federal Emergency Reliel Admin-

istration.
FMC—Federal Farm Mortgage Corpora-

tion,
FHLDB—Federal Home Loan Bank Board.
FSLA—Federal Savings and Loan Associa.

tions.
FSHC—Federal

Corporation,

SRC—Federal Surplus Relief Corporation,
HOLC—Home Owners' Loan Corporation.
NEC—National Emergency Council,
NLB—National Labor Board.
NRA—National Recovery Administration,
NRRB—National Recovery Review Doard,
EHC—Public Works Emergency Housing

Corporation,

"C—Reconstruction Finance Corporation.
SADB—Science Advisory Board,
SEIB—Second Export-Import Bank.
TVAC—Tennessee Valley Associated Co-

operatives,

VA-—Tennessee Valley Authority,

Subsistence Homesteads

The number of employes in the va-
rious new organizations ranges from a
few dozen to many thousands.

USE

Lombardi's Dies
FOR :
BETTER MACARONI

GOOD DIES ARE
NECESSARY FOR
GOOD MACARONI

Phone HAYmarket 4372
1150 West Grand Avenue
CHICAGDO

GIVE ys 5 TRI;R\YI
CARTONS

NATI

LN WRTATRL

ONAL CARTON (.

JOLIET. ILLINOIS.
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and recovery.

WE are hopeful that the enforcernen_t of the

Macaroni code will prove helptul to you
and your industry, also that the Millers' Code
which will soon become effective will enable
both industries to overcome the obstacles
which have hindered prosperous progress

CAPITAL FLOUR MILLS, Inc.
MINNEAPOLIS

ST. PAUL -

PRESS No, 212 (Special)

Engineers

Presses
Kneaders
Mixers
Cutters

N. Y. Office and Shop

‘John J. Cavagnaro

and Machinists

Harrison, N. J. -

Specialty of

Macaroni Machinery
Since 1881

Brokes

All Sizes Up To Largest in Use

- U.S A

Mould Cleaners
Moulds

255-57 Center St.
New York City
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i National Macaroni Manufacturers R
Association o

.'. Q‘ .
3\ Dmﬁfﬁomzz Local and Sectional Macaroni Clubs i ‘ ‘.2191'.“0“‘: “lgh-Spee‘l
J :

MANUFACTURER

f
®
: Noodle Cutter
OFFICERS AND DIRCCTORS 1933-1934
0, 0. HOSKINS (35), Presldent—.——__32t E. Church Bt.,, Libertyville, IIL
LOUIS B, VAGNINO (35), Viee Presldent Bt. Louis, Mo. ALFUNBO QIOIA, Advi Roch w N Y,

GAETANO LLMARCA (30— oton, s WILLRM COLUAN (0 g ounte oo met v, | | HAS NO EQUAL
ER F. VILLAUME (34)._St. Paul, Minn. ey 0 Jalan ty, N, Y. EDW., Z, VERMYLEN (36)—Brooklyn, N, Y.
R. V. GOLDEN (34) Clarksburg, W. Va. L‘”‘EP" FREREHL (D ——ft Loul, Mo,

OHN V. CANEPA (36 Chi , 111, B, R. JACOFS, Representative-Washington, D, C.
FRANK A. GHIGLIONE (34) —Seattle, Wash, . QUERRIBI (386). A b:lu o

on, Pa. M. J. DONNA, Bec'y-Treas.

Braldwood, 111,
N r
Cast Your Eye °
over the program elsewhere in this issue, your mind because, with the Macaroni In-
of the Macaroni Industry’s Thirty-first An- dustry’s Recovery, Program well under way,
nual Convention and the Timely Macaroni Convention Time will be the Opportune, the
Code Conference. Appropriate Time to evaluate the program’s
. accomplishments to date, to survey its pros-
Note that it provides for a calm, CO“-“idF"' pects, present and future, and to plan ways
ate and deliberate f“sc"‘“i“" of all ‘I":' MaJor — and means of taking the fullest possible ad-
problems confronting OUR BUSINESS, vantage of the opportunity presented by the i ik :
Business could be better. That's the mo-  NeW Deal. {1 CLERMONT MACHITE
tive behind this convention. Yes, it costs \
money to attend national conventions, but Because of the 1934 rcn::wal Of the C.h"
has it not always been recognized as a good cago Century of ng“"s.s Exposition wh.mh
business practice to spend a reasonable opened last .wcek, the railroads are offering
amount of money in improving one’s busi- yery. at-tractwc, E’casunable Fases. T!u:THotel
i 4 is making a special rate for Macaroni-Noodle
Manufacturers and we have arranged a pro-
We are firmly of the opinion that im- gram that will keep you interested through-
measurable good will come from a well-  out the whole three days,
attended conference, from deliberate discus- : 3 ) 2
sions of vital questions, and from a mingling We—all your friends—will be looking for
of manufacturers in heart-to-heart talks that ~ YoM in Chicago June 12 to 14 without fail.
will be possible in this three-day conference, ~ Why? Well, you know! _ l 4 : 200 : P -
We trust that you have made plans to at- | Very truly yours, - § groduces fr("n 1000 to 1 POUJI( S
tend this conference and to take part in its i ,
activities. If not, it is not too late to change M. J. Donna, Sec'y-Treas. : | 10 : Write for full particulars to .
L]
Clermont Machine Company, Inc.
268 Wallabout Street

Brooklyn o New York

WATCH FOR OUR NEW DEVELOPMENTS
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‘LISTEN, DEAR! I'M BRINGING DAD HOME FOR
DINNER TONIGHT SO BE SURE AND HAVE MY
FAVORITE MACARONL."

® WHEN the men in a family show a
preference for any product you can be
sure that that is the product the women
will buy.

So the important question in creating
a demand for your product is: “How can
I make men ask for my brand so the
women will bzy it?"” The answer is “'qual-
ity”. Men seldom see your package. But
they recognize the quality of your product
whenever it is served to them. To help
win this profitable consumer preference for
your brand, Pillsbury's Best Semolina and
Durum Flours are milled with rich amber
color, uniform strength, and a pleasing
flavor as the important consideration,

PILLSBURY 'S C'S;/I/COW

Only the best of each year's crop of durum is selected
for these Pillsbury products, Test millings of every car
we buy are run to make sure it is of the highest quality.
It is then milled under the most carefully controlled
conditions. Color tests are made each hour. Protein
tests are made constantly during the milling. And, as a
final grand check-up for you, we actually make maca-
roni in our nwn plant under the same working condi-
tions found in commercial plants.

That is why Pillsbury's Best Semolina and Durum
Flours are favorites with macaroni manufacturers, and
the products made from them are favorites with con-
sumers. Why not try them in your own plant?

P,




