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SUMMING UP

An impartial review of the actions and
discussions at the Industry's biggest and
best conference in Chicago last June leads
‘to these conclusions:

1—That it was of immeasurable value to the
entire industry.

2—That prevailing prices are entirely out of
line with sensible replaceiment costs

3 __That too many fail toreflect in their quota-
tions the increased labor costs and new taxes.

4_That entirely too much low grade maca-
roni is being made to the detriment of ex-
pected and planned consumption increasc.

- 5—That greed for greater distribution must
soon give way to profitable production.

6 —That manufacturers can best help themselves

and their industry by honestly observing the
l rovisions of The Macaroni Code that aims at
\ trade stabilization through industry action.

A MONTHLY PUBLICATION DEVOTED TO THE INTERESTS OF MANUFACTURERS OF MACARONI
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MILLS ON THE HARBOR FRONT AT DULUTH-SUPERIOR

In 1934, as for many years past

THE LEADER--

AMBER-BRIGHT UNIFORM

OURGLASS 0EMOLINA

—--CONTINUES TG LEAD--

QUALITY UNSURPASSED

DULUTH-SUPERIOR MILLING DIVISION

OF STANDARD MILLING COMPANY
Main Office: 1025 Metropolitan Life Bldg.,
MINNEAPOLIS, MINN.

BRANCH OFFICES

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

DULUTH, MINN.,, 613 Board of Trade
NEW YORK CITY, 504 Produce Exchange
PHILADELPHIA PA,, 10 Chestnut St.
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B. R. JACODS, Te:hnl:l‘l Advll!r

JOHN V., CANEPA..............310 W, Grand St., Chicago, Il
WM. CULMAN...43-82 Vernon Bivd,, Long Island City, N. Y.
M., DeMATTEL o35 N, San Pedro St. San Jose, Cal,
FRANK A. GHICLIONE.._4715 Sixth Av. § S.attle, Wash.

THE MACARONI CODE AUTHORITY

Operating Under The NRA Code of Fair Competition For The Macaroni Industry
Approved January 29, 1934, Effective February 8, 1934

MEMBERS AND OFFICERS

FIRST MACARONI CODE AUTHORITY

Term—]July 1, 1934-June 30, 1935

GLENN G. HOSKINS, Chairman
520 N. Michigan Av. Chicago, Il

HENRY MUELLER

6 "Eye" 8t N NW Wlhlu\on. D. C.

ADMINISTRATION MEMBER

WILLAM H. CALHOUN=—Chlcago, Il
Term—March 8 to Sept. 8, 194

G. GUERISSI e Lebanon, Pa

LEON G. TUJAGU Teeee. 1301 Fulton St. New Orleans, La.
LOUIS 8. VAONL: O....—..

M. ]J. DONNA, Suuulerrnuru

l!D Hlldmn SI Jersey City, N. J.

1227 St. Louis Av. St. Louis

0 N. Micligan Av. Chicago, 111

Regional Industrial Adjustment Agencies

REGION NO, 1—BOSTON, MASS.

G. La Marcs, Reglonal Chalrman,
207 Commercial st., Hoston, Mass,
Herbert C. Gruber, Regional Secretary,

16 Cross st,, Boston, Mass.

Agency Members

La Marca, Chalrman, Doston, Mars,
M[nd Blanchi, Worcester, Mass.
F Roasi, Providence, R. 1.

M. La Marca, Boston, Mass.
G. D. Del Romi, i‘lavid:nu. R. 1

REGION NO. 2—NEW YORK, N. Y.

Frank L. Zerega, Regional C'hllmun,
26 Front st., Hroo'i

Ole Balihe, Reglonal smmrr
60 E. 42nd st., New York, N.o¥

Agency Members

Frank L. Zerega, Chllrmll'l. Bloollyn. N. Y.
Lermn Maier, New York, N,
. J. Counzo, New York, N, \".
V. Giatti, Brooklyn, N,
P. George Nlicolarl, New Ih\rm. Conn.

REGION NO. 3—PHILADELPHIA, PA.

l‘hllir R. Winebrenner, Hl‘io!ll Chairman,
1012 Dakota st, Philadelphia, Pa.
Joseph H, Dulles, Regional Secretary,

1500 Walnut st., Pﬁllldt]phll, Pa.

Agency Members

P"“d’ ‘t’lnehunutr. Philadelphia, Pa,
werrisl banon, I'A.

Sam Arena, Norristown,

C. W. Wolle, Nquhhuu. l‘l.

Max Kurts, Philadelphia, Pa,

RECGION NO. 4—PITTSBURGH, PA.

R. V. Golden, Regional Chlllmln.
Box 987, Cinh urg, W,
8. T. Viviano, Jr., Reglonal auulaly.
Carnegle, Pa.
Agency Members

Qolden, Chalrman, Clarksburg, W. Va.
W. Hunter, Reynoldsville, Pa,

David Kerr, Cumhrllmd Md,

C. H, Bmith, E 'l'f' Pa,

Salvatore V'Ivhno Cmul e Pa,

REGION NO. s—HUFP5ALN, N, Y.

E, C, Oberkircher, Regional Chairman,
579 Jeflerson av-., Huffalo, N. ¥
Leonard H. Leon , Regional Suuury.

260 Court st., Buffalo, N

Agency Members

C. Oberkircher, Chairman, Buffalo, N. Y.
Alphnmo Giola, Rochester, N.

Joseph C. Meisenzahl, Rochester, N, Y.
Allrrdo Rossi, Auburn, N, Y.

Joseph Lojacono, Buffalo, N. Y.

REGION NO. 6—CHICAGO, ILL.

R. B, Brown, Regional Chalrman,
422 8. Den Plaines st., Chicago, 1l
Frank Traficanti, Regional Secretary,
451 N. Racine av., Chicago, 1
L. Sherman Aldrich, Deputy Code Executive,
3130 S, Wells st., Chicago, 11

Agency Members

Brown, Chairman, Chicage, T,
A lrvlu; Grass, Chicago, 1l

Steve Mnularu-. Chiutlo. 1.

Walur Villaume, St. Paul, Minn.

J. G. Luchring, Hllwluhe. Wis.

REGION NO, 7—ST. LOUIS, MO,

Joseph Freschl, Regional Chairman,
1730 Kingshighway blvd., St. Louis, Mo.
Louis S. Vagnino, Re jonal Sluuny.
1227 St. Louis av., S5t. Louis, Mo,

Agency Members

{m:ph Freschi, Chairman, St. Louls, Mo,
Io Skinner, Omaha, Neb,
{U Pica, Louisville, Ky.
Vivilnn, St. Louis_ Mo.
. Onofrio, Kansas City, Mo.

REGION NO, 8—NEW ORLEANS, LA.

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

Herman Moss, Regional Secretary,
4003 Franklin ave., New Orleans, La.

Agency Members

Leon G, Tujague, Chairman, New Orleans, La,
Herman Moss, New Orleans, L
R. Taormina, New Orleans, La,
{!nu h Sunserl, Shreveport, La,
- d‘ McCarty, Birmingham, Ala.

REGION NO. 9—DALLAS, TEX.

Frank S. Bonno, Re| m:ul Chllﬂ‘nlﬂ.
2612 Main s, ﬂ

Laurence L. Lomnnlco. Rclinnﬂ Secretary,
2000 Hall st, Dallas, Tex.

Agency Members

Prlnl: S. Bonno, Chairman, Dallas, Tex.

Guy M. Russell, McAlcster, Okla,

Sam J. Lucia, Houston, Tex.

ank L. Lombardo, Heaumont, Tex.
. T. Massa, Fort Worth, Tex,

REGION NO. 10—LOS ANGELES, CALIF.

Harry Lane, Regional Chairman

Box 817 Arcadia Sta., Los Auuln, Cal.
P. ). Serio, Regional Secretary,

6003 Long st., Los Angeles, Cal.

Agency Members

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

F. Spadaloro, Los Angeles, Cal,

T. Lozre, Los Angeles, Cal.

E. De Rocco, San Diqo. Cal.

REGION NO. 11—SAN FRANCISCO, CAL.

M Uchhutl Regional Chairman,
N. San Pedro st., San Jose, Cal

A, ller\u::l Regional Secretary,
2989 Folsom st., San Francisco, Cal,

Agency Members

M. DeMattei, Chairman, San_Jose, Cal.
L. Podesto, San Francisco, Cal.

G. Obujen, San Francisco, Cal.

}) Merlino, Dakland, Cal.

Scarpino, Sacramento, Cal.

REGION NO. 12—SEATTLE, WASN.

Frank A Ghlu!lunr Regional Chairman,
4701 Sixth av. S.. Seattle, Wash,

H. C. Hanke, Rr;luaﬂ StEr:Ilrv.
1605 42nd av., Seattle, Wash

Agency Members

Frlnl Ghiglione, Chairman, Scattle, Wash
Ouu. 'ortland, Ore.

5nrp:Ill Portland, Ore.

D, P'agano, Seattle, Wash.

V. Dekclice, Spokane, Wash,

>u

Macaroni Code Authority
Recognized

Based on the certification of the elec-
tion results as submitted by Secretary M.
J. Donna of the Macaroni Code Author-
ity official recognition has been accorded
the personnel of code authorities for the
macaroni industry by the National Re-
covery Administration as follows:

ttantic  District—William - Culman,
Atlantic Macaroni Co., Long Island City,
N. Y.: G. Guerrisi, Keystone Macaroni
.\|:muf:|ulurin|.,r Co., Lebanon, Pa.: Hen-

- Mucller, C. F. Mueller Co, Jersey
Llu. N. L
Alleghany District—Alonso Gioia, A.
Gioia & Bro., Rochester, N. Y,

North Central District—]oln V. Ca-
nepa, John B Canepa Co., Chicago;

Jose-Ravenna Paste Co,

Louis 5. Vagnino, American Beany
Macaroni Co., St. Louis.

Gulf District—Lean G Tojigoe, Na
tiomal Food Products Co, New Orleans,

l'm’l'ﬁi' District—M.  DeMatei, San
San _|u'~r, Cal,

At Large—G. Go Hoskins, Lilerty-
ville, 1L, president, National Macaroni
Manufacturers association,
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Through Outside Eyes

A beautiful painting to be properly appreciated must often
be admired from just the right angle.  This means that it is
quite possible for one to be so close to the subject under
scrutiny as to be unable to appreciate all of its fine points.

Just what does the outside world think of the business situa-
tion in our country and the means undertaken by out leaders
and our government to restore confidence, spur trade and
otherwise to overcome the lethargic effects of our overlong
period of depression?  What does our Canadian neighbor, for
instance, know of our code plan of business regulation and
restoration? And from the angle of the competitive maca-
roni maker in the country to the north, what effect, goud or
bad, has the new code law for the U. S. macaroni industry
lad on the trade in particular and the business in peneral?

Across the border one is impressed by the deep interest
taken in the American experiment of codifying the productive,
distributive and service trades and by the feeling that the idea
as a whole is a step in the right direction, requiring only
proper supervision, full observance and strict enforcement.
This is true because our Canadian neighbors have become
association minded and are watching closely just what effect
the codifying movement will have on legitimate trade organ-
izations. They know that the promoters of the code plan of
business regulation have most emphatically declared that the
prime purpose behind the government’s attempt 1o regulate
husiness through codes is to help rather than to disrupt the
trade association movement, because experience has thought
them to fully appreciate the true value of a properly managed,
well organized and truly cooperative, legitimate trade sucia-
tion. The help of properly organized business organizations
is sought in this nationwide movement for husiness stabiliza-
tion,

Canadian manufacturers of “Pates Alimentaires,”” as they
call themselves, have been watching with keen interest the
general effect of the macaroni trade on the industry here.
“What has the macaroni code done for our fellow manufac-
turers in the States?” is the question frst asked of visitors
who are expected to know the answer. They reason that if
the code idea works in aitrade coriposed of many firms and
diversified interests, it might work even better in their country
where the “pates” trade is quite generally controlled by one or

.

two large corporations.  The Canadian manufacturers alredy
enjoy the benefits of a more sympathetic government that has
within the past few years put into effect some protective legis-
lation, adversely affecting the Ame ican and foreign export
trade to the dominion.

The code plan of business revival is not yet favored entirely
by our Canadian neighbors, though there is a growing demaml
for more stringent regulation of business and of trades, ii the
“commercial pirates,” as the “chiselers” are more politely

termed, are to be suppressed,  That is the conclusion reached
by an observant representative of the American macaroni in-
dustry while touring Ontario and Quehee last month, inter-
viewing the leading manufacturers in those provinees, the cen-
ter of the heaviest macaroni production in Canada, just at the
moment that business leaders had gone emphatically on record
as favoring legislation aimed at elimination of trade pirates
in all lines of business and industry.

One agency last month advanced the suggestion that the
government appoint a “trade referee” of a status similar o
that enjoyed by General Hugh S, Jonnson under our NRA,
but with greater, almost unlimited enforcement powers hacked
by the courts of the land. The spokesman explained his pro-
posal by saying—"1 don't know, but from reports that are
current in all business circles, I think we are going o have a
‘public referee’ 1o enforee new rules of the business game
and that means that there are poing to he rules and regula-
tioms.  Then and in that manner only are we going to outlaw
the commercial pirates. o its finality it may mean compul-
sory membership in trade organizations. That may he
radical step,—it will be a drastic move to eliminate what Gien
eral Johnson of the States terms ‘the chiselers  but in that
way only can the honest producer and the legitimate distrib-
uter get the desired government aid in combating the untan
price cutter and all that ilk, that apparently are at the Lottom
of every business trouble everywhere in this civilized world”

The U. S. macaroni industry has in its hands the mstru

ment of self business regulation which our neighhors o the
north are secking.  To make the hest possible and proper use
of the means given the industey 1o help itseld under the NRA
seems 1o be the plain duty of every one earestly comeerned
in the future welfare of the industey in Americi

—————
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Code Registration Numbers

ALABAMA

Under Macaroni Blue Eagle

Firm Code Number City
Firm Code Number City Illinois Mac. Co. 12--28 ... Lockpart
Birmingham Mac, Co 1—1 Birmingham #ibﬁﬁtvmf- Mg, Co 12—29 "Rocklord
oulds ng Co...... tyvi
CALIFORNIA Ehinuiﬂug‘ ed?om.._.._._..__. :_I_"".r;{lg]:
) slen oodle Co, 12=32 Chica
Bell i4c, Co §= Bell  Alghini Mac, & Nood e
é\nl{mrﬁ' Hucl.!& sreuel Co. Inceccoeeeee. 4— 2 . .......Los Anzelelll 3 I Gni et e Chicago
osta Mac, mfg. Co 4—3 Lo
Ello;:.ng hihctgﬂ‘ ilcnc 4—— 4 Lot R:::%:: INDIANA
ohe Grain illin, 3 4— 5 Los k
Htalian Mc, Mig. Co. bt S o v gt Ry A o — 8 To— ot
7oA Enelt Co“' 0..... 1— ..-}.:: R::: :: Ngwel Food Products Co.........cccovmmneene. e 13— 3 .. Indianapolis
Mamma Noodle Co. Los Angeles IOWA
Millers Food Products os Avgeles :
Sunland Biscuit Co, os Angeles Crescent Mac. & Cracker Co............. 14— 1 ... Davenport
Regiiier M G0 o1 Angele N
eic gg Noodle Co o8 \ b
Weber Noodle Factory, 4—14 ».Los R:::}:“ KENTUCKY
San Diego Mac, Mfg. Co 4—15 San Diego Kentucky Mac. Cou.eeervenresereerinscesies. 160= 1 oeeecce.. Louisville
}'tllian kilac. !;ta':to 4—16 Elmr hurst
resno Mac, Mfg. Co, 4—17 Fr
Oakland Food Prod. Co. Ltd 4—18 Onl-i::g FOMIBIANA
Oakland Mac, Co. Oakland A. Bologna & Coueneceeeeecceccerrsrees 1= 1 v New Orleans
West Coast Mac. Co Oaldand F. Dantoni & Co. 17— 2 New Orleans
Colosseum Mac. Co. Sacramento French Market Mac. Mfg. Co, Inc...... 17— 3 ............. New Orleans
Del Ray Corp San Francisco Gend Wah Mac. Connnoeeeee.., 17— 4. .New Orleans
California-Vulean Mac, COummmreereee _San Francisco L. Mangano & Co..eeoeoooeeeeee 17— 5 ........New Orleans
Celle Mac, Co. San Francisco National Food Products Co 17— 6 New Orleans
Cosmopolitan Paste Factory.. an Francisco New Orleans Mac, Mfg. Co..ccooeeceeeacee. 17— 7 ..............New Orleans
Dr, Fisher Food Prod. Co. San Francisco Peres Vermicelli Mirs 17— 8 New Ouleans
Genoa Mac. Co, 42 San Francisco Taormina Bros, . 17— 9 ... ........New Orleans
Golden Gate Mac. Factory................ 4—28 . __San Francisco Shreveport Mac, Mig. Cooroeee. 17—10 .Shreveport
Gragnano Products, Inc 4—29 San Franci Terreb ac. Co 1711 .. +er HOUMA
Italian-American Paste Co, Inc .. 4—30 .._._San Francisco Colonial Mac. Mig. Covnrrrereenee. 17—12 ............New Orleans
Majestic Paste Co, 431 San Francisco Columbia Mac, Co 17—13 New Orleans
Pompel Mac, Factory, InCuomeccris Francisco
Star Mac, Co Francisco MARYLAND
Roma Mac. Factory........... 4—34 ........San Francisco
Fontana Food Products Co........... 4—35..80. San Francisco David Kerr 19—1 Baltimore
California Paste Co. 4—36 San Jose Cumberland Mac. Mig. Co. 19— 2 Cumberland
Napall Mac, Co. 437 San Jose
gantJo}l‘e-Rlvﬁnm FPalte Co. 4—-38 San Jose MASSACHUSETTS
anta Rosa Mac. Faclo 4—3 Santa
g. F, Italian Paste Co - 4—43 ﬂtnclzfo': gg‘:ﬁg’g;i:ﬂ.?ﬁ[ ) ;g:; g""""
unse 5 . Co. oston
t Mac. Factory v 4—41 Stockton  Hop Hing ompany' S0 3 R onsan
Maravigna Mac. Co, 20— 4 Boston
COLORADO New England Mac, Mig. Co. 20— 5 Boston
Prince Mac. Mfg. Co, 20— 6 Boston
R;ne;ilz:nml::mﬁ% Méc. Co, t ; lll’cn\ﬁr }Viﬁdl&r Lorch fdlc. ) LU of . NO—— 20— 7 Springfield
. . Co. eblo talia Ma 0,
Goﬁ'lcn Crown Msc. Co 5—3 TrI:ldnd e i SeerR
MICHIGAN
CONNECTICUT yi‘l':;iﬁ’mNMls.l Még. (TSR | I, (PRI, -
Greenwich Mac, Co 6— 1 Greenwi e gt nood’a: Lo 21— 2 Detroit
Connecticut Mac. Factory 6— 2 H-rtfo'l:-g Vivison Mac, Co, INCoermciicsees 2= 3 oo Detroit
General Importing Co, INCeewccecccne 6= 3 wrrerceceecn. Middletown Max Schiller 21—4 Detreit
gonneﬁti:ut hn"lla:. gn 6— 4 New Haven
ew Haven Mac. Co. 6— 5 New Haven
Buckley Mac. Co. 6— 6 Kenaington MINNESOTA
T S 3ot
-Broo ;e ctesesmrsonsorosen 2 e Minneapolis
ILLINOIS %ullmykli:me Fnochrml. Co, 22— 3 Minneapolis
. €. Willy Noodle €0 B b . Chlcagn.  piinty Peoducts £o a3 b 200}
cter Rossi & Sons 12— 2 Braidwood Leonard Frank Co Lot T e
G. D'Amico Mac. Co 12— 3 Steger Minnesota Mac. Co
F. L. Klein Noodle Co 12— 4 Chlca:o HGI"SO‘ Noodle Counnrmcerrrmrsereeees
Varco Bros, 12— 5 Chicago
A. Russo & Co 12— 6 Chicago MISSOURI
{;.\hn B. Canepa Coumessimmcssssesrrmesn s 12 T e ...Chicago .
nited States Mac. Co., Inc 12— 8 Chicago Xansas City Mac. & Imp, Co............. 24— 1 ...........Kansas City
American Noodle & Mac, Co 12— 9 Chicago Midwest Bakery & Mac. Mig. Covueee 24— 2 .. ..Kansas_City
Ignatz B 12—10 .......ocereesceceer.Chicago Checkers Food Products Co. 24— 3 St. Louis
icago Mac, Co 12=11 Chicago Italian Merc. & Mg, Co,, Inc 24— 4 St. Louis
Vito Gosta & Sons TR S Chicago Kientzel Noodle Co 4—5 8t. Louis
Figler Noodle Co 12—13 Chicago . ] Meicr & Co =10 Bt. Louls
Fortune-Zerega Co 12—14 Chicago ound City Mac. Co. 24—1 St. Louis
Galiotta Bros 12—15 Chicago  Noodle-Fritz Eﬁ Noodle Co 24— 8 St. Louis
Tony Gattone & Renzo 12—16 Chicago . W. Saussele Noodle Co 24— 9 St. Louis
I. J. Grass Noodle Co,, Inc. 12—17 C -;u V. Viviano & Bros. M(g. Co,, Inc 24—10 §t. Louis
Hong Kong Noodle Co.....ouvvervemerrnsssarsane. 12=18 —.Chicago Viviano Grocery & Mig. Co, Inc....... 24—11 ................Bt. Louis
oseph Incandella & Son 12—19 Chicago Sun Gold Co. 24—12 St. Louis
uaker Oats Co 12—20 Chicago Domino Mac. Co., Inc 24—13 Eg-’ ghield
oma Mac. Mig. Co., Inc. 12—21 Chicago Faust Mac. Co 24—14 t. Louis
Schoneberger & Sons 12—22 Chicago Ravarino & Freschi 24—15 St. Louis
%ou't-'h SitiieuMac. Co.............‘......................=H3 gh;cno ‘A
raficanti Bros, ....... 2—24 hicago B KA
Viviano Mac, Mfg. Corp 12—25 Chlu:o L
Hologna Mac. Co 12—26 Cicero Gooch Food Products Co. 26— 1 Lincoln
Tenderoni, Inc, 12=271 Joliet  Skinner Mfg. Co 26— 2 Omaha
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NEW JERSEY
Firm Code Number City
D'Amico Mac. Co., INCuciicce e 29— 1 e N EWaArk
C. F, Mueller Co 29— 3 ersey City
Campanella Favaro GlavianoMac.Corp, 20— 6 ..o, ersey City
G. & J. LoBue Brothers 29— 17 ersey Cit
D'Avella Mac. Co, 29— 8 h{ewnr
National Mac. Mig. Co, 29—10 Passaic

5. Phitlmmne

29—11 ......New Brunswick

assinelll Mac, Co 29—12 North Bergen

P. Chichi Mac, Co 29—13 Passaic
NEW YORK

Angola Mac, Co. 3l—1 Angola
Procino & Rossi Corp, 3 2 Auburn
Alba Mac, Mfg. Ca., Inc 31— 3 Brooklyn
Brooklyn Mac. Co 31— 4 Brooklyn
Dutch Made Foods, Inc —5 Buffalo
De Martini Mac, Co., Inc —6 Brooklyn
Niagara Mac. Mfg. Co., Inc =1 Buffalo
014 Dutch Foods, Inc..ccccccinaninne 31— B

Irving Mac. Co. 31— 9
V. LaRosa & Sons 31—=10
M Mac, Co 31—11
Refined Mac. Co 31—12

Roosevelt Mac. Co
Best Macaroni, Inc
Schneider's Home
West Mt. Vernon Mac, Co.
Wyckofi Mac, M[T Co.

A, Zerega's Sons, Inc
Atlantic Mac., Co., Inc.
Long Island Mac, Co,,
Ronzoni Mac. Co,, Inc.
Elka Noodle Corp.
Independent Mac.

A, Goodmnan & Sons, "In

Long Island City
Long Island Cit

......... M-spet!

..Mt, Vzrnon
New York City
New York City

New York City

New York City

...New York City

New York City

Horowitz Bros. & Margare! 31—25
Mazzola Mac, Co 31—26
Napoli ac. Co 3127
A, Raffetto ... 31—28
Vaccaro Bros, Mac. Co 31-29
D. Vaccaro & Son 3130

New York ity

Beech-Nut Packing Co.
G. Ferrazzano & Sons..
Westchester Mac. Co,, Inc.
Cardinale Mac, Co,, Inc
Giancontieri Mac, Corp......
Sanacori & Co

Williamsburg Mac. COumrienrcseincncnsins 31=37
K. Eichler 3138
Buffalo Mac, & Verm. Works............. 31—39
Liberty Mac, Co. 31—40
Peoples Mac. Co 31—41 ..
Dunkirk Mac. & Supply Co..ovrrremerverenee 31—42
Ch qua Mac. Co. 31—43
A. Giola & Bro 31—44

8u;l1ly Mae, Co...c..me
- Lacagnina Co..........
National EEF Noodle Co..
Home Noodle Mfg. Co., Inc....
Fred Schiller
Goglia Mac, Co
Falls Macaroni .........
Sauro & Compan;
Just Rite Noodle Co..
N. Gennaro
Rex Mac, Co.
Jamestown Mac. Co., Inc..
RCEUTITE T ETRE of . N——
H. Dolgenas
Coney Island Mac, COummmmmmmmmmimeiscirns
A. DeAngelo
Imperial Mac, Cou..ccumesrore
Flower City Mac. Co,, Inc..
Genesee Mac, Co.
Mareno Bros,

..Canajoharie

.Jamestown
Rochester

..Jamestown
..Yonkers
.Brooklyn
Brooklyn

..... Avon

D. Raffetto & Co.

OHIO

Antonio Palazzolo & Co... H—1. ...Cincinnati

. A, Rtansbury. -3 eeeCANLON
Columbus Mac, Mfg., Inc 34— 4 Cleveland

ome Mac. Co U 5 .orrreeeeee.Cleveland
Ideal Mac. Co M B isiiussssasesiin ..Cleveland
C. Marchese Mac, Co. 34—7 Cleveland
Metropolitan Mac, Co....oveveee e 34— 8

affman Egg Noodle Co..... . M—9 .
Ohio Mac. Mig. Co. 34—10

Russo Mac. Co.
Union Square Mac, Mig. Co.eerrevene 34—12

P | T b [—
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Firm Code Number City
Zito Bros. Mac, Co. Cleveland
Mrs. Vernon C, Snyder.... Massillon

Wuerd n Mac, Co .. Cincinnati
Mrs. Kelley's Noodle Kitchen....
Kuertz Egg Noodle Co.

R. G. Hooper Co

e 35— 1 ... McAlester

McAlester Mac. Factory..

OREGON

Greco Mac, Mig. Co.
Geo. A, Lehman & C

... Portland
..Portland

Oregon Mac, Co........ .. Portland
Porter-Scarpell Mac. C ...Partland
PENNSYLVANIA
The Megs Company..... 3—1 Harrisburg
8. Viviano Mac. Mig. C 31—2 ...Carnegie

37— 3
37— 4
37— 5

nnellsville
llwood City
Philadelphia

La Premiata Mac. Corp.
Mrs, C. H, Smith Noo
A. C, Krumm & Son Mac. Co

Kurt: Bros. Corp.. 37— 6 Philadelphia
Italo-French Prod. 3 7 Pittsburgh
V. Arena & Sons, Inc . 31— 8B . ..Norristown
Philadelphia Mac. Co 31— 19 .Philadelphia
Roth Noodle Co... . 31—10 ... ....Pittsburgh
Jefferson Mac, C 31—-11 ,Reynolduvifl:
H. B, Flowers Co.. B ) 2 T Lebanon
Mrs. M, Heizler 37—14 i

Keystone Mac. Mig. Co....

Brockway Mac, & Supply Co
Indiana Mac, Co,, Inc.
W, Boehm Co.....
Ignazio Arena .

Bristol
Providence
Providence
Providence
Providence
...Providence
...Providence
...Providence

La Favorita Mac. Co...
Choice Mac. Co....
G. D. Del Raossi Co
Simone Giordani ..
Naples Mac. Co.....
New England Mac. Co
Santoro Bros. ...
Semolina Mac, Co

Sicilia Mac. Co............... ...Providence
New England Mac. Co....... : Woonsocket
TENNESSEE
Robilio & Cuneo.... e #lm= 1 i, Memphis
TEXAS

...Brownsville

Brownsville Vermicelli Factory
..Beaumont

Union Macaroni Co,, Inc...

Dallas Mac. Mig. Co... Dallas
National Mac. Corp. _Dallas
Eagle Mac. Co....... El Paso
Del Norte Mac, C .El Paso
Fort Worth Mac. ort Worth
Houston Mac. Co. .....Houston
Magnolia Mac. Co. i Houston
Teodosio Gutierre ... Laredo
Crown Mac. Co = . ..San Antonio
Santa Rosa Mac, . 42—=12 e San Antonio
El Paso Mac. Co.. , 42=13 e EL Paso

UTAH
s #3= 1 _......Salt Lake City

Western Mac, Mfg. Co........
WASHINGTON

Theo, K. Reber ... .Camas
A. F. Ghiglione & Sons. _Seattle
A. Merlino & Sons - Seattle
Mission Mac. Mig. Co, In Seattle
Pacific Coast Mac. Cu., Inc,... ...Seattle
Rubenstein Fresh Eyg Noodle .....Seattle
Seattle Mac. Mfg. Co., Inc.... ......Seattle
Scarpella Bros, ... Spokane
United States Mac. Mfg. Co. 46— 9 .....Spokane
G. Cinelli Cou..cocvoevvvirnncnen. 46—10 .Tacoma
Costas Food Products Co.......ccc.cccc..... 46—11 Seattle
WEST VIRGINIA
West Virginia Mac. € 47— 1 Clarksburg
WISCONSIN

..Milwaukee
Milwaukee Mac. Co.. ...Milwaukee
Tharinger Mac. Co..... _Milwaukee

Milwaukee

Wisconsin Egg Noodle C
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Cost Elements Approved for Macaroni Industry o If you want to
make wotmen say this:

DERFUL GOLDEN COLOR,..
AND FLL BET IT TASTES

. .. IEGouwant

NRA approval of the elements to be
included when computing cost under
the maciaroni code was announced July
26, 1934,

The items in the approved cost
schedule are raw materials, direct labor,
manufacturing overhead, direct pack-
ing labor, packing labor, packing ma-
terials, administrative expense, selling
expense, delivery expense and adver-

sf semolina, farina and/or flour shall be the
market price per barrel of bulk flour plus
cost of sacks plus freight per barrel from
‘l'.“f. ‘"‘J“L "“|"6‘“ the manufacturer's plant  guibound freight, express and shipping .
'I.t'l:_“;"wh -r s:] Iprillml:h'dnm !““:ll‘“ asis  pense including labor cost of handling
vided in F:hib':l?'!\" °“ ':1!”;“;"‘ as pro- Ynckcd macaroni products from Packing
Rl A :usnfl "5:1 1ETE{0, dl Room to trucks or freight cars; operation
shall be. based H--I c Ik CRE, noo IH of trucks; and other items of expense
¢ based on the market price. The cyrred for delivery of various macarni
market basis for such cost shall be deter-
mined as provided in Exhibit “A" attached
hereto.

theni to dothis: —

"I WANT 2 PACKAGES OF THAT
DELICIOUS BLANK BRAND

MACARONI YOU SOLD ME THE
OTHER DAY. IT'S 50 GOOD---MY
FAMILY SIMPLY LOVE THE
THINGS | MAKE WITH

‘i&cl’tlxding premiums as provided in Exhihg

DELIVERY EXPENSE shall inclule

products from the Packing Department ¢
the distributor or purchaser.

tising expense. Just what constitutes
each item is detailed in the schedule
that follows in what is known as Bulle-
tin No. 9 of the Macaroni Code Au-
thority.

The Elements of Cost which shall enter

into a fair and reasonable cost of macaroni
wroducts, and which shall be used by mem-
Lurs of the Macaroni Industry in determin-
ing the lowest cost which a_member may
use to compile his selling price, are speci-
fied in detail hercinafter under the heading
“Schedule of Cost Elements,” The lowest
price at which a member can sell must in-
clude the cost to him of all the items listed
in the Schedule, with adjustments or modi-
fications as hereafter indicated. These Ele-
ments of Cost do not include interest on
invested capital or profit,
These Elements of Cost will be used by
the Code Authority whenever it is neces-
sary, in case of an alleged violation of the
Code by a member of the Industry, to de-
termine the fair and reasonable cost of
manufacturing by that member. .

Article VII, Section 5 of the Code says in
part: “If, in the opinion of the Code Au-
thority, any price list indicates sales below
cost which would prevent in this industry
the effectuation of the declarcd policy of
the Act, the Code Authority shzil so notify
the member whose price ﬁal is under in-
vestigation, If, after due notice and hearing
in such manner as the Code Authority may
prescribe, the Code Authority shall find any
sucir member has engaged in selling below
a faiv and reasonable cost, it shal! notify
the Administrator, who shall appiove or
disapprove such hnding.”

f occasion arises for the Code Authority
to question your selling price, you will be
required to prove: (a) that = your costs
you have included all of the Elements as
approved by the Administrator, and (b) that
your overhead charges are figured in ac-
cordance with the instructions given in Ex-
hibit A, If it is found that you have sold
below cost, you will be charged with a vio-
lation of the Code, subject to such penalties
as a Federal Court may impose upon you
under the provisions of the N, R. A, and/or
to such charge for damages to the Industry
as may be hereafter determined by the Code
Authority under the provisions of a “liqui-
dated damage” contract about to be offered
as an amendment to the Code.

The Elements of Cost Which Shall Enter
Into the Dztermination of a Fair and
Reasonable Cost of Macaroni
Products

‘I'he sale of macaroni products by a mem-
her of the Macaroni Industry at a price
which does not include the elements of
cost as provided in the following schedule
will constitute a violation of Article VII,
Section 5 of the Code of Fair Competition
for the macaroni industry, except that, as
provided in the Code, “any member may
sell below his individual cost to meet the
price of a competitor which is not in viola-
tion of this Code.

Schedule of Cost Elements
The clements which must be included in
the fair and reasonable cost of macaroni
products are as follows:
RAW MATERIALS. The cost per pound

The cost of other raw materials, such as
salt, milk, etc., which may be used in the
manufacture of macaroni products shall be
based on actual cost to the manufacturer.

DIRECT LABOR. Direct Labor shall
include the cost of labor expended in blend-
ing and dumping, mixing and kneading,
pressing, cutting noodles, trucking to dryer
and drying,

MANUFACTURING OVERHEAD shall
include cost of management of plant; in-
direct labor (labor whose time cannot be
readily allocated to a spocifie operation),
labor and materials used in repans to equip-
ment; depreciation of machines and equip-
ment; laboratory supplies; miszellancous
manufacturing supplics; and indirect ex-
pense applicable to and properly allocated
to the Manufacturing Department. Indirect
Expense includes (¢) heat, light and power
purchased, power plant payroll, fuel, oil,
waste, repairs to power equipment, depre-
ciation on power cquipment, and other mis-
cellancous power plant expenses, (b) wages
of plant superintendent, r‘c\'atur operators,
engincers, maintenance mechanics, watch-
men and janitors, (¢) insurance, including
Workmen's Compensation insurance; gen-
eral taxes; rent, (d) miscellancous supplies;
depreciation of buildings; repairs to build-
ings; and other miscellancous items which
are not directly chargeable to the Manu-
facturing or Packing Departments.

DIRECT PACKING LABOR. Direct
Packing Labor shall include the labor re-
quired to receive from the Manufacturing
Department and pack macaroni products in-
to containers, .

PACKING OVERHEAD shall include
the indirect expense applicable to the Pack-
ing Department described under indirect
expense, (a) to (d) under Manufacturing
Overhead, plus indirect labor incidental to
packing and all other items, other than
packing materials, used in the Packing De-
partment,

PACKING MATERIALS shall include
cartons, shipping containers, bags, and all
other items used in packing macaroni prod-
ucts for shipment. Such items shall not be
averaped over all products but cach price
shall include the actual cost of packaging
materials, including wastage, used to pre-
pare a stjn-:iﬁc style and size of macaroni
product for sale,

ADMINISTRATIVE EXPENSE shall
include salaries and expenses of executives
actually engaped in managing and supervis-
ing;: clerical -alaries, stationery, postage and
office supulics; exccutives' traveling ex-
penses {when not selling), legal and ac-
counting fees; assessments for administer-
ing Code; depreciation of office equipment;
provision for loss for bad debts; and mis-~
cellaneous expenses incidental to adminis-
tration,

SELLING EXPENSE shall include sales
executives' salaries and expenses; sales-
men's salaries and expenses; expense of
automobiles used in selling (including in-
surance, depreciation, repairs, gasoline, oil,
ete.); brokerage; salaries of oﬂﬁe cmployes
engaged in the Sales Department; station-
ery; postage and office supplies in Sales De-
part= =nt; sales convention expense; stor-
age of products in public warchouses; and
such other items of expense as are incurred
in the selling of the company's products,

ADVERTISING is an element of cost of
macaroni products and 1o the extent 10
which it can be directly applied to the cos
of any specific item, it must be_incluled in
a manufacturer's ﬁciling price. The method
of applying advertising cost to the cost of
macaroni products shall forthwith be de-
veloped by the Code Authority for the ap-
proval of the Administrator; provided, how-
ever, that such approval shall not be given
until all members of the industry shall have
had an opportunity to be heard,

EXHIBIT A

Application of Cost

PrlncEln Governin
lem acaroni Products

ents for

The following interpretations and modifi-
;ations shall apply to the use of the Ele-
rients of Cost which shall enter into the
determination of a fair and reasonable cost
of mrcaroni products,

I. MARKET BASIS FOR RAW MA-
TERIAL COST. The Code Authority shall
determine a market basis for raw material
cost, F.O.1}, point of origin, in the following
manner:

(A) FLOUR. The market basis for
semolina, farina and four (hercinafter
designated by the general term flour)
shall be calculated as follows:

(1) Daily quotations for cach classi-
fication of flour shall be obtained from
not less than five (5) mills regularly
quoted and supplying the macaron
trade,

(2) The daily quotations from each
mill shall be averaged cach week to de-
termine the weekly average quotation
for that mill.

(3) The lowest weekly average quora-
tion thus determined f‘:(»r any mill {r
any of the four full calendar weeks pro-
ceding the twentieth of each mowh
shall be the market basis for raw n-
terials for the following calendar mont'.

(4) Such market basis for each clas-i-
fication of flour shall be mailed or tel-
graphed to all members of the Industy
not later than the twenty-second day
cach month and shall be the mi
cost of flour used to determine the ¢
of macaroni products sold or offered i1
sale during the following calend.ir
month; except that any member may
use his actual cost of flour as the ba-s
of calculation of cost provided (a) suh
flour cost is not lower than any mark.t
basis published by the Code Authority
for any period within ninety (90) days
prior to the date of sale or offer 10
sell by such member, and (b) suh
member files with a representative of
the Code Authority, authorized to ro-
ceive confidential information, on or be-
fore the twenty-fifth day of each month,
certified copies of actual contracts for
Mlour showing price, grade and quantity
to be dtli\'crcdl, and (c) a statement o
estimated production for the following
calendar month (such contracts will be
deemed to be exhausted when such
member's  production  has  equaled the
amount of flour so filed), and (d) fur-
ther provided that the total volume of
unfilled orders for macaroni products
shall be first deducted from the quan-

AS TENDER AND DELICIOUS
AS IT LOOKS.
TAINLY GET THAT BRAND

| WOULDN'T THINK
OF USING ANY OTHER
BRAND, NOw |*

this buyerdid!y

(“THAT DOESN'T SURPRISE ME... |
EVERY GOLD MEDAL SEMOLINA
USER GETS TOP-NOTCH RFSULTS
BECAUSE GOLD MEDAL 15 MILLED
FROM SELECTED AMBER DURUM
WHEAT N THE WORLD'S FINEST,
MOST UP-TO-DATE MILL, EVFAY
BATCH MUST PROVE [00% PE'WFECT
IN COLOR, STRENGTH AND TYASTE
IN OUR OWN MACARONI PLANT
IT REACHES YOU. NO
WON :R IT'S THE BESTI"

... And if you want

your dealers to dothis:

e e
"THAT’S THE SAME BRAND | RECOMMEND, MA'AM
IT'S THE BEST THERE 15. LOOK AT THAT FINE

(HeLwo, GOLD MEDAL.)
WE'VE BEEN LOOK-
ING FOR YOU. THAT
TRIAL LOT OF

GOLD MEDAL SEM-
OLINA 1S JusT

WHAT YOU SAID
IT WAS. COMPLI=
MENTS AND ORDERS
ARE POURING INJ*

VE YOU PERFECT

BAKED MACARONI
EVERY TIME. MY

WIFE WON'T USE
ANYTHING ELSE HER-
SELF. I'LL GUARANTEE
YOU'LL LIKE IT!"

AMBER COLOR! IT WILL GI
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tity of flour available at prices below

the prevailing market basis,

(1) EGGS. The market basis for cgg
yolks or whole eggs, frozen and dried,
shall be determined in the following man-
ner,

(1) On the twentieth of each month
the Code Authority shall secure quota-
tions from at least five (5) egg break-
ers and five merchants of dried egg
wroducts for delivery during the follow-
ing month,

(2) Such quotation shall be averaged
for cach class of egg product and be
made known to all members of the In-
dustry in the same manner prescribed
for flour as the market basis for the
following month and shall be the mini-
mum cost of egg used to determine the
cost of macaroni products containing
egg  during the following calendar
month; except that any member of the
Industry may use his actual cost pro-
vided (a) such member files, upon re-
quest of the Code Authority, with a
representative of the Code Authority
authorized to receive confidential in-
formation, certificd copies of actual
contracts for egg showing price, rade
and quantity to be deitv=red Lnd (b) a
statement of estimated production of
epe macaroni products over the period
to be covered Ly such contracts.

1. RATES OF OVERHEAD. The rates
used in applying overhead expense per
ound of macaroni products shall be on the
La.«\is of a normal or average rate of utiliza-
tion of plant facilities. This applics to ad-
ministrative and selling u\'crhcmi
to manufacturing overhead and packing
overhead,

Normal rates of overhead shall be com-
puted: (a) by the determination of normal
volume and (b) by the estimate of such
overhead expense at such normal volume.
“Normal Volume" of any macaroni plant
shall be considered 75% of the total maca-
roni products that a plant could produce
operating 52 weeks of 40 hours cach. Ex-
cept any plant, which can demonstrate from
past history and current prospects that its
annual production may reasonably be ex-
pected to average at a rate higher than 75%,
may use such rate as its normal capacity.

NOTE: Experience has shown that on
the average, 75% of the indirect expense
described under Manufacturing Overhead is
chargeable 1o the Manufacturing Depart-
ment and 25% is chargeable to the Pack-
ing Department, Overhead is divided be-
tween Manufacturing and Packing because
of the tendency in the macaroni industry to
lump overhead costs which results in too
much overhead charged to bulk goods and
too little to package goods.

All overhead costs shall be based on an
annual average of production.

111, For the purposes of defining a fair
and reasonable cost and making it perfectly
clear what is to be taken into account when-
ever it is alleged that a sale has been made
below cost, the following items will be
climinated from the full cost of any de-
fendant in such an investigation,

(A) That portion of original cost of
materials and supplies in excess of re-
placement or market cost. T

(B) Employe welfare, group life incur-
ance on_cmployes, donations to charity,
and similar items. .

(C) Any excess of depreciation and
obsolescence over the amornt deductible
for federal income tax purposcs.

(D) Al depreciation, insurance, and
taxes, and all expense o! protecting and
maintaining plant and property which is
cmnplc!u'ly inoperative .

(E) Salaries of execulives in excess of
a reasonable amount, taking into account

the size of the business and the propur-
tion of such salarics to other expenses.

(F) Life insurance on officers or other
cmployes. e ! :

(G) Al interest, including such inter-
est as may be implicitly included in plant
rentals.

, as well as *
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(H) Customer entertainment and simi-
lar expenses.

(I) Any portion of sclling, administrative,
and delivery expense not applicable to
the particular class of business in ques-
tion. This exemption applies specifically
to that type of business on which sales
commissions are not paid and on which
no delivery expense is incurred. Where
administrative expense is normally spread
over the entire production of a manu-
facturing plant, it will be assumed that all
of the production of that plant must
carry its portion of administrative ex-
pense.

(J) Any unusual, extraordinary, or non-
recurring item of any kind, \\'!I'uith may
distort the costs of the member i.ll\'ﬂl\'l.‘(f,
during; the period in question,

1V, PREMIUMS. The cost of premiums
given with the purchase of macaroni prod-
ucts shall be the actual cost to the manu-
facturers, including all handling and trans-
portation charges.

Premium cost shall be applied directly to
the product in connection with which it is
used. Where premiums are offered for the
redemption of coupons, package wrappers,
or by similar mcthods, the cost shall be
based on the actual cost of such redemption
where past experience proves such cost
conclusively; or in the event such experi
ence is lacking, the Code Authority shali
establish, based upon the experience of
other manufacturers with similar premium
deals, a standard percentage of redemption
which can be used for dete: mining cost. In
the event the manufacturer does not accept
the Code Authority standard, he may appeal
to the Administrator for a decision within
five (5) days after the Code Authority
makes such standard known to him. Failure
to make such appeal within five (5) days
will constitute acceptance of such standard
by the manufacturer,

Macaroni-Spaghetti-Noodies

Noodles, spaghetti and macaroni! If
any housewife asked a food expert his
honest opinion of this trio, he would tell
her that the three are among the most
valuable of foods. So states the New
York Post, adding:

“They are rich in protein *for body
building and repair, they provide an

August 15, 1941

abundance of carbohydrates for energ.
and the precious mineral salts on which
depend the quality of the blood, the Lem
of the heart and the ready response 17
nerves and muscles,

“The products are adaptable to man:
food combinations, are easily prepared
readily digested and nourishine 1ot o
cold—as part of a main coues: = as .
base for salad.”

Wholesale-Retail Mariup
Clarified

The following interpretation of the
wholesale food and grocery code has
been approved by the NRA:

“Food and grocery products (the sale
of which is cn\rercd?n' the Codes of Fair
Competition for both the Wholesale
Food and Grocery Trade and the Retail
Food and Grocery Trade) purchased by
a central office of any individual or or-
ganization, which, according to the def-
inition of the Codes for the Wholesale
Food and Grocery Trade and the Retail
Food and Grocery Trade, is both a Food
and Grocery Wholesaler and a Food and
Grocery Retailer, for sale at retail, must
have included in the retail sale price 2
per cent alloveance for actual wages of
wholesale store labor as well as 6 per
cent allowance for actual wages of retail
store labor,

“This is notwithstanding such mer-
chandise may be so routed as not to pass
through any established privately con-
trolled warchouse of the individual or
organization making the retail sale. It
is provided, however, that as to mer-
chandise purchased individually by the
retail units of such individuals or or-
ganizations from the manufacturer and
delivered directly to such retail units i
shall not be required that the 2 per cent
allowance for actual waces of wholesale
store labor be included in the retail sell-
price.”

Short Durum Crop

A durum wheat crop of less than
8,000,000 bu. for 1934 is predicted by
the July 1 report of the U, S. Depart-
ment of Agriculturs based on condi-
tions in the principal durum wheat
growing states as of that day. The
estimate is 7,148,000 bu., just about
1/10 of the record production of pre-
vious years.

The production of all wheats in this
country for this year is forecast at
483,662,000 bu, as compared with 527,-

928,000 bu. produced in 1933 and the
S-year (1927-1931) average production
of 886,359,000 bu,

Winter wheat production is forecast
at 394,268,000 bu. The production of
spring wheat s forcast at 89,394,000
bu. as compared with the 5-year aver-
age of 254,298000 bu. Condition of
spring wheat on July 1 was reported
38.4% of normal, The condition of the
durum wheat portion of this crop is
slightly better.,

The July 1 estimate of durum wheat
yroduction for the durum wheat states
1s shown in the table below:

DURUM WHEAT

Average Condition July 1 Production
(Thousand acres) (Per cent) (Thousand bushels)

I Average Average 1033 Indicated

State 1933 1934 1923.31 1934 1027.31 3 1034
Minnesota 88 83 B2 57 3,270 880 872
North Dakota| 2,093 837 . 76 29 44,028 14,651 5,022
South 'Dakotal* 93 116 74 17 13,890 326 464
Montana 36 25 73 43 273 252 125
Four States 2310 1,061 76.1 29.6 61,460 16,109 I 6483
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INSUPERABLE MACARONI DIES

wearing this

TRADE

MARK

are the only representatives and

salesmen employed

by

F. MALDARI & BROS., INC.

178-180 Grand Street

“Makers of Macaroni Dies Since 1903---With Management Continuously Re

New Yark, New Yok

UNDREDS of macaroni manufacturers

call Commander Superior Semolina

their “quality insurance.”

These manufacturers know, after years
of experience, that Commander Superior
Semolina can be depended upon for color
and protein strength day after day, month

after month, year after year.

They know Commander Superior Sem-

olina is dependable.

That's why over 75% of our orders are

repeat orders from regular customers.

3 COMMANDER MILLING CO.

Minneapolis, Minnesota

Wl 5O OvE AT

When You

&

tained in Same Family'

SUPERIOR

SEMOLINA

"q"'?u'mls.m“"""‘>°
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Prohibitions Milling Code Has Placed
on Wheat and Semolina Mills

By Edwin M. Colton, Regional Code Director of

It is probable that few macaroni manu-
facturers have had occasion to give any
study to the code of the wheat four
milling industry, and consequently have
been unaware of the many prohibitions
that have bu 1 placed on customs within
the trade which may or may not have
become matters of common practice.

This brief survey of the code will con-
sider only matters which may no longer
be continued by millers who serve the
macaroni industry so that all may under-
stand the situation in which the mills
have been placed so far as meeting re-
quirements of the code and requests of
their customers.

The Millers National Federation pack-
age differentials, which become a part of
the provisions of the code, permit the
sale of flour and semolina on the basis of
98s cotton bags, 140s jutes or in hulk
when buyers are to furnish the bags. In
cases where sales are made on a bulk
basis and buyers furnish new bags of
sizes larger than 49 1bs., no additional
charge over the bulk price is to be made;
but where sales are made for shipment
in buyers used bags a charge for han-
dling such used bags must be made by
the mill. Where the mill is compelled 1o
clean bags the charge is to be 5S¢ per
bbl. and where such bags are properly
cleaned for packing by the buyer, the
mill must make a charge of not less than
2¢ per bbl. All transportation costs for
delivering bags, new or used, to the mill
must be born by the mill's customer, Un-
der no circumstances may mills lend
bags.

Mills may not give to customers or
prospective  customers any  substantial
quantity of flour or semolina for any
purpose whatever; either for experi-
mental purposes or promotional work.
Mail samples for testing in laboratories
are of course permitted. Such a gift of
flour would he considered a rebate to the
buver and tend to reduce the price.

The practice of allowing a discount of

% for payment of arrival drafts or for
remittance upon arrival is a special privi-
lege which must be hedged by restric-
tions to prevent the abuse of such terms,
A ruling has been issued permitting con-
tinuance of such a discount, but payment
must be made within certain time limita-
tions and evidence in the form of the
railroad’s “notice of arrival card” must
be furnished to prove that payment has
been made in accordance with the ruling.

In the past commission arrangements
have sometimes been made with buying
groups or officers of the buyers company
or other organizations set up for the pur-

Wheat Flour Milling Industry

pose of reducing the price. Such ar-
rangements, except in the case of bona
fide brokers who have no interest finan-
cially or otherwise in the buying com-
pany, must be discontinued by the mills.

Mills are not permitted to contribute
to cooperative advertising unless agree-

-ments for such payments are made direct

with the publisher of such advertising
material and payment made direct to the
publishers. A mill may not pay its cus-
tomer for any part of this type of advr-
tising or may it subsidize a customer for
any advertising which the buyer does in
his own name.

Mills are prohibited from selling flour
or semolina for delivery heyond 90 days,
but in cases where delivery is deferred
beyond the 90 day period, carrying
charges at the rate of Yc per bbl. per
day for each day beyond the contract ex-
piration, must be assessed and collected
by the mill. Nor are mills permitted to
cancel or terminate contracts with buyers
without collection of all accrued charges
provided in the terms of the contract.

Guarantee against decline is specifically
prohibited and mills may not make con-
tracts in which such provisions are in-
cluded, nor may they invoice shipments
at any other price than that which ap-
pears in the original contract, except that
they must include all charges arising
from carrying charge or package differ-
entials or other required assessments.
Permission is granted, however, to ap-

ply another grade of flour or semolina *

against a contract at the proper grade
difference in price on the date such a re-
quest for substitution is received, Mills,
as a practical matter, would probably not
be willing to substitute a grade made
from an entirely different mixture of
wheat than that from which the goods
on the original contract would be made.
Such an operation would seriously inter-
fere with their hedging operations.

Mills may not make emergency de-
liveries from warchouses unless such a
delivery can be applied on an existing
contract or unless a new purchase is en-
tered hefore shipment leaves the ware-
house and at a specified price.  In other
words the lending of tlour, as of bags.
is prohibited. All consignments, of
course, are contrary to the code,

For the most part mills are permitted
to continue to do business as in the past
and, as in the case of the macaroni code,
prohibitions have been limited to prac-
tices which have for years been con-
sidered evils within the industry and
very doubtful benefits to the buyers as
well,  Special privileges are rightfully

pr_nhil:itc:l. Each buyer is entitled to re-
ceive as favorable consideration in the
conduct of his business with the mill as is
his competitor and the code has been in-
terpreted to establish that right,
Relations between the durum millers
and the macaroni industry have been
more cordial than in many industrial con-
tacts. There is nothing in either the
wheat flour code or the macaroni coile
which should prevent the continuance of
such good relations. The spirit of ac-
ceptance by cach industry of the pro-
visions in the code of the other will do
much to promote this good feeling and
to assist both groups to get through the
coming crop year, which will be a dii-
ficult one, with the best of harmony and
understanding, .

Code Benefits Canners

If there is any macaroni-noodle manu-
facturer who has any doubt as to the
ultimate effect of the macaroni code on
the macaroni industry, when and if its
provisions are honestly  observed by
those whom it seeks fo aid his attention
is called to the henefits that have aceruel
to other groups particu'arly to the can
manufacturers, dealt with in 2 secent -
nouncement.  Evidence of how that -
dustry  has greatly increased employ-
ment, raised wages and achieved sub-
stantial recovery with the aid of a cole
of fair competition, is contained in the
recent report of the code authority for
the can manufacturers.

The industry consists of 93 firm-,
operating 175 factories.  The board of
governors enumerates some of the hem
ficial results:

a=Formal assent to the code by 9% of 1l -
industry.

1—=5%% of the first half-year hudget collecte

c—Increase of K336 employes over July 1
1933.

d—Every individual employe in the industt
is now receiving an average of 14% mon
per week in the pay envelope.

e—Though the code permits a maximum o
20% of a firm's employes may receive 1h
minimuin pay of 32Vie per hour, only 4.7%
of them are receiving that minimum.

f—The average hourly rate of pay in Jub
1933 was 43c.  Under the code the averig:
hourly pay has heen increased to 51-42¢, an
increase of 199%.

But by far the most interesting state-
ment in the report is its concluding sen-
tence:

“Although it has watched the industry
with the utmost care, the code authority
reports that it has received no complaints
of code violations,"

-
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Salesmen Sell Only Half
Sold Prospects

By JOHN J. LUTGE

ome of the leading salesmanagers of the country recently made
{he statement that salesmen sell only prospects who are already
palf sold. ‘The statement is undoubtedly correct, and it is adver-
yi-ing which has created that condition.

vdvertising gives the prospective buyer valuable information
about products. It tells him what good qualitics to look for and
e bad ones it is to his interest to be on his guard against. It
has made buyers as expert in buying as sellers always have been
skilled tin selling.

Along with this, advertising sclls people on a particular make
or brand of goods long before they are ready to buy. How often
we hear people say: “When 1 buy it'll be such and such a make”
Buyers have formed the habit of making their selections from the
brands and lines they see advertised. They make up their minds
as 1o which mike they will buy long before they make up their
minds to buy.

Surely with such a sctup, it behooves one to e an advertiser as
a matter of sclf defense. The prospects your salesmen or your
distributors' salesmen call on are bound to be half sold prospects.
Bt they needn't be prospeets half sold on your competitors” offer-
ings and not at all sold on yowrs. They ean be prospects who are
nhali sold on your ling, by the simple procedure of advertising in
this publication,

Having your salesmen mecet half sold prospects is the modern
cfficient and econumical way to sell goods, The advertising really
costs nothing in the end because it reduces persomal selling cost o
«uch an extent that its own cost is wiped ou.

So many business executives who make a wood line, and one that
is priced right and has the backing of good service, wonder why
it is that it doesn't sell better and why their salesmen don’t make
a stronger sales showing on it. Isn't it possible that it is hcmutr
the line isn't half sold through advertising—as it should be in
this modern day of expert merchandising?

We say that a salesman gets to a prospect oo late to sell him
if he arrives after the prospect has already given his order to a
competitor's salesman, Dut those are not the only times a sales-
man arrives too late. He arrives too late much more often where
the prospect has made up his mind beeause of the advertising he
has read. Think of the waste and the folly of having your salesmen
repeatedly arrive too late because they continually meet prospects

whose minds are made up to buy another make through com-
petitors' advertising!

Salesmen today move from turndown to turndown or from sale
to sale largely according to whether they have the ~l|1n!|cnrl of
advertising or are compelled to operate under the handicap of
trying to sell without that aid. They mect prospects who have
confidence in you and in what they offer or prospuets who are not
quite sure and have doubts, according to whether what they are
selling is advertised. You give what you manufacture everything
possible to build up prestige for it. Give it the one thing more
it needs to win its place in your line—give it the aid and the .|N'|1i'lil
of publication publicity such as the advertising pages of this pub-
lication provide. Give your salesmen the help and yourseli the
profit of having them contact hali sold prospeets.

LITTLE, BUT OH MY!

Because of the depression they are
serving what is known as the miniature
cocktail nowadays—one drink and in a

miniature out.
’ .

DEPRESSION IMPRESSIONS
“This depression,” said a newspaper
wag the other day, “'wi L right until
the slump hit it.”
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WINDOW CARTONS WELL DESIGNED,
BRING NEW SALES OPPORTUNITIES

ROSSOTTI Window Cartons are ideal for
macaroni products. They seldom fail to
lend powerful aid towards increasing sales
¥  and profits. Expest designers, familiar with
the requirements of successful macaroni packaging, wil|
help you with your problems. Specialists on construction
will give you valusble aid In adspting the right kind of
window carton to your product.

Experienced organization . . .. exclusive machinery for
making window cartons . . .. big volume....... specialization
on macaroni packaging . ... these and other advantages
place ROSSOTTI in an enviable position to serve you
quickly, efficiently, and at surprisingly low cost. V'Irile
today for suggestions, sketches, estimates on new private
brand design ....redesigning or modernizing your old
one. Ask for samples and prices on big variety of attrac-
tive stock labels. Address Department M-13. No abliga.
tion. Branch Office: 612 N. Michigan Ave., Chicago.

ROSSOTT |

LITHOGRAPHING COMPANY, INC.

121 VARICK STREE T, o/ new YORK CITY
PACKAGING HEADQUARTERS FOR THE MACARONI TRADE

o
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Macaroni Code Amended to Legalize
Assessments and Expenditures

The code of fair competition for the
macaroni_industry has been amended
by authority of Administrator Hugh S.
Johnson as requested by the members
of the industry in convention last June
to give the Macaroni Code Authority
full authority to fairly assess members
of the industry for the equitable en-
forcement of the code.

The Macaroni Code was approved
by General Johnson on Jan, 29, 1934,
and recorded as Code No. 234, The
amendment was approved on July 17,
1934 and immediately became a part
and parcel of the ‘original code. In an-
nouncing his approval, Administrator
Johnson, after the amendment had been
recommended by Armin W, Riley, divi-
sion administrator, said:

“The amendment to said code and
the code as amended are well designed
to promote the policies of Title 1 of
the National Industrial Recovery Act
including removal of obstructions to
the free flow of interstate and foreign
commerce which tend to diminish the
amount thereof, and will provide for
the general welfare by promoting the
general organization of the industry
for the purpose of cooperative action of
labor and management under adequate

governmental sanction and supervision,
by eliminating unfair competitive prac-
tices, h}' promoting the fullest possible
utilization of the present productive
capacity of industries, by avoiding un-
due restriction of production (except
as may be temporarily required), by
increasing purchasing power, by reduc-
ing ;\nEl relieving unemployment, by necessary, to institute legal proceedings
improving standards of labor and by thereforin its own name.
otherwise rehabilitating industey,” 2. Each member of the industry shall pay
The amendment is known oflicially ::"_“n:::’; '(‘,? lcl‘!le“i“l’.‘“‘ ‘”“"ib“;""l“ e ”l“' e
g v N, NSES maintenance of the Code Au-
E:ul‘;nl‘\s‘(?llz".;:mlthr[l;..'ull‘ii.:l[‘. l[‘(‘)fh:“l;gfm“l t?.lnrllj‘. determined as  hereinabove p\r::-
s i § 1 OWS vided, and subject to rules and regulations
_.'s,!,c“,]mmt to Code of Fair Com- pertaining thereto issued by the Adminis-
petition for the Macaroni Industry. trator. Only members of the industry com.
"Delete Section'5 of Article VI and plying with the code and contributing 1o
insert in lieu thereof the following:

the expenses of its administration as here-

| inabove {n_mvulul, unless duly exempted
1. Tt being found necessary in order to  from making such contribution, shall he

support the administration of this code and entitled to partake in the.selection of the

to maintain the standards of fair competi-

tion established hereunder and to effectuate

members of the Code Authority or to re-
ceive the benefits of any of its voluntary

the policy of the Act, the Code Authority

is authorized:

activities or to make use of any emblem or
(a) To incur such reasonable obligations

insignia of the National Recovery Adminis-
tration,

as arc necessary and proper for the fore- 3. The Code Authority shall neither incur
ROINg purposes, and to meet such obliga- nor pay any obligation in excess of the
tions out of the funds which may be raised amount thereof as estimated in its approved
as he_rcnm{u-r provided and which shall be  budget, except upon approval of the Admin.
held in trust for the purposes of the code; istrator; and no subsequent budget shal!
(b) To submit to the Administrator for contain any deficiency item for expendi-
his approval, subject to such notice and op-  tures in excess of prior budget estimates
portunity to be heard as he may deem

necessary: (1) an itemized budget of its

estimated expenses for the foregoing y 0.
poses, and (2) an equitable basis upon wh |
the furids necessary to support such bud.
shall be contributed by members of the
dustry;

{c) After such budget and basis of ¢
tribution have been approved by the -
ministrator, to determine and obtain equi-
able contribution as above set forth by .
members of the industry and to that end, if

except those which the Administrator shall
have so approved.

Johnson Rules on Premiums

The misuse of premiums has been
most harmful to all trades and in certain
sections of the country macaroni manu-
facturers have complained bitterly of the
unfair tactics on the part of some premi-
um users, National Recovery Adminis-
trator Hugh S, Johnson rccently an-
nounced that codes cannot ban the use of
premiums since premiums may lend a de-
sirable flexibility to rigid prices, but they
must never be used to deceive and their
cost always fairly reflected in the prices
quoted.

In his announcement that codes cannot
contain general prohibitions against the
use of premiums and promising relief to
industrics whose codes contain such a
prohibition, the NRA administrator
stated :

“In view of the fact that premiums at
times lend a desirable flexibility to rigid
prices, it appears that there should not
be a general prohibition against their use.
On the other hand certain uses of premi-
ums may lead to increased cost of sell-
ing, deception of buyers and other abuses

which justify a careful regulation of
their employment,

“In a code provision prohibiting sell-
ing below cost all premiums should be in-
cluded in the computation of costs. Sim-

ilarly in an open price provision it should
be required that all terms and conditions
of sale, including premiums, must be

filed.
following ways:

involved as a result,

term “lottery” shall be construed to include
any pln or arrangement wherely the premi-
ums ofiered differ substantially in value from
customer to customer in the same class, except
as a result of differences in quantities pur-
chased.

tuity” are used to deceive.

not offered to all customers in the same area.

plicable to ail codes hereafter approved
and which will govern modification of in-
consistent provisions in codes already ap-
proved, if such modification is sought by
the affected industry or is deemed neces-
sary to correct hardships or abuses.”

ligtle girl wrote: ¢
at so late an age that it is impossible to
change their habits."”

General Mills
Elects Davis

Donald D, Davis, vice president and
managing director of General Mills, Inc.
Minneapolis, Minn. on Aug. 14 was ad-
vanced to the presidency succeeding
James Ford Dell, who continues chairman
of the board of directors. Gordon €
Ballhorn was clected comptroller and
Leslie N. Perrin of Chicago, president
of the Star Grain Co. was elected to the
board.

Mr. Davis has been connected with the
organization since 1922 when he was
elected secretary-treasurer of Washburn
Crosby Co. before General Mills was
formed. In 1928 he became vice presi-
dent and treasurer and a year ago man-
aging director, DBefore 1928 he had a
sart in consolidating the 22 mills which
yecame General Mills, Inc,

Mr. Bell was made vice president of
Washburn Crosby Co. in 1915 and later
became president and then president of
the larger organization. He has been
chairman of the board also. He is son
of the late James S. Bell, long a leading
figure with Washburn Crosby Co.

“Premiums must not be used in the

1, \When commercial bribery in any form is

2. When they constitute a lottery. The

3. When the terms “free,” “gilt" or “gra-

4. When given to certain customers and

“The policy just announced will be ap-

ALL THE SAME
The wife who drives from the back
seat isn't any worse than the husband
; who cooks from the dining room table.

In her school essay on “Parents,” a
“We get our parents

Secrets of Successful Trade Marking

Trade Marking the Window Package

By WALDON FAWCETT

Written Expressly for The Macaroni Journal

For a considerable proportion of the
marketers of macaroni, noodles, ete.
there is just now intimate and immediate
cummons to solve, each in his own way,
the problem of trademarking the open-
face or show window package,  All users
of outlook and cutaway packages have
on their doorsteps the obligation to in-
sure proper position for the brand on the
newly popularized type of package.  All
the remainder of the macaront marketers
are interested or involved indirectly. Te-
cause while they may stick to the time
tried species of windowless contamers
they have always used, yet must they
meet the competition of rivals who not
only cry their wares but exhibit them.

In a small way the peephole package
has been with us for long and many a
day. It waited, however, upon the in-
vention and development of the present
generation of transparent papers o bring
in train the evolution and widespread
adoption of the modern window package.
Incidentally windows grew larger. And
more numerous—some cartons hoasting
more than one opening.  Finally came
the flowering of the “back label” to in-
crease the advertising rewards of the
mortised package. And last of all the in-
wroduction of colored window material,
thereby giving not only a blush but a
brilliancy and sparkle to package con-
tents seen through the tinted panel.

Strictly speaking, the term “window
package” as conventionally employed
has reference to a cardboard hox or
carton (preferably rectangularin form)
in one side of which is an opening
through which a shopper may vbserve
at close range i Cross suctinn'uf the
contents, Latterly, however, in any
reckoning  with  display technique 1n
this general quarter it SCCMS NECESSATY
to take into account the “display bag
so-called, which is constructed of cc'!lu-
phane or some other material of high
visibility and which in effect resolves
itself into a 3-dimension window or
showcase. Added to these 2 versions
we now have a modification of the in-
stitution in the guise of the window
top can. This last entrant Lrings its
own problems of display because the
“window” (of glass, not of transparent
paper) occupies the top of the cr . -
stead ‘of the side of the package. Fur-
thermore industry has for the first time

passed the experimental stage with a
heatproof window set into a metal re-
ceptacle, .

Our particular concern in this scene
of package revolution is with the re-
sponsibility of trademarking the win-

dow package in its several editions.
That the problem demands attention
will be clear to anyone who pauses to
consider how the “see through” tech-
nique of packaging  has complicated
the chore of brand display. On the one
hand the very reduction of wall space,
to accommodate a window or windows
lessens the package area that would
otherwise be at the disposal of text,
including trade name or brand. On the
other hand the very vividness and nov-
elty of the contents shown in the pack-
age window may well tend to over-
shadow the surrounding typography.
The latter being further complicated
by denial through force of circum-
stances of the broad background of
mass color which is most impressive
when spread over the entire facade of
a package.

Doubly lucky is the brander who
needs only to find accommodation on
the window package for a trade mark
that is short or compact. \When space
is at a premium the terse trade mark
is a blessing. In contrast there is the
worry of the exhibitionist of an intri-
cate trade mark, requiring perspective
for its detail. For the composite trade
mark the cramped quarters of » win-
dow package may prove the trachinonal
last straw which will drive the Lrander
o consider the simplification ol bis
mark by laying emphasis upon the
Jdominating feature or features, sub-
ordinating the incidental clements
this can be done without jeopardizing
the safety of the mark as against possi-
ble infringers. . )

Cutting a window or \\'!Ill]n.\\'ﬁ ina
retail unit, whatever the size, s liable
to jolt the formula of the well .'ul\'_lsml
brand exploiter who has made it a
packaging rule to display his trade
mark on every “exposure —that 1s 1o
say on the 4 sides and on to] amd bot-
tom. Unless a window aceupies the
overall dimension of a package face, 1t
is presumably possible to yetfind @
foothold for the trade mark. Lven so
it may fall out that the t ade mark will
have to be reduced in size on the win-
dow side, as I:mnp:\rcll_\\'llh the repre-
sentations on  the solid walls. That
means that the all important_key 10
|:rmlucl-idcmil\' and pruul_uccr-nlum.ll_\'
has to sacrifice its attention, arresting
quality on the front where it is most
important that every ounce of eye ap-
peal be exerted. ) "

The problem just nwn,tumu:l an
other angles of the situation seem to
require & major decision by every user

of window packages at the very outset
of his campaign. The leading question
which makes a crossroads of policy is
this: Shall the trade mark be displayed
on the window or must the pane he
kept clear for the sake of 10056 visi-
bility? It's a controversial question
that just naturally falls into trade mark
terms. Because, what with the limita-
tions of space and the importanc of
the subject matter, it may be taken for
granted that if any inscription is o be
painted on the window or displayed on
a window card inside the window, the
trade mark is entitled to that picked
position.

Thanks to the recent march of prog-
ress physical obstacles o “transfers,
ete. on package windows have been
cleared away.  DPerfection of special
presses and invention of special inks
have made it possible to print effectives
Iy in color on the various specialty
papers used for windows. And at no
profubitive cost. But there remains the
question of whether or not it is safe to
Dlock or veil the window. The users of
all-window bags have to do it, or de-
pend for identification upon tags. It
for the carton user here 1s i poser.

i a colored window is used in o
package the introduction of this color
sereen or hackground may present dif-
ficulties for the sales-mark if the pack-
age-mark is itseli expressed in color.
For example, if the trade mark is trali-
tionally  and  habitually na certam
color and is mounted on or behind @
wwindow” or another color the 2 colurs
may “hght” to an extent that will sap
the pulling power of the package. Some
marketing experts believe in always
keeping the trade mark horse beiore
the cart, Hence they argue that color
should be permitted in i |.uu"ii:|gc win
dow or panel only when it keeps step
with the established trade mark color.
That means picking window material
of o hue vither to match or o emplhis
size by harmeonious contrast the basie
bramding color. _ )

There is sound foundiation tor the
claim  that the average retailer will
favor window cartons for displiy-post
tions both in the store aml in the show
window. This of itsell puts an alliga
tion upon the trade mark element an
obligation for high visibility. In the
case of shelf displays and o some ex
tent in counter, in show window, and
even in “island” layouts, the window

package may he \:ic\\'ud from ii.('tfllﬁll]
erable distance. Consequently it 15 de-
sirable that the trade mark or triule
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Consolidated Macaroni Machine Corporation

Designers and Builders
- of
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
h.ave 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

: ] Uik CLEANERS
:f::‘il::z}nhlls N YING MACHINES
ISSES MACARONI CUTTERS

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

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

Address all conrnunications to 156 Sixth Street

MIXERS

156-166 Sixth Street

i &

Responsible Advertisers of Equipment, Machinery, Materials and Services
Recommended by the Publishers

(For addresses see advertisements in this issue)

EQUIPMENT AND MACHINERY
Dies

John J. Cavagnaro

Frank Lombardi

F. Maldari & Dros, Inc.

The Star Macaroni Dies Mfg. Co.

Die Cleaners

John ll Cavagnaro
Consolidated Macaroni Machinery Corp.
The Charles F. Elmes Engincering Works

Driers
Barozzi Drying Machine Co., Inc.
Clermont Machine Co.
Consolidated Macarani Machinery Corp.
The Charles F. Elmes Engincering Works
Flour Blenders
Champion Machinery Co.

Kneaders

John Il Cnvngnaro
Consolidated Macaroni Machinery Corp.
The Charles F. Elmes Engincering Works

Mixers

John J. Cavagnaro

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

Noodle Cutters and Folders

John J. Cavagnaro

Clermont Machine Co.

The Charles F. Elmes Engineering Works

Consolidated Macaroni Machinery Corp.
Noodle Dough Brakes

John J. Cavagnaro

Champion Machinery Co.

Clermont Machine Co.

The Charles F. Elmes Engincering Waorks

Consolidated Macaroni Machinery Corp
Packing Machinery

Peters Machinery Co.

Presses
John f Cavagnaro
Consolidated Macaroni Machinery Corp.
The Charles F. Elmes Engineering Works

Pumps

rolm g Cavagnaro

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

Sifters and Weighers
Champion Machinery Co.

MATERIALS

Bags—Display

Continental Paper & Bag Corp
Cartons

National Carton Co.

Rossotti Lithographing Co.

s
Seymour acking Co
Tranin Egge Products Co
Flour
Baur Flour Mills Co.
Labels
Rossotti Lithographing Co.

Semolina
Amber Milling Co.
Capital Flour Mills
Commander Milling Co.
Crookston Millinr Co.
Duluth-Superior Milling Co.
General Mills,
King Midas Mill Co.
Minneapolis Milling Co.
Pillsbury Flour Mills Co.
Washburn Crosby Co.

Wrarperl
Rossotti Lithographing Cu.

SERVICES
Patents and Trade Marks
The Macaroni Journal

name shall be reproduced on a scale
that will allow recognition at a dis-
lance, say across the store or the width
of the sidewalk. Adding force to the
urge for magnified display is the cir-
cumstance that, in the case of some
:\'I[llil)\\' cartons, the trade mark or
srand name is virtually all the copy for
which there is room in the small mar-
gin of space around the window.
‘When the intention is to merchan-
dise a window package via display con-
tainers, holding 3, 6 or 12 units, especial
foresight is necessary in locating the
trade mark on the window side of the
individual package. Because the ten-
dency, in slnggcrud or setback display
and even in tlting casel setups, is to
expose less than the full face of the
package. For example, what with the
necessary arrangements for holding
tiers of packages on their terraces there
is every probability that the holding
devices will obscure the lower part of
cach package. 1f that fate is liable to
be in store the forchanded trademarker
may be moved to post his mark on or
above the window.

i, T, TR

Adopts Price Posting
Procedure

As the result of a thorough study of
the best plan for the handling of open
prices by a special committee at the June
conventjon, the Macaroni Code Author-
ity has approved a plan in which the
fullest cooperation of manufacturers and
trade buyers is asked to expedite the
handling of this feature that has become
a very important activity in the code
headquarters.

Chairman G. G. Hoskins reminds all
interested parties to be patient until the
plan gets into proper working order, be-
cause with the manufacturers’ help the
service will be better, quicker and in-
volve much less detailed effort in every
division. To effect this improvement in
the new method of handling and dis-
tributing open price information, the fol-
lowing procedure is sugprested @

(a) Each member of the industry must
file at least 14 copies of his price list.
The first copy is for the code authority
files. One will be returned to the mem-

ber with the code authority s stamp and
ome copy, similarly stamped, will he semt
1w cach regional office. The regional of
fices will have these price lists on il
only for quick information o membiers
in vach region: however, fur copies of
latest price lists members should write
or wire direet 1o the code authority atfice

(Iy T addition, cach member shall
furnish the code authority with as nany
other I"l[lit'.\ A Are necessary looanswer
requests, this number to he made known
w the member from time to time In
the code authority office

ter Each member who wishes o ol
tin copies of competitors’ prive: Tists
must furnish the code authority affic
with a list of such competitors. Please
do this al onee so that proper notitica-
tions Ny be sent om |||'u||||»ll}. Lave
this list careful thought. Kemember that
your regional office will have capics uf all
price lists to which you can quickly refer,
and be reasonable when vou make up
your list,

Too much of facing facts is with the
idea of aceepting defeat.
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THE ENERGY FOOD

By J. F. GEISLER, ScD,

Director Research Laboratories, Food
Investigation Service

Probably no food on the American
menu today can be used more satisfac-
torily as a means to cut down excessive
food bills and at the same time give a
substantial, health building dish, than
macaroni, including egg noodles and spa-
ghetti,

Too often people jeopardize their
health by omitting from their diet foods
which are rich in nutritious value, Re-
search has unearthed an interesting fact
about macaroni, spaghetti and cgg
noodles, And yet I doubt whether they
are eaten today as much as they should

_These cdible durum wheat prepara-
tions are of great value, not only in
themselves but also because they provide
a splendid base for other nutritious
foods. Tomatoes, for example, are
served tastily with macaroni, and the val-
ue of tomatoes is better known today
than ever. The vitamin content is ex-
ceedingly high and when served with
other foods of high nutritive value form
a most healthful combination.

Muscle-Building Food

The high food value of cheese is well
known. Macaroni served with cheese is

undoubtedly a highly satisfactory method
of introducing a protein food into the
system. Macaroni, compared with pota-
toes, is very interesting. Macaroni con-
tains about twice as much muscle-build-
ing food (protein) as potatoes, 9 times
as much as fat, between 5 and 6 times as
much carbohydrates, or heat producing
food and more than 4 times as much
food value as potatoes for the same
weight,

It has been only in recent years that
we have recognized the immense value of
mineral matter in the human system.
The entire body depends upon minerals
to keep it in proper condition. The
heart, lungs, liver and all other organs’
immediately suffer when mineral matter
is not introduced into the system in suffi-
cient amount. Naturally we look mainly
to vegetables and dairy products for min-
erals, but there is also something to be
said in regard to other foods.

Macaroni too, has its value as a min-
eral food. To compare macaroni with

* potatoes again will give an idea as to its

mineral content, It contains one and
one half times as much calcium, a little
more magnesium and more than twice as
much of the important clement phos-

THE ENERGY TR

MACARONE  SPAGHETTL  LOG NOODLES

phorus. It also embodies nearly tv e
as much chlorine, almost 6 times as much
sulphur and about the same amount of
iron.

Offer Delightful Change

Macaroni and its associate foods spa-
ghetti and egg noodles should have a dui-
inite place on the houschold menut. They
make a delightful change from the cus-
tomary potatoes, and can be considered
a health maintaining food,

As with all foods that are sold cither
in bulk or in packages purchasers must
be very careful in order to insure getting
a clean, wholesome product.  They
should have no patience with lower, in-
ferior grades which have little or no food
value. Such products are a poor substi-
tute for the real article and are not worth
the small difference in price which they
sometimes flaunt as a selling appeal. Buy
what you know is good. Buy because it
is a wholesome, standard, health aiding
product, not because it is a few cents
cheaper than a competitive brand.

A Crop and Market Query

1 What is the latest government esti-

mate on the probable 1934 durum
wheat crop?  Approximately 6,500,000
bus.

2 Will the crop be of a grade to Llr(l-
vide the proper grain for making
No. 1 semolina? Until the wheat is
harvested and tested, there is no way of
determining approximately what per cent
of the 1934 durum wheat crop will be
suitable for making high grade semolina
for top grade macaroni, but the percent-
age should not vary greatly from that of
ordinary vears, 1 it does, it will be
lower,

What price changes have taken

place in semolinas? ~ Just before the
advent of the new administration, No. 1
semolina in jute sacks was quoted at
from $4.50 to $4.60 a bbl. lnc}uly 1933
principally because of the processing tax
applied to all grains, the price had risen
to more than double the spring price;
from $9.35 to $9.50 a bbl. This July,
the price on high grade’ semolina ranges
from $10.35 to $11.05.

4 How does the quantity of this year's
crop (estimated) compare with ac-
tual production figures in other years?
Tn 1933 the durum wheat crop was ex-
ceptionallv low, being between 18,000,000
and 20,000,000 bus., including all the

grades suitable for macaroni making.
I'he normal average since the war is ap-
proximately 40,000,000 bus. This year's
crop will be about one seventh of the
normal average.

What is the average selling price of

macaroni products?  Manufactur-
ers are quoting anvwhere from $1.15 to
$1.40 a box of 20 Ibs. for goods that
should properly sell at from $1.65 to $1.75
on the present market, indicating that
many are not getting replicement costs
of raw materials in their price quota-
tions.

6 Are prospective consumers fairly

well rnmlcil with good macaroni?
Though buyers hought heavily last year
in anticipation of increased prices on ac-
count of the processing tax and natural
increases under the code, there is reason
to helieve that stocks on hand are quite
low but that uncertainty as to price
trends has made buyers wary.

On the basis of current prices for

No. 1 semolina what would be a
reasonable price on a 20-1b, box of maca-
roni, considering both manufacturer and
consumer?  With semolina over the $10
mark, a wholesale price of from $1.85
1o $1.90 a box would be reasonable. In
no other product can the consumer get so
much for a food dollar as can be ob-

tained from good macaroni, spaghetti
and egg noodles.
8 If there is a shortage of durum this

year, where will a macaroni manu-
factdrer get his raw materials for prod-
ucts produced prior to the 1935 crop?
For some time there has been a surplus
of good durum and the carryover from
the 1933 crop will be made good use dur-
ing 1934-1935. Canada has a fairly oo
durum crop this ytar and with hone
consumption very low, U. 5. macaron
men and durum wheat millers may lovs
to that country for raw materials. !
is doubtful if ‘any good durum can
imported from Russia where crop cond
tions are unknown, nor from Northe:
Africa where Europe has first call on tl
better grades.

What reason or reasons would yo!

advance for the unprofitable sitw:
tion in which the American macaroni iv
dustry now finds itself? Competition
fair and unecthical, both have hecn
blamed. Never has there been waged
bitter a fight for existing business. Hali
that energy used in promoting greate!
use of these products in homes where
they are seldom if ever used, would im-
mediately relieve a  situation that 15
threatening ruin. The use of low grade
raw materials in this competitive fight
has done more than anything else to dis-
courage consumption of what the people
generally recognize as a goad, substantia
and economical food.

[
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The
Golden
Touch

.

A Uniform Dependable Semolina

OR the discriminating Macaroni Manulacturer
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 MILL CO.

Minneapolis, Minn.
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Notes of the Industry

-

Loses Salary Suit

Nicolino Clemente, part owner and
San Francisco sales representative of the
I'resno Macaroni company, IFresno, Cal,
lost his suit for $4,200 against the firm
recently when Superior Judge Daniel C.
Deasy decided in favor of the company.
Included among the defendants in the
suit were also an affiliate, the West Coast
Macaroni Mfg. company of Oakland;
Alfonso Borrelli of Fresno and Domini-
co Merlino of Oakland, officials of the
two companies.  The plaintiff claimed
the amount was «ue him for unpaid sal-
ary and commissions,

Clemente had previously been awarded
judgment in 2 other suits totaling $23,-
700 covering unpaid claims for back sal-
ary and money alleged to have been ad-
vanced for stock in the firms,  Appeals
have been taken from the 2 previous de-
cisions and Clemente's attorney is plan-
ning to ask for a new trial in connection
with his last suit.

Price Cutter Arrested

Suspected when found trying to sell
the Italian colony of Lincoln Place, near
Pittsburgh, P’a. some of the beloved spa-
ghetti or parmesan at a ridiculously low
price, Dominico Papadia was arrested by
the police on protest by those who scent-
ed unfair business practices, He was of-
fering some real ripe parmesan at 25¢ a
pound that ordinarily retails at from 85¢
to $1 a pound. In his machine were
found 7 large parmesan cheeses of the
accepted ripeness for grating and sprin-
kling on savory spaghetti.

Creole Macaroni Sauce

“Creole” dishes of all kinds have be-
come prime favorites among southerners
and have been relished with equal pleas-
ure by visitors from the north. While
macaroni and spaghetti are consumed in
large quantities in the south, they cannot
be considered southern dishes as ordi-
narily served. Bt when concocted with
the delicious “ereole” sauce recommended
by Edith Macon, Woman’s PPage editor
of the New York Herald Tribune, mem-
ber of the Home Economic Staff, this
food takes on a southern taste that is
most pleasing.  Her recipe for macaroni
creole follows:

Y4 cup butter
1 onion, chopped
1 green pepper
14 cup all-purpose Mour
1% eups milk
1% cups tomaloes
1% cups American cheese, grated.

To make sauce, melt butter in top of
double boiler,  Add onion and green pep-
per and saute slowly for 10 minutes,
Blend in the flour and then slowly add
part of the milk, stirring constantly, until

a smooth paste is formed. Add remain-
der of milk and tomatoes, stir until thick-
ened. Add 1 cup of the cheese,

Cook contents of a package or 8 oz, of
macaroni in boiling salted water from 10
to 12 minutes.  Drain and add the creole
sauce. Pour macaroni mixture into a
large greased baking dish and sprinkle
with rest of cheese.  Place in a moderate
oven (350° T.) until cheese is melted
and slightly browned. This makes 10
servings,

Employes Insured

The Chicago Macaroni company, of
Chicago, 1. has acquired a group life in-
surance policy involving $111,000 from
the Prudential Insurance company of
America, for protection of 107 employcs,
granting coverage in amounts ranging
from $1,000 to $3,000 to each worker,
according to rank. The policy is of the
contributory type, the employes them-
selves paying a part of the premium and
the remainder of the expense being as-
sumed by the Chicago Macaroni com-
pany.

Will Handle Spaghetti Ads

The Campbell Soup company, Cam-
den, N. J. announces appointment of
Ruthrauff & Ryan, Inc., New York as
advertising agents for Franco-American
Spaghetti, effective June 8. Advertising
of Campbell’s soup, beans and tomato
juice will continue to be placed by T
Willis Armstrong company, Philadel-
phia, which has been h:lndl)iug this ad-
vertising since 1909,

Kings Noodles

Officials of the state of New York re-
corded the incorporation of Kings
Noodles company by its proprictor
Harry Shiftman, 539 Belmont av,,
Brooklyn. Particulars of the capital
structure of the new firm were not given
in the official announcement,

Dynamite Stick Is Warning

When Vito Motta, macaroni manufac-
turer of 6518 Eleventh av., Drooklyn,
wrapped up a package of macaroni for a
customer yesterday, the cutomer asked
him if he could gcnve it with another
package in the store for half an hour.
Motta agreed. The customer failed to
return,  Motta became suspicious and
called the police, and when they arrived
they found that one of the packages con-
tained a stick of dynamite.

While the detectives were at the store
the telephone rang and a voice asked
Motta if he had received a package, The

detective answered yes, whereupon (he
man’s voice at the other end of the plone
said that next time Motta's place would
be blown up. The dynamite had ng
mechanism attached to it and the plice
believe it was left as a warning. Efions
to trace the call failed. Motta sail he
had no enemics and had never been in-
volved in any labor trouble.

$200 "Eggless Noodle" Fine

Two  manufacturers  of  so-called
“Chinese Noodles" are now wishing that
they had invested their money in cgps
rather than in egg coloring. They would
be at least $200 ahead in cash and many
times better off in reputation.

It proved costly for Mrs. Quong Chay
and Leong Sung, who operate the Re-
public Noodle Factory of 1117 Stockton
st,, San Irancisco, Cal. not to put eggs in
their noodles and to use coloring matter
to make it appear they did. They
shipped some of the noodles to a restan-
rant at Portland, Ore. but en route these
were seized by the Federal pure fond
and drugs hureau,

The two pleaded guilty before Federal
Judge A, I'. St. Sure and were fined
$100 cach for adulterating and misbrand-
ing their artificially colored egg noodles.

Nunzio Russo Recovers

Friends of Nunzio Russo, president of
A. Russo & Company, 466 W, Chicago
av,, Chicago will be pleased to learn e
has fully recovered from the effects of
several bullets fired into his body by a
would-be assassin carly in June and that
he is now back on the job, superinted-
ing manufacture and sale of his well
known products. His brother Charles
Russo who assumed full charge of w
{ﬂnm during the injured man's abser ¢
s for years been associated with hm
in the macaroni making and genc Al
wholesale business,

Mr. Russo desires to thank his fell w
manufacturers for their expressions f
sympathy, especially for the good wisls
expressed in the resolution passed by the
industry's convention in June—a meeting
which he had planned to attend umil
struck down in a cowardly manner by an
unknown foe.

Incorporate Old Concern

The Golden Gate Macaroni company
that has for years operated a plant al
2930 Octavia st., San Francisco, Cal. has
been incorporated under the laws of that
state. The capital stock of the company
consists of 150 shares of $100 par value
cach. The directors of the corporation

Augnst 13, 194
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Our Standard Model Machines
can now be made entirely
automatic

The New Peters Auto-
. matic Carton and Liner
Feeding Device can be
“ coupled to any Peters Stand-
ard Machine ever built;
makes packaging foolproof,
more efficient. Soon pays
: its cost through savings.

VY I T

Adjustable Junior Model Mr-
chines—our latest developr.cat
—are inexpensive and have ca-
pacity of production equal to 35
to 40 packages per minutc.

Peiers Machinery Co. E

4700 Ravenswood Ave.

ECONOMICAL AND RELIABLE

PETERS

HEREVER macaroni and macaroni prod-

ucts are produced in quantity, the
speed, dependability and economy of Peters
Machines have been demonstrated. This
world-wide acceptance of Peters efficiency
shows that no matter what local conditions
prevail, these machines do their part profitably.

The two machines shown on this page are
only a part of the packaging equipment for
the cartoning of macaroni products.

With either the Peters Standard Forming and
Lining Machine or the Junior Forming and
Lining Machine, we can supply a Standard
Folding and Closing Machine or a Junior Fold-
ing and Closing Machine.

Write for catalogue and prices. A Peters

engineer is al your service.
T T S B

Chicago, Illinois
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are George Obujen, Antonio Driasco,
Antonio Solari and Luigi Giambruni.

Macaroni Stolen

Forcing open the front door of the
macaroni factory at 7° Hartford st.,
Rochester, N, Y. sever:, weeks ago,
wholesale thieves loaded a half ton of
macaroni products into their truck and
made a clean getawzy. Angela Marino
immediately reported his loss to the po-
lice, who have been investigating the case
without any clue to the perpetrators of
the wholesale robbery.

Macaroni Maker Weds

Julius DeDonato, assistant manager of
the Fresno Macaroni Manufacturing
company, Fresno, Cal. was married in a
quiet church wedding in Fresno last
month. The bride was Miss Elvira Ger-
mino of Los Banos. TFollowing the wed-
ding ceremony a reception was given the
newlyweds by Mr. and Mrs. Alfonso
Borrelli, the {aucr a sister of the bride
and the former manager of the macaroni
factory of which the bridegroom is the
assistant manager. Mr. and Mrs, Julius
DeDonato are now at home to their
friends at 1621 Glenn av., Fresno.

Ruttinos Grateful

The family of A. Ruttino, president of
the Italian Mercantile & Mfg. company
of St. Louis, who figured in a serious ac-
cident en route to the macaroni conven-
tion in Chicago last month are fully re-
covered and most grateful for the con-
cern in their welfare manifested by their
fellow manufacturers in convention, In
a letter to Secretary M. J. Donna, Mr,
Ruttino said :

Reeeived your cordial wire and T am at a
Inss of just how to thank you and the maca-
roni men for their symp:ufwlic attitude. My
wife and eldest daughter who were the more
seriously injured in the antomobile accident
near Pontiac, 1. are out of danger and doing
fine. Two other daughters who were in the
car were but slightly injuered and | am getting
over the shock. The whole family joins in
thanking the National Macaroni Manufactur-
ers association and the interested manufactur-
ers.

New Louisiana Firm

A. T. Guarisco, president of the newly
established macaroni plant in Morgan
City, La. announces that the factory is
now in full operation. It is doing busi-
ness as the Southern Macaroni Co., Inc.
and specializes in bulk goods for the
southern trade. It is also developing a
full line of package goods under brand
names yet to be selected.

—

Leases New Plant

The Vivison Macaroni company, 2341
Orleans st., Detroit, Mich. has leased for
10 years the 2-story factory building at
4726 Hastings st., near Forest av. and
is having it remodeled into one of the
most modern plants in Michigan. Tt will
be equipped with some of the newest,
most modern macaroni making  ma-

chinery, and approved drying rooms at a

cost estimated at from $35000 to
$40,000.

Globe Grain Busy

The plant of the Globe Grain and Mill-
ing company at Culver City, Cal. has not
only found it necessary to add a number
of employes to take care of orders re-
ceived during the ordinary dull summer
months, but has greatly increased its pay-
roll over that of usual summer months.
It is also encouraging to note, comment
wress reports, that the sales improvement
is practically all on the 1009 semolina
products in which the firm specializes.

An Ideal Plant

The macaroni-noodle manufacturers
are not alone in their worry as to what
constitutes a “small” and a “large” plant
This question has been brought to the
front by the attitude of the code authori-
ties who aim to give the “small” producer
the chance guaranteed by official an-
‘nouncements from Washington. It is a
cause of worry in practically every in-
dustry. Lately the opinion is gaining
strength that perhaps business is over-
stressing the importance of the discus-
sion, for after all it is not the size hut
the kind of a plant that should be the
measure of its standing.

Col. Benjamin A. Franklin, former
president of Associated Industries of
Massachusetts, in “Industry” makes a
timely statement on the subject matter
which is offered as food for thought for
those macaroni manufacturers who are
still concerned over the “small” and
“large” plant problem.

There has heen much discussion under the
National Recovery Act of the large plant and
the small plant, of their relative relations
under codes, and of their relative value in the
;um{zrcss of industry.

\What is an ideal plint, large or small?

How's this?

A plant rendering a sound service to the
public in its product.

A plant which develops research to keep its
product up-to-date and render the maximum
service.

A plant which considers its customer's inter-
ests as ils own,

A plant offering steady employment to the
necessary group of workers,

A plant considering, planuing, and effectu-
ating such personal methods for its workers
as will make for their safety, sccurity, and
happiness,

':\ plant which keeps its equipment up-to-
date.

A plant which a bank is glad to lend mones
to, because it horrows only for up-to-date
cull;ipmml or for discounting a portion of its
I]il LN

A plant which develops a loyal hard work-
ing organization, efficient to the interests and
reputation of the company,

A plant which develops modern manage-
ment methods,

A plant which pays its stockholders steady
dividends,

A plant which is cooperative with its trade
associations and competition,

A plant which expands only when that ex-
pansion is necessary to the public, in greater
demand, or in new products,

A plant of which the community is proud
because it is sound, steady and fair.

There are many such plants. They are the
bulwark of their communities and of industry.

Such a plant is not attacked by greed.

Will national economic planning bring more?

August 15, 10y

Patents and Trade Marks

A monthly review of patemts grante! on
macaroni machinery, of application for nd
registration of trade marks applying to n ca.
roni products. In July 1934 the follo. g
were reported Iy the Uy S, Patent Office

Patents granted—none.

TRADE MARKS REGISTERED

Trade marks affecting macaroni product or
raw materials registered were as follow.

Clinic

The trade mark Hattie 1. Dort, doing s
ness as Clinic Noodle company, Rocky River,
Ohio was registered for use on noudfh. \pe
r]lc:lllun was filed March 14, 193, published
y the Patent Office April 24, 194 and in
the May 15, 1934 issue of Tue Macawm
ourNAL. Owner claims use since July V33,

e trade name is in heavy type.

. Mayfair Club

The trade mark of Salvatore Viviano, duing
business as S. Viviano Macaroni Mfg. U,
Carnegic, Pa. was registered for use on <ja-
ghetti. Application was filed S {-1. 19, 1933,
published by the Patent Office May 8 194
and in the fuly 15, 1934 issue of The Maca
roNI JourNAL. Owner claims use since Scpt.
15, 1932, The trade name is written in Llack
1ype.

TRADE MARKS APPLIED FOR

Six applications for registrations of maca-
roni trade marks were made in July' 1934 and
published in the Patent Office Gazette to per-
mit objections thereto within 30 days of pub-

lication,
Colonial

The private brand trade mark of Davil
Pender Grocery Co., Norfolk, Va. for we
on macaroni, spaghetti and noodles.  Apph-
cation was filed May 1, 1934 and published
July 10, 1934. Owner claims use since March
1933. The trade mark is a band on the leit
half of which appears the trade name in white
lettering, the center of which is a dish of
steaming macaroni.

Venice Maid

The private brand trade mark of Venie
Maid Company, Inc, Vineland, N, ). for u-e
on canned spaghetti. Application was filed May
17, 1934 and published July 10, 193, Owner
claims use since May B, 193, The trade name
is in large black type.

Kempinski

The private brand trade mark of M. Koo
inski & Co.,, Herlin, Germany assignor to °|
{empinski & Co., Inc, New York, N. Y. 1~
use on macaroni, spaghetti, noodles and o1l
grocerics, A]leiﬂliml was filed March 13, 107
and published July 17, 1934. Owner clan
nse since 1928, “The trade mark consists ol
picture; around the outside written in a cire
appears the firm's name,

Ken-Mac
“I'he trade mark of Kentucky Macaroni C .
Louisville, Ky. for use on macaroni produc
Application was filed May 19, 1934 and pu
lished July 17, 193, Owner claims use sin
May, 1929, The trade name is in heavy tyy

Golden Crest
The trade mark of G. D'Amico Macaro:
Co., Inc., Steger, 1l for use on_alimentar:
paste products, Application was filed March
15, 1934 and published July 24, 1934, Owner
claims use since February 1934, The trade
name is written in black lettering.

Golden Age

The trade mark of the Golden Age Corp.
New York, N. Y, for use on noodles, Applica-
tion was filed March 17, 1934 and published
July 31, 194, Owner claims use since Jan. 1,
1934, The mark is a rectangular box near the
bottom of which is a window in the form
of an egg.

B pliance director,
B this inferior product has found its way

A form with the highest

August 15, 1934

Consumers Advised

tver radio station WNAC and
WIAN Mrs, Edward M. Cox of the
Consumers Council of Massachusetts,
assistant to the NRA state compliance
dircctor, issued the last week in July,
a general warning to consumers to he-
ware of inferior macaroni which had
heen shipped into the state for sale at
prices below those asked for products
manufactured in keeping with the pro-
8 visions of the Macaroni Code.  The
warning was given wide publicity by
the Massachusetts press and particn-

W larly by the [talian News of Doston,

whose readers constitute the heaviest
consumers of macaroni products.  "he
warning reads: ;

“As you probably know, the maca-
roni industry has been operating under

| o code and those manufacturers in good

standing are displaying a code Eagle
| which bears a registration number iden-
tifving the individual manufacturer.
There are many provisions in this code
which aim to protect the consuming
publi¢. In it has been set forth stand-
ards of the highest quality.

“It may be of interest to the consum-
ing public to know that during the past
several weeks, thousands of cases of
macaroni and  spaghetti of inferior
quality of material have been shipped
into this district. Some of this maca-
roni has heen seized by the state com-
Of ‘course some of

L into numberless groceries and ultimate-
Iv to the consumer at the same price
% i for high grade macaroni. Such a
| situation is harmful to the consumer as
well as to those manufacturers who are
4 lonestly endeavoring to live up to the
& requirements of their code.
L “You can readily understand that
@ hose manufacturers who are observ-
( g the code are of necessity paying
ligher wages and that in order to con-
tandard of qual-
ity requirements, have nece sarily had
i increase in their cost of production
| which means a slight increase in the
price of first grade semaolina macaroni.
H lowever by merely looking for low
4 prices without regard as to whether we
8 uct our money’s worth, we are simply
encouraging low standards of quality
merchandise, low wages and longer
hours of work all of which are socially
& undesirable,
"It is to your own personal interest
f 10 support those business houses who
8 show a desire to cobperate in the provi-
i sions set forth in their respective codes
@ which are in large part directed to the
g benefit of the public at large.  The mac-
| aroni manufacturers of Massachuselts
& are complying with all those provisions
| in their code which are of direct benefit
| to the consumer. They are operating un-

Warning by Consumers Council

to Watch for Im-

proper Labeling and Misbranded
Products as Aid to Effectuation
of Code Policies.

der a Code Eagle.  So therefore, in the
purchase of your macaroni products look
for the Macaroni Code Eagle and the
registration number, By so doing, the
following results will be brought about :
1. Abalition of underpaid labor and
unreasonably long hours. 2. Limitation
of false and misleading advertising.
Insurance of basic standards and grades
for merchandise, 4. Limitation of un-
fair trade practices in business for which
the consumer eventually pays.”

New Orleans Likes
Its Macaroni

“Come to New Orleans, all ye lovers
of high quality, tastily prepared maca-
roni dishes, beeause hére we prefer only
the macaroni products made from the
most acceptable macaroni wheat and it is
prepared in improved Ttalian style with
just the right southern touch that gives
the dish a distinctive, satisfying flavor.”

“Time was when Creolo ‘gumbo’ and
Spanish ‘Calas’  were  select specials
among the New Orleans attractive dishes
of exotic flavor for northern visitors,”
says the New Orleans Times-Picaxunc.

“In those times Halianism was slight
in Lovisiana and the small amounts of
macaroni products consumed were gen-
crally imported. But along with our in-
flux of lalian population during the past
quarler century came  experts in - the
manufacture of pastes from semolina—
this the middlings of durum wheat.

“Soon strange machines appeared in

SUPPOSIN' W

Suppose you played with the con-
sumer and not against him; that
vou gave him quality standards,
that you labeled your goods accord-
ingly, that you adopted the policy
of making it easy for the consumer
to buy what he wams and not what
vou want to sell him?

“Fantastic” you say

In the kind of nationally con-
trolled cconnmy we are going to be
living in, and that not too far in the
future, the business men who play
ball with the consumer for the con-
sumer are poing to pet the only
kind of good pickings that this
managed economy of ours will he
able to wolerate if it is to keep sol-
vent.

—From an Address by
Dr. Robert S. Lynd,
Columbia University.
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the old quarter by means of which maca-
roni, and more  often spaghetti,
forced through many tiny apertures like
locks of blond hair. was cut into lengths
and hung to dry. Our macarom indus

try blossomed and sudilenly New Orleans
awoke to the presence of a new aml mosy
delectable  dish—the  historical  Talin
meat halls and spaghetti with parmesan
cheese. Good 2 We'll say itis! A no-
where better prepared than noour awn
city.

“So those of us who have prided onr
selves on knowing good things to cat are
not surprised by the report made by | S
Goff, as executive scecretary (o former
Senator Edward T. Gay, Louisiana state
NRA director. “The macaroni manufae
tured here,” said Mr. Goll, ‘is of higher
quality under the macaroni industry coile,
heeause the manufacturers here are un-
willing 1o chance marketing a product e
low standard.” Which is to say that we
have hecome so thoroughly accustomed
to the best in both quality v afacture
of the raw material and in pe. per prep-
aration of the finished food iv the cuisine
that no producer will dare scamp on
vither materials or methods,  Indeed,
there are establishments in New Orleans
where the preparation of the Talian
delicaey has become not only a fine hut
even o superiane ar,”

Wits

Biggest Family
Wants Spaghetti

Buying spaghetti and shoes for his
wife and 19 children is Mike Latorra’s
higgest food problem, “Last winter we
ate 400 1hs, of spagheni and the children
wanted more. We canned many bushels
of home grown tomatoes and 5 gallons
of peppers to use in making our spagheni
sauce, These we grew in our linde trock
warden, but the spaghetti we had 1o by
That is our hig problem.”

Mike and Rosa Latorra, prowd parents
of the family of 19 that won the distine
tion of heing the largest family o dine
at the Talian Village at the 193 Chicago
World's Fair, revealed that the upkeep
of his clan is “less than $20 a week. the
only thing that gives us trouble is huymg
spaghetti and shoes™

No Ducks Wanted

The elditor of a poultry jonrnal
ceived a letter from a woman rewder 3
read: “How long should o hen reniom
on the epps?”

The editor replied: “Three w veks fin
chickens and four weeks for ducks ™

Three weeks passed amd the edin
again received a letter from the veader
“Thank you very much for your Lind al
vice it read.  ““The hen remained on the
cpgs for three weeks amd there were no
chickens hatched and as 1 did not care
for ducks, 1 took her off the nest and
sold the egus.—7The National  Dixie

\ /

Booster.
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Tasty, Satisfying Salad

A new use for macaroni, especially
short goods, has been gaining in popu-
larity among American housewives, par-
ticularly those who desire to serve a va-
riety of salads to their houschold guests.
It 1s an intriguing combination of this
Italian staple with fruits and a delicious
cream sauce,

Our Italian friends may groan at the
idea but this is because they have been
or still are too steeped in tradition to be
able to support the thought of their fa-
vorite paste served in any way except hot
and dripping with piquant sauces of the
kind their ancestors found so appetizing.
But the American woman who must ca-
ter to the whims of a whimsical family
whose choice ranges the whole galaxy of
foods, will surely like a macaroni salad.
So would our Italian friends if they
could be induced to try it.  Who knows
but what the differing appetites of the
children in Americanized Italian homes
may not some day make the macaroni
salad as popular as spaghetti, tomatoes
and cheese! For the pioneers, the fol-
lowing recipe is highly recommendable:

Perhaps the most important step in the
making of successful macaroni salads
lies in the cooking. Each picce must be
firm and smooth, tender but not soft or
sticky. The best way to cook macaroni

is to drop it imo plenty of boiling water,

3 quarts of water and one tablespoon salt
to 2 cups macaroni are good proportions
—and boil until tender, about 20 minutes,
Drain well and rinse with cold water,
Drain thoroughly and chill. Have all the
other materials cold,

Macaroni Fruit Salad

One cup cooked macaroni, 1 cup diced
pineapple, 2 bananas thinly sliced and
marinated in lemon juice, 1 cup whipping
cream, }4 cup orange juice, ¥4 cup lemon
juice, ¥4 cup sugar, 2 tablespoons corn-
starch, ¥4 teaspoon salt, .

It's a good idea to dice the pineapple
several hours before you want to make
your salad. Sprinkle with sugar if you
want to, drain and use the juice in place
of orange juice to make the dressing. If
you do use pincapple juice bring it to the
»iling point before you make the dress-
ing.

Mix sugar and cornstarch and stir into
boiling pineapple juice. Cook, stirring
occasionally, in double boiler for 20 min-
utes.  Add lemon juice and let cool.
When ready to use fold in cream
whipped until firm with salt. Add mac-
aroni, pincapple and bananas to dressing
and serve on tender leaves of head let-
tuce with a garnish or halves of fresh
strawherries or marischino cherries. A
cube of bright jelly will also serve as an
attractive garnish.

Special Noodle Catalog

The Clermont Machine Company, Inc.
of 268-270 Wallabout st., Brooklyn, N.
Y. recently distributed to the trade its
latest catalog of noodle making machines
and devices. It is an interesting, well

illustrated booklet of 36 pages and cover
showing and explaining in detail the
various kinds of machines manufactured
in this country and distributed through-
out the noodle industry of the entire
world, It contains cuts of its reversible
dough breaker, its nonrevers® .c dough
breaker, its calibrating drugn breaker.
its noodle cutter, high and ordinary
speed, the folding apparatus, bologna
style stamping machine, an automatic
noodle dryer, as well ae other machines
for other grain trades. But most inter-
esting and informative is the introduc-
tory history of noodle making machines
in this country. Copies of the catalog
will be sent all who are interested.

Condemns Predatory
Price Cutting

“Price cutting has taken all of the
profits out of the macaroni business de-
spite a notable increase in demand last
winter,” declares Henry Mueller, pres-
ident of the C. IF. Mueller company, Jer-
sey City, N. [. and former president of
the National Macaroni Manufacturers
association in an interview reported by
the New York Journal of Commerce,
“Leading manufacturers have been
forced to forego profits in order to meet
cutthroat competition by certain members
of the industry. As a result today's
prices are at a level that actually produce
a loss of more than one cent a pound
on all pure semolina goods sold. To be
sure the demand is light, but lack of busi-
ness is not the true explanation of the
demoralized situation in the trade. The
past winter from the volume angle was
one of the best ever enjoyed by the maca-
roni makers in many years, the high
energy value and the natural cheapness
of their product accounting for the brisk
demand during the season referred to.

“Today with semolina at the highest
price since the World war, manufac-
turers find it not only impossible to ad-
vance their prices to meet the increased
cost of their raw materials, but have ac-
tually been forced to reduce them in or-
der to stay in business. The chief hope
of relief is cooperative action under the
code in which added teeth are being
sought.”

“It is only by labor that thought can
be made healthy; and only by thought
that labor can be made happy; and the
two cannot be separated with impunity.”

Willie: “Paw, what does it mean
when they take somebody for a ride?
What kind of a ride?

’aw:  “Just a little slay-ride, son.”

“It's no use talking,” said the fat
woman when she found that she could
not squecze into the phone booth,

We step aside for somebody more
worthy of advancement when we side-
step responsibility,
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Macaroni Imports
and Exports

The movement of the macaroni prod.
ucts from foreign nations to Ameiicay
seaports is apparently on the inciease
based on reports of the macaron: im.
ports and exports contained in (he
monthly summary of foreign and (o
mestic commerce by the Bureau of
Fercign and domestic Commerce vy
ering May 1934,

Imports

This authority reported that in \pril
the imports totaled 96,561 Ibs. with a
value of $§7,719, In May the impors
had increased to 144,477 1bs, worth
$12,577.

Total imports for the first 5 months
of 1934 is 541,129 Ibs, valued at $46,007.

Exports Drop

While figures show that a total of
191,313 1bs. of macaroni  products
worth $15322 was exported from the
United States during April 1934, this
authority reports that the business hal
fallen to 168,995 1bs. in May 1934, The
value of the May exports decreased to
$13,479.

Macaroni products exported during
the first 5 months of 1934 totaled 811,
822 1bs. with a value of $60915,

The report of countries to which
American products were shipped and
the pounds purchased during May 1934
are shown in the table below:

Countries Pounds
Netherlands 7050
United Kingdom SR5M
Canada 343
Britisii HONUIAS v ceecerreeerssnssssemssssessoee 1,333
Guatemala 1L(HR
Homduras 1IN
Nicaragua 1558
Panama 16,239
Salvador 10
Mexico 743
Newfoundland and Labrador .. (1030
Bermudas 3
Jamaica 184
Other British West Indies.—. .. . 9
Cuba . 20071

1320

Dominican Rejublica. e
Netherland West Indies............. RALL)
Haiti, Rep. of 214
Virgin Islands of U, S 2. 170

British Guiana L
Surinam 0
VENEIUEI  cceicciasssicisicommmimmmrmmssrermtsss sstissosss AT
British India L0
British Malaya n
China - 4
Netherland East Indies e ¥
Hong Kong. :27
llnpau A0
*hilippine ISIands. o eecsesincsnsins 7.0
French Oceania 1004
New Zealand 4
Belgian Congo. 12
British E. Africa 139
Union of 50, Affich . eereecrsienee 3,187
Mozambique bl
Hawaii . 72789
Porto Rico 4700

TOTAI 289,123

Some folks' idea of going through
thick and thin to do a thing scems to be
to bore other people with recitals of what
they are going to do.
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NOODL-ETTES!!!

By MacNoodle

lis

By

A Metropolitan Opera Company singer a few years agu
said, “My salary for five consecutive seasons was S20,000
a month, This was as much as Caruso got and yet my
reputation was not to be c“mpurml. with that of Caruso.
And why? Because professional cthics prn.-\‘clm.'t} me from
employing a suitable press agent. I 111:'|d-|.' i ml:ﬂ;n‘t\'u and
am willing to acknowledge it. Advertising pays inany
profession or art.”

Just when grand opera singers hecame so modest .-;‘!mul
employing press agents, | don't know, hut most Imsuwsﬁ‘
men I."l?l'lilil'll_\‘ peed not be hampered by any such code of
cthics.

No matter how good you may be in your line of work;

no matter how wonderful a product your plant may turn
out or how unusual the service or your company may per-
furm, if you do not advertise the advantages you wlfer your
success will be small and your business limited.

atisfied patrons may be a m:m_‘s‘lw.-l al-
advertising goes,
“advertised

True encugh, s
vertisement, as far as the quality of the
but there will not be enough of it. You may he il
by your loving friends,” as Mellin's Food used to express
it, but what is going to reach and inﬂucun.: .tlw |u:n]n|c your
limited number of friends do not know? I'hat kind of ad-
vertising, the word of mouth, u!ll.'-l:uslm\u.'lﬂl'ullri--.'l.1nl|u:r
surt may develop a nice little narrow gage ]lll:ill.ll.'a.r-. |1ll-l it
will not build anything big. Fora real SUCCess it is neces-
siary to spend some real money in advertising.

There was an idage to

People used to believe in waiting. :
n who waits, but

the effect that everything comes to hit
today the waiting game is played out. Tt pre
for the aggressive present generation.

wed too slow

I never did have any faith in that much quoted statement

of Ralph Waldo Emerson, that the world will make o !It:;ll.'t'll,
path to the door of the man who nmkl:-s i lll.:lll.'l‘ "“,mh-t lI|1I.'|.
than his competitors, though he builds 111:5 house in the
woods. Such a man would soon have nothing to wear, :“.
eat or to keep him company but his mouse traps and the

Volete Una Pasta Perfetta E Squisita

Usate !

Non V’ E’ Semola Miglho::

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

Milling Company
1252 Chambar ol I;“-nm
-

Minnesoslis Mian,

Guaranteed by the

QUALITY

2 D dable Production of Uniform
IS-ItI;I;':’BunI?{):II"roductl is the Most Important
Quality to ke looked for in a Die.

Though Our Salestalk May Fail to Convince
ur Dies Will Not.

57 Grand St. - -

mice in them.

FOR

SERVICE

GIVE US A TRIAL

FOR

AND

THE STAR

MACARONI DIES MFG. co.
New York, N. Y.
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The MACARONI JOURNAL

Successor to the Old Journal—Founded by Fred
Decker of Cleveland, Ohio, in 1903

Trade Mark Registered U. S. Patent Office
g Founded in_ 1903
A Publication to Advance the American Macaroni

ndust
Published Monthly by the erydunal Macaroni Manu-
Iscturers Association as its Official Organ
Edited by the Secretary-Treasurer,

P. O, Drawer
No. 1, Diraldwood, il

A Colorful Byplay

What connection, if any, is there be-
tween the innocent and righteous provi-
sion in the Macaroni Code prohibiting
the use of yellow tinted cellophane as a
wrapper for egg noodles and the possible
encroachment on the liberties of the fair
sex in their prime prerogative of per-

- sonal rdornment? Probably none, yet

dustrial News Service of the Nationg)
Association of Manufacturers, Thy
makes it a matter of public welfarc thy
private industry be permitted 1o fundtion
efficiently and  without unwarrined
interference. Some of the bills enicted
by the recent Congress were designil 1o
handicap induwetzy, this being particularly
true of the labor disputes resolution,. ~

The administration is urging provate

that may have been the thought in the industry to provide more jobs at hicher
! 1 PUBLICATION COMMITTEE ll}!illll of s\Iiss]!\Iar;mrul Fishback when pay. 'i}hnl :Is a natural request, in \il:.\- E are hopeful that the enforcem(?nlt O{ the
{4 G. G. HOSKINS President  She penned a little humorous poem that  of the fact that private industry had led : : ul to you
I ;' ﬁ'.";?gg?‘ﬁ}m'\ Adriser  yl,¢ editor of “Post Scripts” saw fit o the way out nflevcry previous lll‘]ll‘pl_:. Macaroni code will e hel,p ‘ ¥
i1 use in his column in the June 30, 1934 sion. Bat the public should rementier and your indUStI'Y, also that the Millers Code
| SUBSCRIPTION RATES issuc of Saturday Evening Post. It that industry can not mateh its old pace

:“":ﬂ S;-'"l -I"-' c?:'ﬂ';'jﬁ, - Nt: e reads: i‘f it is hobbled by burcaucratic inter- which has become effective will enablle
'oreign_ Countries . . . . .00 per year, in advance 4 erence, i §
Aar s T b Tt oo (gpmn  EUREHEHE Sutas sl OuRsAY both industries to overcome the obstacles

SPECIAL NOTICE

COMMUNICATIONS :—The Editor solicits news
and articles of interest to the Macaroni Indusiry.
All matters intended for publication must reach the
Editorial Office, Draldwood, 11, no later than Filth
DAY of Montl

THE MACARONI JOURNAL assumes no respon-
sibllity for views or opinions expressed by contribu.
tors, and will not knowingly advertise irresponsible
of untrustworthy concerns.

‘The publishers of THE MACARONI JOURNAL
reserve the right to reject any matter furnished either
for the advertising or reading columns.

REMITTANCES:—Make all checks or  dralts

yable to the order of the National Macaronl Manu-
acturers Association.

ADVERTISING RATES

Display Advertisi + « « « Rateson Application
w:l:il'il’l '.".‘:1' ....... 50 Ee“nIIPFe: Line

Vol. XVI August 15, 1934 No. 4

Macaroni Industry
Submits Budget

The Code Authority for the macaroni
industry has submitted for the adminis-
trator's approval a budget totaling $172,-
(0 for the period from Feb. 1, 1934 to
June 30, 1935,

Also it applied for termination of the
exemption conferred in Paragraph 111
of Administrative Order X-36, dated
July 12, 1934 whereby members of its in-

tion to contribute te whe expense of code
admimst=ation fe: the above industry.
Criticisms, objections or suggestions
were, asked to be submitted to Deputy
Administrator Walter White, Room 1107

Macaroni products shall not be llnlml for sale in
colored wrappers or containers which give the prod.
uct the appearance of containing more egg-yolk solids
than are |rr¢‘¢;'\_| in the product,

rom the Covx or Famn Comremition
for the Macaront Ixpustay,

Powder and rouge and vanishing cream
Have painted many a lily.
Powder and rouge are a fine old team,
Designed to_enhance the filly,
Eychrow pencils and lipsticks, too,
I'ermanent waves, and so on—
Each of these benedictions do
Give us the fuel to go on.
Give us the fucl, the roscate glasses,
Needed to make us spurious lasses
Register youth and health and beauty,
Which is clearly our bounden duty.

“Colored containers” such as these,
With which we hemuse our suitors,
Are but the fruit of an urge to please

City chaps and commuters.
Anl everyone's happicr far because
Of art conniving with nature,
So have a care as you bandy laws
About in the legislature.
Have a care as you wage your war
On unfair methods in loft and store,
Have a care as you wicld your knife,
And keep your codes out of private life.

~—Murgaret Fishback.

Federal Per Capita Debt

Every man, woman and child in
America was under a federal mortgage
of $216 when Congress ended 1its
seventy third session and scampered

persons in the United States. Simple di-
vision shows that the per capita federal
debt is $216. 11 everybody from Daby to
Grandpa should scnR Uncle Sam a good
check for $216 today, the federal debt
would be wiped out,

WANT ADVERTISEMENTS

WANTED—FImes Vertical Triplcx Hydraulic Pump,
J"114" Plunger. 37 Stroke, Arranged for motor
drive. Oil 1ank in base. Give l[el(ll‘lliun of what
you have, price and condition. J. L. Mills, 31
W. Jid St., Apt 6, Davenport, lowa,

WANTED—Man_ experienced in macaroni factory

operations as foreman or manager, lox 12, /v

The Macaronl Journal, Iraidwood, Illinois.

We have regular export outlet for
special priced shipments of all
canned or preserved products.
What have you to offer for
prompt delivery? Send samples
and quotations to: North Amer-
ican Sales Company, 15 Park
Row, New York, New York.

which have hindered prosperous progress

and recovery.

CAPITAL FLOUR MILLS, Inc.
ST. PAUL

- MINNEAPOLIS

For
Quality Macaroni Products
Use

LOMBARDI'S

Quality Dies

Frank Lombardi

Phons HAYmarket 4873

1150 W. Grand Ave., Chicago, lll.

John J. Cavagnaro

Engineers o
and Machinists

Harrison, N. J. - - U. S. A.

1 . . merrily home.

i dustry whose present line of husiness is A . h . n

1 embraced in a trade or industry subject For the first time in the history of New and Rebuilt Dies - ¢
{ to a code other than tw code for the ;\ch"c"‘ 'h'(:] e et “”]‘5’ 'f;Xt)L(LX!IXs) Guaranteed Spccm ty 0
{ above industry are exeapted from obliga-  §27,000,000,000.  There are 125,000,

|

Macaroni Machinery
Since 1881

uilding, Wast i i
Investment building, Washington, prior e T B
to Thursday, Aug, 2, l93_4. pn!t‘ll,“alllilt:lul:;"tlll::h‘t.it::)tl:!;t ':'1::5:[ (‘l‘sllnll I:; P""'”Mf""' lers
The budget includes $56,610 for exec-  gopyiced with interest payments and re- Kneud St
utive office expenses; $17,235 for labora-  Goaucing aver a long period of years the i MH\.L‘I‘-" .
tory and office, Washington, D.C.; $11.- total payment will be many hillions of 2 FOR Cutters
900 for code authority expenses; $68,000  ollars more than the books now show. llTyANDS Brakes
for regional expenses — 12 regions. The seventy third Congress appropri- ERV'CE

Other items are miscellaneous and office
furniture and fixtures.

The basis of contribution is:

5¢ per bbl. of semolina, farina or four
use,

lc per bbl. voluntary and 4c per barrel
compulsory from Feb. 1, 1434 10 May 31,
1934, inclusive, and Sc¢ per bbl. compul-
sory from May 31, 1934 to June 30, 1935.

ated more than $5,000,000,000, which is
a “head tax" of about $40 on each
person; from adults to infants. From
the above figures it is apparent that the
huge public debt that existed when the
last Congress convened was increased by
more than 2566 before the session ended.

Broadly speaking, American industry
must pay the public debt, says the In-

GIVE USs A TRa,

CARTONS

NATIONAL CARTON (0.

“ e+, JUOLIET. ILLINOJIS.

N. Y. Office and Shop

PRESS No. 212 (Speclal)

Mould Cleaners

Moulds
All Sizes Up To Largest in Use

255-57 Center St.
New York City

| er=mn
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V. Giatt, Firooklyn, N, Y.

!l The President’s Message of the Month

Much has been written on the subject of Codperation, but nowhere have I found a clearer
definition of just what the term implies than in a dictum of Chief Justice Hughes of the
United States Supreme Court. In a recent case (U. S. vs. Appalachian Coals, Inc.) he said,
“The intelligent conduct of commerce through the acquisition of full information of all relevant
facts may properly be sought by the cobperation of those engaged in trade, although stabiliza-
tion of trade and more reasonable prices may be the result. Voluntary action to . . . aid in
relieving a depressed industry and in reviving commerce by placing competition upon a sounder
basis, may be more efficacions than an attempt to provide remedies through legal processes."
__ In our National Macaroni Manufacturers Association and the Macaroni Code of Fair Com-
petition may be found the embodiment of this definition. Through them Macaroni Manufacturers may acquire

full information of all relevant facts” and “aid in reviving commerce by placing competition upon a sounder
basis.” Together they serve as a beacon light for the intelligent direction of our business,

Let us, therefore, in all our activities manifest a cordial att. e of mutual good will and helpfulness toward
our Code and Association,

i o

A Trade Association a Permunent Necessity
By Secretary M. J. Donna

e e

! A Trade Association is a voluntary organization of business men joined together for the development of their
particular industry, states a recent release by the National Recovery Administration. The Trade Association
undertakes those activities which may be more economically or effectively handled than if done by the individual
member. The purpose of this joint action is for the benefit of the industry as a whole, therefore of benefit to the

X individual members as members. .

GRS Thus a trade association is responsible solely to its membership, and should operate in accordance with the

{ law, It should have due regard for the relationship between its members as well as the relationship between

i its industry and other industries.

I UL The responsibility of its board of directors is not unlike that of tiustees of the good name of the association. !

R Membership in a trade association and financial contributions to its activities are voluntary. F

Trade associations were in existence before the National Recovery Act and have made’a large contribution

' to making seli government in industry a practical, workable thing. . u,n,(ls an ’LO’{! r
{ Provisions may be made in the by-laws of the code authority for the utilization of the facilities and per- PrOduuCes rom 1000 to 1200 pO
% sonnel of a trade association, and the code authority may pay for the cost of using such facilities for code s

activities, " L i to

[t In any such case the trade association should be under such regulations and subject to such supervision as Write for full particulars FI

‘ to insure fair and effective code administration, and avoid discrimination and the appearance of discrimination . C I
! against nonmembers of the association. A I : _ (‘lermOl]t Machlne on |pany, nc.
; The secretary of a trade association may also be the secretary of the code authority providing he is able to A Street
do so without inconvenience. His duties are separate and distinct and !illl|lu|d hlc kept so. In carrying out his 268 Wa]]about tree
functions as a secretary of the code authority he is solely responsible to the code authority, In functioning as k
an association secretary he is solely responsible to the association. A paid emlalnyc of an urgnuiznlliun ulmlc_r lfl_t; Brooklyﬂ - New Yor
code authority or of a trade association may be designated as the statistical agency for the code authority i g . . » ENTS
the code authority takes the necessary steps to insure his impartiality, WATCH Fon ouUR NEW DEVELOPME
Funds collected by the trade association may be used to promote the industry, as an example, the trade as- ) ! s, Wil be matlod upon request.’”
sociation may with the consent of its members advertise, or otherwise promote an interest in new styles or “Our lutest catalog just off the press.
models, or engage in any other activities for the benefit of the trade as a whole.

— -
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So continue alive your National Macaroni Manufacturers Association, as a supporting organization, ready |
and capable to carry on such new activities as may develop under any and all conditions, just as effectively and |
efticiently as it has performed for more than 30 years, ' i
> s Y VSRR it ﬁ i
et i ) e i , 3
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“THERE'S THE KIND OF
MACARONI | WANT”.......

® WHEN your macaroni goes on display
along with other brands in the grocery
store, what will the grocer’s customers
do? Will they take the first brand they
happen to see? Will they take whatever
the grocer wants to sell them? Or . . . will
they ask for your brand, by name?

In the last analysis, the most important
question facing every macuroni manu-
facturer is this:

“How can I make people like my prod-
act so well that they will buy it in prefer-
ence to some other product at the same
price? In other words, how can I improve
my product to the point where people
kunow it is the best?”

Hundreds of macaroni manufacturers have proved
that this can be done by using Pillsbury’s Best Semolina
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and Durum Flours. Only the best of each year's durum
crop goes into these Pillsbury products. Test millings
are run on every car we buy, to make sure it is of the
highest quality. It is then milled under the most care-
fully controlled conditions. Color testsare made each
hour. Protein tests are made constamly during the
milling. And as a final grand check-up for you, we make
macaroni in our own plant, under practical, commer-
cial working conditions.

The result is uniform strength, rich amber color,
delicious flavor—a quality product that produces a
quality macaroni which is easily recognized by the con-
sumer—and remembered easily by its name.

You only need to make a trial run of Pillsbury's Best
Semolina and Durum Flours to see for yourself what
they will do.
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