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Do Justice To Quality

Wise is the general who orders an immediate retreat
when he discovers that he has erred in his battle plans.

Equally wise is the Macaroni Manufacturer who
orders the immediate discontinuance of practices that
are found to be ruinous.

In the making of a food no greater or costlier error
can be made than to sacrifice a brand’s or a product’s
reputation through the use of low-grade, inferior
ingredients.

Firms that have entered the “Battle of Low Grades,”
willingly or otherwise, will find it no disgrace to order
an immediate retreat to the safer ground of Quality
Products.’

1A MONTHLY PUBLICATION DEVOTED TO THE INTERESTS OF MANUFACTURERS OF MACARONI




DURING the past six months we've

developed some new and highly
successful ideas in macaroni and
noodle packaging. Many leading
concerns have been quick to recog-
nize the superior advantages of this
better way to market their macaroni
products. Designing and manufac.
turing successful folding cartons,
wrappers and labels for the macaroni
trade has been a specialty with us for
more than 35 years, We KNOW just

ROSIOTT |

LITHOGZAPHING COMPANY, INC.

121 VARICK STREG, Letiisr NEW YORK CITY

what you need in the way of packag-
ing, to help you increase your sales
andprofits. It dcesn't matter whether
you'reasmall concernwithonepress,
or a big one with a dozen ormore...
you'll get the same quick, efficient
service and expert attention on your
requirements. Letushelpyou ‘'dress
up” your line...give it new salesand
profit opportunities. Prices are sur-
prisingly low Address Dept. M-19,
BranchOffices:612N.Michigan Ave.,
Chicago.417Mcore Ave., Pitlsburgh.

Gel ideas, suggestions,

full color sketches and

low prices. There's no
obligation.
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ALPHONSO GIOIA.....
B, R. JACORS, 'l‘uhni!zll Adviser.

JOHN V. CANEPA.........310 W, Grand 51, Chicago, 1IL
WM. CULMAN._.43-82 Vernon Bivd,, Long Island City, N, Y,
M, DeMATTEl..——v._85 N, 8San Pedro 5t. Ban Jose, Cal.
71 P .way, Rochester, N. Y.

026 “Eye"* 8t, NW, Wahington, D, C.

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, 11l

G, QUERISSI

Lebanon, Pa.

M. J. DONNA, §

HENRY MUELLER...180 Baldwin St, Jersey City, N. J.
LEON G. TUJAGUE.— 1001 Fulton St. New Orleans, La.
LOUIS 5. VAGNINO —.—. 1227 St. Louis Av, St. Louis

tary-Treisurer

ADMINISTRATION MEMBER

WILLAM H. CALHOUN—Chicago, 111
Term—March 8 1o Sept. 8, 1934

547 N. Michigan Av. Chicago, 111

Regional Industrial Adjustment Agencies

REGION NO. 1—BOSTON, MASS.

0, La Marca, Reglonal Chalrman,
207 Commercial st., Boston, Muass.
Herbert C, Gruber, Reglonal Becretary,
16 Cross st., Boston, Mass,

Agency Members

0. La Marca, Chairman, Boston, Mass,
Allfred Blanchl, Worcester, Mass.

¥, Romsi, Providence, R. I

M, T.a Marca, Boston, Mass,

Q. D, Del Rossl, Providence, R. I,

REGION NO. 2—NEW YORK, N, Y.

Frank L. Zerega, Reglonal Chalrman,
26 Front sy, nroo:!yn. N. Y.

Ole Balthe, Reglonal Secretary,
60 L. 4Znd st, New York, N. Y.

Agency Nemberr

Prank L. Zerega, Chalrman, Brooklyn, N. Y,
trome Maler, New York, N, ¥,
3 .L Counzo, New York, N, ¥.
V. Glatti, Brooklyn, N, Y.
P. George Nicolari, New Haven, Conn.

REGION NO. 3—PHILADELPHIA, PA.

Philip R. Winebrenner, Reglonal Chalrman,
1012 Dakota st., Philadelphia, Pa.

Joseph H. Dulles, Regional Secretary,
D:;%o Walnut st., P Hl‘:’!lph‘ll. I'I.'

Agency Members

Phillp R. Winebrenner, Philadelphla, Pa,
Q. Querris, Lebanon,” Pa.

am Arena, Norristown, Pa.

. W. Wolle, Harrlsburg, Pa.
Max Kurts, Philadelphia, Pa.

REGION NO. 4—PITTSBURGH, PA.

R. V. Golden, Reglonal Chairman,
Box 987, Clarksburg, W, Va.
8. T, Vivlano, Jr., Reglonal Secretary,
Carnegle, Pa,
Agency Members

R. V. Golden, Chalrman, Clarksburg, W. Va.
E. W. Hunter, Reynoldiville, Pa,

David Nevy, Cumberland, Md.
C. H. 8mith, Ellwood Cllr Pa,
Balvatore Viviano, Carnegle, Pa.

REGION NO. s—BUFFALO, N. Y.

E. C, Oberkircher, Regional Chalrman,
579 Jefferson ave., Huffalo, N. Y.

Leonard H. Leone, Regional Secretary,
260 Court st., Buffalo, N. Y,

Agency Members

E. C, Oberkircher, Chairman, Buffalo, N, Y.

Alphonso Giola, Rochester, N, Y,

inup!: C. Mecisenzahl, RBC‘I“!H, N. Y.
liredo Rossl, Auburn, N, Y,

Joseph Lojacono, llu!ll\n. N. Y.

REGION NO, 6—CHICAGO, ILY.,

R. B. Brown, Regional Chalrman,
422 8. Des Plalnes st, Chlcago, Il
Frank Traficantl, Regional Becretary,
451 Racine av., Chicago, IIL
L. Bherman Aldrich, Deputy Cod: Executive,
130 5. Wells st., Chicago, 111,

Agency Member

Walter Villaume, Bt, Paul, Minn.
J. G. Luchring, \v(llnlulu, Wis.

REGION NO, 7—ST. LOUIS, MO.

Joseph Freschl, Regionsl Chalrman,
1730 Kingshighway blvd., St. Louls, Mo.
Louis 8. Vagnino, H:ginml Secretary,
1227 St Louls av.,, St Louls, Mo,

Agency Members

{glenh Freschi, Chalrman, St. Louls, Mo,
oyd M. Skinner, Omaha, Neb,
. W. Pica, Louisville, Ky.
Q. Viviano, St. Louls, Mo,
M. Onelrio, Kansas City, Mo.

REGION NO, B—NEW ORLEANS, LA.

Leon G. Tujague, Regional Chairman,
1000 Fulton st, New Otleans, La.
Herman Moss, Regional Secretary,
4003 Franklin ave, New Orleans, La,

Agency Members

Leon @, Tujague, Chaltman, New Otleans, La.
Herman Moss, New Orleans, La,
faormina, New Orleans, La,
Luuc?h Sunserl, Shreveport, La,
. G, McCarty, Dirmlngham, Ala.

REGION NO. 9—DALLAS, TEX.

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

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

Agency Members

Frank 8. Bonno, Chairman, Dallas, Tex.
Guy M. Russell, McAlester, Okla,

Sam J. Lucia, Houston, Tex,

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

REGION NO, 10—L05S ANGELES, CALIF.

S. Nunziato, Regional Chairman,
1722 Everent ave, Los Apgeles,
P, J. Serlo, Regional Secretary,
6003 Long st., Los Angeles, Cal,

Cal

Agency Members

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

F. Spadaloro, Los Angeles, Cal.

T. Lozze, Los Angeles, Cal,

E. De Rocco, San Diego, Cal.

REGION NO. 11—SAN FRANCISCO, CAL.

M. DeMattei, Regional Chalrman,

51 N. San Pedro st., San Jose, Cal,
A. Bertucci, Regional Secretary,

2989 Folsom sr, San Francisc Cal,

Agency Members

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

G. Obujen, San Francisco, Cal.

D, Merlino, Oakland, Cal.

J. Scarpino, Sacramento, Cal.

REGION NO. 12—SEATTLE, WASH.

Frank A. Ghiglione, Regional Chalrman,
4701 Sixth av. 5., Seattle, Wash,

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

Agency Members

Prank A, Ghiglione, Chairman, Seattle, Wash,
8. M. Orso, Portland, Ore,

A. Scarpelli, Portland, Ore,

D, Pagano, Seattle, Wash,

V. DeFelice, Spokane, Wash,

Country Stocks
of Wheat

Stocks of wheat in interior mills, ele-
Vators and warchouses on Jan. 1, 1935
are estimated to have been 93,485,000

us. Comparable figures lor previous
Years are not available since this is the
first time that a survey of stocks of

wheat in these positions has been made.
It scems fairly certain, however, that
stocks in these positions this year are
somewhat below  average.  Stocks of
wheat in interior mills, elevators and
warchouses on April 1, 1934 were 83,-
588,000 bus. and on July 1, 1934 were
51,060,000 bus. In 1933, April 1 stocks
were 95911,000 and July 1 stocks were
64,296,000 bus.
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This report, according to the crop re-
porting board of the U. S, Department
of Agriculture is intended to include
only country clevators and  warchouses
and the smaller interior mills which are
not included cither in the department’s
report of commercial grain stocks in
principal markets or in the Bureau of
the Census report on stocks of wheat in
merchant mills and auached eleviors.




February 15, 193:

THE MACARONI JOURNAL

i Wi DO OUR PART IS

* TWOSTAR + x«
INNEAPOLIS MILLING CO.

MINNEAPOLIS, MINN.

Z*

| THE MACARONI JOURNAL

Volume XVI

FEBRUARY 15, 1935

Number 10

————————— —

The Future of Trade Associations

Leading business executives in every important trade, in-
dustry and profession have long recognized the value of the
trade association, honestly conceived and properly operated.
For generations they saw such voluntary organizations grow
in number and power, bringing blessings to industry, to con-
sumer and to the country,

At the advent of the National Industrial Recovery Act in
June 1933 whereby the government assumed at least a super-
visory interest in business for the primary purpose of spread-
ing employment and insuring workers more equitable wages
for a shorter week, trade executives and association members
readily acquiesced to the new law and the noble aims of the
Act. They supported the recovery program as a patriotic
duty but also in the hope that the supervision of the govern-
mert might be helpful in solving the many serious problems
that confronted business since the panic’ seriously crippled
business in November 1929,

Though most of the normal activities of trade associations
were assumerd and, in most instances, most efficiently promoted
liy the code authorities set up under the several hundred
codes, the experience since June 1933 has convinced many of
the leaders that there will ‘always be a need for voluntary
organizations that aim to cobrdinate the divergent views of
members, for the general interest of the trade, craft or pro-
fession while always considerate of the rights of the consum-
ers and of the country,

While there is not immediate prospect that the supervisory
interest of government in trade association activities as set up
under the Codes will be changed radically, leaders have been
giving more than passing attention to what might be the status
of trade associations in the event that Congress may so modify
the law as to place an even greater responsibility on trade
groups. Though the matter has never been discussed openly
I any meeting or convention of the macaroni-noodle manu-
facturing industry, the future status of the National Macaroni
Manufacturers Association has been given considerable
thought by leaders in the trade who appreciate the value to
their industry of a voluntary, ¢f administered organization,
From opinions privately. expressal, it can be truthfully stated
that the great majority of the niembers of the macaroni in-
dustry appreciate the need of a trade association, specifically
devoted to the welfare of this trade, for the pure and simple
reason that macaroni-noodle manufacturers should and o
know best what is preferable in the way of activities for their
industry’s welfare,

The question of the place of the trade association in Amer-
ican husiness recently gained the attention of the Trade Asso-

ciation Committee of the United States Department of Com-
merce that has long taken a paternal interest in both commer-
cial and trade association activities, The importance of trade
associations as the means of assuring self regulation in busi-
ness is emphasized in the statement adopted on the subject and
released to the country after studying the report of its commit-
tee.  The statement, in part, states:

“The continuance of trade associations, and more partic-
ularly their continuance as’ voluntary organizations, is vitally
necessary in the interest of self government and self regula-
tion in industry, and in such form and in such manner they
can serve an important and indispensable part in promoting
the recovery program.

“The establishment of sound and beneficial policies in in-
dustry and the solution of its major problems must rest largely
upon industry itself. These aims can hest be accomplished
through continued utilization by industry of the services of
voluntary trade associations. The extension and coérdination
of such codperative effort in the public interest should be
furthered by industry.

“The ¢xperience of the past two years has demonstrated
conclusively that voluntary trade associations have a vital and
essential purpose in promoting and maintaining industrial self-
government,

“Research and promotional work, the extension of cfficient
management, the establishment of fair trade practices, the
collection and dis:emination of facts relating to the particular
industry, and in general, the proper consideration of economic
subjects, each and all of these constitute essential and proper
actwvities of trade associations,

“Associations cen prepare and present 1o their members,
1o legislators, governmental officiais and to the public, author-
itative information, useful in tending to combat unfair legisla-
tion and unfair business practices.”

Macaroni-noodle manufacturers who long have concerned
themselves in promoting and supporting a voluntary organiza-
tion for their amdustry’s welfare are apparently in entire ac-
cord with the statement of the future of the trade association
movement expressed by the Chamber, but as an action to he
considered only when the government restores 1o industry the
right of self regulation. In the meantime, they are deter-
mined to continue to support the constituted authority under
the macaroni code, coiperating fully and unselishly with
NRA's aim to help effectuate the policies of the Act, by
spreading  employment at living  wages while producing a
product that will be appreciated by the public for its quality
and its reasonable price.




Macaroni Manufacturers in Midyear Meeting

Nearly one hundred of the country's leading manufac-
turers and representatives of all the leading allied trades
concerned in the welfare of the industry attended the mid-
year meeting of the trade held Jan. 17, 1935, at the Palmer
House in Chicago under the auspices of the National Maca-
roni Manufacturers association that has for years sponsored
and fostered such conferences for the advancement of the
macaroni business.

For business and other reasons manufacturers in the ex-
treme parts of the country were unable to attend, but many
sent words of encouragement that guided the deliberators in
actions that will have a favorable influence on business in
the future. The meeting was called to order by President
Louis S, Vagnino of St. Louis at 10:30 4, m. and Secretary
M. J. Donna noted those in attendance, indicating as pres-
ent a majority of the hoard of directors who in a later meet-
ing adopted "all of the recommendations of the general
meeting.

The meeting opened with a report from association offi-
cials of steps taken in December and January to counteract
the efforts of a certain group of flour users to place semo-
lina and farina freight rates on the higher basis that applies
to their prepared foods, The association was represented
at a formal hearing on the proposal in January in Washing-
ton and it is the view of the officials that the freight rates
on these raw materials will not be increased materially, if
at all. The manufacturers present were loud in their praise
of the alacrity with which the problem was met by the
organization and the attempts to rajse semolina and farina
freight rates spiked. They were asked to watch all devel-
opments in the case and to Oppose cvery move to raise
freight rates on raw materials and ﬁnishclf macaroni prod-
ucts, !

The activities of the Macaron; Code Authority and the
new developments in code enforcement proposed under the
reorganization of the NRA setup, which were uppermost
in the minds of the manufacturers present, were considered
at length during the forenoon and late in the afternoon
sessions, President Vagnino asked Chairman G, G, Hoskins
to give a report on code activities and of the new develop-
ments as sensed by him on his trips to the nation's capital
and conferences there, He made jt very clear that the
apinion generally prevailed among government officials that
the NRA in a slightly modified form perhaps, would be
extended and that there would be a determined effort of
the part of NRA officials to strictly enforce the basic pro-
visions retained under the code law.

Mr. Hoskins expressed a firm view that the macaroni
industry had a most valuable instrument of enforcement in
its own hands if the manufacturers wanted to use it. He
referred to the Liquidated Damage Agreement authorized
by an amendment to the Macaroni Code that prevides a
means whereby manufacturers may voluntarily salve their
own perplexing problems in a most expeditious and final
way without recourse to government bureaus and courts,
As the effectiveness of the signed liquidated damage agree-
ment was dependent upon the signatures of manufacturers
representing a production of at least 350,000,000 1bs. annual-
ly, and since approximately 300,000,000 [bs, production had
already signed the agreement, the signatures representing
an additional 50,000,000 1bs, were necessary to put the plan
automatically into effect,

To permit such regions as desire to operate under the
Liquidated Damage Agreement where the required 70% of
the production in those regions had assented, he proposed
a_supplemental agreement for signature in those regions,
He specially recommended this to firms in Regions 6 and 7
that had given practically unanimous approval of the agree-
ment plan, and other regions equally enthusiastic, a trial of
the activity under the supplemental agreement. While sen-

timent was very much in favor of the proposal, and quite |
number especially in the Chicago area signed the suppl.-
mental agreement that would put the liquidated dam, e
arrangement into effect immediately, many felt that betor
results would be obtained if the plan could be made eff, -
tive nationally,

The purposeful yet injurious dissemination of inaccuriie
information concerning the food value of macaroni products
was condemned by unanimous agreement. All manufic-
turers were asked to be on the lookout for any unfavoralile
publicity that might be given by any means whatsoever,
particularly such as belittled quality macaroni, and 1o re-
port it immediately to Secretary Donna. It was the unani-
mous opinion of those present, some of whom had learned
an expensive lesson, that the manufacture of a better grade
of macaroni may to a great extent eliminate some of the
harmful publicity under consideration.

President Vagnino asked an expression of opinion as o
where the 1935 convention should be held, and Brooklyn
was easily the favorite spot. The Secretary was instructed
to complete arrangements for the conference about the
middle of June, conferring with hotels a5 to open and suit-
able dates. This was done immediately and the St. Georpe
hotel was named convention headquarters. Manufacturers
are invited to correspond with Secretary Donna as to what
dates they prefer. Tentatively the weeks of June 10, 17 and
24 are being considered. It is proposed that the sponsors of
the convention in Brooklyn make it not only the largest in
attendance but the most important in the history of the
trade. They state that over a third of the country's total
annual production is reported by firms within a radius of
200 miles of Greater New York,

The choice of the City of Bridges was made doubly cer-
tain by arguments presented by telegram from Conrad
Ambrette, president of the Consolidated Macaroni Machine
Corp. of Braoklyn, speaking for practically all of the manu-
facturers. It read:

SURE YOU WILL REALIZE THE IMPORTANCE
OF HOLDING 1935 CONVENTION IN THE EAST
(STOP) RECOMMEND BROOKLYN AND AM
SURE 1T WILL RESULT IN THE LARGEST AT-
TENDANCE EVER (STOP) BEAR IN MIND
THAT BROOKLYN 1S THE CENTER OF THE
INDUSTRY AND IS MORE ACCESSIBLE TO A
LARGER NUMBER OF MA NUFACTURERS
THAN ANY OTHER CITY (STOP) THIS SELEC-
TION HAS THE ENDORSEMENT OF A LARGE
NUMBER OF MANUFACTURERS (STOP) SAL-
UTATIONS.

CONRAD AMBRETTE, PRESIDENT
CONSOLIDATED MACARONI
MACHINE CORPORATION.

At a meeting of the Association Directors they approved
all of the suggestions made by the manufacturers in the
midyear meeting and in addition made an arrangement
whereby credit service would be given members through
a national organization that specializes in that form of
service. Details of the plan will be made known to the
members through the offices of the National association at
Braidwood, llinois by Secretary M. J. Donna. The mid-
year conference had the effect of solidifying sentiment be-
hind the industry's trade association while promising faith-
ful support to the code program which should reach its
highest point of effectiveness as soon as planned enforce-
ment_activity gets the expected backing of those willing
to abide by the fair and reasonable trade practices adopted

Felruary 15, 1935

for the general benelit of the trade and not of individa

or groups.
On to Breoklyn next June!

Joseph Mercurio, Mercurio Iiros. Spaghetti Mfg. Co., St. Louis, Mo,
William Culman, Atlantic Macaroni Co., Lon
J. T, Jeffrey, Skinner Mfg, Co., Omaha, Neh ;
Frank Traficanti, Traficanti Brothers, Chicago, 111, Frank
€I, Schmidt, Crescent Mac, & Cracker Co., Davenport, Ia.

Webb Faurot, Foulds Milling Co., Chicago, 1. .

Joseph Freschi, Mound L‘it{I .\lm::nr:lmi Co., St. Louis, Mo,

Joseph Viviano, Kentucky
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als  H. H. McCracken, Gaglioto Bros., Chicago, 1,
John V. Canepa, Joln B, Canepa Co,, Chicago, 11,

John Kohn, A, Russo & Company, Chicago, 11l

B. A, Klein, F. L. Klein Noodle Co., Chic 11,

{. H, Diamond, Gooeh Food Products Co., neoln, Neb,
L L. Minard, C. F. Mueller Co, Jersey City, N, J

Albert Magnanino, U. S, Macaroni Co., Chicago, 1.

g Island City, N. Y. A, E. Hanson, The Creamette Co,, Chicago, 11

G. Viviano, V, Viviano
[}

& Dros. Mae. Mg, Co, St Louis, Mao,

n VL Viviano & Dros. Mae. Mig. Co, St Lowis, Mo,
Iten P. Sax, Figler Noodle Co., Chicago, 1.
I Z. Vermylen, A. Zerega's Sons, Inc., Brooklyn, N, Y,
. Boiardi, Chef Boiardi Food I'roducts Co, Cleveland, O,
“. Driscoll, Fortune-Zerega Co, Chicago, I

Frank L. Zerega, A, Zerega's Sans, Inc., Brooklyn, N. Y. Chas. L. Miller, Washhurn Crashy Co., Inc,, Chicago, 111,

E. W, Pica, Kentucky Macuroni Co,, Louisville, Kr.
Henry D, Rossi, Peter Rossi & Sons, Braidwoad, 101,

A lrving Grass, 1. J. Grass Noodle Co., Chicago, 1.

J. Gagliardo, Bologna Macaroni Co,, Cicero, 1L

KV, Golden, West Virginia Mac, Co,, Clarkshurg, W, Va.
Jack Luchring, Tharinger Mrozroni Co., Milwaukee, Wis.

J. ML Quilty, H, H. King Flour Mills Co., Minncapolis, Minn
C. Surico, Clermont Machine Co, Brooklyn, N. Y,

C. Ambrette, Consolidated Mace. Machine Corp,, Brooklyn, N. Y.
W, Steinke, King Midas Mill Co., Minncapolis, Minn,

Alex G, Graif, King Midas Mill Co., Minneapolis, Minn,

_]nlln_!’. Crangle, Duluth uperior Milling Co,, Chicago, 1,

Richard Alghini, Alghini Macaroni Mig. Co.,, Chicago, III. W E Woolley, ilnluth-h‘;};wrinr Milling Co,, Minncapaolis. Ninn,
R

Robt, . Brown, Fartune-Zerega Co., Chicn‘uo, 11, .
W. F, Villaume, Minnesota .\lnt‘nruuil Co., St. aul, Minn.
Chas. {nnqs, Domino Macaroni Co., Springfield, Mass,

- T Emmerson, Duluth-Superior Milling Co,, Minneapolis, Minn,
E. J. Thomas, Capital Flour Mills, Ine., Minneapolis, Minn,
v F. Diefenbach, Amber Milling Company, Minne

¢
A. S. Vagino, American Beauty Mac, Co., Denver, Colo, Thos, L. Brown, Minneapolis Milling Co., .\1inm::1|u!1
Leo Parker, Commander-Larabee Corp.,, Minncapolis, Minn.

L. S, Scotland, Tenderoni, Inc., Joliet, 111,

Henry Mueller, C. I Mucller Co,, Jersey City, N, J. ]
Lean G. Tujague, National Food Products Co, New Orleans, La.  Geo. B, Johnson, Washburn Croshy Co.,, Inc., Ch
Nick Traficanti, Traficanti Bros., Chicago, IlI.

Jas. T, Williams, Sr., The Creamette Co, Minneapolis, Minn,
Jas. T. Williams, Jr., The Creamette Co,, Minncapolis, Minn,
Robt. H. Williams, The Creamette Co,, Minneapolis, Minn,

N. M. Onolrio, Kansas Cit Mac. & Imp. Co,,

mlﬁrrs, Chicago, 111,

Jos. A, Varco, Varco I}
Santo Varco, Varco Brothers, Chicago, 111,

Hal M, Ranck, Fortune-Zerega Co,, Chicago, I L. Sherman Aldrich,

Thos. Roberts, Washh

urn Crosby Co., Inc., .‘din_m:-npnlis. Minn.

10,

“hicago, T1I.
C. P, Walton, Capital Flour Mills, Inc,, Minuneapolis, Minn,

Kansas City, Mo,

A. J. Fischer, Pillsbury Flour Mills Co., Minneapolis, Minn,

O. Tardelli, Capital Flour Mills, Inc. & Chas, IV, Elmes Engincer-
ing Works, Chicago, I11.

5. 0. Werner, Northwestern Miller, Minuncapolis, Minn.

Louis S, Vagnino, Association President, St. Louis, Mo,
G. G. Hoskins, Code Chairman & Assn. Adviser, Chicago, 111,

Deputy Caode Exceutive, Region 6, Chicagn

Chas. Presto, Roma Macaroni Miy. Co.,, Chicazo, 111, Chas. T. Johnson, Investigator, Chicago, I11.

John Ravarino, Ravarino & Freschi, Inc, St Louis, Mo,
A W. Quiggle, The Creamette Co., Minnrapuiis, Minn.

W. Fred Dolke, Jr., Open Price Manager, Chicago, 111,
M. J. Donna, Secrctary-Treasurer, Braidwood, T11.

U. S. Marines t» Enforce Codes?

The NRA hearings in Washington,
D, C, last month brought out some force-
ful statements from executives concerned
in code administration on what should
be the Recovery Administration’s new
policy toward price fixing. Many op-
posed the idea but most of them favor
some sort of price fixing, properly con-
trolled to conserve the interests of oper-
ators and consumere.  Both harsh and
friendly words were expressed but none
scemed to strike the popular fancy or
hit the proverbial nail more squarely on
the head than did the pert statement of
v G, Hoskins, chairman of the Maca-
roni Code Authority when he told NRA
officials at the hearing, according to the
press:

“Unless the price provisions in
codes are enforced the United States
Marines can’t enforce the labor pro-
visions in codes.”

Opponents of NRA and codes called
the code law a “Chiseler's Paradise” and
said that “Al Capone might be termed a
Piker compared with those administer-
g the new deal rulings.” Altogether
several hundred representatives of code
organizations attended the hearings, ex-
pressed their views, their hopes and fears,
In the wide range of conflicting opinions
expressed for and against price fixing,
the big majority favored the principle
provided that the administration took
Immediate and definite steps to enforce
that and other provisions in codes,

Other illuminating exerpts from the
hundreds of arpuments presented show-
ng the diversity of opinions, all of

which must be studied by the govern-
ment before NRA can determine its new
policy on this controversial subject, as
reported by the press are as follows:

“Open price filing of manufacturers'
prices is a step forward in the economic
process."—Joln W. O'Leary, Chicago,
president of the Machinery “and Allied
Products Institute.

“Unless NRA deals fairly with us, the
little business man will be foundd march-
ing side by side with organized lahor, for
he has less to fear from organized labor
than  from  big  husiness "—John A,
Goode, Asheville, chairman of the Na-
tional Retail Drug Code Authaority.

—

“Such provisions (minimum price) do
not set prices; all they do is set a limit
below which price competition shall no
force down prices, | . S—Greorge A,
Sloan, chairman, Cotton Textile Coile
Authority,
rice fixing provisions improper.,
written into codes of fajr competition
have served to bultress unfair restraints
on price competition."—Consumers  Ad-
visory Council,

“p

“This is not price fixing."—George A.
Sloan (referring to open price filing).
. “Caode provisions desigued to (dissem-
mate information about prices  have
sometimes been perverted to use as tools
for arbitrary price fixing."—Consumers
Advisory Council,

“Price fixing provisions have been in-
creasingly ignored, thus creating a new
type of bootlegger aml aresenting the na-
ton with another demoralizing example
of large-scale contempt for Jaw."—Dex-
ter M. Keezer, for the Consumers Adl-
visory Roard.

“Much ado was made about Al Ca-
pone’s attempts 1o organize the cleaning
and dyeing industry of Chicago so that
fixed ‘prices could he charged and his
wig receive a pereentage of the Srofits.
He was a piker compared to the urgan-
ized coercion, dictation and intimida-
tion of tribute exacting code authorities,”
—Joseph - Nicholsan, representing  the
L. S, Conference of Mayors,

“The stop-loss provision in the retail
conle is not price fixing, Surely the code
should define some limit of protection
against seli destruction of industry by
cutthroat  competition.” = William™ .\,
Hager,  for  the Pennsylvania - Retail
Dry Goods association,

: —_—

“The open price provision is one of
the  maost fundamentally  constructive
steps toward making it possible 10 have
intelligent management  of - Ameriean
husinvss."illcnr.\' S, Demnison, Denni-
son .\l.'lnul':u'mring Co., Framingham,
Mass.

i

“Fixed prices are the chisclers' para-
dise. 1f you think chiseling is eliminated
under price fixing, you have not heen a
public purchasing agent for the last vear
and a hali."—Miss Mary E, O'Connor,
director of purchase for New York
State,
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Quality Robber is Trade Wrecker

On the heads of macaroni manufac-
turers who so far surrender to the call
for products “at a price” will fall the
blame of wilfully wrecking a trade
whose very existence depends on the
good will of the consumers of this inex-
pensive and nutritious food. That is
the view expressed by a keen observer
who fears the ultimate results of the
trend to lower and lower raw material
grades in order to meet what should be
nothing but an imaginary situation or
condition,

“The question as to where the Maca-
roni Industry is heading is a most inter-
esting one. It is my humble opinion
that it is headed straight for destruction
unless the members make a concerted
stand for better grade products, There
is no denying the fact that the Macaroni
Industry as a whole has done itself un-
told, almost irreparable harm by pro-
ducing immeasurable quantities of in-
ferior macaroni to sell at unbelievably
low prices. It will take years of build-
ing up to overcome the cffects of this
disastrous trend to cheapen as fine a
picce of grain food as is made for human
consumption.

“Within the past year it has been my
pleasure to interview most of the leading
manufacturers and all admit that the
practice is wrong and that the trade will
,u: years recovering from the ‘price war'
of the depression years. All recognize
the evil, but what are they doing to im-
prove conditions,

“From the riilling standpoint there is

a development over which the ordinary
macaroni man is not greatly concerned
but which will soon make itself felt,
particularly among those who seck and
demand flour grades that are hardly con-
sidered as fit for human consumption
just to meet a price. The macaroni
trade through its insistence on low grade,
cheap raw materials has placed the mills
in a place where they are rapidly Yecom-
ing unable to fill orders for thess low
grades.  With a limited demand for No.
1 semolina or farina becoming wlmast
negligible the mills are nct able to pro-
duce the low grades or byproducts de-
manded. The result will be the certain
curtailment of their raw material sup-
ply, even if it is the cheap stuff com-
plained of, because the latter are more
or less byproducts and unless a mill can
run on No. 1 semolina a large portion
of the time, it will not have any quantity
of hyproducts or cheap flours to offer.

“There is already a strong tendency
in this direction and an impartial survey
will develop the fact that practically all
of the outstanding durum mills of the
country are away behind in their orders
for cheap grades, some of them being
entirely out of the market for such in-
ferior products, for which there appears
at this moment almost an unfillable de-
mand, The result, as T see it, will be
that by continuing to buy such large
quantities of low grades the industry will
naturally boost the price of these low
grades to themselves to such an extent
that soon they will be paying almost as

much for flours that they have been ac
customed to pay for No. 1 semolina.

“What will happen to macaroni con
sumption when that point is reached an!
which is closer to realization than ever
the most pessimistic care to admit? |,
seems obvious that the macaroni manu
facturers who view the situation square
ly and who are interested in not onl
l{wir individual but the trade's welfare
will realize just where the industry s
heading and” will do everything within
their power to stop the trend and head
the industry toward the quality base
upon which only can a lasting trade Le
built.  Their first duty to themseclves
and their trade is to order only a first
grade semolina or other quality grades,
promote the consumption of quality
goods from the viewpoint of quality an
satisfaction. There is still time for a
determined effort toward quality better-
ment as the sole means of saving the in-
dustry from total destruction.”

(The editor and the sponsors for Tue
Macaroxt Journar would be interested
in receiving opinions of other Semolina
and - Farina manufacturers and users.
What can be done to stem the tide to-
ward the ruinous low grades that will
never create good will or result in re-
peat orders, something which any manu-
facturer must have if he is to exist?
Send in your comments for publication
cither over your own signature or
anonymously as in the case of the author
referred to above.)

IIOW DO YOU SELL?

Psycholyy, selling, or the psychology
of successiul selling, is brought out in
very interesting fashion in a recent issue
of Review of Reviews, in an article by
Donald A. Laird, comments the Amer-
ican Housewife's Bureau of New York
city.

The author lists the four fundamental
desires which prompt the buying of mer-
chandise, or the doing of many things
which seem to those watching a person
sometimes a little ridiculous.

The four fundamental desires are:

The desire to appear mare adequate.

The desire to appear more masculine.

The desire for romance,
The desire for life.

One can easily imagine the woman
who buys glassware, linen, new card
tables, cte. not always because they are
bargains but because the possession of
these things makes her feel mor ade-
quate among her friends,

The desire of the woman for mas-
culine riding togs, says the author in
substance or of the “he man” who stops
in front of the haberdashery to admire
and purchase masculine garments, is evi-

dence of the second desire. The male
has always been powerful, and the pos-
session of these things lends an aura of
power.

We skip the desire for r.mance as it
is so universal and subconsciously dom-
inates nearly everything we do.  The de-
sire for life is why, particularly, people
over thirty give attention to their diet,
ard also for the predominance of auto-
mobile advertisements which show the
dangers of the many accidents due to
carclessness. Do you want to live? Then
equip your car with nonshatterable
glass, nonskid tires, powerful brakes,
ele,

Do you think of these fundamental
desires in planning food sales? At least
three of them apply very specifically.

A bounteous table has everything to
do with an adequate houschold, and at-
tractive “island" displays of food, stress-
ing the better merchandise, such as qual-
ity canned foods, glassed products, par-
ticularly luscious fruits, macaroni and
eg noodles in transparent wrappers or
out of scason vegetables, give that im-
pression of opulence and adequacy which

makes the customer think of taking some
of these things home for his own table

The desire for romance ties in with
everyday life, but particularly on such
fete days through the year as Easter.
Decoration Day, 4th of July, Hallowe'en
and the many others,

Lastly food is life, so why not try and
sell it as other merchandise is sold, on
the basis of psychology?

Tanzi In
New Quarters

The Aurclio Tanzi Engincering com
pany has announced to the trade removal
of its office and showroom to more con
venient and spacious quarters at 233
Fourth av., Suite 1001, New York city
Telephone number is Stuyvesant 9-7411
Though specializing in macaroni dies th
firm handles a complete line of macarimi
machinery,

HA R R
One's destiny in life is mainly a matfer

of having or not having a destination for
one's life,

Weighing our chances of success
doesn't do much good, if we stop at tha't.

February 15, 1935 THE MACARONI JOURNAIL 9

Vital to Semolina Quality —

Vieal Selection

Sy

e BecAUSE no Semolina can be better than
: the wheat from which it co;m»s. and . ..

Because only first quality Semolina can
give macaroni that clear, golden color—-that
[resh firmness—that distinctive “nutty” flavor
that builds retail sales and repeat profits . .,

Tue SerLecrion or Wuears for Gold
Medal Semolina is guarded with the same

TR

S

extreme care that r arks every step in the
Gold Medal produciion program.

VYEN before the annual Durum crop moves

to market, samples from the premier grow-
ing areas are sent to the Gold Medal plant. These
samples puss through a series of cetual milling and
macaroni-making tests, and are graded for the
quality of macaroni each produces.

Then, as the regular shipments reach the plant,
samples from each car are carefully tested hefore
the wheat is accepted and binned. And again, rigid
tests are applied to the final "mix™ before milling
begins. This means three separate testing opera-
tions before milling—with many more to come!

The facilities of the greatest flour milling com-
pany in the world makes possible the skilled per-
sonnel, the laboratory and plant equipment 1o
carry out these, and other, necessary steps to insure

the uniformly high quality of the Semolina that

e is so vital a factor in developing—and expanding

[ WASKBURNCROSEY |

—your market. Remember—quality always wins!

Gold Medal Semolina

“Press-tested”

AN
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Secrets of Successful Trade Marking

Making the Macaroni Mark Self Men:s:izing

By WALDON FAWCETT

Written Expressly for The Macaroni Journal

Method of attack in trade mark pro-
motion changes with the passage of time,
even as the march of progress works its
influence on strategy in warfare or any
other activity. The latest fashion, if
we may call it such, in brand impress-
ment aims at making «the trade mark
self memorizing, Perhaps this designa-
tion “scil memorizing” 1sn't as descrip-
tive as it should be. But it is about as
indicative as is possible, Just as def-
inite anyway, as to refer to “automatic
reaction” to trade marks, which is the
way that some people characterize the
new formula,

Self memorizing is a very special slant
in the technique of cultivating public re-
sponse to a brand, .trade mark, label or
similar means of identification. It is
different from other somewhat similar
means to the same end in that it seeks
to put the responsibility on the public;
to leave it to the everyday layman to
initiate the recognition and remembrance
of a familiar “signature.””  Plenty of ef-
fort has been made at divers times and
in divers ways to make specific trade
marks rememberable; to make it easy,
yes even instinctive, for a customer or
prospective customers to recall and iden-
tify an advertised spcci:]llf' clue. Dut
here, if you please, 1s a plot that goes
even deeper,  Makes the macaroni cater
do the work of keeping an insistent trade
mark in the back of his brain and of
summoning it whenever impulse starts
his thoughts arunning,

Before having a look at what the
pioncers are doing to accomplish self
memorizing, perhaps we might inventory
the reasons why it is so desirable to
transform a trade mark into a self
starter. Dy and large the main gain is
in a saving of money and cffort on the
part of the brand owryr.  If we assume
that a macaroni ma:keter may by loudly
and persistently shouting his wares per-
suade Mr. Averzge Citizen to h-bitualiy
buy his product and recommend the
brand to friends, it goes without saying
that his sales exertions are lessencd if
the said individual may be euchered into
a position where he needs no constant
nudges to “repeat.” If perchance the
game may be so managed that Mr. or
Mrs. Common People actually takes
pride in ready remembrance of the brand
name or trade mark package design the
victory is all the more complete. In
short, if self memorizing causes a cus-
tomer once sold tc stay sold the maca-
roni marketer has all the more time and
resources to concentrale on new pros-
pects.

Another reason, remote though it may
appear, for the trend to self memorizing
is to be found in the latter day condi-
tions of store display and windusv dress-
ing. As every macaroni captain reaiizes
only too well, the multiplication in the
grand total of grocery specialty items
and the increase in the number of maca-
roni candidates is inevitably cramping
the style of display. There is less
“front line" space on counter and shelf
for cach brand. That means less punch
in the cartons on parade proportionate to
the smaller mass formation. Now you
begin to get the secret. If a brand can
be invested with a sensitive springs-to-
mind quality it will be set off by a much
smaller blast of package display than
will be required for a foggy or forgotten
trade mark.

Finally it is the cffortless brand, the
one that is on the tip of the tongue, the
trade name which has inherent mental
bounce, that is apt to become “standard”
in any given line. And every macaroni
strategist knows how desirable it is to
have his pet accepted as standard. By
the same sign public help in subconscious
entrenchment of a trade mark is a boon
to the trade mark owner who desires to
draft the boomerang trade mark to put
over a new specialty or related member
of a full line. In short, the self memor-
izing trade mark is the main hope for
the conversion of that considerable share
of the American public which is shown
by every consumer survey to be yet un-
regimented in buying by brand,

In the estimation of some of the
shrewdest experts on marketing it is an
unconscious itch to lay hold of self
memorizing trade marks that is driving
many brand makers to borrow or lease
art or fictional characters that have an
established hold on the public. An ex-
ample of this capitalization of the pop-
ular favorites of picture and story is
seen in the stampede to ride to consumer
favor, especially juvenile favor, by adop-
tion of Mickey Mouse. As a matter of
fact this trailing of an idol from the
funnies, o# the films, isn't the ideal way
to create an intimate trade mark that is
self memorizing. The flaw is not in the
mind clinging quality but in the cir-
cumstance that Mickey Mouse or any
other transplanted mascot cannot be held
to association with one particular prod-
uct. If there are Mickey Mouse watches
and  Mickey Mouse ‘cookics on the
market, Mickey Mouse Macaroni would
not monopolize every mental throwback
to Mickey's individuality or personality.

Admitting then that” there are diffi-

culties in the path, how is automatic seli
suggestion to be won for a trade mark?
What method may be used to hit upon a
coined or fanciful word that will prove
a mental magnet? It would be a plenti-
ful job just to fasten on a commodity
nickname guaranteed to pop into the
m'nd on slightest provocation, even if
one had no need to establish any bond
of sympathy between the commodity and
the memory-volunteer. Yet as 4 matter
of strategy it is highly desirable to seck
a brand which not only leaps to mind
instantly when the mental switch s
thrown, but which at this first thrust in-
evitably suggests the product involved.

Sharps whom I have consulted insist
that the self memorizing quality in a
brand name isn't as some people have
supposed a matter of brevity or ease of
pronunciation. Nor yet do they hold
that the magic lies in word coinage. In-
deed some of the best known invented
words have been difficult for the public
to memorize until laboriously pounded
home by advertising reiteration. No,
the theory of the above mentioned spe-
cialists among trade mark doctors is that
the one best recipe for concocting a seli
memorizing trade mark is to seek a nota-
tion which at cvery contact fires the
imagination.

We all know how the nind works
when it comes to remembering the names
of individuals with whom we have shon
acquaintance.  Some names are jus!
naturally difficult to recall even though
they are not jawbreakers. Other names
come casy because they are mechanically
suggcstc! by themselves or by instinc
tive association with some object whicl
flips into the mind at the slightest provo
cation. It is possible to have the sam.
play of cause and effect with a brand
name. Possible, that is, to pick a trads
mark name which repeatedly reenters
the thoughts of the average person whe
has heard it, either because it is directh
connected with an arbitrary mental pic-
ture or because it is suggested at second
hand by a train of thought which works
as a fuse,

Probably no reader of the Jourwar
will expect the most earnest booster of
the self memorizing trade mark to have
a stock prescription for this tempera-
mental dish. At any rate there isn't anv
rule of thumb. Discovery of a trade
mark fraught with a natural gift for
ready recollection is usually the result of
diligent searches of the mind and the
dictionarv,  With an alertness all the
while for symbols or expressions clo-
quent of or characteristic of the class
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Above: Peters Senior Package
Forming and Lining Machine with
Automatic Carton and Liner Feed-
ing Device, Automatically sets up
and lines carton blanks at a spred
of 60 per minute and replaces § to
7 hand operators.
L ]

Below: Peters Senior Folding and
Closing Machine. Automatically
{olds both lining and flaps of filled
carton, Speed 60 per minut:, Re-
places 5 to 7 hand operators,

SAVE *7000 ...

WITH THESE TWO

Peters Machines

Actual production records over a long
period prove that these two Peters
Machines operated in tandem provide a
saving in labor alone of as much as
$7000 a year. So efficient are these
machines and so speedy that they may
be operated only a small portion of the
day and still provide distinct economies
over hand operation. If you package in

)

cartons, Peters Packaging
Machinery can reduce your
costs while providing a neat-
er, sturdier, more uniform
closure. Peters Engineers
will be glad to consult
with you on the planning or
redesigning of your packag-
ing equipment. No obliga-
tion. Write to-

diven

Peters Machinery Company

Geneiz! Office and Factory 4700 RAVENSWOOD AVE.
CHICAGO, U. S. A.

]
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Amber Milling Co.
Flour and Semolina

Baur Flour Mills Co.
Your

Capital Flour Mills, Inc.
‘lour and Semolina

John J, Cavagnaro
Brakes, Cutters, Dies, Die Cleaners
Folders, Kneaders, Mixers, Presses and
Pumps

Champion Machine

rECc. .
Drakes, Flour lenders, Sifters and

Weighers, Mixers

Responsible Advertisers of Macaroni - Noodle
Plant Service, Material, Machinery and other Equip-
ment recommended by the Publishers.

Clermont Machine Co,
Brakes, Cutters, Driers, Folders, Stamp-
ing Machines

Commander Milling Co.
Flour and Semolina

Consolidated Macaronl Machinery Corp.
Brakes, Cutters, Die Cleaners, Driers
Folders, Kneaders, Mixers, Presses and
Pumps

Decatur Box & Basket Company
Shooks and Wooden Boxes

Duluth-Superior Milling Co.
Flour and Semolina

Charles F. Elmes Engineering Works
Brakes, Cutters, Die Cleaners, Driers,
Folders, Kneaders, Mixers, Presses and
Pumps

Exact Weight Scale Co.
Scales

ml‘lf Midas Mill Co.
Flour and Semolina

Frank Lombardi
Dies

F, Maldari & Bros. Inc.

ies

Mi lis Milling Co.
I?I[l‘]tl:'p:n:l Scmolfﬂ:

Service—Patents and Trade Marks—The Macaroni Journal

National Carton Co,
Cartons

Peters Machinery Co,
Packaging Machines

Pillsbury Flour Mills Co.
*Flo ¢ and Semolina

Rossottl Lithographing Co. Inc.
Cartons, Labels, Wrappers

The Star Macaroni Dies Mfg. Co.
Dies

G. Tanzi Mfg. Co. Inc.
Dies

Washburn Crosby Co. Inc.
Flour and Semolina

of specialty that is being branded. Very
often a precious casy-on-the-memory
trade mark is arrived at only after a
long trial-and-error ordeal.

One rather surprising recoinmenda-
tion the experts do venture in this con-
nection, They insist that the best chance
of achieving a self memorizing trade
mark is to forsake the beaten path of
brand sclection. It is only teo obvious
that in many specialty lines brand seck-
ers are prone to run with the pack: to
stick slavishly to a given type of trade
mark. DBehold for example how the
makers of soap powders have rung the
changes on one inspiration, with Rinso,
Chipso and all the rest. The cue, by
contrast, for a self-firer trade mark
counsels avoidance of trade marks cut to
pattern.  The logic is that where there
15 a clutter of many brand names of a
kind no one will readily stand apart.
Much less thrust itself abruptly into
human consciousness by its very novelty,
cuphony, congeniality or whatever trick
quality it is that supplies the secret of
the hard-to-forget trade mark,

THE WORLD'S WAY

The price tag the world puts on us
is of our own writing.

The world will appear to rub us the
wrong way just so long as we have
rough edges that need to be rubbed
off.

Patents and Trade Marks

A monthly review of patents granted on
1a aroni machinery, of application for and
vegistration of trade marks applying to maca-
roni products, In janu;uz 1935 the following
were reported by the U, S. Patent Office:

Patents granted—none,

TRADE MARKS REGISTERED

The trade marks affecting macaroni prod-
ucts or raw materials registered were as fol-

lows:
Dutch Lunch

The private brand trade mark was regis-
tered for use on egg noodle chicken dinners.
Application was filed Oct. 27, 1933, published
Nov, 13, 194 in the Patent Office Gazette and
in the Dee, 15, 1934 issue of Tue Macaroxt
ouRNAL. Owner claims use since June 1933,
I'he trade name is written in heavy letters
beneath which is a Duteh lady.

Catelli's

The trade mark of Catelli Macaroni Prod-
ucts Corporation, Limited, Montreal, Quebece,
Can. was registered for use on alimentary
pastes, macaroni, spaghetti and noodles.  Ap-
plication was filed Sept. 19, 193, [nul:lishcd by
the Patent Office Nov. 20, 1934 and in the Dec.
15, 1934 issuc of Tue MAcaront JournAL.
Owner claims use since June 1929. The trade
mark is the trade name in white lettering.

TRADE MARK REGISTRATIONS

RENEWED

The trade mark of American Macaroni Co.,
St. Louis, Mo. registered Jan. 26, 1915 was
granted renewal privileges to the Quaker Oats
company, Chicago, 1ll, effective Jan. 15, 1935,

TRADE MARKS APPLIED FOR

Four applications for registrations of maca-

roni trade marks were made in January 1935

and published by the Patent Office to permit
objections thereto within 30 days of publica-

tion,
Table Treat

The trade mark of La Premiata Macaroni
Corp., Connellsville, a. for use on alimen-
tary pastes. Application was filed May 2.
1934 and published Jan. 1, 1935 Owner
claims use since Oct. 4, 1933, The trade name
is in large outlined type.

Algeria

The private brand trade mark of Office
Algerien D'Action Economique Et Tcuris-
tique, Alger, Algeria for use on alimentary
pastes and other groceries. Application wa-
filed Sept. 11, 1933 and published Jan. B, 1933
Owner claims use since April 1932, The trade
name is written in white lettering on a black

background.
La Bella Italia

The trade mark of West Virginia Macaroni
company, Clarksburg, W. Wa, for use on
macaroni__products. Application was filed
Aug. 6, 1931 and published Jan, 8, 1935. Own-
er claims use since .-\u;i. 1, 193, The trade
mark is the name in outlined type.

Gertos

The private brand trade mark of Gert &
Co., Vienne, Austria for use on alimentary
pastes,  Application was _filed June 25, 194
and published Jan. 22, 1935, Owner claims usc
since Aug. 22, 194, The trade mark con-
sists of the name in heavy type.

LABELS

Okay
The title "OKAY" was registered Jun 8,
1935 by Kentucky Macaroni company, Louis-
ville, Ky, for use on spaghetti. Application
was pnljishl:ll Oct. 23, 1934 and given registra-
tion number 44925,
Lyden

The title was registered
Washington Co-Operative Egg and Poultry
association, Scattle, Wash. for usc on spa-
ghetti, Application was published Nov. 1.
1934 and given registration number 45045.

an. 29, 1935 by
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Buffalo Macaroni Plant
Christened

Shiny white and bufl walls, gleaming
machinery, much hustling and hustling,
starched white suits on the macaroni
makers, roses in the executives' button-
holes, smiling countenances and eager
throng of visitors. All of this was the
atmosphere prevailing at the opening of
the Great Lakes Macaroni company in
Ituffalo the morning of Jan. 28

Thomas Viviano and his partners had
reason to take great pride in showing
their many visitors through this new
plant. which was still in the throes of
smoothing off the new machinery.

Following a general inspection of the
plant some 150 members of the organ-
ization and their guests sat down to
luncheon. At the speakers table, he-
sides Mr. Viviano and his partner Philip
Ralmenti were Buffalo Health Commis-
sioner. Fronezak; President of the Buf-
falo Chamber of Commerce S. M. Flick-
inger; Harry Wilson, exccutive officer
of the Larkin company, and acling as
toastmaster was Samuel B, Botsford,
executive director of the Duffalo Cham-
ber of Commerce,

It was an auspicious occasion. The
speakers dwelt particularly on the ag-
gressive optimism of the executives of
this organization in opening this new
plant and in having such a modern, sani-
tary, extremely well laid out factory.
The plant has a maximum capacity of

175 barrels a day with two high spged
presses.  Only four types of macaroni
products will be made, all of which it
will be possible to dry quickly, thus elim-
inating the necessity of having an over-
quantity of drying rooms,

The luncheon guests were DBuffalo
chain store exccutives, wholesale gro-
cers, flour millers, representatives of
railroads and various other industries
which may be allicd with a macaroni
plant of this kind.—( Contributed)

Scrip Provisions
Stayed to May 1

The NIRB has continued until May 1,
1935, “or such prior date as may he
further ordered,” the stay of the effec-
ti_vc date of the retail trades code provi-
sions regulating the acceptance of serip.

The provisions affected are Art. IX,

Sec. 4, of the code for the retail trade:
Art. VIII, Sec, 4, of the code for the re-
tail jewelry trade; and Art 1X, Sce. 3,
of the code for the retail food and gro-
cery trade.
_ Each scction had been approved sub-
ject to a temporary stay.  In each case
and collectively the 's have heen ex-
tended. The i’nlcsl stay would have ex-
pired Feb. 6, 1935,

A special committee of three was ap-
pointed under the code for the retail
trade to study the serip problem.  Its re-
port, submitted Oct. 22, 1934, recom-
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mended substitute provisions for those

* which had been staved but further ree-

ommended that the serip problem he ap-
proached in codes of industries issuing
serip in wage payments, rather than in
codes for trades aceepting such serip.

Adter the NRA advisory council stud-
ied the report of the committee, it
reached a similar major conclusion that
the scrip problem should e attacked
through codes for industries using SCFip
for wages. The Advisory council recom-
mendations and those of the special com-
mittee are now before the hoard,

This order extending the stay cites the
board's findings that such a stay is “de-
sirable until further efforts have heen
made to effect a control of the problem
relating to company  serip, cither by
amending the codes of fair competition
for the so-called hasic producing indus-
tries, or otherwise," ‘

—_—
ENCOURNGEMENT

Having nothing o regret isn't much
toa man's eredit if it is hecause noth-
ing was attempted.

There’s one thing that's hetter than
having the things money can buy, and
that is to be in possession of the vastly
more important things it can't buy. -

Il be done in good time, only if it
is done now. ’

An encouraging thought—we begin
to arrive the moment we start !

UNDREDS of macaroni manufacturers

call Commander Superior Semolina

their “quality insurance.”

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

They know Commander Superior Sem-

olina is dependable.

That's why over 75% of our orders are
repeat orders from regular customers.

COMMANDER MILLING CO.

Minneapolis, Minnesota

R sty st o L
e e L e aparmties e s At
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STOCK CARTONS FOR SPAGHETTI

Experience of a Texas manufacturer
who sought a suitable stock carton in his
test sales of a product different from the
usual creamy colored spaghetti and diffi-
culties encountered.

C. A. Sears, president of Nutty Brown
Mills, Houston, Texas, whose firm
manufactures and distributes a line of
food products, including macaroni and
spaghetti of a nutty brown color, in an
article in Packaging Digest, December
1934, regrets lack of a suitable stock
carton for products such as his firm
markets,

“Packaging problems,” said the au-
thor, “are probably of more concern to
the small manufacturer than to the hig
national concerns. The latter have a
sufficient budget to buy in quantities, to
hire the best talent for designing and to
make ample market analysis before
adopting any package. But there are
thousands of small manufacturers like
myself who have found that packaging
has been the greatest problem in manu-
facturing and marketing a product,

“For the past three ycars we have
had a great deal of experience in pack-
aging, some of which may be valuable to
other food packers. 'ﬁﬂs experience
taught us that the first step in proper
packaging is to make some study of the
outlet for the package to determine the
meu:r size before deciding upon the
package itself.”

The author's firm manufaclures a
macaroni and spaghetti that is brown in
color since it is made of a mixture of
wheat flour and cottonsced meal. Be-
cause his product is different in type
from the usual and accepted golden or
cream colored macaroni products, he
quite naturally decided that he should
adopt a different type of package, onc
that would properly contain 16 oz., thus
heing easily distinguished from the ordi-
nary 7, 8 or 9 oz. carton. He continued:

“For our 16 oz, package we wanted to
use cardboard folding cartons but when
we tried to buy we found that there was
no such thing as a stock macaroni-spa-
ghetti box. All the manufacturers of
these items have had to get their boxes
or cartons specially made; hence the
many sizes, shapes and designs. We
wanted to buy 1000 cartons as 2 trial
order to see if the cark type of macaroni
products would sell. We found that we
would have to pay $7 per thousand in
10,000 lots for plaia boxes, spend $50
more for art and p'ates, then an addi-
tional $10 for printing the 10,000 boxes,
making the total $130. 1

“With no assurance that the package
would sell, we tried another plan, We
bought sheets of red paper 18 by 24
inches in size and wrapped the packages
in this paper, which cost us $5 per thou-
sand sheets, We had a sickly yellow
label printed at $4.00 per thousand—and
had our first experience in merchandis-
ing a food product. It wasn't so good.
We found that eight out of ten women
who would pick up the unattractive
package at all would ask if there was a
small size available. The 16 ounce size

was retailing at 15c.  We then came out
with a 7 ounce size to retail at 10c,
which is much higher to the consumer,
but the sales doubled immediately;
hence, our suggestion of first determin-
ing what size packages to have before
introducing the product to the consum-
ing public,

“We made a trial of using cartons
after a time, buying some left over stock
of green cnamei cardboard. The cartons
cost $7.00 per thousand ; labels cost $6.50
ver thousand in 10,000 lots, and had to
Inc stuck on by hand, This label was an
improvement over the first one, as it
had a special label plate made instead
of having an all-printed label, This pack-
age further increased sales. Dut this was
yet not what we wanted.

“We wanted to capitalize upon the
fact that our product was a protein
product, dark in color and different from
the ordinary lines, for our product was
retailing for twice as much as other lines
and we had to have some reason for the
difference in price. We wanted a carton
with a transparent paper window—bhut
here again, we found there was no such
thing as a stock box. We could not af-
ford to have such a box specially de-
signed and made. We believe that box
manufacturers should make up such
stock boxes just as they do stock boxes
in many other fields and sell to the small
manufacturers so that these packers
could have suitable labels printed and
use them,

“Our third step in packaging macaroni
and spaghetti was to adopt a cellophane
bag for the 7 oz. size, using a foldover
label at the end which is stapled to seal,
This package has proven economical and
desirable, as it permits visibility and has
increased sales. We use this package be-
cause of low cost—but we yet believe the
carton with a transparent window would
give better results when all things are
considered.

“We have redesigned our wrapper
three times at a cost of $40 to $100 for
cach new wrapper. Two of the steps
were taken because we saw room for
improvement—the third step was taken
because the health department of one
state objected to a single word which ap-
peared on the wrapper.

“Our experiments have been interest-
ing if expensive for the small manufac-
turer. This experience would teach us
that, if we were to start over again,
knowing what we know now we would
do these things:

“First—Survey the field and see what
size package the average housewife de-
sires for the various lines.

“SecoNnp—See that the package con-
forms to all state and federal vequire-
ments,

“Tuiwn—Not attempt to redesign our
package every time a food salesman,
packaging supply salesman, retail grocer,
advertising man or other party came to
us with a hot idea, but to be open for
suggestions, and to go to really big food
brokers and get their ideas and reactions

February 15, 1933

on the types and kinds of packages 1.
have,

“Fourtu—To consider the shipping
and handling of packages and how the:
would appear by the time they reach th.
consumer.

“Firru—To display a portion of 1l
product where at all practical.

“Sixtii—To make the package can
all the information possible relative :
the product which the consumer wi
need so as to keep down needless cor
respondence.

- “SeventH—To add the extra touch-
where possible to give extra snap.

“Eicntn—To provide features that
will insure a clean package when pre-
sented to the consumer.

“Nintin—To let the package material
manufacturers assist me with my de-
signs, asking for suggestions rather than
telling them what I want in the way of
designs.

“TeNTii—To make price a factor, but
not the determining factor in the selec-
tion of a package or Ilypc of package,
for our experience has been that a little
more invested in packages offsets our
lack of a large advertising budget.”

Sales Politeness

We're all polite enough in the ordinary
ways of being courteous in manner and
action as we contact customers. But by
the very nature of things a lot of rude-
ness creeps into our conversational ac-
tivitics,

Deing enthusiastic about getting our
sales stories told, we're apt to be a bit
hoggish in the matter of monopolizing
the conversation, We feel we can’t af-
ford to let the customer break in on us,
and quite commonly we are out and out
rude in cutting said customer short.

We rightly class ourselves as experts
on the subjects of the goods and services
we sell,  But that conviction prompts us
to be overbearing at times in the state-
ment of our facts, It betrays us into
forgetting that the other fellow values
his opinions even if they are not based on
as thorough knowledge as ours.

We don’t mean to be impolite, and wi
all realize the handicap which being s
puts us under. So let's bear in min
all the time that it gains us nothing t
say what it is to our sales advantage 1
say, if we say it in a way that creates «
barrier to making a sale,

We need to be continually on ow
guard against this tendency to be too
assertive, because we tend to become in
creasingly so with sales success, Man
a salesman who finds his sales fluctuating
may get the answer to that dilemma in
the fact that as he experiences success
he unconsciously takes on an arrogant
way of stating i\is sales facts that top-
ples him from the success he attained
through meek and tactful statements of
his sales facts. !

A man can't expect to get very far
when making excuses absorbs him to the
exclusion of doing anything else.
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Consolidated Macaroni Machine Corporation

Designers and Builders
of

Macaroni Machinery

High Grade

Ancther Consolidated Scoop., At Last!
A Combination Press which is Practical
and Produces both Long and Short
Pastes with equal facility,

i) Our Double-purpose Press meets
\ every requirement,

; ’; Has all improvements, many of which
can only be obtained on our Press,
among which are—

Improved Cutting Device

Bronze Lined Pressure Cylinder

Speed Control Valve

Blow-proof Cap

Improved High and Low Pressure
Pumps

There are many others, This Press is
\ fully described on our illustrated leaflet.

| We invite your inquiries.

This illustration shows the Press with cutting device in position for the production
of short pastes, On the opposite page is si'own the Press with cutting device
swung out of the way and the machine prersred for the production of long pastes,

156-166 Sixth Street

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

Address all communications to 156 Sixth Street

159-171 Seventh Street

|
|

Consolidated Macaroni Machine Corporation

Designers and Buiiders
of

High Grade Macaroni Machinery

The 1935 Streamlined Press.

The Press that gives you Streamline
results,

The Press that converts lost Time
into Profits,

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

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

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

Built in various sizes and types.

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

Send for illustrated and descriptive
circular.

SPECIALISTS FOR TWENTY-FIVE YEARS

DIE CLEANERS
DRYING MACHINES
MACARONI CUTTERS

MIXERS
KNEADERS
PRESSES

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

156-166 Sixth Street

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

Address all communications to 156 Sixth Street
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oy 8y . Y] P - . cap- Administe in charge of the hearing,

D, hibitior heard {cither in person or by duly ap-  Administeator in ¢ 1 ! :
T H E E N E R G Y F 0 0 _n 1 ropose .IJI‘O ib : pointed representatives cither hy appear- persons who have not complied with the
ngremmms ance or by sending a written or tele- requirements of paragraph (1), above,

The macaroni industry through its graphic statement) will be given to per-  may .Inc- ‘pur_nnlllf-tl[ 11 any tnnlclv'lu'_m'r t.u
Code Authority and in accordance with  SOn8_or groups who can show a sub- I.It'c close of the .IL-I..I'III‘I.{ l“‘.|]| © oW r,ll_hn

- wish of the majority of the members stantial interest as \\.'urk!.-rs. cmplnyurs, :-!I.llgluunl.h u)lll.lllllllh proposa 5 IIJ.I' l -
the WIETL Q1 Lin re Jl ) i’ ire  consumers or otherwise, in the effect of  inations from, modification of, or addi-
n: t;?lzriz?:j(c;tnl:-‘:y ::;;;:;i:t“ﬁ::";:::;:t‘:l any provision of this proposed amend-  tions to the Code supported by pertinent
an i § .

Macaroni Facts and Cooking Hints

: Py : information or argument. Such written
= ENE ! iny endment to the Macaroni Code ™Ment.
THE ENERGY TnRio ing amendment to Mac: il — ; el e et U ;
SHACARGNG - SPAGHET T £ NOOBLE Wt wonld prohibit the free use of Those wishing to be heard must com- ""_'“”“'j.‘l"l". must be condensed s much
'miums in sales promotion ¢ ply with the following simple: require- @5 possible, 1 X
pre "Aml.ul‘j\rl '\r” See, 8 to read:  ments: I'ublic hearings are solely for the pur-
3 2yt g . . . 11 3 , Sec. cad: : . ¥ SR S : Pl i
TFood authorities very generally agree The amount of walter used in cooku_lg drain, !lut_!cr a ring mold thoroughly, No member of the industry shall offer (1) A written or telegraphic request OS¢ of abtaining in the most direct
with the facts contained in a recent press  these articles of food is important. Six and fill with egg noodles, Bake one
rele

. i oy i portunity to be heard must he  Manner the facts useful to the National

Al , i y ) A e st be {

OF BIVC any prizes or premiums or or ah opportunity 5 ey, 25 Industrial Recovery Board, and no argu-

gifts, directly or indirectly to any  filed before noon” on Monday, Feb, 25, e R AT
4 < ’ 018 Wt TR y ments will be heard or consideral at

trade buyer or to any purchaser or to 1935, with Deputy Administrator Weld

i Ll I gaat is time.  Representation of in erested
the consuming public. This shall not M. Stevens, Room 506, Barr building, ‘M8 time. Representation lerested

se to the effect that “Macaroni, Spa-  cups of water are usually sufficient for hour in a moderate oven (325 degrees
ghetti and Noodles are really used too cooking an 8 oz, package of macaroni I%.). Fry 1 small onion, chopped in small
little in the average American house- or spaghetti, or a 4 oz package of cgg amount of fat, add 1 Ib. veal cwt in

wife's daily menus, They are appetizing, noodles, With this amount of water the

squares and sprinkled with salt and he deemed to prohibit the giving of  Washington, D. C. partics hy attorneys or specialists is per-

healthful and very economical, for with  cooking process  should be  carefully pepper, and brown meat well. Add 1y advertising pictures, calendars or (2) Such request shall stare the name ™S 'Ic.'.h"l| ”l is not to |l]lrl !Hlll‘ll I:-
frequent use it is possible to use up  watched, but there will be little water o cups water, J4 ‘SI'- Worcestershire sauce, articles of no possible intrinsic value.” of (a) any persons seeking (o testify jn 'CEUSSary I}‘I-llf‘1'?‘-i| Emr‘“h.'.'”" e
many leftover meats and vegetables.” Imur off after cooking and the flavor will  and cook gently for 45 minutes, Thigkt-n The NRA has issued to all concerned  the hearing, and (b) the persons or "_"""‘“'I"""Ifw’,l"l‘_'_ Ie “'] he fl‘!"’;“"'“‘f' hy

Lack of th= prope- knowledge of the be better, gravy with small quantity flour mixed a notice of opportunity to be heard on groups whom he represents, "":"t" advisers employed by the govern-
food value of wood macaroni products Have the water rapidly boiling, and  with cold water. Add I can peas, drained the proposed amendment as submitted (3) Such request shall contain a state-  ™Ment.
is dircctly blamabic to the manufacturers  salted, hefore adding the macaroni, spa- and 1 can mushrooms if desired, and in the Macaroni Code Authority’s appli-  ment setting forth without argument, a ==
who have not taken advantage of the ghetti or egy noodles. Use a slow flame  heat thoroughly.  Release noodle ring, cation for amendment, and advising pub-  proposal: (1) for the climination of A ADAGES
nutritiousness of their food to pass on - —only enough to keep water at a boil, turn onto serving plate. il center of lic that a hearing will be held by the specific provision of this amendment : or
the facts in the manner usually employed  1f additional water is required, add only  ring with meat and vegetable mixture, National Industrial Recovery Board be-  (2) a modification of a specific provi- Thinking of others 100 renerally
by competitive, less healthful yvet more boiling: water. Drain water off immedi-  This recipe makes 4 generous Servings.

ginning at 10:00 a. m. Feb, 26, 1935, in  sion, in language proposed by the wit-  takes the form of having  opinions

costly foods, In the language of the well ately after cooking, the North Room of the .\In{ﬂm\-cr ness, or (3) a provision to be added 1o about them,

raghetti and macaroni combine par-
known wit, Will Rogers, “The Cure, Mr.

S
The time required 1o cook these items  Yicularly well with sea foods, and make

e : I I lish Sparhetti S Hotel, Washington, DD, C. and to be con-  this amendment in language proposed by 'l'hcr.c'sl always room for argument,
.\'Iacnror'n-l\om'llc I\Iunui;flcturcr. Is in varies according to the brand you use, ¢Xcellent -enten GISTIES, - Spaghetti Sur- tinued until completed.  Weld M. Ste-  the witness, if one insists upon ellowing one's way
Your Lily White Hands, The product is “tender” when the end  Prise, made with oysters, is made as fol- vens, deputy administrator, will preside () At the public hearings, all persons  into it.

With the approach of the Lenten sea-  does not look chalky white when a picce 0Ws: Cook 8 oz. spaghetti until tender.

at the hearing and G. G. Hoskins, chair-  are regarded as witnesses, and shall pre- If we don't get enough sympathy,
man of the Macaroni Code Authority  sent orally facts only and not argument.  we might well suspect that ‘we wiant
will present arguments favoring the  Written briefs or arguments may be  more of it than is good for us,

son, the harvest season for these foods is cut, These articles of food should he nf'}'_"' .m"cl'i_ 51"':571"]:“,' and L lttp‘m.r;
since they fit in so perfectly with the cooked until tender, but not flabby. Mac- F’i."f l]'"l B {;"I:.l i a)-f".f. 1 ‘F"‘Z
demands ‘of millions of consumers who aroni products that have been cooked Daking dish. Make a white sauce o

Bsi, 1 21t 1 41 ; adoption of the proposed amendment. filed, but oral presentations will be con- The big shot in any line may he
] curtail their meat consumption during  too long become soft and shapeless, thsp. '“""i.r' - thsp. ‘""'." and 133 cups he public notice advises all persons  fined to factual statements only. spotted by the fact that he fires no ver-
* this church festival, the consumption of  To make the macaroni tubes or spa- Milk, and liquid from oysters. Pour this concerned  that an opportunity to he (5) Tn the discretion of the Deputy  bal blanks,
this foodstull greatly increases but the ghetti strands stand apart after cooking, ©Ver over the spaghetti.” Cover with but-

per capita use during Lent is only the blanching is recommended to remove the }crml breaderumbs, Nake in a hot m:";l
rate of consumption that should flourish cxcess starch that “boils out” of maca- \'!’r 15 minules, Scrve piping hot with
the entire year were the simple, yet roni or spaghetti particularly of the .r."t.nlmltan Sprinkle, which is made _It}l
interesting facts made as fully known as cheaper grades made from flour, Use !?'"g chopped blanched almonds in olive
the anxious housewife is ready to accept  cither hot or cold water for blanching P OF butter until h."'“"j draining on
them, after the cooked products are drained lrg“n {""P':" {mtl_salimg well. i
For instance there are many who do  of the cooking water, seicetion of the T o Marine, as served at “Le
not know that macaroni, spaghetti and lemperature of the water lepending  Letit Gourmet” in Chicago, is made af

HIS IS THE
TREE WHERE

noodles are grain products whose basic  upon the macaroni-spaghetti d'sh to be lsll’mmp ":l'"!"’fp"'gl't'“.‘"' .T'!' Imakle, cook "I 'b‘\.,\— THE MMOUS
' ingredient is purely of high grade wheats  made, hlam: :‘1"."{:_.':0 !:"c'n_‘:;":,:sét ‘nrrm‘? ﬂ;::"- AC ARON,
! . g o & % . . .l - 8 . 5

specially ground fo retain many of the The  American conception  of  the butter, 4 lf,q, ll'lnur"md'ly cu mill M

elements of the kernel that is otherwise  favorite Italian 4 i : .

! v spaghetti is that it is \ 6 = 1/ n
lost in the usual process of making g tasty combination of good spaghetti | o lo the cream sauce 134 P S

3 ) cder, 14 »
ordinary flour, l'unl!cr, that €ggs are  with cheese and 3 tasty, piquant gravy m:;,;l,t,r' C}‘,,,E[:;nfﬁh'; ai::'i sl llllll' c?:)]illl‘\!
added to noadles, making them consider-  or sauce of fomatoes and meat juices, hot 1{]',1 1 tsp. le .5, lr.m_p % ?T tsi:);'.
ably more nutritious in certain combina-  The truth is that this is but one of chﬂ',', od ,-,r;;[,_.'- L?)Il l(‘..J u,}m;t' nu_nl‘l
tions. The consumption of these three  dozens of ways in which the Italians eat ed .I.]“L; nliz‘mlcr}';q r_a ‘rsrl;m'.": . n}' i
products, yet all .f‘( the same family,  this “strength” food, though perhaps the wim a-hr&m ) G‘;rinllglg«; |'illcm cr"llc ‘mh
popularly called “The Energy Trio,”  maost popular. To whet and then to sat- rarnish .-l]' ol ley “l L Rorin a
could casily he trebled in 1935 if the isfy their appetites for macaroni-spa- sirips, " Parsley and green pepper

manufacturers  would  continye their  ghetti they must have jt served in many el
Lenten effort throughout the balance of

NOVELTIES GRow/

tasty comhinations. Decause some Amer-
'hc‘ yc_nlr. . ; . icans do not relish so much highly sca- Sermonettes
Besides their attribute of blending  soned combinations as do the Taljans None of us is denied advantages. It's
properly with otlier foods, fresh or left-

b i I ] whose long use of this grain food has just that the great majority of us are ac-
'u: ]rs.l ! I'tl“ are -II remselves very tasty - schooled them in their proper blending  corded the privilege of winning them for
and nutritious when properly repared  qualities, several recipes are recom-  ourselves,
in :m)f of the numcerous ways which any mended that may appeal more to the A man's situation is hopeless, only if
m:mlu mi'tun:r can recommend. They do light cater Americans than they do to  he is,
::::lfl:‘i a ?Ilénv::l]":;'c 1fllc .tlnong)lon); .n]f llallialns who prefer their spaghetti with The faults we find in others, we find so
s, aricly of ways in which muyc seasoning and with nippy cheese readily because we have be J ili

: g MR § - \ a come familiar

they can be cooked is almost unimagin- i ith 1 “withi

Here are some Chicago favarites that  with the i ithi
) . § em through having them within
able. They can be served independently  should become generally accepted if  ourselves, .

or in tasty combinations witlh fish, oy- properly prepared according v i i 's sti

] : : ' 0 ) g L i to the very No man is done while there's still
sters, rtr:c.nls. vegetables, cheese and with simple, inexpensive methads suggested:  something he can do to prove that he
a nourm“o'r utf 'npp}rhamg srauclcs. e Egg Noodles Corona is a very decora-  isn't

s trio of flour-foods, the tall, (e very festive, but very easily made ~ Teachin i i

. T d v tive, 3 aching the difference between right
zl:nd_ernr;ne ;\SI Mr, S'p.nghcm. the plump dish from the chef of the Lake Shore  and wrong should include teaching the
FI’Er l]EJ nJI acaroni; the flat one, Mr., Drive hotel in Chicago. To make, cook difference  between right and wrong
‘ge Noodle, oz. cgg noodles until tender, then thinking.

e AL
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Notes of the Industry

Forty Years’
Success

Forty years of experience in noodle
manufacture has established J. E. Breck-
bill high in the esteem of discerning
cooks in Columbus, O. While the out-
put is sold mainly through a chain of
stores operated by Mr. Breckbill much
of it finds its way to consumers through
other outlets in Frank county, where
customers willingly pay twice as much
for Breckbill Noodles as for other
brands according to the press dispatches
from Columbus.

Spaghetti Causes Odd Accident

Paul E. Watts, 11 years old of 1912
Grant st., Berkeley, Cal. suffered an odd
injury while attending to the hoiling of
spaghetti for the family dinner. His
mother, Mrs. William \{'aus. had pre-
pared a kettle full of spaghetti for the
family dinner, and assigned to her young
son the task of watching the spaghetti
boil and bubble, He was seated on a
box near the kitchen stove when sud-
denly the lid popped off the kettle, spray-
ing the hoiling mass of food and water
over his left leg, badly burning that
member.  He was rushed to the Derke-
ley General Hospital where after receiv-
ing first emergency treatment he was
able to be removed to his home. His
one desire when convalescing from the
burns was for some of his mother's
tastily cooked spaghetti, which he oh-
tained to his full satisfaction,

Ask Bread Peddling Ban

Macaroni  manufacturers, especially
those interested in the distribution of egp
nodles from store to store either direct-
ly from their own trucks or through dis-
tributors, will be concerned over the out-
come of the action suggested by the
Niagara Falls, N, Y. bakers who peti-
tioned the city council to ban bread ped-
dling. The prime purpose of the move
is to prevent Buffalo bakers selling their
haked goods in that city, citing a city
ordinance which prohibits peddling in
the city without a license. The organ-
ized bakers of the “City of Tourists”
have pone so far as to request the city
fathers 10 amend the ordinance should
it be found not o properly protect home
industries against alleged dumping by
outside competitors. Favoralle action on
the petition would seriously affect the
store to store distribution of other prod-
ucts including egr noodles,

Noodle Maker Rewed

The reenactment of the service which
25 years ago made them man and wife
was the feature of the silver wedding
anniversary of Mr. and Mrs. Isaac Sib-

ler of Baltimore, Md. in a cclebration
witnessed by over 300 relatives and
friends on Jan. 15, 1935. Among the re-
nowned guests were Mayor Jackson and
State's Attorney Wells of Daltimore, the
city in which Mr. Sibler has operated
a bakery and a noodle manufacturing
establishment for nearly a quarter cen-
tury.

Adds Noodles to Pretzels

The Baker Pretzel company, Balti-
more, Md. is installing new noodle
machinery to manufacture its own brand
of egg noodles in addition to its famous
pretzels. The firm has a wide distribu-
tion in Baltimore and adjoining coun-
ties, Tt is expected to have the noodle
department in full operation early in
March.

Noodles 30c to 40c a Pound

While manufacturers in certain parts
of the country are combating unheard
of low prices on egg noodles, a firm in
Columbus, O. hoasts that practically its
entire output is still heing sold at prices
ranging from 30¢ to 40c a pound and
that because of the quality of its prod-
ucts and the confidence of its customers
it does not fear competition such as that
which is driving other noodle makers
frantic. The moral—Pay more attention
to your quality, to your own husiness
and  forget about your competitor'’s,
That's the road to profitable business,

Gaetano D'Avella Dead

Gaetano 1'Avella, aged 80 years, one
of the oldest macaroni manufacturers in
northern New Jersey died Jan. 16, 1935
at_his home at 46 Relmont av., Belle-
ville, Newark following a brief illness.
He was the founder and senior member
of the I'Avella Macaroni Company, Inc,
whose well known macaroni plant is at
53-55 Heckel st., Newark, Trained as a
youth in Ttaly as an expert macaroni
maker he followed the trade in this
country until he organized his firm and
crected his own plant in his adopted
country,

He is survived by three sons, Thomas
C. of RBelleville, a Newark attorney ;
Peter A, and Eugene D'Avella of
Newark  and  three  daughters, Mrs.
Leonard Cousins, Mrs. Frank Massini
and Mrs, Joseph LoBello. The funeral
was held from the old macaroni man's
home to St. Anthony's Roman Catholic
church, Belleville, N. J., where a solemn
high mass was celebrated before burial
in Hollywood cemetery,

Supports Cooking School

Officers of Campanella-Favaro-Glavi-
ano Macaroni corporation of Jersey City
were among the many sponsors of ’the

cooking school conducted in that « iy
carly this month under auspices of 1
Journal of Jersey City, N. J. The I «
tess was Mrs. T?mmas . Gantley, pro -
dent of St. Ann's Guild of St. Ani's
Home for the Aged who on accepting l.r
assignment at the opening of the success-
ful show pointed out the benefits o1
properly conducted cooking school to any
community, The merchants of the com-
munity under the leadership of the
Journal codperated in making the school
unusually successful this year,

Johnstown Has New Plant

Business leaders, officers of the Citi-
zens' Council of Greater Johnstown, I,
and the board of governors of Radio
Station CCGJ, joined with officials of the
newly organized Milano Macaroni Co.,
Inc. and its employes in celebrating
opening of the latest addition to the
city's industries, a small but very modern
macaroni manufacturing plant, the last
week in January,

The plant is at 92 Spruce st. and is
cquipped to produce between 25 and 30
bbls, daily, but is so constructed as to
permit easy and ready expansion to meet
increased “husiness demands.  Decause
the plant was financed by local capital,
distributors, retailers, civic organiza-
tions, stockholders and the public in gen-
eral has accorded the new establishment
every encouragement, according to the
press of that city,

Following the public ceremonies at the
njmuing. all of which were put on the
air over station CCGJ, the guests, offi-
cers and employes sampled the products
of the new macaroni plant. Huge quan
tities of tasty macaroni and spagheui
prepared in true Ialian style by cheis
who know just how to blend the nutr
tious hrands with tasty cheese and v
mato sauce, Twenty employes compo-:
the plant’s production staff pending i
stallation of additional machinery. s
tribution will be chiefly through cents
and western Pennsylvania,

James J. Hickey Dead

James J. Hickey, aged 74, a pione
of Minnesota, died early this month
the home of his daughter, Mrs, Jame-
T. Williams, wife of the president of
The Creamette’ company, Minneapolis
He had made his home with his daugh
ter for the past 20 years, and was a resi-
dent of Minnesota” for over 40 years.

The “Long" and “Short" of It
Athlete—Mom, this spaghetti reminds
me of foothall, y
Mother—How, son?

Athlete—There's always ten more
vards to go. j
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When High Quality Counts
Use CAPITAL PRODUCTS

UR brands—AA-| and Capri Semolina—produce
macaroni of distinctive quality. They assure you
of a fine translucent character of the macaroni product,
and exceptional eating quality of the cooked macaroni.

APITAL products represent the best in
milling skill, as well as superior judgment
in the selection of Amber Durum wheat.

T'ry Capital products on your nevt order.

Skt el o, o

! SEMOLINA

} —_—
! BT, PAUL, MINNEBOTA.
L5 7

CAPITAL FLOUR MILLS

INCORPORATED
OFFICES

Corn Exchange Building
MINNEAPOLIS, MINN.,

& 4
MILLS & CAPRI . |
ST. PAUL, MINN.

&“ % SEMOLINA el "3

GOOD SIGNI

We are extremely busy filling orders for new Dies and repair work.
It's either business on the up and up or the Macaroni Manufacturer
coming to realize where to find good Dies, efficient repair work and

Whatever the case—GOOD SIGN|
Inquiries for our FUSILLI ITALIANI DIES are also coming in to justify

our expenditures in perfecting and patenting this Die.

unquestionable services.

We have missed yours. Better come early!

178-180 Grand Street New York, New York

TRADE MARK

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

Epitor MACARONT JOURNAL:

My family has recently learned to
appreciate the true value ot spaghetti
and macaroni, but I fear that we lack
much of the proper spaghetti eating
technique.  When we serve spaghetti or
macaroni in long strands or strips,
should it be eaten in the long pieces?
15 it permissible to use a spoon?

Anxious Mother.

It may be considered a feat of dexter-
ity to eat the long spaghetti strands or
macaroni tubes in the Italian fashion
because when inexperienced Americans
attempt mastering the long strands with-
out cutting them, they very generally
make quite a mess of the eating process,
and incidently quite a mess of them-
selves and the table linen. The Italian
spaghetti eating ctiquette can he acquired
only by experience and patience, It is
recommended that beginners eat their
spaghetti slowly and in small mouthfuls,
Entwine only a strand or two on your
fork, by twirling the fork until the full
length of the tasty strand forms a small
ball on the fork before placing the food
in your mouth, but it would be much
better for the real hungry ones to cut
their spaghetti or macaroni into short
lengths with their fork. Ttalians some-
times use a spoon in addition to a fork
in the spaghetti handling but the spoon
serves merely as a base against which
the twirling fork “balls up™ the entwined
strands. Using a spoon as one would
use it in drinking soup, is hardly con-

sidered proper among talians but it does
insure the safe passage of the clusive
strands from plate to mouth.

Study of Distribution
Differentials

The National Industrial Recovery
Ioard announces it has authorized a spe-
cial inquiry of existing and proposed
code provisions dealing *vith distribution
differentials  affecting  the channels
through which goods flow from manu-
facturer to retailer,

Changes in distribution channels, de-
velopment of new methods, and prac-
tices intended either to protect existing
distribution facilities or to foster novel
or special agencies have been increasing-
ly important problems. Sufficient expe-
rience has developed under the codes,
supplemented by studies and proposals
made by interested parties, to permit a
thorough study by the administration.
The survey is intended to show to what
extent and by what policies the NRA
can and should contribute to their solu-
tion,

Dr. Willard 1.. Thorp, chairman of
the advisory council has designated to
undertake the study, :

The problem of distribution differen-
tials has become important because of
the acute competition between jobbers
and manufacturers who sell direct to re-
tailers or between jobbers and mass dis-
tributors, or between long established
agencies of distribution such as jobbers
or brokers and novel or special agencies

February 15, 1933

of distribution such as truckers or co-
operatives,

Price at Which
Tt Sells—

The salesman who fails to adequatel:
stress the features of what he is selling
which go to make up good value in it
invariably finds himself up against th
job of justifying the price at which »
sells,

If we have frequent occasion to just
ify the price of what we are sclling, w.
are inclined to tell ourselves that it is
because the price really is high. Dw
we are up against that difficulty usually
because we failed to do a good job of
selling value,

On the s:::face it may seem to a sales-
man that most customers are interested
solely in buying at the lowest obtainable
price. DBut digging below the surface in-
variably uncovers the truth that they are
even more interested in buying lasting
quality, in buying at the price which in-
sures their getting what they wish to
realize through the cunlcmp{nlul pur-
chase.

Try doing full justice to quality and
all that that means in the way of insur-
ing the most value for dollars spent.
Stress dependability and  durability to
stich an extent that the customer will feel
that he is not in a position to challenge
a slightly higher than average price—and
you'll have fewer such challenges. The
':rice isn't too high; the value structure
hasn't been built high enough.

Catelli Firma Reports Profits

According to Canadian papers, the Catelli Macaroni Prod-
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Noodlettes

BAUR FLOUR has

power.

It will pay you, like
others, to use

ROMEO

Unbleached Hard
Wheat Flour.

Telegraph for price today
@

BAUR
Flour Mills Company

Est. 1870 St. Louis, Mo.

ucts corporation of Montreal, Quebee enjoyed a very goud
year in 1934, For the ycar ended Nov, 30 the net profits of
the concern, the largest in Canada were $81,326, an increase
of $7,000 over those of the previous year,

From the French press of Quebec comes information that
during the year 1933 there was converted into macaroni, spa-
ghetti, vermicelli and noodlés 27,200,000 “livres de farine,’
13,480 “douzaines d'ocufs,” 33,218 “livres de poudre d'ocui.’
8,625 “livres de poudre de lait,” 37,982 “livres de sel,” 87
“livres de matiere colorante,” Of the 16 macaroni plants in
Canada, six of the establishments or “etablissements” are it
Ontario, four in British Columbia, three in Quebee, two in
Manitoba and one in Alberta.

In 1933 the Canadian firms exported 3,872,319 livres o
their products, of which Great Britain received 2,945,263 Ihs
and the remainder was exported to New Zealand, Japan, Drit
ish Indies, China, Bermuda and other countrics.

THREE THOUGHTS

The crops we lose because crops fail
now and again are a negligible loss
compared to those lost because we
failed to plant them,

* The chap who puts one over on us @
probably could not have done it if we
hadn't made the mistake of underrat-
ing him,

You can make yourself anything you
want to be if you can make yourself
try again and again.

By Mack SpagNoodle

Big Opportunities for
Little Fellows

Is this period of commercial low blood pressure proving an
opportunity for the small business man?

I am not suggesting it is a misfortune to have a big busi-
ness plant and 1 am not encouraging big merchants to become
little merchants. Lveryone would rather be successful in a
bigg way than in a small way and some would rather be big
failures than small successes.  And yet, just at present there
are owners of pretentious concerns who would willingly trade
places with little fellows who are jogging along in financial
security,

It is a national characteristic, this desire to cut a wide
swath, to bore with a big auger. Our unwillingness to he
thought picayune when competitors are powerful has had
something to do with bringing our business conditions to their
present state. A people satisfied to plod along at a modest
pace, advancing no faster than they can advance in security,
will not suffer from over-expansion, not to say super-expan-
sion,

Some quality houses have not been getting along toa well,
Too many people buying cheap.  They may be paying more
in the long run, but for some time a lot of us have not heen
thinking about the long run.

Many people have turned to cheaper or smaller sources of
supply because they must.  Many are ru:l(l)‘ now to turn back
to the high priced stocks, but there remain many who must
be accommodated by low priced goods and services,

There are some small husiness men who are on their way
to become big business men.  There are plenty of “future
greats” who are today working their way up in little shops.

Always there are men coming along by that route.  Right now
there may be more rather than less of them. The present
may offer opportunity for these small hut ambitious chaps.

The big business need not change to a small business and
the qunlili\' establishment need not give up all its quality pre-
tensions, but every large concern may profit by consideration
of the reasons why the little business is being patronized by
buyers who previously thought it beneath their notice, and it
may find success in catering to the buyers who are still ccon-
omizing.
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VIVISON MACARONI COMPANY, INC.
Manufacturers of
MACARONI, SPAGHETTI AND FANCY
NOODLES
2431-37 Orleans St.
Detroit, Mich.
Dec. 31, 1934
CHAMPION MACHINERY COMPANY,
Jaoliet, Illinols.
Attention Mr. F. A. Motta:
Dear Sir:
We have had one of your Champion Blender and

Sifter Outfits in our plant for some time and want
to state that we are well satisfied with same.

Also, we wish to thank you for the prompt and
courteous service, particularly in the case ol emer-
gency.

Yours wvery truly,
VIVISON MACARONI COMPANY,
By Sam Viviano.

Champion Equipped Plants

are the successful plants in the macaroni and ne e
manufacturing  industry.  Champion  equipment  enables
ther to save many hundreds of dollars annually and o
produce superfine quality products which result in a steady
increase in business,

The modern Champion Flour Outfit shown here will pay
for itself over and over, because it insures absolute
accuracy, inereases handling capacity and enables you to
wrn out uniformly good produets day in, day out. Ask
us to send you full free details TODAY!

L
- -
Champion Machinery Co.
JOLIET - - - - - ILLINOIS
Sales Service Agents and Distributors for Greater New York

JABURG BROS., Inc.
New York, N. Y.

Hudson and Leonard Streets




Code No Guarantee
of Success

Unfortunately too many members of
the macaroni indusiry have not yet been
able to convince themselves with what
should be so self-evident, that the maca-

i roni code cannot overnight change the
! habits of an industry that have devel-
!

\

|

|

{

oped through the ages, that it is purely
' and simply a legal means whereby
| group action may be taken to solve in-

ot - T PN

| dustry rather than individual problems,
TR It was never intended to make a good
il business man out of a mediocre one,
|
i

1
! though it does outline a procedure which
i i I if followed religiously may hcl,- one be
i 1 a bit more successful than usual.
I ‘ It will not compel a manufacturer to
1 produce and sell a better quality of goods
‘ than he is disposed to make and sell,
] though the =ode does set up regulations
I concerning proper labeling and branding
i that enable buyers to know what all buy-
A ers and consumers should know about
i their foods, the grade of the raw mate-
: i rials used, and this slight consideration
/ ! ‘ of the consumer may create a trend to-
ward better qualities.
It will never make a better salesman
out of a poor one, and that is the pur-
8 pose of this article, to quote a success-
. 1 ful merchandiser’s bulletin on this timely
o subject, a bulletin that should be of in-
) terest not only toall of the salesmen ad-
{ . dressed but also to all macaroni manu-
| ! 11t facturers as well.  The bulletin referred
T to reads:

“JUST 'TACKS OUT OF THE

2 ' THE MACARONI JOURNAL

sums up this situation in the most appro-
priate following manner:

“Nothing can make good grocers out
of poor grocers, except themselves,
Many grocers look to the food code as
the one thing that is going to help them
make money. This is a great mistake.
The food code will sweep some of the
‘Tacks out of the road' but it will cer-
tainly not guarantee or help a poor gro-
cer 1o make money.

“We owe a great deal of thanks to the
code authorities all over the state of
California for the splendid work they
are doing, These men receive no pay
and nre working for you day and night
to eliminate unfair trade practices, un-
fair competition whenever it is properly
brought to their attention. They will
try to once and for all time bury the
chiseler, so he will never be able to come
up again.  Let us hope so.

“It is the belief of a great many that
the food code will eliminate certain prac-
tices in the business world so that the
man who is in business honestly trying
o serve the public, does business in a
husinesslike way, should do so without
cutthrcat or unfair competition. The
food code triez to put all of us on an
cqual and fair basis, but now it is the
survival of the fittest. The food code
will not make good grocers out of poor
grocers but it will Yelp to make good
grocers more successful. Nor wnll it
make good Macaroni salesmen out of
poor ones.”

Stay in Waiting Period
Remains

February 15, 1935

the government policy respecting waiting
periods and that it would be impossible
at present to grant the industry’s request
The decision was made known to Chair-
man G, G. Hoskins of the Macaron
Code Authority in a letter from Richar
5. Scott, assistant deputy administrato:
in charge of the macaroni code which
reads in part as follows:

“I acknowledge receipt of your
letter of January 25, in relation to
the resolution adopted unanimously
by the Code Authority at its January
18 meeting to reinstate the waiting
period in the Macaroni Code,

“As you know, the policy of the
Administration is opposed to the
waiting period, and pending a
change in polic:y as a result of the
Ilricc hearings lately held by the
yoard I ean only advise you that we
cannot acquiesce in the request of
the Code Authority."”

All of which means that price changes
will continue to become effective imme-
tlinlccly after they are properly filed with
the Code Authority, subject however to
investigation before approval.

SMILES
Lad—"Father, what part of speech is
‘woman'?"
Dad—"'Woman' is not a part of
speech ; she is the whole thing, son.”

Betty (who has been served the wing
of the chicken)—"Mother, can't 1 have
another bit? This is nothing but hinges."

Pete—"So when Smith was in the

February 15, 1935
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Model No. 3911

THE CHARLES F.

Telephone: Haymarket 0696

THE MODEL LINE

THE QUIET RUNNING KNEADER

All Steel Gears

EHYDRAU umAcmNEan
LINAE

Cast Steel Pan Mounted on

Pinion Shaft Rotates on Ball Bearings
Timken Bearings Are Used for the

NEW MODELS OF

ENGINEERING WORKS

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

All Cut Teeth
Immersed in Qil

Roller Bearings

Main Drive Shaft

PRESSES & MIXERS
TO MATCH

ROAD'" ) . army he refused all offers of promo-
i il Fified] it T]"i Macaroni Code Authority after tion?"
A 0ssibly one o the disappomtments in - consulting members of the industry at R —"Yes, he said he'd er e l ’ ] ]
S | I ' ting rs of ] y a epeat es, he said he'd rather be SPEED P h
lr ‘! ;.: Egz;:cf;l?ll:1t‘\'il];;r;!::‘ J:':(r"; ;::((Jld ;:'Ir:;cltl;)q the mlulyl:nr |;1t:c_:lmg in (_Zhl_cagnij:mkﬂ. a prilv:uu with a chicken on his knee than ‘you;" we lg lng e o © o o ® o ®
at at mar.y [alers - passed a resolution petitioning the Na-  a colonel with an cagle on his shoulder.”
‘1 have been led to believ: that the code  (ional Recovery Administrati : ™ » k [}
i il ! onal ry Administration to recon- —_—
. | will prove the means of seccess for them  sider its previous decision of staying the She—"Good_heavens! Who gave you E LI MI N ATﬁJ COStly Overwelgllt pac ages'
|t L i0i rggnrdl-:sa of l]l:.‘l!' own perscnal efforts, provision in the macaroni code which re-  that black eye?” / )
Do R ¥'rc(]l£ff|llg' retail food dealers grasp at quires a 5-day waiting period after post- He—"The bridegroom for kissing th Ordinary scales . . . because they are alow_am.‘l. because they
il Al such “straws” only to wake up to their ing prices before they could be declared  bride after the ceremony,” o i give your employes an excuse for "guessing” at fractional
i i disappointments. . _in cft’uc}. The wishes of the industry were She—"DBut surely, he didn't object to gl ;‘ew Mol ounces, are costing you money every day you use them in
{ ‘ IL. T1. Sack, president of the Cali-  immediately made known to Washington  that ancient custom?” g oy P P
il fornia_Retail Grocers association, who authoritics who ecarly in February ad- He—"No—but you see it was two 's evsn faster io Why not install Exact Weight Scales? . . . the scales that
s ‘ generally writes and talks to the point, vised that there has heen no change in  vears after the ceremony.” ?:;;T:T‘::T;:“r make fractional ounce overweights look like pounds . . .
t 4 the scales that are built to o te at high speed and with
; 25% faster than extreme accurac;.c PSS S
. RAW MATERIALS COST BASE r'::‘:ni':’:“ ot Ask us to send you a list of macaroni packers who are
¢ Supplied Monthly by the Macaroni Code Authority as the Market Basis to be ’ Now using
f Used for Prices Filed for February, 1935 EX a CT
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No. 1 Semolina Minneapalis [$8.60  [$9.50 [$945 [$940 ($925 [§9.35 |S885 $9.00  [$9.55 [$9.00 [$1020 |$1020 [$10.00 “ =
Std. Semolina Minneapolis | 800 | 890 885 8.80

! i i B75 | BR25 | B40 [ 8BNS | 900 9.60 9.60 940
Durum Faney Pat. | Minneapolis | 7.95 B85 a80 | 875 &70 820 RJI5 B9 | RO 9,55 0.55 9.35

Std. Durum Flour | Minneapolis | 6.70 | 760 | 7.55 | 7.50 | 7.35 | 745 | 695 | 7.10 | 7.65 | 7.70 8.30 B30 8.10

Iard Wheat Flour | Kansas City | 500 | 650 | 695 640 (635 [635 395 & v
(Except as’ 635 | 595 [ 590 [625% | S90% | 605 | 590° | 5607

b
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cooor better yoo, et us send @ competent
scale engineer to prove to you, in your
own plant, that Exact Weight Scales

aoiedy will save you moncy.

Farina Kansas City [ 665|755 | 750 | 745 | 740 | 740 | 7.0 | 695 1735 1725 | Bi5 | BI5 | 7% :
:‘:rﬂ!tuﬁtm ;i'olllc E:icagﬂ 2 T2 A |2 | 21 | 21 | & |23 [ 2B 1.2 | 2 2Wm 2w The Exact Weight Seale Co. -
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Dried Egg Chicago S0 |50 |50 | 50 : 50 | .50 A9 - ® A 48 .ss!'S ssya .ss% il i’ Felanig, o

SR 0. B, Regional City,
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Macaroni,
a Food Aristocrat

If age makes an aristocrat, reasons
Miss Vera Schneider, a cooking expert,
then macaroni, spaghetti, noodles and the
many other forms of delicious “pasta”
that come under the generic name
“macaroni” are indeed aristocrats of the
dining table.

Long before the Christian era maca-
roni was a delicacy of the Mandarin’s
repast. Early Roman adventurers ex-
ploring the orient learned the high worth
of the grain food and introduced it into
Italy. The Italians not only adopted the
product as one of their principal foods
but developed it into its modern attrac-
tiveness and nutritiousness.  The Italian
makers of macaroni and spaghetti soon
learned that in order to produce it in all
its full flavored quality they must use a
granulation of a wheat of special hard-
ness and not the ordinary bread flour.
They encouraged the growing of this

special wheat in the rich, arid areas of Qualﬂy Trend

northern Africa but depended upon . FOR
Russia for much of the golden grain, Noticeable )

milled from durum, which gave the A trend towards better quality in food

oriental macaroni its amber tint, its rich is particularly noticcable in advertised
nutty flavor, and the solidity after cook-  brands acco.ding to opinion eipressed

ing that is so essential for proper serv- by Paul S. Willis, president of the Ass. QUALITY SERVICE
ing and appreciation of this 100% food. ciated Grocery Manufacturers of Amer-
RS . ica after an extensive study of the trend.
: In his opinion this is due to the definite
Four Industries identity of advertised products whose
Apply sponsors cannot afford to market shoddy

Four more industrics, baking powder, goods. He said:
food desserts, desiccated cocoanut and ‘:Food and grocery manufacturers are
chicken packing, have applied for inclu- delighted by the increased clamor for
sion under the master code for the gro-  quality by housewives because they have
cery manufacturing industry, the NRA  spent mauy expensive years in an en-
announces. deavor to produce quality goods. 1 do

Each industry has asked that some not say that business morals are invari-
modifications of the basic code be per- ably 100% perfect. But I do say this:
milted, to meet the particular situation We food manufacturers dare not tum
obtaining, out shoddy products. We cannot afford

Objections to, criticisms of or sugges; t\:ndqv 'ltl t would lhc economic sulcuhi-.
tions concerning the inclusion of any o 1y ? Hecause we have given our prod-
the industries ulfuler the basic code ugtll:r ucts a definite and recognizable identity GIVE US A TRIAL
the terms they propose were to reach by means of the millions of dollars spent FOR
Deputy Administrator Weld M. Stevens 10 advertising these products; we have

before noon February 6. taught housewives to expect a certain ‘I‘:’-ltl‘“l::h("}'uIn)lfllc:’e llj’dr:g:::t’:m::t;ﬁ:ﬂof]n? nl::::::
Hearings were held some time ago be-  high standard of quality in our foods; Q,f.my tobi looked for in a Die e
fore the basic gmcrl:ry manufacturing i‘,'“l we f“m!‘_‘“ afford to l’t[acuf]‘l! decep- AND '
code was promulgated, on proposed sep- tion, or to slip across questionable or n-
arata md,:lg for ||f'r:1m|\.ing [I,)Q“.‘d._.r imjuls. ferior ingredients, even if we were Though Our Salestalk May Fail to Convince
try and the food desserts industry; but tempted to do so by the temporary suc- You Qur Dies Will Not.
the sponsors now apply for inclusion cesses of the fly-by-night fellows, R *
with allied groups in Iﬁc master code, We just cannot afford to do so. We ey THE STAR
The condiment sauce, potato chip and must continue working for utmost sani-
household cleanser industries had pre- tation in our factories; we must maintain | MACARONI DIES MFG. CO.
viously applied to be included under the at great cost our wonderful research lab- - P ews 57 Grand St. - - New York, N. Y.
hasie code. oratories, which are the pride of the

Volete Una Pasta Perfetta ESquisita

AMBER
Milling Company
1252 Chamber of Commnerce

Minnsasslia Mina.

Non V’ E’ Semola Miglore

Guarunteed by the

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

The petitioning groups were as fol-  industry and are responsible for so many
lows: Baking powder industry, an un- improvements in the nation's knowledge

affiliated group claiming to represent 65 of dietetics; we must continue to make
per cent of the industry, Food desserts  nhutrition and wholesomeness and quality  §
industry, an unaffiliated group claiming our daily religion—because the prestige
to represent 65 per cent of the industry, and ’ldcnmy gained by our advertising
Desiccated cocoanut industry, an unaffil-  won't let us do otherwise. A short-
iated group claiming to represent 75 per  Sighted concern can turn out a shoddy
cent of the industry. Chicken packing Package of cereal and the housewife who
industry, the National Association of falls i:or a bargain can try the stuff and
Poultry Canners, claiming to represent  say: ‘Never again!' But the manufac-
75 per cent of the industry. turer who expects to be at the same old
stand tomorrow cannot do that, He has
WANT ADVERTISEMENTS stated his claims on the printed page and
he has got to deliver the goods—not
WANTED—1 LUl or 34 bbl. dough mixer, prefer-  once, not now and then, but ceasclessly.

ably motor driven, Give full description and price to + s
CON S0 ‘Macaroni Journal, Hraidwood, THinois. without fail."”

BUSINESS CARDS

For
Quality Macaroni Products
Use

LOMBARDI'S
Quality Dies

New and Rebuilt Dies
Guaranteed

Frank Lombardi
1150 W. Grand Ave, Chicago, lll,

Our Specialty

Dependable Macaroni Dies
Guaranteed Repair Work
Prompt and Satisfactory Service

ERV'CE We recommend

RIAL 2 LO&A'B/’BRDI'S "
uality Dies

for

QuawTyo%

GIVE USAT

CARTONS

| NATIONAL CARTE)N (o Uniform Quality Macaroni

JOLIET. ILLINOIS) F- LOMBARDI
g g 1022 N. Seventh St. St. Louis, Mo.

John J. Cavagnaro

Engineers
and Machinists

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

Specialty of

Macarom Machinery L
Since 1881

Presses
IKneaders
Mixers
Cutters
Brakes
Mould Cleaners

Moulds
All Sizes Up To Largest in Use

255-57 Center St. )
N. Y. Office and Shop New York City
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| CONTINUOUS NOODLE DRYER
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Our Business and Our Public

i From the very beginning of the ruinous depression that engulfed the entire business world, vea, even be-
tF1 fore any one thought seriously about such a calamity, there has existed an almost unending discussion about the
need of more perfect accord between Government and so-called “Business.”

B It has been very interesting, even encouraging, since it conveys the thought or idea that “Business” is an
it entity of some sort or kind that is capable of dictating to the world whether a country will or will not have pros-
perity. “Business” is not so all omnipotent, but merely a tool for the exchange of goods or service, wholly sub-
servient to the power and desire of the masses whom it aims to serve in production and exchange, “Business” is

a servant of the people, not the master—a companion of prosperity rather than a creator.

The attitude of Government toward “Business” should differ little from its attitude to any class of citizens.
The same is true of “Business” obligation to Government, We read much in the press and hear a lot from plat-
form and radio speakers about the great need of Government and “Business” joining hands and playing “ring
around the rosy” as the sure cure for our depressed spirits. That is a splendid theory, but impractical in that it
has never “worked out” to any satisfactory degree in 2ny line of business.

| Ea For the macaroni-noodle manufacturers who form an important, integral part of the so-called "Business,'.’ a
it little hand-joining and sell-thinking of their own would seem entirely proper and surely most timely. There-
. fore, there is submitted for their consideration a little three-point program of hand-joining of our own, along
] E.i the following lines. First, all the macaroni-noodle man ufacturers irrespective of size of plant should immedi-
(i ately weld themselves into a coordinating body under the auspices of the trade association of the Industry, thus
permitting the group to speak and act 3 a unit in matters that generally affect the operators and «wur allieds.
&l Second, they should take the consumer—our “public"—more and more into our confidence by offering them a
' grade of products that will not only recompense the consumer for money spent for macaroni products but gain
their everlasting good will; and third, arrange to tell a pleasing, convincing story of the food value of macaroni
4t products to willing listeners in plain, easily understood language through whatever media this message can best
E be broadcast, economically and convincingly to “our dear public.”

NO TRAYS NO TRUCKS NO HANDLING

From Noodle Cutter, to the Packing, in continuous operation,
at rate of 1200 pounds per hour. Drying process 3 hours.

To assist in the promulgation of this program, the National Macaroni Manufacturers Association's facilities
are at your service, There are so many things which a trade can do through its trade association, so much that

can be accomplished in the proper “joining of hands,” that all that is necessary is a will to do, Let’s now consider For Further Particulars, Write to
this from the viewpoint of “Our Business” and “Our Public.” '

CLERMONT MACHINE COMPANY, Inc.

- QRAGY 268 Wallabout Street Brooklyn, N. Y.

T




i You can't make much money

from a woman who buys only
one box of your macaroni. You
want her to buy one after another
after another. She'll do that if
she's sufficiently impressed by

MINNEAPOLIS

P ALy e S TR TR T o
et —— o..-—-—-._.._.... s
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\
PILLSBURY FLOUR MILLS COMPANY

PILLSBURY FLOUR MILL

the color, flavor and cooking
qualities of your brand. Color,
flavor and cooking qualities come
from only one thing—proper

color and strength in the semo
lina you use.

DES‘RABLE COLOR AND STRENGTH
" IN WXRATEVER GRADE YOU CHOOSE!

S COMPANY
MINNESOTA




