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HOW YOU CAN MAKE
THE SHOPPER BUY MORE
OF YOUR PRODUCTS

Labels

Do your labels catch the eye
...convince her that yours is
the best product to buy?

Cattons

Are your cartons so outstand-
ing that they win the prefer-
ence of busy shoppers over
other brands?

How long since YOU'VE SEEN your producls

as the housewife sees them in the average gro-

cery stores? Unless your labels or cartons are out

of the ordinary . . . extremoly attractive and dif-

. forent . . . literally shout “I'm the best for the

money"” . . . your producls will look just like all the rest.
There will be no special urge to buy.

y 4

It has been our specialty for almost as long as foods have
been sold in packages. lo put selling appeal in labels 3 ’

and cartons, We know the answers to "How lo make the * a real selling job, g
housewile buy more of your products,” and *How to induce 4 Slack filled Pltilxlllll'.n packages must be “"thlfh\:f""' decty

Modern art treatment which makes your packages prominent amatl
competitors’ goods on the grocer's shell; colors that attract and a
1emembered.

Recipes on your suhln, which catch the housewile's
they are enhanced by attractive vignettes; recipes s0

eyc beoast
practical that the housewile uses your products more eoften creatizl
quicker repeat sales.

Government regulations on wording and the position of such wetd

the dealer lo give them betler breaks in his displays and T Eerneny and manulaciurees.

5 T n limine 0
gy dnpsian , L T P el i
Do as so many other successful {ood packers are dnu_:xg. Call
us in on your packaging problems. Get the benelit of our
EXTRA services that mean so much to your sales and
profits,

of ye¥

uct by means of ramiding or other arrangements W
extra expense of special racks or other supports.

Rossotti Lithographing Co. Inc., North Bergen, N. J

BRANCH PLANT: SAN FRANCISCO, CAL.

]
BRANCH OFFICES: CHICAGO, BOSTON, PHILADELPHIA, ROCHESTER, PITTSBURGH. BALTIMO
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Check Your Packages on These Points...§

delicious 12!
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ing. Proper un;lemenl of non-government regulated copy 19
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Thanksgiving! . . .

Blessed tioie of year;

Naught rould its charm efface!
Our hearislrings,

They haie drawn us here

Back to the old home place!

From north and south,
And west and east,
The fam’ly congregales
Where "Ma" will lay
A famous feast,

And "Pa” will pass the plates!

JOURNAL

j/mnédgiuing /

But first hell offer

Up a prayer

For all the goodly cheer,
And thank the Lord

For blessings rare

leceived throughout the year.

Aud then he'll fill

The plates up high,

And beam upon us there . . .
And “troubles” out

The door will fly,

And joy will fill the airl

—James E. Hungerford
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It Doesn't “Just Happen”

“Qur evening paper carried a well-written and beauti-

fully illustrated article on macaroni products this week

B over the signature of a staff writer, as the enclosed clip-

ping shows, How does it happen that our paper should

carry this timely story about our foud " writes a manu-
facturer in an eastern city,

As in nearly every instance, writers of letters of this
kind leave the im]ﬁiculiuu that the appearance of the
article referred to “just happens” for no known reason,
They are surprised that such a story should appear; they
had nothing to do with it, though their firm may be one
that advertises occasionally or regularly in the particular
paper or magazine. Yet, lfh:ru's the story!

Well, the thing didn't “just happen,” Tt was planned
that way. However anxious a food page editor, for in-
stance, may be to provide the varicty which makes his
column popular and interesting, there is every probability
that the editor would have nol given macaroni, spaghetti
or egp noodles even a moment's thought had not his at-
tention been attracted and interest aroused by some
planned publicity prepared by some agency directly con-
cerned in giving the public informative news about this
fine wheat food.

What, then, is the true source of the helpful stories
that should appear even more frequently in the Ameri-
can press? True, many are prepared by advertising agen-
cies that handle the publicity of the macaroni-noodle
manufacturing firms that do newspaper and magazine
ad, etising, However, such stories can usually be identi-
fied in that they publicize the products or brands of the
H  advertiser. They have news value and are readily ac-
cepted, even desired by editors of the papers carrying
the advertising of the firm whose products are referred
12 in the story.

The truth is, however, that nearly all of the stories
about macaroni products of a general nature that appear
in the public press are planned and prepared “at head-
Muarters” by those who know the food, and in whom
the food page editor has the utmost confidence. Refe
ence is made to stories that refer to the general goodness
of the food, and not of brands, They are accepted either
for their news value or reader interest—and who is not
nterested in good food?

Americans excel every other nationality in the variety
of foods enjoyed throughout the year. They have no
national dish” in the sense of a particular food such
as is preferred in many countries, They like and they
€t all good foods, whether domestic or imported. How-
ever, they desire to know the facts about the foods they
at and are ever alert to discover new ways of prepar-
g them to suit their own desires and appetites.  Tor
this reason “headquarters” for news and stories about
Particular foods have been established and it “just hap-

pens' that this is the source of most of the stories that
daily appear in newspapers and magazines,

To further this kind of publicity for macaroni prod-
ucts, The National Macaroni Institute was conceived
in 1937, It is a non-profit organization with no income
other than freely offered contributions from manufae-
turers and friendly allieds truly concerned in giving the
American public true stories about the modern methods
of production, the nutritive value of this 100 per cent
wheat foad, the economy that naturally results from fre-
quent serving in the variety of combinations, and in its
health and energy-giving qualities that should be better
known to American consumers.

Many of the stories about macaroni products that have
appeared in recent years were the result, directly or in-
directly, of work done at the headquarters referred to,
They were planned, written and promoted in such a
way that food page editors either used them as releases
or adapted them in endless ways, using the facts in
stories and articles of their own composition. The head-
quarters provided the inspiration,

The appearance of stories on the manufacture of ma-
caroni products or their preparation for the American
table is not a mere accident. They do not “just happen,”
They are prepared o fill a need, both from the view-
point of the products and the interest of the readers. They
are not “puffs,” but true facts; hence, their ready ac-
ceptance by food page editors who are at times at their
wit's end to provide items of more than ordinary interest
to readers, year in and year out,

The best of judgment must be used in preparing any
public release about macaroni products or any other
food. They must be “newsy” and written in the true
professional newspaperman’s style. They must be brief,
requiring only the minimum amount of wditing as most
editors are too busy to bother rewriting publicity stories,
however timely or interesting. They must be aceeptable
both to editors and readers.

It is reassuring o find that macaroni-noodle manufac-
turers note the appearance of unexpected stories that are
appearing with greater regularity in the newspapers and
magazines and that they are sufficiently concerned to
bring such stories to the attention of this publication, the
Association or the Institute. 1t means that new friends
are being made and that new support has been won o
the cause of more favorable 1n||n]icil_\' for a fond that
should be better known to millions of housewives in this
country.

PPublicity doesn’t “just happen.” Good and true stories
are planned. By supporting the “planners,” macaroni-
noodle manufacturers and friends will be aiding in the
promotion of the best interests of their profession,
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[uality Studies on North Hakota Durum Wheats

(1938 Crop)”

R. H. Harris and Darline Knowles
North Dakota Agricultural Experiment Station, Fargo, North Dakota

The principal area of durum wheat
yroduction in the United States lies
in the north-central section of the
state of North Dakota, In this re-
gion the vnvironmental conditions of
soil and climate are conducive to the
production of high-quality durum for
macaroni manufacture. Despite the
importance  of this grain crop to
North Dakota, until quite recently no
satisfactory facilities for making qual-
ity studics on durum wheats in line
with cornmercial procedures have been
available. This fact was due prin-
cipally to a lack of published infor-
mation regarding the experimental
processing of macaroni,  Macaroni
products of various types had been
grouped together under the gencral
designation of “alimentary pastes,”
under such names as macaroni, spa-
ghetti, vermicelli, cte, to describe
specific products, LeClere  (1933)
yroposcd the adoption of the term
‘macaroni” or “macaroni products”
as a peneral designation for this class
of feod products, When a specific
physical form is referred to, it is indi-
cated by the conventional name.

Fificld (1934) and Fifield, et al.
(1937) discussed experimental appa-
ratus and methods for the manufac-
ture of macaroni products and re-
ported the results obtained upon du-
rum wheats grown in the hard red
spriny wheat region of the United
State: from 1932 to 1936, The ac-
cumulated data presented showed that
inherent quality differences exist be-
tween varieties, and that these dif-
ferences are surprisingly consistent
over wide ranges of seasons and en-
vironments,

Iinnington and Geddes (1936) have
described in detail experimental mill-
ing and processing equipment for du-
rum waeats, based upon commercial
procedures,  Their article also con-
tain.s a critical discussion of the meth-
ods employed in standardizing the
various operations involved. Several
photogr. ‘hs of equipment are includ-
ed in thur paper.  The effects of vari-
ations in aizorption, kneading time,
and rest period and the effect of press
temperature upon culor characteristics,
as measured by a spectrophotometer,
were investigated and these variables
standardized to produce optimum re-

iy *Reprinted_from and with permission of Cereol
Chemistry, Vol. XVII, No. 4, July, 1940.

sults in terms of color analysis. A
statistical basis for establishing cri-
teria of the differences required for
distinguishing between different sam-
ples is presented. Binnington and
Geddes (1937) examined 34 samples
of experimentally grown durum
wheats produced ‘in Canada during
1934 and 1935, using the standardized
methods previously developed. Color
analyses were made and a single-fig-
ure color estimate developed, which
cotresponded satisfactorily with visual
cclor score.  Quality differentiation,
in terms of color nmenppcnr:mcc, was
detaonstrated  between  the samples.
Littie relationship aprnrcd to exist
between the carotenoid content of du-
rum wheat and the color of the maca-
roni product derived from it,

Borasio (1935) published a report
dealing with the determination of the
cooking quality of alimentary pastes
and described methods developed for
their investigation, This work was
reviewed in some detail by Binning-
ton, Johannson, and Geddes (1939)
and Harris and Knowles (1939). Do-
rasio listed the principal factors of
interest from the cooking standpoint
as: (1) degree of cooking required,
(2) resistance to disintegration, (3)
capacity for absorption of water, and
(4) increase in the volume of the
paste.

C. E. Mangels and E. Latzke (un-
published data, North Dakota Agri-
cultural Experiment Station, 1934)
attempted to develop a method for
determining quantitatively the cook-
ing qualiti- of macaroni products.
These workers measured the increases
in length and diameter of 7-centimeter
lengths of macaroni after cooking.
The increase in weight during cooking
was ascerlained, as well as the degree
of disintegration of the sample.

An additional test of cooking qual-
ity was developed by Binnington, Jo-
hannson, and Geddes (1939) for
measuring the tenderness of cooked
macaroni. These workers constructed
an apparatus modeled after the in-
strument described by Bonney, Clif-
ford, and Lepper (1931) for testing
the tenderness of canned fruits and
vegetables, but containing some addi-
tional features, A full description of
this equipment, including a photograph
and plan of construction, is included
in their paper, Refined methods for

6

_etermining dry volume, water absorp-
tion, increase in volume, and degree
of disintegration upon cooking are
also given.

Further studies of the relative mac-
aroni-making qualities of a number
of durum wheat varieties were pub-
lished by Binnington and Geddes
(1939).  From the results of thes
studies, the authors emphasized the
point that macaroni quality cannot as
yet be predicted from a single ana-
Iytical test applied to the wheat and
that wheat carotene is valueless as
an index of macaroni color, particu-
larly for intervarictal prediction.

Experimental Material and Methods

Seventeen samples of various varie-
ties of durum wheat grown at Fargo
and Langdon, North Dakota, in the
1938 crop year, were experimentally
milled and the resultant semolinas
processed into macaroni, using the
standardized techniques developed by
Binnington and  Geddest  (1936).
Langdon is situated in the area noted
for durum wheat production, while
Farpo is south of this area, Color
analyses were also male on the maca-
roni, as well as various other amalyti-
cal tests. Determinations of weight.
volume, and tenderness of the cooked
macaroni, as well as the amount of
disintegration, were made at the North
Dakota Experiment Station, using the
methods described by Binnington, Jo-
hannson, and Geddes.

The macaroni products were cooked
in a constant-temperature bath simr
lar to the cooker used by the Canadian
laboratory. Prestone was used in the
bath rather than water, because oi the
relatively high temperature employed.
A thin Jayer of mineral oil was adde
to the Prestone to minimize the cvajr

oraton. The temperature was con B

trolled within =£0.5°C.  Six samples
were run at one time,

The method of procedure was 2
follows : 500-c.c. tall-form lipless bheak
ers were placed in the bath, and 23
c.c. of distilled water, previously heat
ed to 95°C,, was added to each ?wnkcr-
When the temperature of the wale!
in the beaker reached 95.5°-96° C.. 2}
g. of the macaroni product was intr

This phase of the experimental work, as wtl
alytical tests and culor _tlf!nmuula-'ﬂl;
d out by the Dominion Grain Researty

Was carr i "
Laboratory, \Winnipeg, to whom the author
thanks are due,
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The most VITAL question
your products have to answer

The most exacting checks in your lnbora-
tory are really quite moderate compared
to the test your products undergo at a
customer’s table! There, only one all-
important question is asked—only one
answer expected. The custo .er asks: “Isit
good?” Your products must answer “Yes."

For years we have been testing and
choosing wheats, milling, testing ar.d re-
testing Gold Medal Press-tested Semolina
No. | to insure the presence, in
largest measure, of those qualities
which help you make macaroni
products highly satisfactory to
your customers. General Mills’
Gold Medal Press-tested Semolina
No. 1 is noted for those character-
istics which spell fine results to the
manufacturer. It is noted for a/l
"round ability to produce products

Sesrsmews A COMPLETE DURUM SERVICE FOR MACARONI AND NOODLE MANUFACTURERS mmmmsemmm

with fine taste, appetizing appearance and
FULL COLOR AND FLAVOR the things that
mean everything to the housewife.

These are reasons why Gold Medal
Press-tested Semolina No. | gives you not
only the kind of results you must have in
your plant—but, most important, the re-
buying action you want from your cus-
tomers.

Use Gold Medal Press-tested Semolina
No. 1 with full confidence.
Many daily tests guarantee that
this Semolina will assist you
to make the kind of macaroni
products your customer insists
upon. To the question, “Is it
good?”, Gold Medal Press-
tested Semolina No. 1 milled by
General Mills, Inc., speaks for
itself.

DURUM DEPARTMENT

WASHBURN CROSBY COMPANY

(TRADE NAME)

Central Division of General Mills, Inc.

Offices: Chicago, Illinois
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duced into the beakers containing the
water, The samples were cooked for
J0 minutes and stirred at ten-minute
intervals throughout the cooking pe-
riod,  Binnington, Johannson and
Geddes (1939) had previously es-
tablished that “the 30-minute period
was the optimum time of cooking.
Further cooking results in excessive
softening. At the end of the cooking

riod the macaroni was drained on a
Yiichner funnel and washed with boil-
ing distilled water. At the end of a
10-minute draining period the maca-
roni was transferred to a waltch glass
and weighed.

The increase in volume was deter-
mined by the method described by
Binnington, Johannson, and Geddes
(1939).

The amount of residue was deter-
mined by evaporating the entire
amount of the cooking water and
washings to dryness and weighing.
Previous investigators used aliquots of
the cooking water, but, because of the
colloidal nature of the liquid and at-
tendant difficulties of securing a rep-
resentative aliquot, evaporation of the
entire quantity seemed expedient,

The method used for determining
the tenderness of the cooked macaroni
corresponded in essential details with
that described by Binnington, Johann-
son, and Geddes (1939). Load is ap-
plied to the sample at a constant rate
of approximately 12 g. mercury per
second from a constant head device.
The orifice of the delivery tube was
adjusted to deliver 57 c.c. per min-
ute. The delivery rate was checked
quite frequently, as it tends to de-
crease with surfncc oxidation. A rec-
ord was made upon a kymograph
drum driven by a small electric motor.
A typical record obtained by the use
of this instrument and a plan and
photograph of tie apparatus are
shown by Binnington, Johannson, and
Geddes. ~ In caleulating the tenderness
scores, the time required to compress
the sample to a thickness of 0,135 inch
was used instead of 0.115 inch, as
used by those workers. It was neces-
sary to use this value since the lower
value of 0.115 did not fall on the
linear portion of the curve in all
cases,  In view of this fact, the ten-
derness scores obtained are not com-
parable to the scores reported by
Rinnington, Johannson, and Geddes,
The tenderness tester used in this
study was constructed by D. S, Iin-
nington, General Mills Research Lab-
oratory, Minneapolis, Minnesota,

Discussion

Desciipiion of the wheats used,
semolina yield, and amalytical data
are shown in Table I. Nine of the
samples were grown at Fargo and
cight at Langdon. A number of va-
ricties were included, according to
their known characteristics, to cover
the range from excellent to poor in
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TABLE I
Wuear Descuierion, Proteiy, Asn, aNp Pioumest Data®
. Protein Ash Pigmem
Semo- _
Sample h lina Semo- Semo- Semne
Vo, Varicty yleld  Wheat lina  Wheat  lina  Wheat  lua
% % G % % ppm, ppm.
2 i 5 FARGO i )
39-5-13 Kubanka 75 6.6 1.6 102 1.63 058 572 131
39-5-1 Kubanka 49 375 11.7 100 1.74 n38 633 245
39-5-11 Kubanka 140 38.1 118 104 1.80 0.68 581 172
39-5-7 Mindum 199 122 108 1L.60 0.53 578 160
39-5-17 Kubanka 314 84 123 111 1.75 0.58 6.31 I8
39-3-4 d 26 38.1 125 113 1.76 0.57 361 202
39-3-16 Golden Dall 379 132 11.3 1.86 0.65 6.15 159
30-3-5 Ld M 404 132 1.6 1.66 0.62 5.05 111
39-5 Monad RER) 133 14 1.70 0.62 4.42 2171
Average B2 1242 109 1.72 0.60 546 430
ANGDON
19-3-12 Ld 31 36.6 120 103 1.76 0.64 5.80 478
39-5-14 Mindum - Jo2 130 1.7 1.62 0.69 7.12 Al
39-3-10 Golden Hall 35.2 136 11.6 201 0.78 8.56 A0
39-5-8 R. L. 1183 o2 13.7 11.9 1.0 0.62 7.601 6
39-5-15 Ld 34 " 365 137 120 142 0.60 6.10 480
39-5-9 Kubanka 1440 325 138 126 183 0.68 758 363
39-5-2 Monad 338 140 125 1.80 0.6 SR7 in
J9-5-6 Ld9X Mindum  J8.1 4.1 125 1.72 0.38 6.63 467
Average Ji.64 13.49 1189 1.73 0.65 692 401

'.\:-Imul results reported on a 1555 moisture basis,

TABLE 11
CoLok ANALYSES 0F SEMOLINA AND MACARONT MAape #roM VARIETIES OF

Nowkru Dakora Duke

s Waear (1938 Cror)

(Arranged in order of increasing macaroni color score.)

single figure

Hue __ Saturation rilliance =olor scofe

Sample Semo. Maca- Semo- Maca. Semu- Maca- Sema- Macy
No. Variety lina__roni lina__roni lina__roni lina  romi

FARGO
3954 Ld 26 2470 23H 5K7 504 909 706 160 167
39-5-16 Golden Ball 2477 2272 JE) 522 RE3 084 10.7 Iz.‘
39-5-11 Kubanka 1440 2470 23.09 419 5.4 2RO 703 1.7 179
39-5-3  Monad 24068 22.34 455 5.52 R#4 0R2 127 181
39-5-1  Kubanka 49 2470 2332 412 588 902 7.20 1.0 &Y
39-5-7  Mindum 2077 2454 427 596 892 7.30 19 192
39.5-17 Kubanka 314 2474 23.29 405 588 891 7.6 1.2 194
39-5-5 Ld 3 2472 2341 455 628 R0 718 12.6 .’ll;
39-5-13 Kubanka 75 2470 2312 446 0630 RO5 7.00 120 2%
Average 2173 2313 443 573 B9y 707 12 IRX
LANGION

39-5-10 Geofon Ball 2470 2242 JB 508 R74 670 Yo 190
39-5-2  Morad 24066 2238 JR2 574 873 059 108 193
39-5-2  Kubania 140 2479 2250 354 588 BED 6068 100 192
3038 R 118y 2473 2303 323 018 B78 6K 9.1 2'1?:
39-5-f L9 X Mindum 2472 2322 438 642 BO7 7.03 121 212
39-5 00 L 31 o2 22R2 394 644 HH3 OR8 10 214
39-5- 1 Mindum L 2293 Jd6 642 BED 659 9.7 24
39-5-15 Ld 34 24,77 2100 437 082 893 7.01 121 224
Average 247 220 3706 6.20 HB2 A1 06 207

macaroni quality. A substantial vari-
ation in protein and pigment content
is evident among the samples. Al-
though these samples have been ar-
ranged in order of increasing wheat
protein content, it must be borne in
mind that protein content has nut been
proved to be an important factor in
ranking durum wheats for quality,
as is the case with bread wheats, The
semolina yield, of course, is lower
than would have been the case if flour
had been produced instead. Tt will be
noticed that the Fargo wheats pro-
duced more semolina than the Lang-
don ones, but were lower in wheat and
semolina protein and pigment content.
The fact that Langdon uurums are
higher in pigment content than Fargo
durums is_in line with evidence al-

o T AR e gy o A S S

ready accumulated at this Experiment
Station from previous tests.

Table 11 shows comparative color
analyses of the semolina and macaron
1_',rmfucc¢| from the wheats, Thes
values are listed under three sections:
hue, saturation, and brilliance, in-
nington and Geddes (1937, 1939)
have formulated a color score by com
bining these three factors in the fol
lowing manner:

Hue

Color score = ——

Rrilliance/Saturation
The values for hue, brilliance, and
saluration were computed according
to the formula outlined by Nickerso
(1929) and the color score has beet
found by Binnington, Johannson, ant
Geddes to give results in close agret

e
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ment with careful visual classification
when working with varietal material.
For a further discussion of the color
problem reference is made to the pa-
pers cited.

It is apparent from the data pre-
sented that the Langdon wheats pro-
duced macaroni of better and more
acceptable color than the Fargo sam-
ples. This result is in agreement with
conclusions drawn from visual inspec-
tion of macaroni produced from
wheats grown at these respective lo-
cations. The final four wheats in the
table, Ld 3i, Mindum, Ld 31, and Ld
9 X Mindum, were judged to be en-
tirely satisfactory from the standpoint
of color.

It is interesting to note that the col-
or score of Monad grown at Langdon
was higher than that of the Mindum
grown at Fargo, although it is ex-
tremely doubtful if this difference is
significant. The variety Ld 26 gave
a macaroni having a very undesirable
grayish color due, in part at least, to
an abnormally low pigment content,
Kubanka invariably gives a very pale
macaroni, Monad a product possess-
ing a reddish cast, and Golden Ball a
macaroni of very unsatisfactory color.

In Table 11T the comparative cook-
ing quality data obtained from the
macaroni after processing are shown.
As the increase in weight and volume
are a measurement of the water ab-
sorbed during the cooking process,
these values are considered to be of
primary importance in ranking maca-
roni for cooking quality.

The values for cooked weight, on
the basis of 100 g. of dry material,
varied from a minimum of 369 g.
to a maximum of 3824 g, These
values are somewhat lower than the
results reported by Binnington, Jo-
hannson, and Geddes (1939). There
is a corresponding range in the vol-
umes of the cooked macaroni from
3184 c.c. to 3548 c.c. These values
are also lower than the cooked vol-
umes reported by the Canadian work-
ers.

The average values for both weight
and volume of the cooked macaroni
samples in this series were higher than
similar values of a series of commer-
cial samples* reported by Harris and
Knowles (1939). This would be ex-
pected, as the series of commercially
manufactured  macaroni  contained
samples made entirely, or in part, of
farina,

A constant dry volume of 70 c.c.
was obtained on this series of samples,
Binnington reported a_range in dry
volume of 9.6 c.c. 10 73.2 cc.

The results do not indicate any re-
lationship between color and cooking
quality. In a previous study of com-
mercial macaroni the color ranking

*The samples were supplied through the courtesy
of General Mills, Pillsbury Mills, and . B R,

acobs, Director of Kesearch, National Macareni
anufacturers’ Association.
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TABLE 11l

Compeanative CooxiNg-Quanity Data' Optaisen o+ Macaront PRocessen

rroM THE 1938 Cror

(Arranged in order of increusing weight and volume after cooking.)"
=—

Increase Increase

Sample Cooked in Cockd in

No, Variety weight weight volume volume

a. g. . .
FARGOD

39-5-16  Golden Ball 3503 2503 3220 2520 4.5
39-5-5  Ld M4 3541 2541 3276 257.6 48
39.5.7  Mindum 357.7 257.7 328.4 2584 4.2
39.5-3  Monad 3589 23589 3220 2620 48
39-5-13 Kubanka 75 J65.8 265.8 3378 2678 4.5
39-5-4  Ld 20 376.5 276.5 368 2768 46
19-5.1  Kubanka 49 3814 2814 J53.2 2832 44
39-5-17  Kubanka J14 3820 2820 332 283).2 43
39.5-11 Kubanka 1440 3824 2824 3528 2828 4.0

Average 367.7 267.7 82 2003 44

LANGION

3159  Kubanka 1-H0 3469 2469 k]LE] 2484 I8
eRB ROLL IR 3515 2535 3256 255,60 4.6
39-5404  Mindum 355.2 2552 3288 2588 4.5
39-5-10 Golden Ball 356.2 256.2 3276 257.6 4.1
J9-5-15 Ld M 356.7 256.7 3288 2588 40
39.5.6  LJO X Mindum 3589 2589 3304 2004 44
39-5-2  Monad 3703 2703 328 2728 43
39-5-12 Ld 31 381.3 2813 3SR 2848 48

Average 359.9 2509 3322 2622 4.3

S
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Tender.

ness
sCure

ALl results calculated on 100 g, of material containing 13.5% moisture.

1A constant dry volume of 70 c.c. was obtained.

TABLE IV

TanLe oF StaTisTicAL CoNSTANTS—MEANS, STANDARD DEVIATIONS, AND

CoEFFICIENTS OF VARIADILITY

———

Standard Coeflicients of
Means deviations variahility
EXPERIMENTAL SAMPLES [N = 17]
Cooked weight, g. 91.00 2.993
Cooked volume, ¢c. B1.98 294
Wheat protein, % 1292 0.831
Semolina protein, % 11.36 0.793
Wiheat ash, % p 0.124
Semolina ash, % 0,637 0.084
Tenderness score 104,55 1L174
COMMERCIAL sAMPMEs [N = 18]
Cooked weight, g. 87.68 5217
Cooked volume, ¢c. 7389 5332
COMBINED EXPERIMENTAL AND COMMERCIAL SAMPLES [N = J5]
Cooked weight, 7. 8621 6329
Cooked volume, ce. 78.80 6.641
TABLE V

CouxeLaTioN COEFFICIENTS COMPUTED FROM ANALYTICAL AND CookING

Quanity Test Data

Variables correlated
X Y i

T~

ay
EXPERIMENTAL saMies [N = 17]

Cooked weight, g. Cooked volume, cc. +-.9970'
Cooked weight, g. Semolina, protein, % —.6227
Cooked weight, g. Tenderness score —4174

Semolina protein, %
Semolina protein, %

Wheat protein, % 9529
Wheat ash, %

Semolina ash, % 2901

COMMERCIAL sAMPLES [N = 18]
Cooked volume, ¢r. +.9937
Macaroni protein, % —.7037

Tenderness score }.1'306

Cooked weight, g.
Cooked weight, g.

COMBINED COMMERCIAL AND EXPERIMENTAL SAMPLES IN

Cooked weight, g. Cooked volume, ce, +-.9966

1Probability of the observed carrelation coefficient arising from uncorrelated material through e

of random sampling
ISignif correlation

s are shown in heavier type.

—

closely followed the order of cooking pgrades of semolina, mixtures of

quality. This commercial series con-
sisted of macaroni made from varying

semolina and farina, and pure farind,
and it was found that the macaron!
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“JT'S true. More and more noodle makers are

finding that Cloverbloom Frozen Yolks give
their goods the extra sales-appeal that means extra
Woney in the vld cash register!

“And here are a couple of mighty good reasons
why Cloverbloom does that kind of a job ...
reasons you ought to know yourself!

“In the first place, Cloverbloom Frozen Yolks
e picked for uniform, deep color. We check 'em

- scientifically to make sure they have the rich,

Natural pigment . . . full, golden color so desirable

in your product!

MACARONI JOURNAL

“But that's just half of the Cloverbloom quality
story! We've set a standard of 459 solids for every
can of Cloverbloom Frozen Yolks packed for the
noodle manufacturer . . . and mister, we stick to
that standard! We check that solids content mighty
carefully . . . using an exclusive ‘solids yardstick’
plus the Zeiss Refractometer!

“For Rich Color... for Uniform Solids, Clover-
bloom’s the brand. And a lot of noodle makers
have found it out. Why don’t you join them? A
sample order will let you prove the value of
Cloverbloom Frozen Yolks in your own shop!”

ARMOUR’S CLOVERBLOOM
CLARIFIED FROZEN YOLKS

FROZEN EGG DEPARTMENT « ARMOUR AND COMPANY » UNION STOCK YARDS, CHICAGO
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made from the best semolina out-
ranked the other samples both in color
and in cooking quality.

The following four varieties appear
to be the most satisfactory from the
standpoint of cooking quality :

Kubanka 14H40—"argo
Kubanka 314—r‘argo
Kubanka 49—Fargo
Ld 31—Langdon

In regard to the tenderness score of
the samples, the Langdon series was
significantly higher than the Fargo
series,

The means, standard deviations,
and cocfficients of variability com-
puted for the different variables are
shown in Table "/, while the correla-
tion coeflicients calculated from the
data are presented in Table V. It
will be noticed that the relationship
between cooked weight and cooked
volume is very high in each series of
samples and justifies the prediction of
cooked volume from cooked weight by
the following formula, when 25 g, of
macaroni product are used:

Cooked volume = —11.34 + 10455

X cooked weight,
Error of estimate = 0.55 cc.

As the determination of cooked
weight is more convenient, rapid, and
precise than the determination of
cooked volume, the former measure-
ment appears to possess more utility
than the determination of volume,

It is also evident that as the pro-
tein content increases the tenderness
score likewise tends to increase, while
the cooked weight tends to decrease.
Previous studies at this station have
shown that the cooking procedure ap-
parently does not remove appreciable
quantities of protein from macaroni,
regardless of the type of wheat from
which the macaromi is produced. Sub-
stantial proportions of the ash, how-
ever, were found to be soluble in the
cooking water.

The work reported here will later
be extended to a more comprehensive
study of North Dakota durum wheats,
embracing several years' crops, The
present study can only be regarded as
a preliminary investigation,

Summary and Conclusions

Although a relatively small number
of samples were included in the pres-
ent study, the data obtained would ap-
pear to justify the following conclu-
sions:

Durum wheats grown at the Fargo
station were higher in semolina yield
than wheats grown at Langdon, as a
result of differences in test weights,

The Langdon wheats, however, were
higher in protein content and pro-
duced macaroni of better and more ac-
ceptable color. Varietal color differ
ences were also indicated. The “ten-
derness” score of these samples was
also higher than that of the Fargo
samples. The latter group of macaroni
samples might possibly be classified as

THY MACARONI JOURNAL

definitely “soft” for commercial pur-
poses although the tenderness score
limits for commercially acceptable ma-
caroni have not yet been established.
There was no relationship between
color and cooking quality in this series
of samples.

Inasmuch as the determination of
cooked weight is more rapid and pre-
cise than the determination of cooked
volume, the former value is to be
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preferred, especially as the correly
tion coefficient between the two vari
ables is sufficiently high to predict the
latter variable from the former wih
a low error of estimate, It was alsg
found unnecessary to determine the
dry volume of the macaroni, owing to
the relatively constant value obtained
for this property.

A negative rcfnlinnship was eviden
between cooked weight and protein,

American-made, Eurepean-style Cheese

Millions of Americans of European
descent and millions of others who
have developed appetites for the
many styles of renowned European
cheese cither in  their European
travels or mingling with continentals
here, need not worry about any prob-
able shortage of their favorite lypes
due to the wars in Europe and the
hazards of ocean shipping. Leading
cheese manufacturers, profiting from
their experiences in the World War
of 1914-1918, have been experiment-
ing and have developed formulas that
enable them to produce in their Amer-
ican factories various types of cheese
that are equal if nol superior to many
of the favored European types.

Two firms that pioneered in this
development are the Stella Cheese
Company and the Ehrat Cheese Com-
pany of Chicago. Several New York
firms with factories in up-state New
York and in New England likewise
are producing various types of the
better known European brands. The
products of all these firms are being
accepted by’ the cheese connoisseurs
of America as equal in taste, flavor
and sustenance to the imported kinds.

Cheese for use with macaroni,
spaghetti and similar products must
possess qualities that are definitely
their own. This point has been rec-
ognized by the cheese makers who
today are producing grating cheese
of all the accepted types. They are
proving quite popular with those who
really know their spaghetti.

Of the many foreign types now
being manufactured in this country
some are listed and described below.
Among the types that are most fa-
vored for use with macaroni, spaghetti
and egg noodles are:

Reggiano, a well-known type used
for grating and for seasoning spa-
ghetti, ravioli, rice, soups and many
other dishes.

Parmesan, similar to Reggiano, but
comes in a smaller loaf which is more
convenient for use in restaurants and
private homes, and by grocers,

Romano Vachino, very similar to
Pecorino, which is made in Europe
of sheep’s milk, Although there are

no milking sheep in this country, do-
mestic manufacturers use a special
imported rennet with cow's milk,
which pives this cheese a very similar
flavor to the imported type.
Provolone is made from cow's
milk with an imported goat rennet,

Cheese for Table Use

Among the types of cheese most
popular for table use that were form-
erly imported and are now made do-
muslicn'ly are:

Apple Cheese is a fancy cheese
wrnlml)cd in red cellophane and re-
sembles a red apple in appearance,

csiago is of a rich, creamy texture.
It is used, in its fresh state, on the
table, and as it becomes older is used
for grating,

Fontina is originally a specialty of
Piedmont, Italy.

Gorgonzola. The domestic type of
this cheese is very popular amd has
also taken the place of the Danish
and Norwegian blue cheese.

Caciocavallo, in the fresh state
resembles a bottle; is of excellent fla-
vor, and is used for table purposes.

Caciecavallo Siciliano is a special
cheese made in a rectangular block like
domestic Swiss cheese. .

Incanestrato Siciliano is a special
cheese made in the form of a lasket

Scamorze is a fresh cheese, sumilar
to a pear in shape, and has an excel-
lent flavor.

Giant  Provolone — Giant  Salam:.
This cheese, in two styles, comes 0
loaves ranging from 25 pounds up 10
1,000 pounds for the individual loaf.

If the war in Europe continues
for many more months and if the
same rate of progress continues
American cheese factories that spe
cialize in producing Iiumpcml-slf'lf
types, there is every likelihood that

merican-made cheese will supplant
all of the well-known French an
Italian types. The importation ©

European-made cheese that is now g

prevented because of shipping dif-
ficultics and home needs, may never
again prove a commercial factor. Ths
wars often prove blessings to nation
at peace.
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"The Highest Priced Semolina in America
and Worth All It Costs”

iy

Leads in Quality

Regardless of the circumstances or the condi-
tions King Midas has never wavered from the

determination to maintain the highest quality
standards.

KING MIDAS FLOUR MILLS

MINNEAPOLIS, MINNESOTA
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Manufacturers vs. Private Brands

By Paul S. Willis, President of AGMA

We, who have sect ourselves up in
this industry to feed the nation, carry
a heavy responsibility. We must be
realistic and think clearly about what
are our objectives and responsibilities.
We have the grower who produces
the product; the manufacturer who
converts the raw material into the
finished product, making it usable; the
distributor who takes charge of the
finished product and makes the same
conveniently available to the ultimate
consumer. Each of us has a great re-
sponsibility in our respective jobs, and,
collectively, we owe it to the public
to do these jobs in the most effective
and efficient manner.

In doing our job, we must be mind-
ful of the fact that there are con-
stantly changing conditions which we
have to meet. There has been some
overlapping of functions ; some proces-
sors have entered certain phates of
distribution, and in a greater number
of instances, distributors have as-
sumed certain manufacturing activi-
ties,

Many of our today’s problems in
distribution have come largely because
of our own actions . . . actions of cross-
ing over into each other's fields of ac-
tivities, Tf we could wipe the slate clean
and start all over again and do it ulong
a chartered course, we might not be
as efficient, but certainly our problems
would be far less if manufacturers
were assigned the job of processing,
and distributors assigned the job of
conveying the finished product from
manufacturer on through to the con-
sumer. However, there is no use day-
dreaming about that, and instead view
realistically what is ahead. Besides
competition is good for us. It forces
us into doing our jobs better.

Private brands, or distributor
brands have been in the picture for
a long time. Interest in them moves
up and down. Tt moves up when com-
modity prices go down . . . when the
spread between private brands and
advertised brands holds out the in-
centive of a wide gross margin. And,
conversly so, the interest declines as
the gross margin and profit incentive
dreline. The wide spread is not only
your main incentive for handling pri-
vite brands, but it is likewise the
main incentive for Mrs, Housewife
te buy them. From your own experi-
ence, when you offer the advertised
brand at the same price as the un-
advertised brand, %'uu know the pack-
age which Mrs. Housewife +buys in
most instances, Only when the price
differential is sufficiently attractive
does she buy the unadvertised product,
That is always so, and will continue
to be so.

Is there any difference between the
present situation as compared with
yesterday ? In my opinion, YES. Here-
tofore it has been largely the practice
for dealers to select certain products
which they would have some concern
package for them, show their own
brand on the label, and then offer the
same to the trade at prices which were
lower than the advertised brands of
similar products, What this really
amounted to was: A Product put up
in a package with a dealer's name on
it, without any special advertising or
merchandising effort to support it
In majority of instances, that is the
case today, There are few exceptions,
such as:

Some distributors are now packing
their products in attractive packages
and are supporting them with expert
merchandising and advertising. They
operate pretty much as do manufac-
turers, and at pretty much the same
costs. Because a few distributors are
doing this, others are wondering
whether they should do likewise, Let's
analyze some of the things practiced
today and see if they will stand up for
long. Distributors “are sclling their
own brands at prices, which, consid-
ering advertising and other expenses,
leave them a very narrow Eross mar-
gin . . . a margin which will eventu-
ally need to be increased to make the
items really profitable. You have a
rood idea of what it costs to manu-
facture these products and also what
are the general expenses, such as,
overhead, sales, and advertising. You
know the prices at which these pro-
ducts are sold. Figure it out for your-
self. Morcover one should keep in
mind that should manufacturers find
that this compelition injures their
business, that they will certainly take
necessary steps to protect themselves.
Such steps may likely mean lower
prices which would result in reducing
the spread, and, as aforementioned,
when the price of the popular brands
is near that of the private brands, the
trade and Mrs. Consumer buy the
popular brands,

It is appropriate at this point to
mention that manufacturers have low-
ered prices on many of their products
during recent years and are continuing
to do so. These reductions have been
made possible through increased effi-
ciency in operation and because of
constantly growing volume. The fu-
ture trend favors smaller gross mar-
gins,

Some dealers, in order to promote
their brands, are engaging in practices
which may sooner or later be con-
strued as operaling in restraint of
trade; i.e., they advertise the popular
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brands at very low prices, for the
purpose of attracting store traffic . .,
and what does Mrs, Consumer dis-
cover? . . . she discovers that the
brands so advertised have been care-
fully hidden awa in the store, and
she finds instead Kugc displays of the
dealer's own brand of these products,
Advertising the goods for sale and
then hiding them in the store would
appear as self-evidence of an uniair
method of competition. It is, of course,
the dealer's privilege to promote the
brands he wants to sell; but when he
uses the manufacturer's popular
brands as a decoy . . . this raises cer-
tain questions: How long will the
manufacturer continue dealing with
this distributor as a friendly customer,
when as a matter of fact, he is a
competitor? . . . a competitor who is
doing all he can to kill the sale of the
manufacturer's product.  And, how
long will Mrs, Consumer tolerate this
deception?

During our business carcer, we have
seen it happen over and over again,
where wholesalers, retailers and chains
have failed because they stocked mer-
chandise which they tried to force on
the consumer instead of merchandise
which Mrs. Consumer actually wanted
How many dealers can you name who |}
have really been successful over a
period of time because of private
brands? Tf these dealers had placed
the same amount of effort behind mer-
chandising the ropttl:n- brands, per
haps they would still be in business

If there has been a growth in pr
vate brands, and any surveys which
we have scen contradict that, such
growth has not been at the expense
of the advertised brands. They must
be displacing something clse. Tor the
manufacturers’ sales of their own
brands continue to show an increast
every year.

Our discussions of private brand
have brought forth the suggestion that
cach manufacturer carefully re-cxam
ine his whole business set-up. This 10
include an examination of his man¥
facturing costs, distribution, selling
and advertising costs . ., to examint §
each item which poes into pener
overhead, To carefully study his sl
ing prices in comparison with prices
quoted by competitors. And, to bear
in mind that the day of long nirg
is behind us.

Tt was also suggested to manufac

turers that they closely examine theif
relationship with their customers, Thf
manufacturer recognizes, increasinglh
the fact that his customers must hatt
an opportunily of carning a reastt
able profit on his product, and T thisk
you will see a growing effort by il i
vidual manufacturers accordingly.
Finally, let's bear in mind that e
have two necessary functions our 8
industry . . . the function of mant [
facturing and processing, and 1 &
function of distribution. Up to no%
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these functions have been pretty well
classified.

If any great number of distributors
should enter the field of manufactur-
ing, it is easy to visualize that shortly
great competition would develop be-
tween these distributor brands, and
consequently  continuous  declining
gross margins, If distributors should
generally enter the manufacturing
field, it is reasonable to assume that
manufacturers may ultimately enter
the distribution field, thereby creating
more _aml more competition in that
direction. I don't think the hope of
any great cure-all of present prnmcms
rests upon manufacturers and dis-
tributors  overlapping cach other's
functions, but rather that the best
hope is for manufacturers to do a more
eflicient job in their field, and for dis-
tributors to do an increasingly cffi-
cient job in theirs. And, for manu-
facturers and distributors to develop
a relationship whereby each will be
glad to do btisiness with the other,

Detroit Corporation

The Detroit Macaroni Corporation,
Detroit, Michigan, has heen incor-
q_umlu(l under the laws of that state,

hough details are lacking, it is di-
vuiged that the firm will manufacture
macaroni products of all kinds. It has
a capital of $25,000 in common stock.

P T
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Secondary Food Brands

 The following taken from a recent
issue of the New York Journal of
Commerce will be found most inter-
esting to macaroni-noodle  manufac-
turers who make “competitive” brands
or are contemplating doing so:

Some manufacturers of nationally
advertised  food  products, in  their
quest for means of meeting private
brand competition, have turned to sec-
ondary brands as a competitive weap-
on. In theory, these auxiliary brands,
which would not be extensively ad-
vertised, could be sold at prices com-
parable  with those of distributor-
owned brands without coming  into

conflict  with the Robinson-Patman
Act.

The promation by grocery product
manufacturers of secondary brands
might furnish temporary relief, but in
the long run such a policy merely begs
the question for manufacturers of -
tiomally advertised grocery products.
They must build up and protect their
hrands or find their position weakened
and icopardized.  Further brand di-
versification can become a new source
of weakness in time,

A sounder approach to a solution
of the problem is the realization that
the day of very wide profit margins
on  proprietary  brands has largely
passed, hecause of intensified competi-
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tion and mass distribution by chain
store and  supermarket enterprises.
Manufacturers must carefully scruti-
nize their raw material, processing,
merchandising, advertising and trans-
portation costs.  When these are as
low as is reasonably possible, manu-
facturers of lmliunnf brands should be
able 1o hold their own as against pri-
vate, as well as competitive nationally-
advertised, brands,

Feature “Mission”
Products

. The Mission Macaroni Manufactur-
ing Company, Seattle, Wash,, featur-
ed its products at the session of the

Times-DeBoth cooking school of that
city last month. The exhibit showed
how carefully macaroni, spaghetti and
e noodles are packed in cellophane
bags, serving the double purpose of
guarding the cleanliness of the prod-
ucts en route from manufacturer to
consumer and permitting the shoppers
to see what they are buying,

_The cooking school was held at the
Civic Auditorium the week of Oc-
Efxln:r 4. G. P. Merlino, chief execu-
tive of the macaroni firm, personally
supervised the company's participa-
tion therein, and reported himself as
being exceedingly well pleased with
the public reception of the * Mission"
brand of Macaroni Products,

UNDREDS of macaroni manufacturers

call Commander Superior Semolina
their “quality insurance.”

These manufacturers know, after years

of experience, that

Semolina can be depended upon for color

and protein strength

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.

\\ Minneapoll

Commander Superior

day after day, month

s, Minnesota
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Spreaders recently installed at the plant of The

Paramount Macaron! Company, Brooklyn. N, Y., replacing twice as many of the old style, hand-spreading
type. Have been in service several months and are giving perect sctislaction in every respect

We lnvile the trade in general to see the first macaronl factory In the world with spreading done aulomali-

cally by machine,

The Ultimate in Presses. High speed Production. Over
1,000 pounds net per hour: 40 barrels per day of 8
hours guaran‘eed.

Improve the quality, texture and appearance of your
product. Increase your production and reduce your
labor costs. Skilled labor unnecessary, as all opera-
tions are automatic.

Not an experiment, but a reality. Produces a.l types
and forms of paste with equal facility. Sanitary,

hygienic: product practically untouched by human
hands.

Pressure being distributed equally on face of the
rectangular dies, strands of extruded paste are ol
oven length.

Trimmings reduced to a minimum, less than 10 pounds
por 200-pound batch,

We can furnish ycu with new presses of this type of
we can remodsl your present hydraulic press and
equip it with thiz Spreader.

We do not Build all the Macaroni Machinery, but we Still Build the Best

156-166 Sixth Street BROOKLYN, N. Y., U. S. A. 159-171 Seventh Stree!
Address all communications to 156 Sixth Street

Write for Particulars and Prices
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Patentad, Aulomalic
il Conlinuoui Short Pasle Dryer

] CONSOLIDATED
8 MACARONI MACHINE CORP,
¥ MOCKLTH M. ¥

MACARONI JOURNAL

Specialists for Thirty Years

e
Mixers
Kneaders
Hydruulic Presses
Dough Brakes
Noodle Cutters
Dry Macaroni Cutters
Die Cleaners
Automatic Drying Machines

For Noodles
For Short Pastes

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

Patested, Avtometa
Heedls Deywr

HOOILTH W T,

COMIOUIDA!
WaACAION waCrimd COMP

We show herewith some of our
latest equipment designed by
men with over thirty years ex-
perience in the designing and
construction of all types of
machines for the economical
production of Macaroni, Spa-
ghetli, Noodles, elc.

The design and construction
of all our equipment is based
on a practical knowledge of the
requirements of the Alimentary
Paste Industry.

All the equipment shown has
been installed in various plants
and is now in actual operation.

156166 Sixth Street BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

Add

all icati to 156 Sixth Street
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Government-Industry Conference on Fill

On Sunday morning, October 27, a
meeting of a group of macaroni manu-
facturers was held at the Park Cen-
tral Hotel in New York City, N. Y.,
for the purpose of discussing Decep-
tive Containers and preparing for the
hearing in Washington, which took
place the following day.

At this meeting in New York rep-
resentatives from the packaging ma-
chine manufacturers and carton manu-
facturers were present and assisted
materially in the discussion that fal-
lowed concerning our problems in
complying with the Deceptive Packag-
ing Containers provisions of the new
Tood Law,

At this meeting Mr. Henry Mueller
of the C. . Mueller Company of Jer-
sey City, New Jersey, was selected as
spokesman for the grou[). .

The Laboratory of the Association
through me, presented the data which
it had accumulated on measurements
of numerous types of containers, Vari-
ations in the volume occupied per
unit of weight for numerous products
were shown

On the basis of the discussion the
group determined to make certain
recommendations to the Food and
Drug Administration the following

day.

}(r)n the following day the following
manufacturers and allies, J. J. Cuneo,
President of the Association, Henry
Mucller, Ed. Vermylen, Charles Ros-
sotti and myself, appeared in Wash-
ington for the hearing which had been
set to take place at 10:30 a.M. before
Dr. L. D. Elliott and Mr. S. C, Rowe

of Containers

Report of the Director of Research for the Month of October

By Benjamin R. Jacobs

of the Food and Drug Administra-
tion,

Mr. Mueller discussed all the ele-
ments which enter into the manufac-
turing process of macaroni products
and are responsible for variations pro-
duced in the volume of these products.
These clements are too well known to
require any explanation at this time.

At the conclusion of Mr. Mueller's
presentation Mr. Rossotti  showed
packages used by the Industry and
compared the problems with which
the small manufacturer, the medium
manufacturer and the large manufac-
turer must contend.

The tabulated results of measure-
ments and calculations made by the
Laboratory of the Association were
next introduced. These showed that
the volume occupied by macaroni
(mezzani) varied as much as 23.2
per cent per ounce of product; that
spaghetti varied as much as 27.7 per
cent per ounce of product and that
noadles when packed very loosely may
vary as much as 44 per cent, Folded
noodles varied as much as 15 per cent
while the numerous miscellancous
small products such as barley flakes,
tubetti, detilli, ete., showed variations
as high as 14 per cent and as low as
1 per cent, Most of them, however,
average around 8 per cent,

On the basis of the above showing
the recommendation was made that
products which constituted 15 per.cent
or more of the total packaging pro-
duction in any one plant should be al-
lowed a tolerance of 25 per cent on
all non-llowing macaroni products. Oa

flowing macaroni products, that is,
those that may be weighed by volume
and flow of their own acccnf into the
containers, should be allowed a toler-
ance of 20 per cent. All macaroni prod-
ucts regardless of shape or size which
constitute less than 15 per cent of the
total packaging production should be
allowed a larger tolerance. This is for
the purpose of allowing small manu-
facturers who make a large varicty of
types, to use the same containers for
various types and sizes of products,
thus eliminating large inventories of
cartons and allowing the small manu-
facturer a certain amount of leeway
above that allowed the larger manu-
facturer,

The officials who presided at the
meeting appeared to be most sympa-
thetic to the recommendations made
and although they did not and could
not at that moment approve of the
recommendations made it is my beliel
that these recommendations will be
accepted and that the Industry will
know just what the IFood and Drugs
Administration expects of it and what
will be considered as compliance with
the Deceptive Containers provisions of
the Food Law,

It was decided at this meeting that
Mr. S. C. Rowe and I should get
together within the next few days and
determine the procedure to be used
in making measurements of our con-
tainers as well as to straighten out
other details which will require fur-
ther study before the Administration
finally makes its own recommenda-
tions.

Dr. Edwin Hove on
Pillsbury Staff

Appointment of Dr. Edwin Hove
to the staff of the new research labora-
tory of Pillsbury Flour Mills Com-
pany, Minneapolis, was announced to-
day by Dr. C, G. Harrel, Director of
Research,

Dr. Hove comes directly from a
post-doctorate research fellowship in
the Department of Biochemistry of
the College of Agriculture, University
of Wisconsin. He was graduated
from that university in June, 1935,
with chemistry his major subject. In

1937 he received his master's degree
in biochemistry, and continuing in the
same field received his degree of
Doctor of Philosophv in |!quc, 1939.
In his graduate studies he minored
in medical sciences, completing most
of the fundamental subjects in the
first two years of the medical course.
While the work for his advanced de-
gree was undertaken he served as re-
search assistant to Professor L. B,
Hart, and during his entire research
studies he was closely associated with
Professor C. A. Elvehjem, both pre-
eminent men in the field of nutrition,
Thus Dr. Hove hrings to his new of-
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fice the advantage of research in nv-
trition and biochemistry of inorganic
clements—especially trace elements—
involving extensive use of latest meth-
ods of micro-analysis, He is a menr
ber of the American Chemical S0
ciety and author of articles appearing
in the American Journal of Physio
ogy and the Journal of Biologico!
Chemistry.

“Dr. Hove will close his work 2t
the University of Wisconsin and re
port to the laboratory on December
1,” said Dr. Harrel, “as the nev
building will be ready for occupanty
at the end of this month,”

November, 1940

Macaroni Exchange
Dwindles

Government reports on the importa-
tion and exportation of macaroni
products show that the international
trade in this food commedity is being
serionsly affected by the wars in Af-
rica, Asia and Europe. During the
month of August, 190 only 63,253
pounds of macaroni, spaghetti, noodles
and vermicelli were imporied as
against 221,137 pounds of domestic
products exported. The imports had
a value only of $4487.00 while our
exports brought $15,606.00.

The total exports for the period,
January-August, 1940 were 2,438,422
pounds, valued at $171,662. During
the same 8-month period we imported
671,282 pounds, worth $61,291,

A notable fact gleaned from the
table of quantities exported in Scp-
tember, 1940 is that the shipments of
macaroni products to our insular pos-
sessions exceed in tonnage and value
those that went to foreign countries.
Further, that in September American-
made macaroni products, went to only
27 foreign countrics, while at the
height of this foreign trade, they or-
dinarily went to more than 60.

Delow are listed the countries and
insular possessions to which domestic
macaroni products were shipped in
September, the quantity and value ex-
ported to each.

Counlries Pounds
CADAIR oo e nissnrmodisrssaisnsssass 93,200
Dritish Honduras «.veveenieaiiaanee nz
Costat RiCR wevounssninsrarnsssnania 2,752
Gralemala socvsvesossscsnssnannsss 633
Honduras «oevrsivriscnanassuaisis o8
Nicaragua oovesersainniiaieeansvns 4041
I'anama, Rep. of,.. cees 4095
P'anama, Canal Zonc..........o.eee 3,206
Salvador ........ ceer 900
Mexico .. Lo 28003
Greenland L..oiess 120
Newf, and Labrador, 12952
Other Br, W. Indies. 1,154

CU s mamwnvon
Dominican Rep.

Neth. West Indies 7%
Haiti ovovvnnnen 6,758
Holivia ..... 302
Colombia .. 1,595
Surinam ... 264
French Guiana ..... 1,250
Venezuela sosensooesssencs 1,165
CHINR . yonnm vnmmnionmosansns 084
Philippine 18, vvveves weeens 6,559
“_riti!ll Oveantssaevivivicuss 9%
New Zealand vovvuvininnnnn. wve’ 1B
Golt Cotst yusvssnini sonssiionesiv 162

Total Quantity . coeasnne s 220,467
Total Valwe ©vvvvevrvinnnsnnss $17,139

Insular Possesslons
Insular Possessions

Alska ,\iuiveses et 25,129
HaWal siuivinn ssinanes inviaisnsds 142,168
Puerto Rico ...... R e e 73808

trgin Islands .....ovvvivnninnanens 4,200

Total Quantity ..... Bk 245311
Total Palue ... RSTLIELLAIELE $18,253
Total for September..... e 71,778

$35,392
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Housewives Visit Plant

The management of the Minnesola
Macaroni Company, Saint Paul, Minn.
entertained the members of the Saint
Paul Housewives League during the
afternoon of October 28. Mrs, Sam-
uel Goldstein is president of the league
and  personally  supervises  trips
through the many food plants in St.

’aul to teach members how foods are
manufactured and packed for home
consumplion.

The executives of the macaroni
firm, Walter and Eugene Villaume,
conducted the ladies on their tour of
inspection, explaining the manufactur-
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ing process and the extreme care used
in properly protecting its macaroni,
spaghetti, egg noodles, cte., in suitable
and practical containers.  Admission
was by membership cards and ar-
rangements were made at the front
office for the registration of new
members before the plant inspection
tour started.  Many of the housewives
learned for the first time that mac-
aroni products are manufactured, not
grown as some had previously be-
lieved.

Freedom of the highways is a ba-
sic human right,

| Cut Costs With
. Better Production

———————

You can produce more maca-
roni per hour with an Elmes
Press. And at the same time,
you can insure the high qual-
ity ol your product and reduce
costs through a high rate of
production.

Long experience in the de-
sign and manufacture of hy-
draulic equipment is built inlo
this Press to meet the specific
needs of Macaroni Manufac-
turers—with the resull that it
is now selting new records of
performance in many promi-
nent plants. C

Write for complete specifica-
tions and performance data,
without obligation.

Alro manufactured In Canada
Williams & Wilson, Lid  Distributors

SUARGELE, ELMES ENGINEEHI_“G WORKS
. —

213 N, MORGAN ST. C’Vucaga C... SINCE 1851,
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Ma Perkins
The trade mark of Weiss Noodle Com-

Macaroni ™ NOOdleS rl:myl. d‘uing_ h"‘lijlw%slns !.\I."\!)Il'.urk;us Noodle
Trade Ma_rk Bureau roducts Co,, Cleveland, Ohio, for use on

preparation for making noodle soup. Ap-
plication was filed November 24, 1939
A review of Macaroni-Noodle Trade Claims use since September, 1939.
Marks registered or passed for early
registration

Giuseppe di M, Di Sante
This Dureau of the National Macaroni Man. The private brand name of Joseph 1
ulacturers Association offers to_all manufac-

ciation of : i\ Santa, doing business as DiSanto & Com-
5]11:-:.;: ;hﬂll".‘i‘,‘i‘:.],’}lil‘,b,,o,“‘l';,ﬁf'svllﬁh N ran_\'. Duluth, Minn,, for use on Tomato
tional Trade Mark Company, ‘\'anlunglnn. 'aslr,(nmwli'l'unmtncs, Cheese, Macaroni,
I Olive Oil, and coffee.  Application  was
filed March 16, 1940.  Claims use since
October 23, 1935, The signature is a fac-
simile of that of Guiseppe i M. Di Santo,
the applicant,

A small fee will be charged nonmembers
for an advanced search of the registration
records to determine the registrability of any
Trade Mark that one contemplates adoptin
and registering.,  In addition 1o a free ad-
vanced search, Association Members will re-
ceive nu[:neﬂ rates for all registration serv-

ces.

All Trade Marks should be registered, If
possible, None should be adopted until proper
search is made.  Address all communications
on this subject to Purelte

Macaroni-Noodles Trade Mark Dureau The trade mark of Philip Moreschi, uluiﬂr‘
Draidwood, 1llinois husiness as Unico Macaroni Co., Hartford,

——.d  Comn, was registered for use on inacaroni,
spaghetti amd egg noodles,  Application

was made on May 1, 1940, and published

Paients and Trade Marks June 25, 1940,  Owner t]n'i:n_s use since

A monthly review of patents granted on Al L 1940, The trade mark is merely the
macaroni machinery, ot applications for word “Purette” in heavy seript.
s o GhflasDizase

plyi 0 Macz N Sep- Thee o oot :
tember, 1940, the following were reparted ; T'he tr.u[}- qm}c of L.' L !\-nﬁ“‘l llmnu_
by the U. S. Patent Office: msiness as Q Company, Joliet, 101, was

y registered for use on combined package of

Chili Con Carne aml Macaroni.  Applica-
tion was filed December 8, 1938, Owner
claims use since Sr:jllumhqr 21, 1938. The
mark is simply the name in heavy type.

TRADE MARES REGISTERED

TRADE MARES APPLIED FOR
Foodcrait

The private brand trade mark of United
Buyers  Corporation, doing  Dusiness  as “Besch-Nul”"
Fooderaft 'roducts, Chicago, 1L, for use The trade mark of Beech-Nut Packing
on camned gouds.  Application was filed  Co., Canajoharie, N. Y., was registered for
June 7, 1939, Owner claims use since Sep- use on foods and food products, particu-
tember 10, 1935, larly, ham, bacon, sliced beef; alimentary
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paste products, particularly, macaroni, <.
ghetti and spaghettini,

Application  was  filed  April 30, 10m
l’uh‘i.sh('d August 0, 1940, The owner
claims use since the latter part of the your
1899, The firm recently closed its macaron;
manufacturing department,

“Cava'alo”

The private trade wark of the Michipan
Macaroni Mig. Company, Detroit, Micl-
gan, was registered for use on macaron,
noadles and spaghetii,

Application was filed Octolier 11, 107
The owner claims use since August 13,
1940,

“Hungs' Chic-Chow"

The trade mark of Hungs' Food Prod.
ucts, Ine., Boston, Mass., was registered ior
use on canned Chinese foods, namely, chick-
en  with  vegetables, vegetables  without
meat, and egg noodles,

Application was_filed October 5, 1939,
published July 23, 1940, The owner clanas
use since September 12, 1939,

The word "Chow" is disclaimed apart
from the mark.

TRADE MARK REGISTRATION RENEWED

Diana

The trade mark registered by Modem
Macaroni  Manufacturing  Company  was
granted renewal privileges to Alba Mac-
aroni Manufactuning Co., Ine., Brooklyn,
N. Y., a corporation of New York, suc-
cessor, effective December 14, 1940,

Railroad Taxes:

In 1939 the American railroads paid
an average of $1,000,000 in taxes
daily.

ARE YOU SAVING.

ON YOUR CELLOPHANE COST?

PRESIDENT

This PETERS CELLOPHANE
SHEETING AND STACKING
MACHINE enables you to pur-
chase your cellophane in rolls and |
save 14 1o 24%% of cut-to-size cost. |

It handles two rolls at the same
time and cuts any size sheets from
2" 10 24" wide x 3" to 28" long.
Machine is mounted on casters and
can be easily rolled to desired
locations. No operator is required
since the stacker table automatically
stops the machine when it is flled
wiih cut-to-size sheers.

For printed cellophane this machine Iy equipped with an Electric Eye
for spot registration,

It will pay you to Investigate this economical machine, Complete in-

i | AMBER

PETERS ‘MACHINERY CO.

4100 Ravenswoorl Ave. Chicago, 1.

J. F. DIEFENBACH

CHAMBER OF COMMERCE
MILLS AT RUSH CITY, MINNESOTA

P. H. HOY
VICE PRESIDENT

txcluaive !

The macaroni manufacturer is our
only interest. We are exclusive
durum millers and in our modem
mills produce 2,000 barrels of high-
est quality durum products daily for
service to the macaroni induslry.

Quality Semolina
Duramber Extra Fancy No. 1 Semolina
Imperia Special No. 1 Semolina

Durum Fancy Palent
Abo Special Durum Patent

MILLING CO.

MINNEAPOLIS, MINN.

T
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FDA Notes

Out of Washington, D, C., comes
news of action being taken by the
Federal Trade Commission that is of
interest  to every macaroni-noodle
manufacturer and distributor.

o Indications are that at least one,
and perhaps more, manufacturers of
alimentary paste are preparing to con-
test in court allegations made by Food
and Drug Administration that their
products are shipped in deceptively
filled containers in violation of the
Food, Drug and Cosmetic Act.

It was said at FDA that “a certain
group” of manufacturers was trying
o capitalize on big packages of mac-
aroni, spaghetti, and noodles.  Some
were insisting that the elbow could not
he removed from macaroni or spaghet-
1i sticks and that large containers were
necessary for these. FDA officials in-
sist that other manufacturers have
adopted smaller packages and are Qll-
ing them to capacity.  Packages of
the recalcitrant manufacturers were
said to be loosely filled and over-long.

If one of these cases comes to trial
it will be the first under the new law
involving deceptive filling.  Numerous
seizures of food and drug products
have heen made, hut so far no cases
have been contested in court,

@ More Seizures of
Deceptive Containers

The Food and Drug Administration
has recently reported a number of
stizures of macaroni products hecause
the packages are allegedly deceptive,
5,652 boxes of spaghetti : 390 hoxes of
noodle soup mixture; 234 packages of
spaghetti dinners and 160 packages of
macaroni were seized because the Ad-
ministration  found the containers to
be made, formed or filled as 10 be
misleading or in other words the pack-
ages were slack-filled.  The Federal
Food Authorities alsa claim that they
seized 4,800 cartons of macaroni prod-
ucts because they were short weight.

Trick Packages?

« Nolegitimate macaroni-noodle
manufacturing  firm  will  purposely
adopt a “trick package” for the pur-
pose of deceiving buyers, Some re-
packers are resorting to the trickery
referred to in the item below taken
from the October 19, 1940 issue of
Independent Grocer, Bronx, N. Y.,
With the result that governmental ac-
ion has been taken against many
mnocent firms, The item says:
Blg Package Plus Litile Macaroni
Ralses FDA Ire

The Federal Food and Drug Adminis-
tration is out to put a stop to the trick
several macaroni manufacturers have of
lling a big box with only a little maca-
foni, the idea being to impress the cus-
tomers with something they're not really
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getting—quantity, 11/ aims  that " 1

:'Hl;\il,: gl‘llll_ltp of |;\}_;|;|[\;;([:1I:(:L:" i:h.::'\i".: On Sa{e PI’CIC'UCGS

o capitalize  on deceptive sz 1

l'-'“'kilull-"‘ at the ('x;m:-c:[Itlllf“nlll‘(.-‘l'u;u.‘ll:ltl.l‘! Commlttee

facturers wha have adopted smaller pack- P'resident Leon G, Tujague of Na-

ages and who are flling them 1o capacity.  gional Food Produets Co., New Or-
. leans, L. has been renamed as a mem-
I'he !mncst manufacturers who re-  ber of the Safe Practicss Pamphlet

gret this reflection of their methods  Committee of the Frod Section of the

of 'I“i_“k' business sought and oltained — National 1y Council.  This com-

a conference with government officials - mittee has planned  and distributed

in Washington, D, C.,, last month  numerous pamphlets on safely sugges-

under the leadership of the National  tion in plants, including  macaroni-

Macaroni Manufacturers Association  noodle factories, with the result that

in the hope of finding a satisfactory  the accident rate has heen greatly re-

solution of the problem. duced.

xitra PROFITS! —
FROM SAVINGS

->SAVES valuable time and labor by AUTO-
THIS MATICALLY handling and blending the flour.
CHAMPION |—*SAVES ﬂnﬁu; and impgoves products by re-
moving all foreign substances and siltling to
SEMOLINA a uniform fineness. d
BLENDER ~+>SAVES frequent replacements of expensive
dies as clean ‘fiour helps prevent scorching.
~»SAVES on cost of mainlenance as it is built
extra sturdy for hard, lifetime service. Is fur-
nished complete with blending bin for any
plant capacity.

1
|
|

POPULARLY
PRICED-
SOLD ON
CONVENIENT
TIME PAY-
MENT PLAN

MAIL COUPON
FOR DETAILS

r i
Other modern, popular-priced Champion Equipment
NOTE includes: l)nuun Mixers, Noodle I!rlhn \IJ': ghing
Hoppers, Water Meters—all accurate and automatic
in operation.

CHAMPION MACHINERY CO.)%i5E

Please send me complele information regarding your Champion Semalina Blonder
and Silter; also, price, terma and lell me about your Convenient Time Payment Plan.

I am also Inleresled in securing a
NAME ...ccoovsvsennn

COMPANY .............

ADDRESS ..
CITY .o cavovvnnans cnimnais PR STRS STATE

SRR Y
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The first Thanksgiving on record
was in 1621, a three-day celebration
proclaimed hy Governor Rradford in
token of ihe gratitude of the Pil-
grim TFathers for their preservation
throughout their first difficult year in
this, their adopted land, and for the
bount of their first harvest,

Bu!. there was a Thanksgiving prior
to this, It took place the year before,
when these hundred brave scckers
after liberty first landed, in midwinter,
upon “a stern and rockbound coast.”
Here is the way their first governor
quaintly described it:

“Being thus arrived in good harbor
and brought safe to land, they fell
upon their knees and blessed ye God
of Heaven, Who had brought them
over ye vast and furious ocean, and
delivered them from all ye perils and
miseries thereof, again to set their
feet on ye firm and stable earth, their
proper element.” . . .

More than once in the year that
followed, this brave little group must
have thought that the end of every-
thing had been reached. The weather
was bitterly cold, and as yet they had
no dwellings. They lived on the May-
flower, and tried to keep warm as
best they could.

On days when the weather per-
mitted, they went ashore to work on
their living quarters. At one time all
but six of the company were very ill,
By April, the awful hardship and lack
oi} food had decreased their numbers
by one-half. But their fortitude and
initiative were as great as their neces-
sities.

They went right on and were able,

about the end of March, to move from
the Mayflower into two rows of small
dwellings “across the street” from
each other. A few weeks later they
saw their beloved Mayflower sail for
home,

Farming was new to most of these
men. Back in the old country, they
had been engaged in various trades.
But, in spite of the fact, they planted
the barley and peas they had brought
with them, and some comn they had
found in deserted Indian huts, putting
in a total of about twenty-six acres.

With what anxious eyes and hearts
they must have watched this crop!
Their very lives depended upon its
success, With the assistance of the
Redmen, all went well, and by autumn
a bountiful harvest was reaped. The
little colony was filled with relief and
great joy, They felt that God had in-
deed been good to them.

To again quote Governor Bradford,
who was an eye-witness:

“All ye summer there was no want,
And now began to come in a store of
foule as Winter approached, of which
this place did abound . . . And of
these they took many besides venison,
Besides, they had ubout a peck of
meale a week to a person . . "

And so the Grvernor proclaimed
the first Thanksgiving, a full three-day
celebration, to which Chief Massasoit
and his tribesmen were bidden, in ap-
preciation of their friendship and as-
sistance,

“The Colony, at this time, comprised
fifty-ive English persons, of whom
cighteen were women and girls. One
huge feast was prepared for all of
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them. What a lot of color the Redmen,
in their war costumes and fiery paint
and with their bows and arrows, must
have lent to the occasion!

Of course, the Indians and their
hosts could not have conversed very
fluently, as they did not know ecach
other's language, but signs were more
or less adequate and there was much
laughter and merry-making. It is re-
ported they drank a “very comfort-
able warm water,” Some say this was
ale, others that it was a form of root
beer, made by the Pilgrim housewives
from Indian formula. What they ate
on this Tlmnksgiving feast was the
“plenty of foule” referred to in Gov-
ernor Dradford’s account. Wild tur-
key were very plentiful, and there
were many ducks and geese.  Deer-
steak was another delicacy, and some
reports claim there were also fish,
clams and oysters,

Their bread was combread, made
from meal which the Indians had
shown them how to grind between
heavy stones.

For cighty f'cnrs after this Thanks-
giving, a Thanksgiving celebration
was staged by some of the Colonies.
All did not celebrate it on the same
day.

Thanksgiving was observed annu-
ally during the Revolution by procla-
mation of the Centennial Congress,
but it was discontinued, after peace
had been signed with Great Britain,
until 1789, when George Washington
appointed a special date. .

hanksgiving day was established
by an official action of the United
States Government in 1864,

Up to 1939, the holiday was very
generally observed on the last Thurs-
day in November by presidential proc-
lamation. In that year it was officially
decreed by the President of the United
States that the day should be observed
on Thursday, November 23rd, instead
of the last Thursday.

By presidential decree Thanksgiving
Day will again be observed this year,
on Thursday, November 21, 1940 in-
stead of on the last Thursday of No-
vember as heretofore,

Macaroni A-la-
Constantine

Men's preference in foods and the
way they should be prepared to satis-
fy ‘them most has a great bearing, a
decp influence, on the food cooking
practices of housewives, “A success-
ful chef is he who aims always to
please his Lord and Master,” is a
saying just as true today as when
the words were first spoken by the
unrecorded writer.

Here is a simple recipe for pre-
parinig a dish of macaroni that is
exactly to the liking of President Earl
Constantine of the National Asso-

‘ciation of Hosiery Manufacturers,
who presided at the convention of the
American Trade Association Execu-
tives at the Edgewater Beach Hotel
starting September 25, 1940:

Pasta Fregola al Formagyio
(Fried Macaroni with Cheese)

Boil macaroni in plenty of water until
tender; drain,

In a heavy iron frying pan roelt several
tablespoons of butter. Add a little olive
oil if f-ou like that flavor; it will help to
keep the butter from “burning.” Add the
drained boiled macaroni and stir it often
enough to slightly brown a substantial
portion of the macaroni.

. Sprinkle with grated cheese and serve
hot,

Addressed Marketing
Society

C. F. Mueller of the executive staff
of the C. F. Mueller Company, Jersty
City, N, J., discussed marketing and
advertising on November 4, 1940, he-
forc the Marketing Society of the
New York University School of Com-
merce, Accounts and Finance, in the
Commerce  Building, Washington
Square, East. The Mueller company
is one of the largest advertisers 0
macaroni products and its executives
are always in close touch with all mar-
keting developments. Henry Mueller
is president of the firm.

B November, 1940
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MILLING EXPERIENCE

e | ‘
L\

These three men from our staff of millers have accumulated more than one
hundred years of milling experience between them.

When you place your order with us you may be sure that the semolina or

durum flour you are to receive will be very carefully milled by experienced
and highly skilled millers.

CAPITAL FLOUR MILLS, INC.

General Offices: Minneapolis

Mills: St. Paul

BAROZZI DRYING MACHINE CO., INC.

280-294 Gates Avenue

The BAROZZI AUTOMATIC SHORT CUT PRELIMINARY DRYERS take care of the Macaroni from the
PRESS to the FINISHING DRYERS: Preserving the proper Shape and Color; also, a special attachment
for exhaust of molsture out of building.

THE ONLY SYSTEM KNOWN TO BE SPACE ... TIME... LABOR SAVING...

Jersey City, New lersey

Renowned Manufacturers of Macaroni and Noodle Dryers

Walch us for important developments soon to follow.

The Only Firm Specializing in Alimentary Paste Dryers

AND GUARANTEED UNDER EVERY CLIMATIC CONDITION
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Dust and Moisture
Proof Interval Timer

The Cramer Model D2 Interval
Timer is designed primarily for the
control of industrial equipment which
can be automatically timed. It has ap-
plication on various types of mixers,

such as dough mixers, tumbling bar-
rels, heat treating furnaces and laun-
dry machines, as well as for many
other industrial applications in whicrl
timers may be subjected to excessive
moisture and dust conditions. In
the macaroni-noodle industry these
timers have been used in drying
rooms to time the drying or curing
process.
Construction

A standard self-starting synchro-
nous motor-driven Interval Timer is
enclosed in an especially built, dust
tight and splash proof cast aluminum
housing arranged for conduit connec-
tion and provided with a full vision
window and external setting knob,
Front view hull's eye light signals can
be supplied at small extra cost.

Distinclive Fealures

Time Scales; Model D Interval
Timers are available in twelve dif-
ferent scales, ranging from one revo-
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lution in 15 seconds to one revolution
in 24 hours.

Dials: Three-inch diameter dials
with large, white eiched characters
against a black enamelled background
provide good vision and facilitate ac-
curate setting,

Window: A non-clouding ty,
window made of unbreakable material
is recessed and gasketed to provide a
dust tight and splash proof enclosure.

Setting Knob: A slight inward
pressure on the sturdily constructed
knoli assembly engages a clutch for
setting the .\imlc[ D Timer. When
released, a spring and gasket prevent
entrance of moisture around the con-
trol shaft,

Housing: A black crackle finish
cast aluminum housing is provided
with two !4 inch threaded conduit
openings. The cover is screw fasten-
ed, made of 5 inch black bakelite
and is sealed by means of a rubber
gasket.

Further information on this timer
cin be obtained by writing direct 1o
the manufacturer, The R. W. Cramer
Company, Inc., Centerbrook, Conn.,
and mentioning this paper.

National Peanut Week

National Peanut Week, an event es-
timated to move 50,000 tons of pea-
nuts into consumption, will begin Jan-
uary 23, according to W. E. Jester,
LExecutive Secretary-Treasurer of the
National Peanut Council, the national
association of the peanut industry,
with headquarters in Suffolk, Virginia.

An outstanding feature of the 1941
National Peanut Week will be a na-
tional window display contest, with
$1,000.00 in prizes to be awarded for
the ten best windows in the nation,
trimmed with peanuts and peanut
products.  Windows will be judged
from pictures sent into the office of
the National Peanut Council.

Novemlie-, 19y

Attractive window streamer< a0 B

other advertising material will be fyr.
nished free to retailers who send their
requests to the National Peanut Coyp.
cil. In addition to the usual radiy
and newspaper advertising to suppon
National Peanut Week, photographs
and recipes of various dishes made
with peanuts and peanut butter wil)
be made available to food editors ang
home economists.

Prior to National Peanut Week 5
new product—DPeanut Dutter Bread,

will be placed on the market. This §

bread is made from a specially pre-
pared peanut butter mix, which takes
the place of shortening and other in.
gredients in bread. This new bread
which is designed to meet the popular
demand for a new sandwic! hread will
be placed on sale by large bakeries all
over the United States.

In the past, the demand for peanut |8

oil has always exceeded the supply.
However, efforts will be made to sup-

ply this demand as well as secure o §

wider distribution of this superior oil
Other new peanut products are to be

placed on the market in the near fu- B

ture.

With an ecarlier start, better financ
ing and better organized program, anl
the coiiperation of all branches of the
peanut industry, officers of the Na-
tional Peanut Council anticipate a
hichly successful National Peanut
Week.

Vatican Rations
Spaghetti

Spaghetti was placed on the papal
ration list October 27, 1940, with the
announcement that each person living
within Vatican City would be allowel
one-tenth of a kilogram (about three
and a half ounces) of spagheti.
noadies, macaroni or other “pasta” 2
day. Spaghelli is the only article @
tioned in the Vatican which is not als
rationed throughout Ttaly.

SPORTSMANSHIP ... AND . . . GENERALSHIP

Biggest Event in Business History!
QUALITY AND SERVICE VS. LOW PRICES

We are picking, belling and standing by QUALITY and SERVICE
to win, and we are confident thal the majerity of sportsmen are with us.

&

““Makers of Macaroni Dies Since 1903—With Management Continuously Retained in Same Fal;tﬂy"

November, 1940
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EASTERN SEMOLINA MILLS,

Our modesty prevents our advertising all we
claim for our Colburn and San Remo
Semolina

Mills at

Baldwinsville, N. Y.

Executive Office: &0 Brozi Strevt

Churchville, N. Y.
New York, New York

—

John J. Cavagnaro

Engineers

Hartison; N. J. « -

and Machinists

U. S A.

Specialty of

Macaroni Machinery

I’resses

Since 1881

Kneaders

Mixers

Cutters
Brakes
Mould Cleaners
Moulds

All Sizes Up To Largest in Use

N. Y. Office and Shop

255-57 Center St,
New York City

- . s e =

R e o o ey

0 G T




26 THE MACARONI JOURNAL

Tl'melli Comments :
!.n’ MNac gpaguooaie

DD DD D kD D D kD DD D uD D D kD D D 2

Adonis Was Nota
Salesman

The mere fact that a salesman is
good looking ought not to handicap
him in making a success of his work,
and will not, if he does not think too
much about it. And yet how often
we find the homely salespeople giving
us the best service, whether selling
to us or for us,

P. D. Armour was once asked how
he happened to pick out for a sales-
man a man so utterly hom:ly as a
certain one in his employ. The reply
was, “Because he was so homely I
knew he would have to work his head
off to make good.”

I saw an ugly looking little runt
of a man selling a pencil sharpener at
a stationer's. As something to look at,
the girls would have rated him zero,
but as a salesman he was right up to
the boiling point.

He might have been selling expen-
sive adding machines instead of the
humblest of all office equipment, but
he was so much interested in what
he was selling that his face lit up and
overcame some of its ugliness. And
he was developing so much interest
on the customer’s part in what he was
selling that the personality of the man
selling it was forgotten,

He talked pencil sharpeners enthu-
siastically and he demonstrated them
dramatically. He jabbed a sharpened
pencil at the floor. He ground the
point to a splintered stick. He gave
the wreck to a customer, telling him
to sharpen it. The quick restoration
of a beautiful point was all the selling
talk really needed and at no time did
the customer have any time or incli-
nation to look at the salesman's face.

I don't know whether that sales-
man realized his physical handicap
and deliberately set about tuming the
customer's attention from it, but he
took the right way of doing just that.
1 was not surprised to learn that he
was the “sellingest” salesman in the
store.

[ ]
The “I"” or the Idea

There are executives who, without
realizing it, allow the “I" to loom up
so big in their minds that a mere idea
is nowhere. They cannot imagine an
idea cvolved by someone of less im-
yortance  being much of an idea,
Vithout the capital “1"” as its origina-
tor, it must be a dud.

Something of the sort happened
when Robert Fulton, disappointed in
failing to interest Americans in his

steamboat, offered it to Napoleon
Bonaparte. The emperor listened to
his idea for a steam-propelled vesscl
and also for a submarine that would
discharge bombs at an enemy vessel,
“The man is a charlatan,” he declared,
and lost his great opportunity, Na-
poleon did not believe much in others’
ideas,

When an executive gets to thinking
he can produce all the new ideas need-
ed in his business, he is getting ready
to bring the business to a standstill.
The business that is to grow constant-
ly must constantly draw on new
brains.

Of the new ideas offered a busi-
ness, many will turn out to be value-
less, Most of them have already been
considered and discarded. DBut oc-
casionally there comes along an idea
that is an epoch maker, and it usually
comes from someone who brings to
bear % young man's or a new man’s
Imini of view. A great mass of half-
haked ideas must be sifted to get one
good idea, but it pays to do the sift-
mng.

When the executive gets to be a
standpatter, he eliminates the co-
operation of his fellows and there
ceases to be any mutuality about his
concern, It becomes a one-man
proposition.

It is no new thing for ideas, big
ideas, to be rejected. If they are re-
jected because good judgment decides
they are defective or unavailable,
that is one thing. But if they are re-
jected just because they come from
some source outside of the mind of
the big “1" of the company, that is
something clse,

Honored on
Anniversary

James J. McCann, traffic manager
of C. F. Mueller Co., manufacturers
of spaghetti products, Jersey City, was
honored recently on the anniversary
of 25 years with the company. Mec-
Cann, who lives at 288 Woodside Av-
enue, was presented with a gold watch
and a check by Henry Mueller, presi-
dent,

McCann joined the company as a
porter in 1915 and with the excep-
tion of 1918, when he was serving in
the army overseas, his service has been
continuous, He became traffic man-
ager carly this year,

Sales Representative

The Prince Macaroni Manufactur-
ing Company of Boston and Lowell,
Mass,, has appointed C. F. Mattlaga
Sales Company of New York City as
its sales representative in the New
York area. The Prince company re-

cently enlarged its production capacity -

through the erection of a new plant at
Lowell, Mass,

November, 1940

New Olfficers
Elected

At the annual mecting of the
Packaging Institute, Inc., held on
October 10 at the Westchester Coun-
try Club, Rye, New York, the folloy-
ing officers were elected :

President: Carl H. Lambelet, I’res.
ident of New Jersey Machine Cor-
poration, Hoboken, New Jersey, who
succeeds William M. Bristol, Jr,
Bristol-Myers Company ; Vice I'resi-
dents: George R. Webber, Package
Development Bureau, Standard
Brands, Inc., Hoboken, New Jersey,
and A, Vernon Shannon, Sales Man-
ager, Westfield River Paper Company,
Russell, Massachusetts.

The followinr men were elected to
the Board of Directors of the Insti-
tute at wembership meetings of their
respective divisions:

I’'roduction Division: K. T. Krant,
Colgate-Palmolive-Pect Company, Jer-
sey City, N. J.,, Howard A. Sumner,
Norwich Pharmacal Company, Nor-
wich, New York; Machinery Divi-
sion: Herbert H. Leonard, Consoli-
dated Packaging Machinery Corp,
Buffalo, New York, and Bryam W.
Langston, Samuel M. Langston Com-
pany, Camden, New Jersey; Supplies
Division: E, A. Throckmorton, Con-
tainer Corporation of America, Chi-
cago, I'. 1. Heuisler, Jr., Maryland
Glass Corporation, Baltimore, Mary-
land, Stanley L. King, Monsanio
Chemical Company, Springfild
Mass,, James Harley Nash, New
York. P. M, Gilfillan, Shellmar Prod-
ucts Cu., Mount Vernon, Ohio, and
A. Vernon Shannon, Westfield River
Paper Company, Inc., Russell, Mas.

ach of the three divisions of the
Institute, Production, Machinery and
Supplies, has six members on the
board of the Packaging Institute.

One hundred executives from com-
panies in the packaging production.
machinery and supplies ficlds attend:
cd the meeting. Mr. William M. Bris
tol, ‘]r., as retiring President, review:
ed the activities of the Institute since
its organization in May, 1939, and
was given a vote of thanks by the
convention,

Alfred Sees Double

Mr. Alfred Rossotti, the popular
president of the Rossotti Lithograph
ing Company, North Bergen, Ne¥
Jersey, recently became the prov
father of twin girls. Mother and ir
fants are reported to be doing nicely.
Congratulations !

Brother Charles, who is well know?
to the macaroni-noodle trade whos
conventions and sectional meetings
attends regularly, and who is pop"
larl calleﬁ “Little Charlie,” is no¥

basking in the limelight of his nev g

role as “Uncle Charlie.”

November, 1940
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STAR DIES
WHY?

Because the Following Results Are Assured
SMOOTH PRODUCTS--LESS REPAIRING
LONGER LIFE

LESS PITTING -

57 Grand Street

New York, N. Y.
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For ECONOMICALLY Packaging

Macaroni & Spaghetti
in Cartons

Il your packaging cost is too high
and you are interested in reducin
this unmecessary expcnse, you
find these two machines will answer
your problem.

For years, a large number of progres-
slve ¥Ilnll have been using these two
machines 1o mechanize their maca-
roni and spaghetti packaging and
for a similar number of years their
cost has been lower than could
otherwise have been realized.

Interested In setting up and clos.

Advise the size cartons yoo are
Jing with equipment or send us ll

made adjustable,
L] L]

Rig!
JUN

requiring no operator,

THE STAR MACARONI DIES MFG. CO. |

Court Orders Peanut
Tie-up

More than 1,250 tons of peanuts
were tied up as “hot goods” through
a lemporary restraining order issued
by Judge Hascom Deaver on file Oct.
2, 1940 in United States District
Court at Macon, Geor7ia, against the
Fannqrs Peanut Company of Cairo,
Georgia, on petition of Colonel Philip
B.’ Fleming, Administrator of the
Wage and Hour Division, U. S. De-
partment of Labor, A hearing was
set for October 30,

Colonel Fleming's complaint charges
that the company is violating the mini-
mum wage provisions of the law, and
that it has failed to keep accurate
Payroll records.

These violations, the complaint
charges, have enabled the company to
obtain an unfair trade advantage over
s competitors, jlmm-s G, Johnson,
Acting Regional Director, said in a
supporting affidavit he has received
Mumerous  complaints  from  other
peanut operators that price cutting,
made possible by sub-minimum wages
pid by the Farmers company, has
depressed prices.

nspector James T. Vaughn of the

age and Hour Division, in another
Supporting affidavit, says the company
employs about 100 persons and pays
¥ages of 1244 to 20 cents an hour and
that Fred Carroll, president of the

company, admitted this fact to him,
which also was confirmed by inter-
views with employes of the com-
pany. Inspector Vaughn said many of
the employees have worked work-
weeks as long as 70 hours without re-
ceiving overtime pay.

Minard Is Optimistic

In a statement appearing in a recent
issue of the New York Journal of
Commerce, Salesmanager Harry Min-
ard of the C. F. Mueller Co., mac-
aroni-noodle manufacturers of Jersey
City, sounded a note of optimism for
the coming months, He said that he
finds business taking an upturn defi-
nitely and looks for a more accelerated
climb throughout the late fall and the
coming winter.

His firm is supplementing its five-
weeks daytime program of radio ad-
vertising with a weekly evening pro-
gram for its macaroni products over
a New York station. The publicity
program is being handled by Kenyon
& Lickhardt of New York City.

New Sales Manager

Jack Nallantine has been appointed
as general sales manager for the Los
Angeles Pacific Macaroni Company.
He has been a successful sales repre-
sentative for the firm at its Long
Branch, Calif,, office for the past
two years and is well known by the

Above: The PETERS
JUNIOR CARTON FORM.
ING AND LINING MA.
CHINE which sets up 3540
cartons per minute, require
ing one operator, Can

ht: The PETERS
IOR CARTON FOLD-
ING AND CLOSING MA.
CHINE which closes up to
35-40 cartons per minute,
Can
also be made adjustable,

PETERS

4700 Ravenswood Ave.

gladly recommend machines to

.um le ol cach size, We will‘
meet your specific requirements.

be

buyers in Southern California and
Northern Mexico where the company
distributes its products, ’

The L. A, Pacific Macaroni Com-
pany operates a modern plant at 4722
Lverett Ave,, Los Angeles. A, Hichle
is its chiel executive,

Full Production
Resumed

The Michigan Macaroni Manufac-
turing Company recently announced
to the trade that its reconstructed plam
at 3265 Dellevue Ave., Detroit, Mich.,
has resumed full operations.  The
plant has been completely re-equipped
with the latest machines for produc-
tion, drying and packaging following
serious damage by fire several months
ago.  Victor Cavataio is the chief ex-
ceutive of the firm,

Mazzetti's Spaghetti
Stores, Inc.

. On October 23, 1940, the corpora-
tion division of the State of New
York approved the application for the
incorporation of Mazzelti's Spe et
Stores, Inc. with headquarters o e
Ironx, New York City. The nem
canages food and spaghetti stores in
the metropolitan area. It has a cap-
ital structure of 300 shares of non-
par-value stock., Samuel J. Wilt of
291 Broadway represented the firm,
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Will Add Macaroni
Products

Export facts and figures as pre-
pared and published by the United
States Government covering the ex-
port of food products will hereafter
|nc more interesting and helpful to
macaroni-noodle  manufacturers in
that starting last month, Government
officials have agreed to include the
total quantity and value of shipments
of macaroni, spaghetti, and noodles
exported to non-contiguous territorics.

In its month'y statement covering
shipments of macaroni products from
our shores, quantities shipped to va-
rious countries are usually given, but
heretofore, the values of the products
shipped were omitted in many cases,
When the Government's  attention
was called to these omissions, they
agreed to include this va'uable infor-
mation, as expressed in the letter
quoted helow,

Washington, D. C.
October 21, 1940
Mr. M. J. Donna, Seerctary-Treasurer,

National Macaroni  Manufacturers  Asso-
ciation,

Draidwood, Ilinois,

Dear Mr. Donna:

1 have vour letter of October 12, re-
ferring to statistics contained in statement
No. (9-A covering shipments of macaroni
spaghetti and noodles from  the, Ulmlctl
States to the nofn-contiguous territorics.

llrnillnill}é with the figures for the
month of September, 1940, we will show

the total quantity and value for the ship-
ments of macaroni, spaghetti and noodles
to the non-contiguous territories.

Sincerely Yours,
. (Signed) Bernard Barton,
Chief, Division of Foreign Trade Statistics.

Front Cover

There is illustrated on the front
cover of this issue what is perhaps the
world's favorite macarom dish for
luncheon, It is a popular recipe
among the housewives of all national-
ities that appreciate the fine food val-
ue of a product thus prepared. In-
genuous cooks prepare many varia-
tions of this recipe from the very eco-
nomical one recommended to the more
claborate ones that tastes may require.
The recipe:

Macaroni Neapolitan

(An old favorite served in modern style)
¥4 b, elbow macaroni

J tablespoons butter
314 tablespoons flour

2 cups milk i

Salt and pepper !
1% cups grated American cheese

1 cup drained canned or cooked tomatoes

Cook the macaroni in boiling salted water
until tender, Drain,  Melt the butter in a
double boiler, add flour and mix well. Add
milk gradually and cook, stirring constamly
until thickened, Season with salt and pep-
per and stir in the cheese.  Add macaroni
and tomato, and reheat.  (Leftover tomato
jui be used for soup).

juice may
1945 Not 1941

A correction is in order with re-
spect to the effective date of next
increase in the statutory minimum
wages, Decause of a typographical
error in the October issue, page 24,
the year 1941 was given instead of
the correct date, October 23, 1945,

Many readers called the editor's
attention to the unintentional error,
proving two things—first, that most
macaroni-noodle  manufacturers  do
read Tue Macarox1 Journar, and
second, that they fully acquaint them-
selves with laws affecting the opera-
tion of their plants.

Under the Fair Labor Standards
Act the 40-hour maximum workweek
without overtime was cstablished ef-
fective October 24, 1940, However,
the maximum wage does not increase
until October 24, 1945, We quote
from the phamplet “LEmployers Di-
gest” issued by the U, S. Department
of Labor: “Minimum Wage—No
worker may be paid at a rate less than
30 cents an hour for the six years
from October 24, 1939 to October 24,
1943; or less than 40 cents an hour
thereafter”"—( Editor).

Ball Players
Honored

Members of the Oregon Macaroni
Club of the American Legion Junior
Baseball League were honored on
Thursday evening, October 24, 1940

AL November, 194

| BUSINESS CARDS

GIVE US ATRIAL

NaTioNnAL CARTON (o.

JOLIET. ILLINOIS.

National Cereal

Products Laboratories
Benjamin R. Jacobs, Director

Consulling and analytical
chemist, specializing in dll
matlers involving the exam-
ination, produclion and la-
beling of Macaroni aad
Noodle Producls.
Laboratory—No, 30 Front St, Brooklyn, N. Y.
Offices—No, 2 Grace Court, Brooklyn, N, Y.
No. 2026 Eye St. N.W., Washingtos,
Brooklyn "Phones thln' ton, D, C

CUmberland 62549 REpublle o 3051
TRiangle 58284 ADams 803§

American Artichoke Puree
(Wet Flour)

100% Non-Slarch Vegelable )
Rich In Levulose-ylelding lnulia

Tlncreased  bus Additions
Pt Lene "Laborr “Materita and Overhest
Using this material ?-'ll.l give you a Specialy

em,

Amerlcan Artichoke Macaronl Products sre wold
from Coast to Coast.

Write « wire « prau-: for quelations.
Formulas aubmitted with orders.

Anthony Alfonse de Bole
(I =~

Artichoke Industry)

199-201 Prince Street, New Yuix Coty
telephone Oramercy 59727
—

according to an item that appeare!
in the Oregunian of Portland, Ore
gon, describing the banquet and fes
tivities held at the Orange Lantern
that city. .

Naturally dishes of the macaron
products manufactured by the manr
facturing firm that sponsored the
team throughout a very successiv
season, were featured in the seven
course dinner that was fully enjoye!
by the players and other puest:
Among llm speakers were Kenneth
Brice and L. C. Comphell. )

Mrs. S. M., Orso, wife of the pres:
dent of the Oregon Macaroni Man¥
facturing  Company, showed actio®
movies of last season's games an

Mr. Orso congratulated the playes B

on their fine playing and their loyalty

Noveraber, 1090

pillsbury’s Draftee
Jolicy

All employes of Pillsbury Flour
Mills Company who are drafted or
who volunteer for military service
will be given one month's pay, or
earnings, according to announcement
made by Philip W, Pillshury, presi-
dent of the company. “We feel this
will help some draftees who may have
current bills or expense which they
will not wish to leave unpaid,” said
Mr, Pillsbury.,

(In addition, those employes who
are members of the company’s Group
‘Annuity Plan will be given leave of
absence, and upon return to active
work will be restored to the Plan with-
out loss of rights under the Plan. Life
Insurance and Hospitalization will re-
main in force until otherwise noti-

This is effective until further no-
tice or until such time as our country
is actually at war.

d On Convention

Committee

Henry Mueller, president of the
C. F, Mucller Company, and past
resident of the National Macaroni
Manufacturers Association, has been
named by President Paul S, Willis
as a member of the important com-
mittee to develop the program for
the forthcoming Annual Meeting of
the Associated Grocery Manufactur-
ers of America, Inc.

The convention is scheduled for the
Waldorf-Astoria  Hotel, New York
City, November 25, 26 and 27, \Wm.
F. Mohan of Scott Paper Company,
Chester, Pa,, is chairman of the com-
mitice. He presided at the first meet-
g held recently. While details are
not yet available, the program pron
1ses 1o be a splendid one.

| Naples Plant Opened

The Naples Food Products Com-
fany  recently opened its modern
uant at Watertown, Mass. It special-

”es in the manufacture of ltalian-

sty foods such as canned spaghetti

d With tomato  sauce, spaghetti  with

Feulhn‘llsz. and spaghet'i sauces. C.
apaldi is president of the company.

§ Will Supervise

dvertising
. The newspaper and radio advertis-
Ing campaign that has been laid out
l)’ Rm.lzum Macaroni Co., Long Is-
and City, N. Y., will be handled by
The Piedmont Agency of New York,

§ hrough an arrangement recently com-

Meted by the well-known ,macaroni
manufacturing firm, Its products are
uite popular in the northern section

of the country where their distribution
18 largest,

THE

MACARONI
AGMA to Meet

. The twenty-second annual conven-
tion of the Associated Grocery Manu-
filclurcrs Association will be held in
New York this year on November 25
and 26 according to an announcement
sent o the trade by President %l S.
Willis. The conferences will Le held
at the Waldorf-Astoria and will Le
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attended by representatives  of  the
most important food producing and
processing firms, most of which hold
memberships in this food organization.
A program dealing with all the cur-
rent food producing and distributing
problems of the trade is heing pre-
pared by the committee.  Among the
speakers will be many authorities on
‘he problems under consideration,

October, 1940, Flour Production Highest
Since September Last Year

Mills representing 64% of the ot

al national flour production reported o The North-

teslern Miller that they praduced 6,492,205 hbls, during October, compared with 0,337,477
bils, in October In?'l year,  September, 194), production was 6,000,879 hhls,

October production this year was the highest sinee September, 1939, when 7,395,103
bls. were produced,  T'wo”and three years ago, October production was 6,HBA38 and

6128307 bbls, respectively,  Sinece September

ast year, the monthly production ap-

i“’"n"m"ﬂ that of October, 1940, most closely was last December's, when about 6,227,000

ibls, were turned out by rctnrlinu mills,

L‘Il:l.'t‘sl gains over the September ontput were reported by the Southwest, witl a
220,254-bbl, increase, and the Pacific Coast mill group, with 166,316 bbls, ahead of the
previous month's figure, Al sections except the Northwest, which drapped  behind
the September output by 65,124 Lbls, made increases during October.  “The BuTalo

increase was 58,4-H bhls,

A detailed table of monthly flour production appears helow, 4
Tolal Monlhlni’lnu: Production

Output reported to The Northieestern

iller, in barrels, by mills representing G4 per

cent of the total flour production of the United States:

October, 1940

Northwest  ....ovu., SeEnsiEea vees 140843
SOUIWER, < 5mressomiveaes boms vee 2MR219
Buffale ...ovovvennnnnn. P 932,275
Central West—Eastern Div, ...... 006,53}

Western Division ............ 274,250
SoOWHCRR ovoissivinraisensson o 139,581
Pacific Coast ........ B o (kR

p".'\'i““\ r_'—()l'lllh(fl"—-'_—\

monith 1939 1938 1937
1473767 1470123 1,530,064 1, H0403
2121995 231905 2249950 2,271,176

E73RI L0681 L02E030 33080
517,877 AR7, 708 528490 JIR753
27370 295,816 J26,815 204943
129,510 111,217 346,597 *310,850
Ol4, 168 610,967 438,506 S0RA94

Totals .iciviviisennssivineee 0p192,208

6O0GB79 0337477 0HRASE 6,128 307

*Includes hndiana, since 1938 under Central West, Eastern Division.
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Responsible Advertisers of
Equipment, Machinery, Materials and Services
Recommended by the Publishers

Amber Milling Ce.
Armour & Co.
Anthony Alphonse de Bole

Baroxzl Drying Machine Co.

Capital Flour Mills

Cavagnaro, John I

Champlon Machinery Co.

Clermont Machine Co.

Commander Mills Co.

Consolidated Macaronl Machine Co.

Eastern Semolina Mills
Elmes, Chas. F., Engineering Works

Johnson Automatic Sealer Co.
King Midas Flour Mills

Maldari, F., & Bros., Inc.
Minneapolis Milling Co,

National Carten Ce,
Natonal Cereal Products Co.

Polers Machinery Co.
Pillabury Flour Mills

Rossolti Lithogiaphing Co.
Star Macaroni Dies Manulacturing Co.
Sylvania Industrial Corporation

Washbum-Crosby Co.
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November, 1940 THE MACARONI JOURNAL

OUR PURPOSE:

OUR OWN PAGE

National Macaroni Manufacturers
Association
Local and Sectional Macaroni Clubs

OUR MOTTO:

MANUFACTURER

J. J. CUNEO, Pre-l:lenl ..............................

u Macaroni Co,, lm'. San Diego, Calif.

I!-:nry Muelllur C. F. Mneller Co. ]erur City, N. J

OFFICERS AND DIRECT ORS 1933-1940

l‘reml-l: Macaroni Co

I H. DIAMOND, Advi Products Co
I R. Jacobs, Director of Rrullth..

. Donna, Seccretary-Treasurer,,

Rochester, N, Y. A. F, Scarpelli, Porter-Scarpelli Macaroni Co,,
J (‘rnl \oodle Co., Cﬁluln nm. Frank Trahcanti, Traficanti Brothers, Chlr.un Ill
Oma 3, Nebr, L. S. Vagnino, Faust Macaroni Co., S 1 Louis,
anll, Mass, P. J. Viviano, Kentucky Macaroni' Co,
& Aibert S, Welss, Welss Noodle Co., C

Connellsville, Pa,
"W, WOLFE 'Vice resitent Megs u.:mnl'h. iarnabury

ooch Food
.2026 1 Street, N, W, V ushi [
....................... Vraldwood, "Ilinois

Alben Ravarino, Mound City Macaronl Co., St. Loui

Inc., Inulhlville Ky.
io
Frank A. Zunlno. The Atlantic Macaroni Co., Inc., Long Island City, N. Y.
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By WILLIAM TYLER PAGE
(Adopted by an Act of Congress,
April 6, 1918)

I believe in the United States of America
as a government of the people, by the
people, for the people, whose just powers
are derived from the consent of the gov-
erned; a democracy in a republic; a sov-
ereign Nation of many sovereign States,
a perfect Union, one and inseparable,
established upon those principles of free-
dom, equality, justice, and humanity for
which American patriots sacrificed their
lives and fortunes.

I therefore believe it is my duty to my
country to love it; to support its Constitution;
to obey its laws; to respect its flag; and to
defend it against all enemies.

FOR THE MACARONI OF TOMORROW
Clovmont. ntroduces

An Original Type of Continuous Automatic Macaroni Press
Has No Piston, No Cylinder, No Screw, No Worm

Operation as sim-
ple as it appears.

Is a rolling proc-
o3y will work with
solt or firm dough.

Suitable for shori
and long goods,

Producing 1200 pounda per hour of excellent product, golden yellow in color, glosay smooth
linish, strong in tlexture, {ree from spols and streaks.

For Details Write to

CLERMONT MACHINE COMPANY, INC.

268 Wallabout Street Brooklyn, New York
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e Uniformity
In
e Pillsbury’s No. 1 Semolina
o Pillsbury’s Durum Faney Patent

You’ll find

o Color
o Freshness

i o Flavor

e Pillsbury’s Durum Granular

e Pillubury’s Durmaleno Patent Flour

PILLSBURXY FLOUR MILLS COMPANY

General Offices: Minneapolis, Minn.




