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HERE'S THE KiND OF FOOD PACK \GE
THAT Housewives reler

Housewives reaclhi for YOUR PRODUCT when you package it in a conlaing
they like. They -want a sturdy, rigid container that not only gives ample visibiliy
to the product but serves on the pantry shelf without tipping, spilling or splil-
ting, until the last portinn is used! And, they'll go out of their way, il necessary,
to get their looa producis packaged tlus wayl

Rossolti has specialized in producing better food cartons and labels for oref
40 years. Make use of our experience and equipment to markel your produris in
visible packages that display them lo best advantage ... the kind of pa.kages

housewives prefer! You are invited 1o submit packaging problems to our ¢ dvisorrfg

board. Get suggestions, ideas, and cost estimales. No obligation at all.

ROSSOTT! LITHCGRAPHING (0.
MAIN OFFICE, NORTH BERGEN, NEW JERSE

BRANCH OFFICES

BOSTON CHICAGO PHILA ELPH
ROCHESTER BALTIMORE PITTS IRGH

Higuighfs 5¢om
A NEW SALES MANAGEMENT SURVEY*
"PACKAGES WOMEN LIKE — AND DISLIKE"

"Do you want to know how you can dress your product to win greater prefer-
ence for it in the markel? Women in 11 cities tell you. They hurl roses and
eggs freely in answer 1o questions asked by Ress Federal investigators.”

l “Women still hale unstable pcckages and botiles that spill . . . pack: *sy that won't close
. in a sanitary manner alter they are once opened.”

» "Women are keen aboul boxes with spouts . .. Iransparenl packages.”

“Mosl manufacturers have been more concerned with designing packages which would
have eye appeal on the grocer's shell or in his window than with iniprovement of the
package lrom the sclandpoint ol the way it bohaves functionally in the hands of the house-
wile who buys il. Naturally production departmenis cared only about keeping the pack-
aging procoss as easy and ronvenient and cheap as possiblo ... to them a package
was simply a carriar, nothing more. Whal's good enough for the production depariment,
howover, is not good enough for the housowile,”

PRODUCTS POORLY PACKAGED

QUESTION 1: Name any products that you consider pooily packaged because they spill
in the refrigerator or tip over on the shell or lable.
Product Mentions
Starches: Macaroni, Spaghetti, Noodles S0
(Most mentioned: brands in transparent wraps)
Dried Vegetables 101
(Mosl mentioned: beans and rice in lransparent wrapsa)

CONCLUSIONS:

Until now, all trouble with spilling was conlined to unstable bollles and boxes rnd to in-
6 herently troublesomo products such as lour, sugar, coffee and sall . . . the finely divided
L particles of which spill with oven the most delicale handling. With this Jurvey, however,
weo run into the transparent wrap thal splits. Evcry single major packaging malerial has
some weoakness lo light, and the [act that the all-over transparent wrap is unsatisfactory
after women get it into the kitchen is apparently the main hurdle to be cleared up in

this field.

3, “They want packages thal are casy lo open . . . thal are sanilary,”

*Survey conducted by Ross Federal Corp. Investigators.
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Tweuhl - Tws Years

With this issue, The Macaroni Journal completes twenty-two years of faithful repre-
sentation of the best interesis of the Macaroni-Noodle Indusiry of America.

It rounds out its two hundred sixty-fourth issue as the official organ of its sponsoring
organization, the National Macaroni Manulacturers Association.

So, with this issue, The Macaroni Journal is either twenty-lwo years old or twenty-two
years young, depending on the angle from which it is measured.

] In_ making its initial bow to the trade on May 15, 1919, it announced in its opening
editorial—"This publication is presented as the official mouthpiece of the National Asso-
ciation of the Macareni and Noodle Manufacturers.”

It also publicized the fact that—"Its columns are to be a monthly forum of the members
of this great food industry.” Further, that “Iis object will be to collect and to present what-
ever may be of interest to this vast trade.”

For twenty-two years it has not wavered in its service to the sponsors and to the
hundreds of individual operators which the organization represents and which the publi-
calion respects.

Throughout this long period it has served efficiently the many advertisers whose sup-
port has made possible the success of this publication. Incidentally, many of the advertis-
ersin !he original issue of twenty-two years ago have been in the Journal continuously
ever since,

The Macaroni Journal was launched shortly after the termination of the first World
War and under conditions that were none too promising. Trade was in a chaotic condition,
as it probably will be at the conclusion of the present world conllict.

X It stuck to its charted course throughout the panicky years of the early 1920's, the
* * TWO STAR SEMOLINA is the refined product of the Minncapolis luscious years near the end of that decade, the worst depression years, 1929-1939, and is

i : . i B e il Nilah anality evades: ol Ambicr I hest continuing through the present period of war hysteria—a war that all hope will remain
Milling Company. Our buyers, skilled at recognizing only those high quality grades of Amber Durum whea awonr Froer dha slies ], Amevica fossear,

Without prejudice it has reported the ups and downs in the trade, the trend towards
the year, Stored in modern bins such as those pictured above, this superior Amber Durum wheat will reach increased produclion capacity and the passing of firms, large and small.

you throughout the year in the right condition to assure best results in your manufacture, ) It has registeged with pride the trade’s progress, plant improvements and the mod-
) ernization of production machinery and equipment.

It has consistently supported the many attempts of individuals, groups and organiza-
tions to place qualily macaroni products in a more favorable light and condemned persisi-
to meet the exacting requirements of the trade. We are proud of our contribution i fu ently the trend in some quarters to cheapen the products through the unnecessary use of

: : B substitutes or other means.
{a:thic Mpcatoad Tndisiy. BDVNEAVQUIS MILLING SOl ; i It has sponsored benelicial legislation and objected bitterly to unfair and unreasonable

regulations. It has not won all of its fights, however worthy the cause, but when it thought
it was right, the battle for justice was fought to the hitter end.

Briefly, The Macaroni Journal has fried to live up to its announced pledge, publicly
" expressed twenty-two years ago, and today is proud of the part it has played in the build-
ing of the Macaroni-Noodle Indusliry to its present greatness in the food field.

5

that are best suited for niacaroni, acquire cach fall a sufficient amount to assure adequate supply throughout

Reliable, dependable and constant, Minneapolis Milling Company has been supplying for

many years outstanding Macaroni Manufacturers with * * Two Star Semolina, milled
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Friends:

While the annals of the Macaroni Industry
are lilled with tales of folly, lailure and cow-
ardice, they are also studded with the records
ol manufacturers’ wisdom, determination, faith
and courage.

Some manulacturers rise above the trage-
dies, disasters and physical infirmities and
write their names among the stars.

All good government and principles begin
in the plant and with the manulacturer. [t is
useless to make good laws and adopt good
principles for bad people, if we do not adhere
to the praclice ol them. Public and consumer
sentiment is more than law. Law enforcement
is not greater or better than this sentiment.

Good products can and should be made for
ALL the people. Il the majority of manufac-
turers made and sold only the best, the few
not adhering to this principle would suffer by
consumer sentiment, for the dillerence could
then be detected and the demand for inlerior
producis would praclically disappear.

A cheap product in a very expensive and
altractive package deceives only the manu-
facturer. The linal test is not ealing the pack-
age, but the contenis.

reéic{en‘f’d essage

On Faith, Hope and Charity

The expression “wait until my ship comes
in" is very laudable; but let us remember, it
is not practical until we first send one oul to
sail. If this, in fact or fancy, is loaded with
products made of the best materials, covered
by your brand of which you will never be
ashamed, then it will come in with the just
profit that the product merits.

Our Association is always willing o answer,
or have answered, praclically any question in
helping manulacturers solve their existing
plant problems, Through the Braidwood ol-
fice many have been helped, or that inquiry
has been sent to some olficer or agency, which
resulted in salisfaction in most cases. Avail
yourselves of this service, which is [ree to
members.

1 exhort all members to seriously consider
the products ol the booslers and advertisers,
who have made this Anniversary Issue a suc-
cess. On behall of the National Macaroni
Manulacturers Association we thank all who
coniributed to this splendid ‘ssue and may
your reward be a greater income in the form
ol business and respect lrom our readers,
whe'her members or nol.

Sincerely,
JOSEPH ]. CUNEO,
President.

Back to Pittshurgh

Dirccters Launch Plans For Interesting Convention Program.

All Manufacturers and Interested Allied

The cry of the organization-minded
macaroni-noodle  manufacturers  and
supposting allied tradesmen is “On To
Pittsburgh 1"

The City of Pittsburgh is the cradle
of the National Macaroni Manufac-
wrers Association. It was in that
thriving and growing city that thc
organization was founded—April 19,
1904,-—just 37 years ago, and this is
the Association’s first return to its
homeland for a national convention,
though district meetings have fre-
quently been held in this Western
metropolis of the Commonwealth of
Penasylvania.

Manufacturers and allieds in the
cty proper and in all of Western
Pennsylvania and Eastern Ohio are
enthusiastic about the coming meet-
ing of the trade scheduled for June 23
and 24 at the William Penn Hotel,

A General Convention Committee
consisting of leading manufacturers
and helpful tradesmen is about com-
rlclu:l and a preliminary meeting is (o
e held in Pittsburgh the last week
ia April 1o complete a program of
business and entertainment that will
lure manufacturers and their friends
from all sections of the country.

Oulstanding Features

Generally speaking, this year’s pro-
gram will ‘revolve around three sub-
jecis of special interest to everv one
in ur associated with the trade. These
are (1) Vitamins, (2) DPackaging
and (3) Enforcement,

(1) Leader of discussion will be an
out-tanding chemist who has made a
o plete study of the practicability
of «Wlding vitamins to foods for the
pul tic's health and the country's de-
fer.e. The industry's own cfwmis(.
Berjamin R, Jacobs, will rc{mrl on
special research work now under way.
A representative of the mills will dis-
cuss the problem from the processing
angle, and, if possible, a government
official will treat with the plans of the
Federal officials to publicize such “en-
riched foods.” Better know and watch
the trend. Hear convention discussion.
“Vitamins in  Macaroni Products!
That's all bla-bla to me,” says one
manufacturer, It may be, but it will be
more than that to him and to others
n the Macaroni Industry if other
oods publicize their vitamin contents,
as will some manufacturers when
Privileged to do so,

(2) Proper packaging for protec-

Cordially Invited

tion, sales appeal and consumer ac-
ceptance is one of general concern to
the trade, Gone entirely is the old feud
between the distributors of macaroni
products in bk vs. packages. There
are no more teuly “bulk” manufactur-
ers as every firm in the business now
packs most of its products in “con-
swmner’”  packages—either  bags, car-
tons, small boxes, wrappers, or cans.

In this discussion, attention will he
given to the seizures by Government
agencies of packages alleged 1o be
slack-filled, 10 the agreement entered
into between the enforcement agencies
and representatives of the industry un-
der the leadership of the National Ma-
caroni  Manufacturers  Association.
There is also under contemrlation a
survey of the trade’s acceptance of
carton vs. visible packaging which
should be ready for presentation at
the convention.

(3) The enforcement of any regu-
lations governing products or prac-
tices always makes for as much
trouble as does a two-edged knife, To
enforce means a curb on violators, and
not to enforce means o penalty on
those who always obey laws, rules and
regrulations, So the argument goes on
indefinitely, “Should enforcement be
strict or fax?"

It is hoped to hear all sides of this
matter openly discussed by manufac-
turers and enforcing officials in the
expectation that some definite agree-
ment may be reached for the benefit
of those who stand ready to obey all
good laws in fairness to their own
husiness, that of their competitors and
finally, in the interest of the Industry
amd the consumers of its fine wheat
products.

A fourth and probably equally im-
portant subject that may be considered
at the Pittsburgh convention is that
of some united action aimed at in-
creasing the per capita consumption
of macaroni, spaghetti and egg noodles
among the American families. The
“natural” appetites for this food are
deereasing and the void must be filled
by “spurred” appetites, if the industry
is to hold its own. Producdon capacity
is ever increasing, There are plants in
operation today that are capable of
converting more barrels of semolina
into finished products in 24 hours than
did 24 ordinary plants at the turn of
the century., What disposition is to be
made of this enlarged output? Manu-

facturers cannot forever continue Lo
trade customers. New ones must be
found and occasional users should he
taught to cat this food oftener and in
more liberal quantities.

How is this to be done? One sure
th ng is that when it is done, it will
be by the manufacturers, as no oul-
side agency is sufficiently or so wholly
interested “as are the owners of the
plants whose presses must continue in
operation, turning out good products
to sell at reasonable prices. Something
may be presented at the coming con-
vention that will be the very thing the
Industry's waiting for. Whe can tell!

Entertainment

For the manufacturers, the allieds
and the ladies of hoth, there will be
ample entertainment, though business
comes first at the conventions of
macaroni-noodle makers,

A committee of gracious Pittsburgh
ladies is to he appointed to look after
the pleasure of the visiting ladies. As
for the men, they'll know how to en-
tertain themselves over and above the
program under contemplation.

So, it's “Ox 1o Prrrsnukan™ after
a long absence, Arrange your affairs
and plan a short vacation away from
your office during the first part of the
fast week in June—more specifically,
June 23 and 24, 1941, Make your room
reservations early with the manage-
ment of the William Penn Hotel of
Pittsburgh, Pa. Yes, the ladies are
welcome, so are the kiddies. Rring 'en.
along.

Good Rules For
Business Men

Don't worry; don't overbuy; don't
£o seeurity,

Keep your vitality up; keep in-
sured ; keep sober; keep cool.

Stick to chosen pursuits, but nom 10
chosen methods,

Be content with small beginnings
and develop them,

Keep down expenses but don't be
stingy.

Make friends but not favorites.

Don't take new risks to retrieve
losses,

Stop a bad account at onee.

Make plans ahead, but don't make
them in cast iron,

Don't tell what you are going to do

until you have done it
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1939 Industry Facts and Figqures

Industry’s Total Production That Year, 680,461,428
: pounds, Value of Manufactured Product, $45,527,001

i

According to the 1939 Census of  Table 1— Products by Kind, Quantity, and Value for the Macaroni, Spagl. 1j,

Macaroni Manufacture, the figures
recently released by the United States
Department of Commerce show that
a total of 658,283,485 pounds were re-

v 572,023,610 5,14228

worted manufactured in that year. California .. 7'3&!.1'25 Nz, 1'1:?

his was 22,177,943 more than report-  Connecticut 05.097 o)
ed by the industry in 1937, However, Il 001,714 527 !
the value of the 1939 production was 12'?22’%% t;;f;::
only $45,527,001, a decrease of $4-  \fjcpi ,156,30 U7 :

Michigan 13,072,350 795,341

621,357 from the value of the smaller  Minnesota 12,340,677 7301

production in 1937
Why? That is the question that

Ohio .... R 127,147 RRE
I-"?“c":"")' puzzles the trade. _Olht:r Pennsylvania . 71,785,435 J.HID’.SII ;
uestions are also answered in the Rhode Island 6,642,300 330,19 {
“production data and wvalue jucts” 3‘\5:“13, : tig;ij?; .L!{.';.’.: {
. . Q3 . ashington .. o 481,30 1

made public recently. Since the figures  GEETEZ gooeeee S 10513999 692009

compiled by the Burcau of Census
from reports made biennially by the
producing firms to the Department of
Commerce are the only dependable

Vermicelli and Noodles Industry, by States: 1939

Pounds \olne

Macaroni, spaghetti, and vermicelli

United States

Missouri
New York

23,284,750 1,239,767
173,245,800 11,315,513

Eqgg noodles and other cgg products

United States
California

101,601,228 § 995500
5,859,983 628077

) T A e A s o AT S

- 55 el e s S g i

S

egg noodles and other cgg products,
while 21 other states that reported
the manufacture of this delicacy are
also grouped urder “Other States.”
The same is true of states that
manufacture plain or water noodles,
The production in only four states is
sufficient to warrant a separate classi-
fication, while eleven other plain

606,407 pounds is just a little less than  Other large producers of both plain

one-third of the output of the entire
country. Their total value is $14,019,-
167.

The State of Pennsylvania ranks
second in production and in the
value _: this food manufactured. Its
23 plants reported a total production
of 71,785,435 pounds of plain maca-

8

and eggr products are, in order of their
annual production, as follows: tal
fornta with 41,243,308 pounds \"l_]_l"“l
at $2,962,144 ; Missouri with 27.773:
670 pounds valued at $1,570.H10:
Louisiana  with 17,700,756 |mumls
valued at $964,347; Massachusells

hgures available on the macaroni- {.‘3:[3::‘1;:1:: ' ug}g‘m 3-':'::';3

noodle trade, they are accepled as  Nfpesnchusett 1583934 13900 i

factual, :\di_thi[ﬁu {229?3; l;;li'.? )

Because all census reports are given  Minnesola 738, 177,48 .

in strict confidence, the Bureau aims  issouri .- 21;&';%2 Aanos 3

to keep them confidential in its public  gyjg ..., . 1040759 175 i

T(.'])(JT[S. LEvidence of this is seen p) ]'c"ng‘ﬂ\'nn]a 13,239,330 I.Z‘kﬂﬂ_‘-’ :

the manner of grouping states wherein  Washington . 994,411 115,33 4

it | are operating only one plant or but a  Other States' oo, «+ 19,369,589 2001807 i
A few plants. For instance, Colorado, Noodles, plain or waler of
Towa, l-iansniz.bl{mturry. T-.I'mu'sscc LB 1T T | T e e . 10,765,410 $ 7299% i ; 3
13 and Utah with but one large plant, are  California ..... 2,385,519 149,23 EFEaeem sy . : i
classified in the government’s most re-  New York .. 3460033 2340 ==May 1 have: the printed recipe for the B!
3 i Crnpes ' Pennsylvania 527 K25 047 spaghetti_ dish heard recently on. your pro- &
(¥t cent release under “Other Sintes’ (SIS &l . 1 3
Ly st o Waalierton 495,030 1530 gram? I enjoyed the letters brou %

iy Similarly, the sltnu-s f:\ ith just I‘ 0 ;g. Other Statest . bt 3801003 11 P e p e A Tk mbra i
hg more plants, where fgures might di- A 4 g 4 . N ) ) . n, h ) G5 . Ay )
i vulge a particular plant’s output, are y Coprads Ptet of Commi e i “vermant, Winamna ke Maryland, .ot SHENTLToUplcase send recipe from the S T | K
if alzo classified undey tho: heading. SArkansas, Colorado, Connecticut, Delaware, District of Columbia, Florida, Indiana, low. K aghetti “hE e boy made for h“,,"!"‘“h"? £ e S ! ]
‘i Amone these are Floril: Nebraska, 3o Kestucky Manland, Nebrasa, New  Jersey, Oblahoma, Oregon, Rhode Iland, Te esse * Llike your stories brought to life. They are very pencil to copy it down, You men- ‘ it
8 i b & - ¥ bradiiac ] ‘exas, ah, Wi Virginia, 3 0 I » ] ) oy it
' s > New ]l:l‘:il:)’, Orcgrm and Wisconsin, iColorado, Florida, Illinois, Louisiana, Maryland, Minnesota, Missouri, Ohio, Oregon, Tex. Wir “k?“un andlltkeymrreﬂpesvery uc —from ."onﬂ"' hDW °]d the I'ECIPC Was s0 i iy
consin, A terloo, lowa. o it all comes back to me. I, who am nearly 50 years 1 ¥

b "Other States” Important R TN, Id be th dYM Lt X
i o #—T enjoyed the macaroni recipe last week,—"" ~ ©'Cy remember my mother never served Macaroni, 8
In its most recent release showing : , Calif. SR ‘ ;rrlga?i;ti::r: Ibl::ctal}f I?;x Eoll;clil";;l;til:ned 2:\ ‘yﬁ)m’: e
i 5 elite : . g 3 : ! A - C was to y

production 1{} sl.l:f.ls as bqsu§ on me noodles producing stales are grouilcd ron, 13,239,336 pounds of egg n wlles our broadcast this morning and Hi e Bt e e Caerels fraim Annad:l: Stlt:n :
i 1939 Census of Macaroni Manufac- oo ihe heading “Other States.” and 527,825 pounds of plain noo ¢s— augh over the spaghetti story. 2 ) i
i ture, the Bureau of Census presents & ! i, I gh. spag story Island, New York. : 1
i E 'I‘I'-I o The East Leads total 85,552,596 pounds with a tot fond of spaghetti and this is'a e R RN S 3
it some interesting facts, he produc- value of $5,158,008. " From Spokane, Wsshingt.n. ppened te e acaroni broadcast and v
tion in pounds and the value in dollars ~ The State of New York, with more I by, : I'am going to.make Macaroni for supper tonight. 1

3 patin : P f ' The State of Tlinois with i+ M Ay g : pper tomg ;
s of macaroni, spaghetti, vermicelli, etc., (han 75 separate and distinct manu- 0 S el producti 1 as surprised to hear the i1zaroni from Boston, Massachusetts, ~ * = . ey it
arc given for only fourteen separate facturing pluns, reported a total pro- oo nlin macaroni, 69,06 714 m1d¢!31.%?ﬁ'“’q that is ;“; T heard your. program over the radio today and i
! states, w_!ulc 16 (.'.ﬂ":r [)[’ﬂl:lll(.‘llu'!l states  (uction of 173_245,3mguund5 of plain epg noodles, 23,612,056 pounds total A on ly way I'have ever cooked enjo'yed it very much. I took the menu and the - §
i are classified as "Other States, macaroni products, 24,894,574 pounds  g37m3 970 001N Y fotal alue / < \it,! From: Philadelphia, Pa. . pioneer Macaroni and Che' recipe and expect to il
o . Only cleven states are listed, show=  of egg noodles and 3,466,033 pounds of $6,255 251_ i y Friday, Dec. 1, use it very soon. I have been., -ri:F_n‘ terrible time - i
b ing the total production and value of  of plain noodles, The total of 201,- phedvly aboat a Macaroni - Ial_mmg.lrncnu 2w . i

g for evening me
oines, Towa, ! e

frqm_:Dgg. W |

D MEDAL SEMOLINA |

“Press-tested”

WASHBURN-CROSBY COMPANY

(TRADE NAME)

Press-fested
(Continued on Page 10) "'llll;u_nﬂuml'
SR

CENTRAL DIVISION OF GENERAL MILLS, INC, .. CHICAGO. ILLINCIS
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with 15,740,235 pounds valued at
$1,116,463 ; Michigan with 14,601,401
pounds valued at $888,208; Minnesota
with 14078408 pounds valued at

$926,084; Ohio with 12,167,906
wounds  valued at  $903,838; and
ashington with 9,068,758 &t;umls

with a total value of $600,653.00.

Table 2—Principal Materials Consumed in the “Macaroni, Spaghetti, Vermicelli,
and Noodles” Industry, by Kind, Quantity, and Cost, by States: 1939

(The detailed data given below for 1939 were reported by 321 establishments whose
value of products amounted to $45,616986 or 988 per cent of the total value of prod-
‘Iﬁlﬂ‘]){ur the industry, The following table supplements the report issued December 5,

5 P Barrels Cost
wrim flour
cﬂlﬂ?ilml‘ T R 0, RN e ) o SR e 3 N‘IS}’;‘S' $ J.il’{i;l.m
ifornia +...0ueus 2 67,
Ilinois ..ovvvuen, 190,937 899,899
;i g{iChiEﬂn ...... : 531.?;:3 I?&;MZZ‘,
di innesota ....... ¥ H,
! - Missouri ,....... 19,267 88,164
g]l:yw York .oio.. 180405 BG62,958
e AR s T
Other States' 147,95 631,877
Cnl].i?hcd' T R B 2,:3?')5‘25 $ll,;il'.[;.&':;
ornia Liieaa., i1 L
Connecticut ....... 47,802 213,461
{‘Hm.ul_l .............. Z;I‘agzl l,ﬁi,g{?
¢k OUWSIANA suvsnaianas 910
5 Massachusetts 75,262 77442
Q{id'h‘a" ......... 45.4;2 ﬁ:,?ﬂ
Minnesota ..........
Missouri v.ovenienans 72,335 324,180
New Jersey vovveens O8,R25 492,152
g;:yv OEKA s s ben s m:;gg 4.%%.(1;5)2
0 e e e s paA ) ALY
{;Enr:!s}'ly'a;ﬁn‘ ‘ 219,922 1.1;3.3”'
ode Island 3,636 173,43
Washington ......... 12,801 83,604
Other States' 215401 L4713
] o United States RIS S 215002
alifornia ..o.oaly.. 07,44 58,
Tnole s dh s hivinsdsse 9,790 33400
Louisiana ............. 14,R31 53,984
s Michigan .oovvvvinnnnn, 11,091 50,926
i Missouri ...ociianenne 54,933 208,629
3cw York .. 17;5% 1(}3.(5,}39
regon A
!I"cnnsylvania ............ gilt.g!?u u;?.rm
[ ¢ 1 T T D78 7,860
Washington ...oovvvnvens 21,306 100,430
Other Slales®: l i is Sl it livniiv et dopess sassnsensis oy 166,788 732,184
Pounds
United States® 501,550 $ 21416
United States* RB9A79 § 3,520

Eggs, fresh, frozen, dried, or camned

b1 United States
" Callfornla s o oviva ddiidivos
[y & linois ,....

Louisiana ..
Maryland ..
Massachusctis .
Michigan .....
Missouri ...
New York
Ohio’ svssis'ss A
Pennsylvania .
Whashineton ...

Other States" ......coivvennse A R o A N R e B T

1Colorado, Connecticut, Florida, Indiana, Kansa

Kentucky, Louisana, Maryland, Massachusetts,
Nebraska, New Jerscy, l‘rc an,

T Tennessee, Texas, \'alhinulnn, Wisconsin,
1o Colorado, District of Columbia, Florida, Indiana, Kansas, Kentucky, Maryland, Oregon, Tennessee,
v Texas, Urab, Wisconsin. | '
s} Colorado, Florida, Indiana, Kansas, Kentucky, Maryland, Massachusetts, New Jersey, Ohio, Okla-
oma, Tennessee, Utah, Wisconsin

AFigurea combined in order to avold disclosing, exactly or approximately, data reported by in.
dividual establishments.

*licet sugar: California, 1llinois, Iniliana, Texas, Cane sugar: Calljornia, Louisiana, New York,
Oregon, l't“ﬂl‘]lilnia. Washington, Wisconsin,

'Lnlilnrnil. llinois, New York,

"Colorado, Connecticut, District of Columbia, Florida, Indiana, Kamsas, Kentucky, Minnesota,
Nebrasks, New Jersey, drr;nn. Tennessee, Texas, Utah, Wisconsin.
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Our Latin American
Trade

While the United States maintains
an over-all favorable balance of trle
in the exchange of products
Latin American countries, the !
of imports of foodstuffs, large's v
compelitive products like cofi.-
nanas, cocoa beans, ete., from thi ro.
gion during the calendar year 1939 .
gregated $304,778,000—more than five
times the $59,199,000 value of fiunl-
stuffs exported to those countries,

This is shown in a Departmem of
Commerce report just released under
the caption “Foodstuffs Trade with
Latin America.”” This is nol a new
development, since foodstuffs ‘mport-
ed into the United States from Latin
America for years have largely ex-
ceeded our exports to those regions.

For example, in 1926, food imports
from Latin America reached a total
of $624,185,000, while our exports ag-
pregated $152,887,000. Tn 1932, when
the depression reached its depth, im-
ports of food products from Latin
America had a value of $230,143,000,
Our exports to those countries that
vear had an aeeregate value of $39-
868,000, By 1936 imports of Latin
American  foodstuffs  had  climbed
again to $299,240,000, and our ex-
ports reached $55,933,000 in value.

A foreword to the report points out
that lower values for coffee and sugar,
the two principal food exports from
Latin America to the United States,
have probably been the most outstand-
ing features of the trend in food-
stuffs trade between the two regions
during the past fifteen years. The re-
sulting reduction in purchasing power
in many Latin American countries,
it adds, has seriously affected imports
of all classes of merchandise, including
foodstuffs, into the various arcas.

In the analysis of inter-American
trade in food products . avered by the
report, the years 1926, 1v32, 1938 and
1939 were selected as the hases for
study—1926 because it is frequently
considered a normal year; 1932 le-
cause it represents the bottom of the
depression, and 1938 and 1939 be-
cause they are the two most recent
years for which complete figures were
available.

Buttoni Products, Inc.

A new firm to manufacture and
distribute  macaroni products _and
sauces for spaghetti, ctc, has been
incorporated under the laws of the
State of New York. According 10
the application filed last month, the
firm's capital consists of 75 sharcs of
preferred stock and 150 shares of non
par value stock, The incorporation
procedure was handled by Frank,
Weil and Strouse of 470 Fourth Ave.
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Elmes. Offers. You —

EXPERIENCE

90 years of experience lie behind
Elmes macaroni equipment. Since 1851
this orgamization of engineers has
been gaining experience in the de-
sign, manufacture, and use of maca-
roni equipment, hydraulic machinery
and related products. It now offers you
a wide selection of up-to-the-minute

information sent on request.

Rugge-ly Con-
structed Zueade:

(Above)

Low-Cosl Mixer
(Right)

WORK

Precision-built
Vertical Pross
(Above)

CHARLES F.

213 N, MORGAN ST, °

equipment for the ecenomical manu-
facture of quality mazaroni. Specific

Quality Macaroni

Equipment
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gtudying Plans for “Enriched” Macaroni

Association’s Laboratory Cooperating with Federal Authorities in Research Necessary
Before Establishing Standards

The Federal Register of April first
contains the proposed finding of
facts and proposed regulations con-
cerning fifteen types of wheat far-
inaceous ingredients on which hear-
ings have been held under the pro-
visions of the Federal IFood, Drug
and Tosmetic Act,

Tl macaroni industry is con-
cerned only with four of these in-

redients, as follows: flour, farina,
5umm flour and semolina, both plain
and enriched.

The purpose of this article is to
refresh the memory of the members
of the macaroni and noodle indus-
tries concerning the proposed stan-
dards of identity of the ingredients
which we use in the manufacture of
our products. More complete and de-
tailed information can be obtained
by securing the above mentioned is-
sue of the Federal Register by send-
ing ten cents to the Superintendent
of Documents, Washington, D. C.

“Flour,” “white flour,” “wheat
flour,” or “nlain flour” are defined as
the product manufactured from wheat,
both hard and soft, other than du-
rum and red durum wheat, from what
is known as the cndosperm of the
wheat berry exclusive of the outer
portions known as bran coat and germ.
It is finely ground, passing through
a No. 100 sieve. Tts uses are also
defined, such as for bread and bis-
cuit making, and grades of flour are
ulso defined. Methods of determining
moisture, protein, ash and granula-
tion are also ]mn’ided, as well as limits
of composition. Products used for
bleaching or bleaching agents are also
enumerated and the extent of bleach-
ing is outlined. However, macaroni
manufacturers have little or no inter-
est in the bleaching agents of flour
since all of these destroy the yellow
pigment contained in the flour and
which is most desirable in the produc-
tion of macaroni and noodle products.

“Enriched flour” contains for each
pound not less than 1.66 milligrams
and not more than 2.5 milligrams of
vitamin B,, not less than 1.2 milli-
grams and not more than 1.8 milli-
grams of riboflavin, not less than 6
milligrams and not more than 9 milli-
grams of nicotinine acid or nicon-
tinic acid amide, not less than 6 milli-
grams and not more than 24 milli-
grams of iron (Fe).

As optional ingredients it may con-
tain vitamin D not less than 250

By Benjamin R. Jacobs

Benjamin R. Jacobs

U.S.P. units and not more than 1,000
U.S.P. units,

Of calcium it may contain not less
than 500 milligrams nor more than
2,000 milligrams as (Ca), except that
it may be acidificd with monocalcium
phosphate irrespective of the mini-
mum limit for calcium (Ca) pre-
scribed, It may also contain not less
than 5 per cent by weight of wheat
germ or partly defatted wheat germ.

Iron may be added only in a form
which is harmless and assimilable;
calcium may be in the form of mono-,
di-, or tricalcium phosphate or any
mixture of two or all of these. Harm-
less carriers of these substances which
do not impair the enriched flour may
be used only in the quantity neces-
sary to effect an intimate and uni-
form admixture of these substances
with the flour,

“Farina” is defined as the food
prepared by grinding and bolting
cleaned wheat, other than durum
wheat or red durum wheat, to such
fineness that it passes through a No.
20 sieve but not more than 3 per
cent passes through a No. 100 sieve,
It is free from bran coat and germ
and the ash calculated on a moisture-
free basis is not more than 0.6 per
cent. The moisture content is not more
than 15 per cent,

“Enriched farina” contains not less
than 1.66 milligrams of vitamin B,,
not less than 1.2 milligrams of ribo-
flavin, not less than o milligmms of
nicotinic acid or nicotinic acid amide,
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and not less than 6 milligrams of
iron (Fe),

As optional ingredients it may con-
tain not less than 250 U.S.P, units
of vitamin D, not less than 500 milli-
grams of calcium (Ca), and not more
than 6 per cent by weight of wheat
germ or partly defatted wheat germ,
and it may rontain not less than 0.3
per cent and not more than 1.0 per
cent by weight of disodium phos-
phate,

It will be noted that in the case
of farina there is no maximum limit
for vitamin B,, riboflavin, nicotinic
acid, iron, vitamin D and calcium.
Apparently the reason for this is that
farna is largely used as an infant
food and, therefore, consumed in con-
siderably smaller quantities per day,
which justifies a higher maximum than
that permitted under flour.

“Durum flour” is the product pre-
pared by grinding and bolting cleaned
durum whcat. (Please note that red
durum wheat is excluded.) It passes
through a No. 100 wire cloth. It
contamns not more than 1.5 per cent
ash calculated on a moisture-free basis
and contains not more than 15 per
cent moisture,

No provision has been made for
the enrichment of durum flour,

“Semolina” is defined as the prod-
uct prepared by grinding and bolting
cleaned durum wheat to such fine-
ness that it passes through a No. 20
sicve but not more than 3 per cent
passes through a No, 100 sieve
(Please note that red durum wheat
is excluded.) It is free from bran
coat and germ and contains not more
than 0.9 per cent ash calculated on a
moisture-free basis and not more
than 15 per cent moisture.

There i no provision made for
the enrichment of semolina.

The laboratory of the Association
is now engaged in determining losses
of vitamins and minerals_sustained
by various methods of cooking mac-
aroni and noodle products. This work
is being done for the purpose of ob-
taining data on which to base stand-
ards of identity for enriched mac
aroni and noodle products. No stand-
ards for enriched macaroni products
may be obtained unless such .c\'ldclltf.
is presented at hearings which may
be held for the purpose of establish-
ing standards of identity for en-
riched macaroni and noodle products.
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BUHLER

CONTINUOUS - AUTOMATIC
PASTE GOODS PRESS, MOD. TPG

1860 |,

COMBINES
FOUR SEPARATE
MACHINES

IN
ONE

PRODUCING UNEXCELLED

MACARONI
SPAGHETTI
NOODLES
SOUP PACKAGE GOODS
ETC.

CUTTING APPARATUS
FOR ALL TYPES OF

LONG AND SHORT PRODUCTS
SUSPENDING DEVICE
FOR LONG GOODS
EGG DOSING APPARATUS
ETC.. ETC.
ALL-AUTOMATIC

U. S, PATENTS
ON ALL IMPORTANT FEATURES

COMPACT
UNIT

Batlery of TPG Presses In Operalion in Large Modem Plant

AUTOMATIC DRUM
DRYER
MODEL TTH

FOR HEATING WITH HOT WATER
OR LOW PRESSURE STEAM

LARGE CAPACITY
18 TO 24 HOURS DRYING TIME

THOROUGH-UNIFORM DRYING

KSSURED BY OUR OWN METHOD
OF DRY AIR FLOW

NO IMPAIRMENT OF POROSITY

LEAVING CLEAN DUST-FREE
SURFACE

BUHLER PRODUCTS
ARE FAMOUS
THROUGHOUT TH: WORLD

COMPLETE PLANT LAYOUTS
DRAWN UP

One of Several TPG Unlts with Automalic Drum Dryer—TTH

BUHLER BROTHERS, INCORPORATED

Offices New York, N. Y. Assembly Plant
330 W. 42nd St. 530 W. 44th St.
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Blight and Dther Damage of Durum Wheat in 1940°

Part 2. Effects of Blight and Other Damage

HE wheat plant is subjected to

many chances of damage while

growing from seed to the mature
stage. In 1940, wet weather in the
northeastern part of North Dakota,
the principal durum area of the state,
accentuated the destructive effects of
blights, caused further damage from
weathering and sprouting, and pro-
vided favorable conditions for the
growth of molds and other organisms.

During late July when wheat was
maturing and during August and Sep-
tember when harvesting and threshing
should have been in progress, rains
fell at frequent intervals, The rains in
July were favorable for the develop-
ment of blights and rust. In August
the records show precipitation at many
points on the 2nd, 15th, 24th, and
30th; and in September on the 5th,
6th, Bth, and %th (Table 1). The
grain scarcely dried at any time be-
tween August 15 and September 15,
In many fields damage from “weather-
ing"” was severe and in some the grain
began to grow. Molds of many types
developed in abundance. Damage was
more pronounced in grain in the win-
drow and in shocks,

The development during the season
of black chaff, glume rot, and stem
rust caused varying degrees of pri-
mary damage which provided a favor-
able location for the later growth of
alternaria and many other organisms,
thus causing further sccondary dam-
age. Bacterial glume rot was reported
as severe in a few of the counties hut
appeared to have about run its course
of destruction before harvest came on.

In placing a commercial grade on a
sample of wheat several kinds of
blight and physical injuries may be
grouped under the notation “Damaged
Seeds,” This system of grading is
used primarily for establishing values

d 2 of this series were reprinted
by permission of the North Dakota Aggicultural
Experiment on, Fargu, North Dakota,

TThe writer is_indebted to BL L. Walster,
Director of the Experiment Station, for his in-
terest and helpful suggestions in carrying on this
wotk, to F. Gray luicher, FExtension Plant
P'athologist, who visited many fields in which
damage had occurred and supplied first-hand in-
formation on conditions aflecting its develop-
meut, to the AAA Ofice at Fargo, to County
Agents, and to many other persons for supply-
ing samples of damaged grain.

Assistance in the analysis of samples was
furnished by the Works I'rojects Administration,
Official Project No. 665.73.3-85.

on Durom and Hard Wheat Seed

W. E. Brentzel t
Department of Plant Pathology
North Dakota Agricultural College

TABLE 1. CLOUTOLOGICAL DATA) NORTH DAEOTA
July, August and Geplember, 1040

July precipitation in inches

DATER Total
Btation for
14 15 18 17 18 19 20 RL 22 25 R4 25 26 ET B0 30 Bl Monlh

J0 T 1.08 T.24
wee W04 5.9
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«84 .08 1,80 8.1¢
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+18 1,01 .00
08 T4

August precipltstion in Lnches

Total

Btatim for

1 2 3 Moath

weee 5.58

sees .85

B 2.9

8 4.8

sass B.27

B 5.7

wene 5.49

wess Yedd

o B.93

T T8

ssss ssse Lo T seen B0 B BT £.71

sees  #02 L2L T 50 88 .02 0 .ees W04 5.8

Townar vese ol seee T 00 04 183 Q4 L. W02 seee W00 .11

Neathope soes B2 ‘woes 408 188 sees T o0 ceer 407 aees wees 454

Willow CILy sees  o85 wuse 409 Li16 wess T 428 03 LOZ ween wese LR
Septeaber preclpliation in inches

Total

DATE foe

Haris 4 & [} 8 L ] 10 18 17 18 pU 2 25 Hoat:

«80 1.1¢

«85 1.4

&0 0.6:

00 0.4

.19 1,28

29 Q.47

Mayville “nes 0.0:

Petersturg .53 1,00

Eharoa 10 0.£5

Bisbes 27 1.8

Dunselth 88 .59

Rolla 80 .68

Towner .6 156

Weathope . «01 0.45

Willow City 89 1,58

Records takes froa Clisatologleal Dals, Uaited States Deparlssat of Comserce Wealher Buresu.

at terminal markets but does not satis-  article was to differentiate between the
factorily indicate the condition of different kinds of damage and as far
grain with respect to diseases and its  as possible to evaluate their impor
suitability for seed purposes. The pur- tance from a seed standpoint.
pose of the work described in this (Continued on Page 16)
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QUALITY FIRST!

Quuality is the surest foundation for per-
manent success. That's why so many
macaroni manufacturers today are using
King Midas Semolina. They know that
with King Midas, the highest quality
standards are not only a pledge . . . but
a tradition.

The Golden Touch

King Midas Flour Mills

Minneapolis, Minn.
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Materials and Methods

About 200 samples of damaged
durum and some of hard wheat were
obtained, largely fron: the northeast-
ern section of the state, The plan
called for examination of these sam-
ples from three angles: (1) A gross
examination for indications of dis-
cases and a separation of different
types of damage, (2) a cultural and
microscopic test of the samples for
disease, and (3) the response of the
samples to disinfectants when planted
in greenhouse soil.

Results

Two types of damage were re-
corded, ({) black points and (2) other
types (Table 2). Black point was
prevalent in many of the samples, in-
dicating that this disease was wide-
spread but perhaps not any more so
than in other years. Red durum was
most fn:qurmfy affected by this dis-
ease. Some of the hard wheat varie-
ties also were damaged, but appeared
less severely affected.

Two kinds of black point were
found, These were similar and could
not be separated satisfactorily by dif-
ercaces in appearance, Cultural and
microscopic examinations showed that
most of the black point was caused
by species of the fungus Alternaria

and that a much smaller part resulted
from  Helminthosporium  salivum.
Seed affected by Alternaria often were
plump and sometimes heavier than
non-affected seeds. There was no
naticeable shrivelling from this fungus
but the germination was somewhat im-
paired, The scedling plants which
grew from these seeds developed
scarcely any blight,

Seeds affected by Helminthosporiuru
often were somewhat shriveled, the
germination was greatly impaired and
the seedling plants were severely at-
tacked by blight. Although sced af-
fected by this fungus germinated
poorly it seemed to respond much bet-
ter to a treatment with Ceresan than
seed affected by Alternaria, However,
a significant and worthwhile improve-
ment in germination and plant vigor
resulted from treating seed affected by
either fungus (Figure 1).

The greater part of the damage in
the samnples is listed under “Other
damage” (Table 2). This class in-
cludes all defects other than black
point. A little scab (Gibberella) was
found, some bacterial infection and a
number of molds classified as weakly
or non-parasitic species. There is also
included damage due to weathering,
sprouting, shrivelling, and other de-
fects which are grading factors but

TABLE 2. ANALYSIS OF SAMPLES OF DURGM DAMAGED BT BLIGHT AMD BY OTHER FACTORS L/

|

'
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table.

L/ Alt = Altersaris) Hel, = Halainthosporium) and Pus, = Pusaries,

)/ Treated with Cerssan, Percestage gernimstion obtalsed from seed planied La sell.

April, 1941

may not be associated with any sced
or seedling disease.

Seed germination and seedling vigor
in most samples was improved by
treating with Ceresan (Table 2), This
treatment also would destroy bunt or
stinking smut in the seed. Many of
the samples were smutty but the prey-
alence of this disease was not re-
corded.

L
fizd .
Figure 1. Two lots of plants, 20 days

old, each grown hrom 200 seeds ol
sample No. 113,

¥l i

The lot on the left was treated with
Ceresan and weighed 139 grams, The
lot on the right was not treated and
weighed 116 grams. Sample No. 113
had 22 per cent black point, largely
caused by the fungus Alternaria.

Summary and Conclusions

In 1940, wheat and especially durum
from northeastern North Dakota, was
seriously damaged by weathering,
sprouting, and organisms (largely
fungi). It appears that the large
amount of precipitation in July, Au-
gust, and carly September accentu-
ated all types of deterioration.

One hundred samples of so-called
diseased and damaged wheat, largely
durum, were analyzed.

The total damage in the samples
ranged from 2 to 33 per cent, with
14 per cent as the mean,

Damage due to black point ranged
from 0 to 22 per cent, with a mean of
about 3 per cent.

Damage due to defects other than
black point ranged from 0 to 31 per
cent, with a mean of about 10 per
cent, .

In general, examination of the dis-
cased kernels showed infection with
Helminthosporium  salivum  seven
times as often as with Fusaria spp-
and on the other hand, the Alternara
specics showed up on the samples
nearly 7 times as often as did Hel-
minthosporium.

The germination of 100 non-treated

(Continued on Page 56)
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Sdlve Two Proble'ms'_A_f

Probiem 1—COLOR
The kind of noodles that really sell have a rich, natural,
deep egg color. There's no way of getting that color that's
nearly as good as using rich, naturally deep colored yolks.
Armour packs exactly such yolks, especially for noodle man-
ufacturers. These Cloverbloom Special Color Frozen Yolks
are fested for deep color—they must meet our scientific color
guide standards, They automatically solve your color problem.

g Problem 2—SOLIDS

With Cloverbloom Frozen Yolka—you know positively what
the solida content is — no guesswork about it. For Clover-
bloom special color and High Solids Yolks are guaranteed
to have never less than a minimum of 45% solids. Armour
is able to give you this positive high solids guarantee be-
cause every can we pack ia scientifically checked with the
Zelss Refractometer., With Cloverbloom, high solids is not
A claim—it's a fact!

Solve both problems at once, Give your Armour Salesman
an order for Armour's Special Color, High Solids

CLOVERBLOOM FROZEN
YOLKS

Onc_

THE
FROZEN EGG

DEPT,,
ARMOUR AND
COMPANY,
UNION STOCK
YARDS,
CHICAGO
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The result of a policy that demands continual

higher

standards of quality and value in Durum Wheat

: St. Paul

easingly

incr

insure

Semolinas and Flours.

CAPITAL FLOUR MILLS, INC. |

ovement o

General Offices: Minneapolis
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Are Package Sales Declining?

Consumer Analysis of the Greater Milwaukee Market

Indicates Downward Trend in Sales of Packaged

What group shows a greater pref-
ercace  for  package macaroni  and
spoghetti—the families with high in-
come or those of the Jow income
group?

What brands are the most popular
andd in what order?

What is the general trend i the
sale of grocery products in the Greater
Milwaukee Market?

These and many more interesting
questions are among the things which
the annual surveys conducted by The
Milwankee Journal aims o answer.
This newspaper has just completed its
eighteenth edition of Consumer An-
alysis in  which more than 6,500
families have answered more than 300
questions 1o give a clear-cut picture
of the current buying habits of this
average American city.

The purpose of this survey is 1o
give advertisers the  advantages of
complete information on the Milwau-
kee market—actual sales potentialities,
buying habits, an accurate picture of
competition and the dealer set-up—so
that an advertising investment may
have a1 maximum opportunity to pro-
duce profitable results, and manufac-
trers a better idea of what is 10 be
expected in that markel,

Macaroni and Spaghetti

The following facts, as divulged
from the most recent analysis cover-
i the year 1940, are presented
th ough the courtesy of The Milwan-
kee Jowrnal: (Incidentally, no sep-
at te survey is made of the sales of
¢ + noodles in this particular sur-
V)

Package Macaroni

wkage macaroni  continues  on the
do nward trend started last year when
7 per cent of all families lought this
pro fuct, In 1941 the popularity figure re-
¢ led is 723 per cent.

is interesting o note that package
m:caroni has  almost  equal  popularity
ar ng families of all income groups, The
tol | variation in use among the four ine
torie groups is less than 2 per cent.

‘his subject includes only dry macaroni
wlich must be cooked before  cat'ng.
ljr.‘nrnni and cheese amd other combina-
tion dinners are not studied in the current
edition of the Consumer Analysis,

Vo information wis secured on the avers
age number of packages of macaroni pur-
thased per month since macaroni, s wghetti
and noodles are often sold in combination

ts amd it is difficult for the consumer 1o
tstimate (the quantity purchased of each.

he number of brands  reported by
reater Milwaukee housewives decreased
from 130 in 1940 to 110 in 1941, This year

brands are listed in the chart, This same
Bumber was listed in 1940,

Macaroni and Spaghetti

C"White Pearl” strengthens its hold on
first place this year with a gain from 42.7
per cent of all buyers 10 442 per cent,
“White Pearl” package macaroni ;
purchased in 3% per cent of the imlde
grocery stores, in the A & 1% Tomd stores
and in the National Tei stores.

\ g in second place this year,
mide @ spectacnlar jump i preference
from 4.7 per cent in 1990 w0 6.2 per cemt
in 1941, The number of family buyers ul-
vanced from 7049 to 23001 durmg  this
o "Ann Page®” is o private brand of

s A& 1 food stores and thus enjoys
store distribution. "Ann Page’s™ gain in
popularity is partially due to the fact that
“Encore,” another Ao & 1% brand, is being
changed over to the “Ann Page” label, *Fn-
core” shows a correspomling decrease.

Third place goes 10 "Red Cross” with a
wa'n in popularity from 102 per cent in
1940 1o 08 per cent in 141, "Red Cross”
macaroni is affered for sale in 418 per cemt
of the independent grocery stores and in
the National Tea stores,

Toran Nvsuek or Hrasns
Ix Useoax Guesies Muowasvses

Year Nuaher
L | T 1}
{1 e e S
1980 Liuaiesaiinsua i B [ |
198 Lonnns SR PRI 1R
[} 5 SR N RS

Of the other W0 brands covered in the
aurvey the following are Listed with per-
centage ~ales ranging from 32 in the fol-
lowing order:

Rounidy's Munareh
I“ncore Steinmeyer's
Red Arrow

Clown

National

Diviston oF Ak Fasmiies
It Usirs axp Nox-Useus

Class Per Cent Number
Ulsers—
[ [ { [ — -
1Y, conremninnas 7ol
1939 .. 780
1935 778
193 coeeecervenanas RIY
Nuon-Users—
[T RS 34001
1000 L. 230 17,103
1939 . 220 12,307
1985 .. 22 1,027
1934 ... 6.1 2,750
Iy IxcoMmE Groves
Users, Non Users,
Per Cent Per Cent
284
20.7
270
284

Package Spaghetti

FFrom a high consumer popularity of 78,2
per cent in 1939, the use of  package
spaghetti dropped 0 749 per cent the fol-
lowmg year. This year a further dec sase
is ncncnf with 72 per cent of all families
regularly buying this product.

A new  chart reveals that  package
spaghetti has about the same percentage of
popularity among families in all income

0 S O EN 0
e hracket
ilies bhuying

groups. The highest consun
corded in the uppermost i
with 732 per cent of these §
this product.

As i package macaroni, no attempt was
made to seenre information of the average
number of packages purcliased per month,
sinee honsewives are usually confused as
1o e guantity they huy.

Of the 116 hrands reported in nse this
year, “White T'earl” takes the number one
position with a slight gain in prefeence
from 421 per cent to 424 per cent. “White
Pearl” package spaghetti may be purchased
in 325 per cent of the independent grocery
sl and in the stores of hoth grocery
chains,

*Ann Page,” in second place, is preferred
by 169 per cem of all huyers this year.
In 1940, 4.6 per cent of all buyers preferred
*Aun Page” AL least a part of this large
gain is the result of the A & I stores
chianging over from the wore” 1o the
“Amn Page” brand of package hietti.
The wse of “Encore™ has dropped to 2.7
per cent

Third place goes to “Red Cross™ with a
gain in popularity from 98 per cent in
1940 10 108 per in 1941 “Red Cross"
may be purchiased in 36 per cent of the
indepemdent grocery stores and in the Na-
tional Tea stores,

“Rowmly's,” in fourth position, i~ pre-
ferred by 30 per cent of all huyers this
year s compared  with 43 per cent in
LAY

Nine other brands find consumer favor
i percentages ranging from 27 w1 oper
cemt and in the following order:

Fncore Clown

ed Arrow Steinmeyer’s
National Silver Duckle
Manarch I"aglincei
Highway

Torar Nesueew oF Brasos
Ix Usk s Grearew MW AURLE

Yoear Number
™ ..... e ————
190 .o S 122
1O e inons s areainssis st i s ignn 130
| L1 e il swwaaaasn; MY
O -t T ST bl

Iivisiox or A Fasinies
Into Usens asn Nox-Uspns

Cliss Per Cemt Number
L sers-
1'H1 720 14101
1940 AR 147,022
1032 .82 150,594
JUREY RYER| 135,
1934 .. 728 11,521
Non-Lsers—
. 280 33,202
6 2N 19,470
o, O 41,082
v &Y 1,713
. 272 200

Iy IxcoMmE Groves
Users, Non Users,
I'er Cemt I*er Cent
o 2.8
8.2
28K
27.1
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Publicity Depariment

The Passihility of Profitably Increasing
the Market for Macaroni Products

By G. S.

In many respecls it is very pre-
sumptuous for one who has never
been directly associated with the mac-
aroni business to attempt to intelli-
gently cover this subject.  However,
in any business there are often cer-
tain important coaciderations which
an outsider may sce and feel, while
those actively and constantly engaged
in the business may overlook entirely
or simply take for granted.

At the outset T wish to say, by
way of explanation, that I am in the
advertising business, and that all ad-
vertising men are, or should be, in-
terested in the increase of sales and
profits by profitably extending the
marketing operations of an industry.
I shall attempt to analyze certamn
considerations in connection with the
increase of sales and profits by mac-
aroni manufacturers individunfl_\' and
collectively from the standpoint of an
outsider who knows the macaroni in-
dustry enly from second-hand contact
and study, hoping there may be some
thoughts which will be of value to
those of you actively and success-
fully engaged in this business.

Your problem is to seek new ways
and means of improving your markets
individually and collectively. If this
aim is to be accomplished it seems
wise first to survey the field and de-
termine where possible profitable in-
creases can be secured. We all know
that those of us of Ttalian descent
favor macaroni and spaghetti prod-
ucts. Habit is strongly in favor of
continued consumption of macaroni
and spaghetti on the part of these
folks, but I believe that all of us will
agree that the progressive macaroni
manufacturer is not content with the
marketing of his products only to
those of Italian descent, He is aim-
ing at the broad general American
market. He secks to increase the
consumption of macaroni and spa-
ghetti in every American home. 1 be-
lieve that we will agree that such
increases on the part of any one mac-
aroni manufacturer must come from
one of two sources:

1. From compelitors.

2. From increased consumption.

*The author is Advertising Manager of Gen-
eral Mills Durum Department.

Barnes*®

In competitive business it is always
desirable, healthy and necessary to
aim to increase one's profitable vol-
ume to some extent at the expense
of compelitors, An cfficient opera-
tor, making better products and mer-~
chandising and advertising them more
aggressively and intelligently deserves
to make some progress at the ex-
pense of less efficient and less cco-
nomical competitors. However, there
is always a definite limit beyond
which profitable expansion of business
at_the expense of competitors is im-
possible, If competitors begin to suf-
fer materially in their volume they
are bound to fight back with what-
ever weapons are at hand, Almost
invariably such a fight from a less
efficient competitor is destructive in
character. Tt frequently takes the
form of a price war, In other in-
stances it may take the form of de-
structive advertising, attempts to un-
dermine relationships with the trade
and other means, fair or foul, but
none of which tend toward profit for
any one. Therefore, in contemplat-
ing the profitable expansion of une's
business it never can be presumed that
such expansion can go very far at
the expense of competitors,  Even if
existing competitors who are less ef-
ficient are ultimately forced out of
the picture, other smarter and more
aggressive competitors will enter the
ficld to take their place,

The real answer, therefore—the
answer of preatest importance and
greatest possibility to macaroni man-
ufacturers individually and collective-
ly—is in increasing their profitable
market through increased consump-
tion of macaroni products, First and
foremost this must come by increas-
ing the total pounds of macaruni prod-
ucts consumed per capita in the
United Staies. We must remember
that the human stomach holds only
3 pints and that our food products—
macaroni and spaghetti—are compet-
ing with all other types and kinds
of food for a representative place
in the American stomach,

It is necessary to establish the hab-
it of consuming macaroni products.
Macaroni is frequently referred to
as a substitute or a replacement of

meat.  From the standpoint of «-
pense per serving it certainly en: vs
a very great advantage, Cost al i,
however, is not enough, Maca: i
and spaghetti can be served in in-
numerable delicious ¢ mbinations, \p-
petite appeal is of loremost consid-
eration with any aggiessive adveitis-
ing and merchandising  program,

Nutritionally, macaroni and  spa-
ghetti are the equivalent of bread, and
this is both an advantage and a dis-
advantage. Tt is an advantage be-
cause it is commonly accepted by med-
ical and nutritional authorities that
cereal products are good foods. It
is a disadvantage because there is
nothing nutritionally superior in the
nutritional claims of macaroni prod-
ucts as compared with breadstufls,
but macaroni products can be pre-
pared in innumerable tasty and de
licious ways—they can have a tres
mendous amount of appetite appeal,
and from the standpoint of establish-
ing a greater “macaroni habit” with
American housewives, this is very im-
portant,

Let's look for a moment at the sen-
sational increase in the per capita
consumption of sugar since the hirst
of this century. Few of us realize
that the consumption of sugar has
increased 50 pounds per capita dur-
ing the past 40 years. How has this
been brought about? Primarily he
cause sugar has the appeal to the
wlate of the American public, and
!'ms becn aggressively and effectiv ly
advertised and merchandised to t'at
public in a vast variety of attrac:ve
ways. Of course, the outstanding 1
crease has come in the form of ca Iy
and candy products. There has : 0
been a great increase in the consw -
tion of sugar in many other for .
The same orinciples that have res U
ed in this sensational increase Of
sugar can be applied to macaroni ! I-
ucls,

Tt is, of course, much easier to d
nose the sitwation than it is to I
what each individual macaroni ma: -
facturer can best do to bring ab
a profitable increase in his busint S
Each macaroni manufacturer has his
own individual problems dependiig
upon his size, resources, extent o
marketing operations, type of compuit-
tion, and many other factors, How-
ever, there are certain I'uml.'tm‘l.‘lll:\l
principles which apply to all busintss
whether it be manufacturing and scll-
ing automobiles, silk hose or macaront
and spaghetti, These common prin-

(Continued on Page 22)
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“We never expected a
40% SALES JUMP!”

«..says Mr, Joseph Cuneo

“TT certainly opened our eyes,” says the presi-
dent of La Premiata Macaroni Corp., “when
we gave ‘Cellopbane’ bags a trial. We wanted
consumers to sue our products, And, judging
by the quick success, they want to see, too. Our
wide variety of items in these Jet-nie-see bags
have certainly gone to town,

“Today this line shows a 40% increase over

the previous opaque-packaged line ... and it's
selling fester every month, We're more than
enthusiastic about the change to ‘Cellophane’
cellulose film."
94% of Amerlcan housewlves say, *We prefer food
products in*Cellophane’!” We'll be glad to help
you design a package that will help your product
cash in on this preference. Write to E. I, du Pont
de Nemours & Co. (Inc.), “Cellophane” Division,
Wilmington, Delaware,

“Cellophane' I 8 trademark of
E. 1. du Pont de Nemours & Co, {(Inc.)
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ciples apply in production, advertis-
ing, selling, packaging, display and
all other phases of business. Some of
them are so simple and so taken-for-
granted that we lose sight of them
when we are making decisions and
laying plans, These three pioaciples,
which I believe we can all aygree are
absolutely fundamental and which ap-
ply particularly to an advertising and
merchandising program, are:

1. The consumer is the boss.

2, Ne guided by facts, not opin-

ions.
5. Keep everlastingly at it.

The consumer actually runs every
business. Too frequently we think in
our particular fields of responsibil-
ity that we are the boss. Actually
we are only the servants of the con-
sumer who buys our goods. First,
last and always we must be guided
by the likes and dislikes of the con-
sumer—not of ourselves, of our
wives, friends or associates. In the
goods that we make, in the approach
of our sales personnel, in the choice
of our advertising, in cvcre'l'hmu we
do in business we must be guided
by what the consumer likes and the
approach to which the consumer of
our products reacts favorably.

In determining what is effective
with the consumer—this boss of our
business—we must not be guided by
our own preconceived opinions. We
must constantly be secking facts and
more facts, We must test everything
that we possibly can. In considering
the advertising of our business we
must constantly test and retest
order to be sure we are on the right
track.

Then if we keep beford us con-
stantly that our success or failure
rests  with the consumer and that
every decision must be based on the
consumer's likes or dislikes, not our
own, and if we determine by facts the
course to take to this end, we must
keep everlastingly at it to succeed.
If we know we are right in the light
of the consumer we should not be
discouraged by failure to win imme-
diate success. DPerseverance and per-
sistency are the basis of business suc-
cess. Similarly if we get some lucky
breaks and get some unusually g
results from a merchandising or an
advertising campaign, we can't sit
back in an easy chair and think that
our business will continue to prosper.
Continuous, gcrsislcm work is essen-
tial to continued business progress
and profits,

Going one step further in the con-
sideration of the consumer—our boss
—let us picture that consumer in
ordinary daily capacity as purchasing
agent for the American home and
sce what, as an industry, we have
done to cause her to buy and serve
the maximum amount of macaroni
and spaghetti,

One of the phenomenal successes
in the food field in recent years has
been the work done by the California
Orange Producers, 'l);w consumption
of oranges in the United States has
increased three-fold in the last fif-
teen years, and approximately 10-fold
since the fivst of the centurf’. Oranges
are a very expensive food, Despite
that fact they are actually eaten in
most homes in the United States all
the year around. Orange growers
have persistently and effectively ad-
vertised and merchandised oranges
since 1900 with this phenomenal re-
sult. To check every decision they
make, every merchandising and ntf-
vertising policy, they visualize to
themselves 35 million housewives in
the United States who every weekday
ask themselves five questions in their
jobs as homemakers before they do
the'r marketing that day. In the mer-
chandising and advertising of oranges
the aim of the Sunkist people has
been and is to give these 35 million
women, or as many as possible, an
answer to these questions which is
favorable to oranges. The five ques-
tions are:

1. What am [ going to serve for

dinner?

2. How will 1 fix it?

3. Will they like it?

4. 1Is it good for them?

5. Does it cost too much?

Let us consider these questions in
respect to macaroni products, Pic-
ture the everyday housewife in the
United States” when she asks herself
question No, 1. In planning her
menu for the next day, or two days,
does she think of macaroni or spa-
ghetti? Is she not more apt to think
about the meat she is going to serve,
about the fruits and vegetables?
About the soup or salad, and above
all, the dessert? It's the job of the
macaroni manufacturer to convince
the housewives of America that mac-
aroni and spaghetti should be served
more frequently,

Similarly with question No, 2 Mrs.
Housewife considers at great length
the way in which she will fix the
salad. “She gives a lot of thought
to what dessert her husband would
enjoy for the evening meal, but does
she have at her fingertips a delicious
or appealing recipe for macaroni or
spaghetti—something that she knows
will be a ten-strike with the entire
family? We know that there are a
thousand delicious ways to serve mac-
aroni and spaghetti. No one food
can be as attractively, deliciously and
cconomically prepared as the main
course of a dinner as macaroni and
spaghetti, and yet too frequently Mrs.
Housewife skips the thought of these
attractive product. in her planning of
the evening meal,

Now all of us know the answer to
question No. 3. We know that mac-
aroni and spaghetti can be prepared

W
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in a way that will appeal to ev
one in the family, but do we kn &
if Mrs. Housewife can satisfacto: !
answer this question?  Does she |

a selection of delicious appetite- -
pealing redipes to follow in the p
aration of macaroni and spagh
Does she avoid monotony by prej .
ing these products from time to 1
in a number of delicious ways? °
answer to question No, 3 can be « ¢
initely in the affirmative, but he
answer depends upon the type .nd
kind of service that we pgive the
housewife,

Let's look for a moment at ques-
tion No. 4—"Is it good for them?"
Fortunately, macaroni and spagheti,
although nutritionally the same as
bread, have not come in for the food
fadd'st attacks experienced by bread.
In general, there is no way of know-
ing exactly how housewives regard
the nutritional qualitics of macaroni
and spaghetti unless definite investi-
gation is made. Possibly such an in-
vestigation has already  been mide,
Of course, we know that macaroni
and spaghelti contribute to nutritional
welfare,  We know that macaroni and
spaghetti contribute to  the  biggest
single need of our diet—food energy.
We know that these products are
completely wholesome, almost entire-
ly digestible, and should play an im-
portant part in the well-rounded dict.
Whether we realize all this is rela-
tively unimportant to the considera-
tion: Does the housewife realize it,
and what can we do to convince her
of these facts? Of course, if vitamin
enrichment plays a part in the prep-
aration of macaroni and spaghetti
in the years to come this will assist
in giving an even more positive and
affirmative answer to question No. 4.

Question No, 5—"Does il cost 100
much?' There is no doubt but that
this question will be answered favor-
ably by a majority of wives, M
aroni and spaghetti are among
cheapest  sources of food  ener .
Please note that question No, § ¢
not say “How much does it co
but “Does it cost teo much?"”
damentally the favorable answer
question No. 5 is very important w
we realize that 82% of our fam. s
receive an income of $2,000 a ) ar
or less. Low cost in itself is ot
enough, We must convince ¢
housewives of America that mi v
roni and spaghetti provide not « I¥
a satisfactory but a desirable ans:
to the other Tour questions, and wl.«n
we do this we can expect a greaer
share, a larger amount of attention,
and an increased consumption of mac
aroni and spaghetti,

Because advertising and promotion
are bound to play a very importit
part in influencing the housewiles
answers to these five questions m the
years to come, I should like to say

(Continued on Page 24)
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PACKAGING

Your products speak for themselves when they
are packaged in colorful, appealing MILPRINT
bags or wrappers. Today, the winning package,
the one possessing the most “Sales Power” in
design, workmanship and appetite appeal, gets
the call every time, That's why we are produc-
ing more packaging material for more firms
everywhere,

Thesuperiority of MILPRINT craftsmanship has
helped to establish “Best Sellers” on thousands
of retail counters throughout the land. Drop
us a line about your particular problem and we
will spring into action immediately, with no
obligation to you.

TRANSPARENT PACKAGING HEADQUARTERS FOR:

Revelation bags and wrappers. Bags and
wrappers of printed "Cellophane! Reinforced
“"Cellophane'wrappers. Printed roll'Cellophane”
for automatic machines,

WRITE TODAY FOR SAMPLE ASSORTMENT!

MILWAUKEE :
PHILADELPHIA
LOS ANGELES
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a few words about advertising and
promotion, realizing that each one of
us must attack our advertising and
merchandising problems in his own
way. We have vastly different set-
ups in respect to market, competition,
size of plant, type of business and
resources available,  As an example
of the principle—"Kcep everlastingly
at it"—I should like 1o refer to Betty
Crocker, who is, as you know, a sales
personality of General Mills, Ine.
Betty Crocker has occupied her im-
portant role with General Mills for
18 years. She has been advertising
over the radio for more than 15
years, Her purpose is to be of help
to women in homemaking, and last
year a very thorough fact-finding op-
cration involving personal interviews
with more than 5000 women was
undertaken to determine  what the
cumulative benefits of over 18 ycars
advertising could be, This investiga-
tion covered 17 major cities of over
100,000 population, 30 secondary cit-
ies from 10,000 to 100,000 population,
and 30 small towns, with the inter-
views proportionately divided among
all economic groups. The results of
“Keep everlastingly at it became
apparent when it was revealed that
9 out of every 10 ousewives in
America today know Betty Crocker.
The actual number of  American
housewives who know the name “Bet-
ty Crocker” is greater than the sum
of those who know the next two high-
est-ranking home cconomics personali-
ties. More housewives consider Det-
ty Crocker the most helpful home
cconomics personality than for the
next 10 ranking personalities.  Seven
out of every 10 housewives who hear
home service programs listen to Det-
ty Crocker's radio programs. The
housewives of America like Betty
Crocker's recipes best, with refer-
ence particularly to the deprndability,
practicability and simplicity of these
recipes, [ am not quoting what we
ourselves say about Betty Crocker,
but rather giving you the facts as
they were revealed to us by this sur-
vey. We know that Betty Crocker
receives up to 4,000 letters a day from
women all over the country. Detty
Crocker's name is constantly before
the public, and [ want to assure you
that this remarkable development of
a sales personality was carefully plan-
ned from the very beginning, For ex-
ample, Betty Crocker does not fea-
ture any recipe until it has been test-
ed in from 25 to 50 separate homes
in which there are wood sloves, gas
stoves, clectric stoves, large families,
small families and of dilferent eco-
nomic levels, When Betty Crocker
features a macaroni, spaghetti or
noodle recipe, this recipe is exhaus-
tively tested in these homes. T bring
out these facts with the definite state-
ment that Betty Crocker is General
Mills' most valuable asset to show
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what can be accomplished by consist-
ent and persistent advertising effort
over a period of years, Betty Crocker
realizes (hat the consumer is boss
and she has certainly kept everlast-
ingly at her job for the past 18 vears,
We have secured the facts with ref-
erence 1o Detty Crocker, and we in-
tend to be puided by these facts and
not by opinions, These are the prin-
ciples upon which any promotional
campaign should be IJ:ISL'(].

A few weeks ago an advertising
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man approached the president of 1
of the large advertising agencies g
the country, and stated that he w. 1.
ed to present an advertising sch ¢
that was actually a seven day wor r
of the world. The agency presi u
replied that if it lasted only s
days he wasn't interested in it noy .
ter how pood the idea was, Acti ly
there is no place for clever adve s
ing in the merchandising picture -
day. [It's consistent, continuous -
fort that brings home the bacon,

IntheFood Parade—Macaroni Producis

Radio Program on Pacific Coast Recommends
Macaroni, Spaghetti and Egg Noodles as Lenten
Specials, and as Year-Round Favorites

Macaroni Products—an all-season
food—prove themselves as all-round
favorites in radio programs through-
out the Lenten Season, In “The Pa-
rade of Food” on Saturday, March
15, this food was featured in a
broadeast over Radio Station KHJ,
Los Angeles, California, The pro-
gram was sponsored by the Southern
California Retail Grocers Association
in line with its policy of telling the
thousands and thousands of listeners
something interesting aboul the foods
they may buy at reasonable prices
from the kindly merchants, and to in-
form them of the vitamin and health
values of foods that are in scason.

The seript for this particular pro-
gram, invaluable from the viewpoint
of the manufacturers who supply the
retailers of the Southwest, is proof
that the sponsors of the program,
“The Parade of Food,” are pioneers
in developing new ideas in food mer-
chandising. The story heard by the
housewives who tuned in Station KHJ
that morning, was in part as follows:

The Parade of Faod each week tells
the story of one of the familiar foods you
buy every weck at your favorite grocery
market, That cfficient can or package con-
tains the modern counterpart of a food
that is perhaps tens of thousands of years
old. Modern science and twenticth cen-
ury packaging processes have developed
that food to its present vitamin-packed,
sanitary, cconomical value. At the same
time the history of that food is full of
romance and legends and interesting facts,

For the past several wecks we have
told you about foods that are especially
popular during the Lenten period.  This
moming we are going lo relate some
facts about another Lenten favorite that
is a household staple throughout the year
gls well. That food is the macaroni fam-
iy.

The macaroni family is made up of a
good many relations; we have the fa-
miliar -macaroni itself, then spaghetti, egg
noodles and the many variations of these
products,

Generally, macaroni products are shaped
and dried doughs prepared by adding wa-

ter to semolina, farina or wheat lours,
They may contain added salt and eggs.

Racially, these products are all alike.
They are made from flours that are high
in gluten value and low in starch con-
tent.  The wheat the flour is ground from
is an especially hard, flinty spring varicty,

Macaroni is supposed to have originated
7000 years ago. A Chincse woman pre-
pared some bread dough for baking and
accidentally spilled the pan of dough in
the dirt. To cleanse it she strained it
through a sieve and the result was a mass
of coiled macaroni  that  when  cooked,
plrm'c:l 1o be very acceptable to her fam-
ily.

The history of macaroni products von-
tinues to be allied with China.  In fact,
the word “spaghetti” is said to have been
the name of an Nalian sailor of centurics
ago. This sailor visited a Chinese port
and the legend says that he fell in love
with a fair Chinese girl. She also loved
him and she showed him how to ke
the paste product known to us today as
spaghetti.  Her love went so far that
that particular thin variety of maca:
bears the sailor's mame to this day— a-
ghetti.

Far back in history we find some iv'or-
esting stories about spaghetti aml 1 ¢
aroni. In the Middle Ages these proc 18
were considered medicines and were 1
only by doctors and pharmacists.

Another little story about these s
is the legend that King Louis the th
aof France lbecame so nﬁdictc:l to a -
ticular spaghetti dish that he often ¢ ¢
more than 100 miles from Paris to a
tain inn that made a specially of his f: -
ite dish,

European immigrants to this cov ¥
introduced the process of making = <
aroni products long before the Civil \ .
However the industry languished s -
what, since the wheat varicties nativ: 10
this country made a very unappeti "8
macaroni. Finally the United States e
partment of Agriculture imroduced 110
the Middle West a new variely of wl -t
—the Durum type—low in sfarch value
and high in gluten content. With the ad-
vent 0? this wheat, the macaroni and »a:
ghetti industries grew rapidly.

In recent years America has produced
sufficient macaroni products to satisfy the
native demand and at the same time has
exported a great amount of these foods
to foreign countries, Traditional Amere
ican ingenuity and superior manufactur

(Continued on Page 26)
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A GREAT UNIVERSITY * MAKES 1100 TESTS
Of UVital 9mportance to Your toryl

These Teals Taove-

1. Insecticides made to kill
flying insects are highly
ineffective against weevil
and flour beetle!

2. Dr. Loebel's is 40% more
powerful than the ordinary
fly sprays offered to com-
bat these pests!

g
IN PLAIN LANGUAGE these

% impartial tests say, "Ordi-
nary fly sprays kill only the

wrakest bugs. Those that

Waok Insectls survive grow tougher and
cides breed produce generations of

“wper-bugi”™  “super-hugs”—more highly
resistant and harder to kill than ever,”

That's why you cannot afford 1o use any-
thing but Dr. Loebel's—the guaranteed
ingrcticide which has proved itself 407,
more effective against crawling pests
than ordinary fly sprays—proved itsell
not only in 1100 impartial tests but also
over 12 years of constant use under the
most difficult conditions of infestation,
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You can judge the killing
Locbel's by the fact thm

power of Dr.
lests prove it

to be 25, more effective aguinst weevil
and beetle than the Official Test Insecti-
cide set up by insecticide manufacturers,

That's whv you can be absolutely certain
that Dr. Loebel’s will kitl crawling in-
sects in all stages of development—cgg,

lurvae, pupae, and aduli,

Remember, Dr. Lochel's is
non-fMlammable, non-poison.
ous, odorless. A ningle
test in your mill will
convince you that it's the
most effective spray in-
seclicide you've ever used,

25% more
powaerful than
standord test

inseclicide

The HUNTINGTON LABORATORIES Inc

DENVER .

HUNTINOTON, INDIANA .

TORONTO

*Name

and complete results on request

You can prove the effec.
tiveness of Dr. Lochel's
in your mill at our ex.
pense, for Dr. Lochel's
carries @ positive money-

Backed by
back guarantee of satis. money back

it B M b o s R s T R gl e ey

factinn. Simply order a  OUOranies

drum amd use it secording to directions.
If, after 30 days, you are not fully satis-
fied, return the unised portion and we
will cancel your invoice. You take no risk.

MILLER'S RELIEF

FOR INSECT CONTROL
WITHIN MILLING UNITS

When you shoot a lew ounces ol
Miller's Rellel into milling ma-
chinery, you don't stun moth
and weevil—you kill them,
Used once every three wousks,
the heavierthanalr gas keops
milling units Insect-iree. No other
machinery fumigation Is neaded.
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ing processes have brought American mac-
aroni products to world leadership.

Plain macaroni products are those made
from semolina, farina or plain white flour
and water, After the dough is mixed spe-
cial machinery forms the long strings with
holes in them; they are then hung up to
dry and cut to desired lengths, The most
familiar products in this classification are
spaghetti, macaroni, clbows, alphabets,
numerals and shells, all deriving their
names from their distonctive form.

Egg macaroni products are made from
practically the same ingredients, with eggs
added. hus we get such products as
egg noodies, egg macaroni products and
cgg soup moveltics.

fim'ernmcm regulations rule that all
cgg macaroni products must contain  at
least 5% cgg snr'ul; by weight. Thus these
foods are especially healthful amd valu-
able to the diet.

Good macaroni products are a creamy
color, hard and somewhat elastic. The
boiling test also proves the value of these

foods; good products will swell consider-
ably after 10 minutes of boiling. They
will not become pasty or fabby and will
retain their original shape.

In health values, the macaroni family
fills an important part of the daily menu,
It has been said that a healthy man do-
ing manual labor can exist very nicely
on a diet of macaroni and cheese,

Protein values in macaroni are high; the
average amount of proleins in macaroni is
12%, double the amount in other flours,

Doctors prescribe macaroni for the dicts
of year-old babies, and say that these
prmﬂld!, cooked with tomatoes, cheese or
cream sauce, constitute a fine addition to
infant dicts,

Can you imagine Grandmother's reac-
tion to the idea of feeding an infant a
dish of macaroui and cheese? Neverthe-
less, this is a good change for small chil-
dren's menus and s especially good for
a breakfast dish, Tell Grandmother that
the best scientists and baby doctors agree
on these points!

Macaroni Products on Consumers’
Information Program

"Ten Lenten Commandments” Featuring Spaghetti, Egg
Nocdles, rtc., as Released by the National Macaroni
Institute, Used in Broadcasts from Many Radio Stations

Conservatively, yet pluggingly, the
educational publicity prepared by The
National Macaroni Institute is creat-
ing greater and wider consumer ac-
ceptance for macaroni products among
American homemakers, The scasonal
releases seem the most favored and
radio stations in increasing numbers
are using the macaroni-spaghetti-cge
noodle information in timely broad-
casts with increasing consumer satis-
faction.

An example of the good use beine
made of the Institute's educational
activities is that of the Department of
Agriculture and Markets, Albany,
New York, Mr. Foster Potter is the
chief executive of this branch of
the state povernment concerned in
consumer welfare. Weekly, it broad-
casts a prepared message to listeners
over lwenty-four radio stations in
New York State, covering the north-
castern United States and Southeast-
ern Canada. The script used in Mr.
Potter’s broadcast on Lenten foods
during the week of March 10 to 15,
gives a very good idea of the u-e
made of the information compiled and
supplied by the macaroni-noodle mak-
ers through the Institute,

The broadeast period, in this in-
stance, opened with a statement by
the announcer to the effect:

"For all who plan and prepare meals
. .. for all who like food suggestions . . .
and for all who want to know more about
the food they cat . . . this Station presents
.+« the CoNsUMERS' INFORMATION program,
In codperation with the New York State
Department of Agriculture and Markets,
we bring you timely food news . . . and
free recipes for your kitchen library,

The Narrator then takes over, using
a prepared script which is in part as
follows:

"I bel'eve 1 realize that the planning
of daily menus , , . even without con-
sidering  such important points as the
family budget or seasonal regulations . . .
is a_problem for most homemakers.

“During the Lenten season this problem
is further complicated because many fami-
lies omit_meat entirely or quite frequently
from their menus on many days while Lent
is in progress.

“It is with this thought in mind that I
want to help yo ' today . .. help you with
suggestions that n.ay make the proﬁlcm just
a linle easier. ., .. And I am going to give
you illustrated recipes and a printed list
of sugrestions, These recipes are intended
especially for the Lenten Season and we
are calling them “Lenten Recipes”. .
But I'Il tell you all about them before we
close 1o 7.

“Although every menu, Lenten or other-
wise, should meet the nutritional needs of
the family group, the meal planner also
must consider many additional factors if
she wishes to prml’ucc a successful meal.
One of the cardinal requircments of a
meal is “varicty.” No menu is so good that
it can be repeated day in and day out, nor
is any food so good that it can be served
continnously without change.

Menu Planning For Variety

“Since this is the time of the year when
minds are  particularly  menu-conscious
anyway, pcrlm;m the following suggestions
will prove helpful in cnn'hling you to ob-
tuin variety in your menus. We might very
well call these suggestions the “Ten Com-
mandments of Menu Planning” Here
they are: 1—Do not repeat the same food
in any mecal. For example, corn fritters
and buttered corn, or tomate salad with
tomato soup, 2—Avoid using all one type
of foodstuff in one meal, as rice, polatoes
and cornstarch pudding. 3—Do not serve
more than one strong-llavored food in one
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meal, such as cabbage, cauliflower or ...
ions. 4—Have a good balance between -
and solid food textures. Varicty in i |
textures is most important Do : g
serve all hot or all cold ioods a . ¢
meal,

“6—Foods should not be all acid or 1)
sweel, A little of both is required in o)
meal. 7—Highly seasoned foods shoull e
used spuringly. Too many highly seasor |
foods tend to dull the appetite for ot or
foods, 8—Leftovers should appear in 1w
forms. 9—Attractive appearance of {.
has much to do with good digestion. 11~
Do not serve the same food combinatios
too often. Ham and’ eggs are good,
when always served together, they he
monolonous,

“Macaroni, egg noodles or spaghetti
in any of the variety of shapes and sives
in which they arc available, possess all of
the qualifications necessary for use in good
menu planning, They are mild in flavar,
they combine with all textures, they are
one of the most casily and quickly di-
gested foods, and they permit a greater
variety of combinations than any other
food.  Another creditable feature of the
macaroni food family is their economical
value, and when combined with other foods
such as milk, cheese, eggs. and vegetables,
they offer wholesome meals at a very low
cost.

“In rechecking the *ten commandments'
T gave you a moment ago, it is casy to
understand why macaroni products are so
valuable to every home manager, because
they are one of the most versatile anl
adaptable foods used by homemakers.

“Just in passing, let me point out that
miaroni  products  require a  minimum
amount of time and labor to prepare.
They should be cooked in a sufficient
quantity of boiling salted water, and a
good guality product from your grocer
will do much to insure success in the
recipes you prepare.  Because all three
members of the macaroni family are es-
sentially the same, it is possible to infer-
change them in practically any recipe.

Egg Noodle Platter

“Is your mind a Wackout when il_comes
to new and different Lenten dishes? Then
serve a vegetable platter  with  Dbuttered
egg noodles and you will walk around
wearing a_halo_of praise. Tt is a dish
your family will like to ecat, and lite
to have often,

“In sclecting vegetables for a vegelalle
platter . . . it is well to consider twa or
three essential poonts, The vegetal's
chosen should offer a contrast of colin,
texture, and flavor. It is well always 2
include at lcast one fresh vegetable ar!
the rest may be canned or frozen, 8
desired. Egg noodles, macaroni, and = -
ghetti make ideal foods to balance the 1 -
tritional values in this type of meal, -
pecially if an egg or cheese sauce is
accompany the 1rish. Here are three s
gested vegetable platter combinations wlih

believe you will find pleasing to yoor
appetite as well as to your eye and pock: -
book ;

“Buttered egg noodles with buttered ¢
ned lima beans, carrots, and beets servc
with cheese sauce; or buttered elbow m.
aroni with buttered beans, corn and tonii-
to-cheese sauce; or buttered macaroni t-
bows with sliced tomatoes, buttered ¢ar-
rots and whole kernel canned corn. . . .

“In ‘Lenten  Recipes,! which 1 shall
be glad to send you without charge, ar¢
excellent suggestions for scrving oysiers
and recipes for such good things as spa-
ghetti and mushrooms and tomato soup
sauce, the combinations for threc veRes
table platters, bread buttercups, pmwlm"
sandwiches, croustades, patly cases, tl.lt'f"'
erboard sandwiches, ribbon sandwiches
and many other suggestions to dress uP
your dinners, lunches and suppers.
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The New Food Act

Affects Nearly All Products Sold in Packages

The present Federal Food, Drug
and Cosmetic Act was passed hy Con-
gress in 1938 and obtamned the Presi-
dent's signature on June 25. Some of
its mandatory labeling provisions be-
came effective January 1 and July 1,
1940, respectively. It is now in full
effect.

The first Food Act, the Wiley Act,
was approved by Congress in 1906
and remained in effect until super-
seded by the present law. The Ad-
ministration of the Food Law, as it
is commonly called, was under the
supervision of the Department of Ag-
riculture until June 30, 1940, when
under President Roosevelt's Reor-
ganizavion Plan No. 4 its administra-
tion was transferred to the Federal
Security Agency.

Labeling Provisions

Insofar as the macaroni-noodle in-
dustry is concerned, the labeling pro-
visions of the new Act are the most
important. They state specifically what
statements must appear on the labels
and stipulate the prohibitions applying
to labeling.

The food labeling provisions affect-
ing the labeling and packaging of
macaroni, spaghetti, egg noodles, etc.,
are twelve in number—iwo of which
are “must nots" and the others
“musts."”

The “must nots" are:

1—The labeling of a food must not
be false or misleading in any particu-
lar.

2—A food must not be offered for
sale under the name of another food.

The “musts” are:

3—The label of a food which is an
imitation of another food must bear,
in type of uniform size and promi-
nence, the word “imitation” and, im-
niediately thereafter, the name of the
food imitated.

4—A food in package form must
bear a label containing the name and
place of business of the manufacturer,
packer and distributor,

5—A food in package form must
bear a label containing an accurate
statement of the quantity of the con-
tents in terms of weight, measure or
numerical count, Reasonable varia-
tions shall be permitted and exemp-
tions as to small packages shall be es-
tablished by regulations.

6—If a food purports to be or is
represented as a food for which a defi-
nition and a standard of identity have
been prescribed by regulations, its la-
bel must bear the name of the food
specified in the definition and stand-
ard, and, insofar as may be required

by such regulations, the common
names of optional ingredients (other
than spices, flavoring and coloring)
present in such food,

7—If a food purports to be or is
represented as a food for which a
standard of quality has been prescribed
by regulations and its quality falls be-
low such standard, its label must bear,
in such manner and form as the reg-
ulations specify, a statement that it
falls below standard,

8—If a food purports to be or is
represented as a food for which a
standard or standards of fill of con-
tainer have been prescribed by regu-
lations and it falls below the standard
of fill of container applicable thereto,
its label must bear, in such manncr
and form as the regulations specify, a
satement that it salls below standard.

9—A food which does not purport
to be one for which a definition and
a standard of identity have been pre-
scribed by regulations must bear on
its label the common or usual name
of the food, if any there be, and, in
case it is fabricated from two or more
ingredients, the common or usual
name of each such ingredient. Exemp-
tions may be established by regula-
tions to the extent that naming of the
ingredients is impracticable,

10—If a food purports to be or is
represented for special dietary uscs,
its label must bear such information
concerning its vitamin, mineral and
other dictary properties as the Sccre-
tary determines to be, and by regula-
tions prescribes as, necessary in order
fully to inform purchasess as to its
value for such uses.

11—If a food bears or contains any
artificial flavoring, artificial coloring
or chemical preservative, it must bear
labeling stating that fact. To the ex-
tent that compliance with this require-
ment is impracticable, exemptions shall
be established by regulations. (rfi-
ficial Coloring of Macaroni Products,
which include Egg Noodles, is strictly
prohibited.)

12—Any word, statement or other
information required by the Act 1o
appear on the label or labeling must
be prominently placed thereon with
such conspicuousness (as compared
with other words, statements, designs
or devices in the labeling) and in
such terms as to render it likely to be
read and understood by the ordinary
individual under customary conditions
of purchases and use.

Enforcement

“Ignorance of the law or of its pro-
visions” will not excuse food proces-
sors, packers and distributors from
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the penalties that apply to all viuiy.
tors. In an excellent review of (e
new Act by Modern Packaging, it
is clearly stated that—"Packers .re
advised to consult with the local offics
of the Food and Drug Administration
or with their attorneys before enir-
ing into the production of any pack-
age, package part or label which miui
come under the regulation imposed Ly
the Act”

With respect to the enforcement
of the provisions of the Act, the ani.
cle further states:

“The Food ar. Drug Administra-
tion is armed with a number of pow-
ers to secure the enforcement of pro.
visions and prohibitions contained in
the Act. Violation of the prohibited
acts, such as the introduction into in-
terstate commerce of adulterated or
misbranded foods, drugs or cosmelics
is made a misdemeanor under the law,
The penalty for such violation is im-
prisonment for not more than one
year or a fine of not more than $1,000
or both, Sccond offenders are liable
to imprisonment for not more than
three years or a fine of not more than
$10,000, Where intent to defraud or
mialead is found, a penalty of theee
years imprisonment or $10,000 fine
or both may be imposed.”

These criminal  provisions, while
constituting a big stick behind the
door, are perhaps the least utilized of
the enforcement procedures provided
by the Act. The Administration is
empowered to proceed against mer-
chandise as well as against persons.
Articles that are adulterated or mis-
branded and introduced into inter-
state commerce are liable to seizure
by the Administration and if found by
the courts to be adulterated or mis-
branded, may be disposed of by de-
struction or sale.

Such drastic proceedings are not,
however, undertaken in most cases.
Far more important to the average
manufacturers than the criminal pro-
visions or the seizure and trial pro-
visions of the Act is the fact that
failure to conform to the packaging
and labeling provisions and con:e-
quent action by the Administratin
may involve the manufacturer in a
whole series of extremely expensive
package changes and may involve the
loss of dealer good will, adverse pui-
licity and a dislocation of production
and shipments.

Because of these cconomic conse-
quences—quite as much as because of
the punitive provisions of the law—
manufacturers in general make every
effort to insure, in advance, that they
achieve a satisfactory degree of com-
pliance with every provision of the
Act. To date, the Administration has
proceeded only in the more flagrant
cases of violation. This applies par-
ticularly to the newer provisions for
which the groundwork had not been
laid by .the carlier Food and Drug
Act.
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—A hit or miss prop-
osition—you spray and
pray lhat you've killed
them all and pay bocause
you haven't? Pay in the lorm of inlested producls,
lost repulation and governmen! condemnations.

MR. MACARONI MAKER -
Don't Take Chances!

don't use an ineflectual housshold fly spray and ex-
pect it to do the work of a high-powered. sure-fire
insecticlde.

MIDLAND'S

MILL-O-CIDE

LINE OF FOOD INSECTICIDES
(The Insecticide Your Miller Use:!)

.SAFE —Will not contaminate foodstuffs. It evaporater completely leaving no trace of
odor or taste.

.EFFECTIVE —Peet-Grady tested and rated to risure you of getting true killing-power.

.lNEXPEer‘LSL‘VE —When compared tu the degree of results you obtain from

«0.CIDE, the cost in miust cases is actually lower than ordinary control
measures,

At Your Convention —
MR. FRED "Bugs" SOMERS

widely.-known and recognized throughout your Industry as an_authority on insect control, will represent
HID{AND CHEMICAL LAHOR‘TDR]ES. INC., at_your Annual L&nvcmlun in Pinsburgh lhlln June.
Any conventlon hotel employee will direct you to Mr. Somers' suite, where you may be amsured of s warm
welcome and helpful advice on any insect problem you may have. [Incidentally, Mr. Somers will be prepared
10 show you the latest, most effective product yet devised for the extermination of rats and mice.

MIDLAND CHEMICAL LABORATORIES, INC.
DUBUQUE IOWA

FEA S L7

U.s A.
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Consolidated Macaroni Machine Corp.

—— 4 D thes S

This pholograph shows four presses with Automatic Spreaders recenlly i{nstalled at the plant of The
P t M i Comp Brooklyn, N, Y., replacing twice cs many of the old style, hand-spreading

type. Have been in service several months and are giving perfect satisfaction in every respech

We invite the trade in general to ses the first macareni factory in the world with spreading done automati-

cally by machine,

The Ultimate in Presses. High speed Production. Over
1,000 pounds net per hour; 40 bamels per day of 8
hours guaranteed.

[mprove the quality, texture and appearance ol your
product. Increase your production and reduce your
labor costs. Skilled labor unnecessary, as all opera-
tions are autlomatic.

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

hygienic: product practically untouched by human
hands.

Pressure being distributed equally on face of the
rectengular dies, strands of extruded paste ar of
aven length.

Trimmings reduced lo a minimum, less than 10 pounds
per 200-pound batch.

We can furnish you with new presses of this type ©
we can remodel your present hydraulic press an
equip it with this 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 Stroet
Write for Particulars and Prices

April. 1941
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Consolidated Macaroni Machine Corp.

Patentad, Autematic
Conlinusus Sherl Paste Dryer

CONSOLIDATED

Specialists for Thirty Years

[ ]
Mixers
Eneaders
Hydraulic 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.

156-166 Sixth Street

Patented, Autematia
Coatinvews Noodla Dryst

MOORTH K T,

BROOKLYN, N. Y., U. 5. A,

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-

ghetti, 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.

159-171 Seventh Street

Address all communications to 156 Sixth Street
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CONGRATULATIONS!
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: o ou: friends in the industry for the high standards
" they | ave maintained and to the Journal ‘
: on its 22nd Anniversary. e ’
\743 &wrgg jﬂw
.ﬂn /éﬁyme
James E. Hungerford
Written for “The Macarani Journal”
D
i Macaroni! Egg Noodles! Spaghetti!
For food that is thrifty, EGG NOODLES! Ye, Gods, It makes the mouth WATER.. v e 3% ptor
Delightful, delicious, Is there anything FINER So lusciousl.So mellowl ur‘-.&‘"{&tlm ‘b“;"::& pexot® _—
And good for all seasons, For gourmets and gourmonds.. It's known fo the trade e n by an 00

And highly NUTRITIOUS;
That's made of wheat-flour.

Or wheat-product, “FARINA",
Or granular ground-wheat..,

Good old "SEMOLINA",
There's naughl can surpass it,

For lunch, supper, dinnerl..

Fine cooks the world over
Pronounce it “"TOP-WINNER

Or ANY old diner?
No tastier food
Ever met human molars)..
They take a “dough-shest”
That's been run between rollers,
And cul it to ribbons,
Or in "shapes” design il...
And when it is CODKED
No sane man would decline il

As “THE POPULAR FELLOW'l
Sweet strands of wheat dough,
Size of lead in a pencil,
It's boiled on the stove
In a cooking utensil;
And when it is done,
And prepared o be eaten..
I's “FOOD FOR THE GODS",
Unexcelled..and UNBEATEN!

With meat, and with eqgs,

It's deliciously hlended,
With veq'tables, fruits,

It is perfeclly SPLENDIDI
It has “high food-value”,

By SCIENCE atlested
builds strong, sturdy bodies..

Is quickly digested!
Hy MILLIONS, i's ealen..

Dy poor folks, and “toney”;
The "WORLD'S IDEAL FODD"..

Naught can beat "MACARONI"I

EGG NODDLES! Ah, friends,

What could be more DELICIOUS?

More full of rich goodness;

More healthful, nutritions?
The freshest of eqgs,

And the finest wheat flour
Go inlo this produc!

Thal never turns “sour”,
0f Eqg Noodle soup

The whole wide-world eals oodles!

Lord bless the great GENIUS

Who gave the world "NOODLES"|

Like "manna from Heaven”,
Some gourmands declare itl
And hundreds of ways

The world's fine cooks prepare i

With veg'tables, cheeses,
And all kinds of sauces..
The servants of RINGS
Dish it out to their "busses”]
It builds strong, firm bodies...
And sick stomachs, “fretty”,
Are soothed by delicious,
Nutritious “SPAGHETTI"|

WITH SINCERE APPRECIATION

we give you our assurance that the standards set forth in
the above letter will be maintained at all costs, There is no
substitute for quality semolina and durum patent flours.

Sincerely yours,

General Manager
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Why Cavalier and Durakota Semolinas are Qutstandi

The grain for milling CAVALIER and DURAKOTA SEMOLINAS is selected
l from the choicest of pure Mindum variety, a hard amber durum wheat which is
® .rown on carefully prepared soil.

A Tynpical Nortn Dakota Durum Field. B0 of U. §. Production Is Grown Witkin a Radius of 100 Miles of the N. D M

quality of wheat required by the mills and give special attention to the proper

2 The growers in the Durum Territory of North Dakota are familiar with the
harvesting and handling of Durum crops.

RRER

74
»,

oul and Climate Combine to Produce the Finest Amber Durum to Be Found on This Continent

North Daketa’s §

8 The grain is shocked after cutting to permit proper curing before threshing, and
® binning at the elevators.

SN
A

Constant testing and
mspection are the
price of high quality
This i1s the testing
laboratory where out
products are subject
to constant check to
assure the nighest

quality.

The grain is stored and “specially binned" according to grade
and color characteristics to assure uniformity of wheat mixes.
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4.

A

In cur sma

testing mo il vaery
tot of wheat s
grven g thorougt
nulling test to
assure hghest
possibite n ng
Quality

Samples of each car of durum wheat are thoroughly analyzed in
5 our laboratory and milled in our test mill to determine if they are

of the high quality necessary for our standards.




The N. D. Mill and Elevator, where CAVALIER and DURAKOTA SEMOLINAS and our other quality durum
producis are made, is located in the very heart of the famous durum wheat area of North Dakoia, a region
that produces more than 809, of the Amber Durum grown in the United Siates — and is of quality seconc
to none on this continent. North Dakota’s alkaline soil, aided by her distinctive climate, have combined to
produce a durum possessing the finest milling qualities and one that produces a semolina with all of the
valuable characteristics constantly sought by the macaroni manufacturing industry.

Vo

Map issued by
U. 8. Dept. of 438
Agriculture Shows where Durum \%
Wheat Is Grown in the Unlted
States. More than B0% of the
Total U. 8. Crep Is Grown In
North Dakota,

DURUM SEMOLD

" DAKQOTA MAD
' DURUM_ FLOURf
.+ BRANDS

4.
DAKOTA MAID

EXTRA FAIICY)
DURUM PATE T §

WHY

NORTH DAKOTA DURUM
1S SUPERIOR

North Dakota's soil and climatic conditions are
80 ideal to the production of high quality Amber
Durum wheat that more than 80¢;, of the United
States total crop is grown in thiz state.

SEMOLIN,

1.

CAVALIER .
Extra Fancy

No. 1 Semolina

S5,

. North D A 'y i
akota Amber Durum has a Aard, bright, DAKOTA MA D

exceptionally vitreous kernel that is semi trans-

L]

~ lucent and has a rich amber color. It is exception- STANDAI D
ally suited for the manufacture of CAVALIER
DURAKOTA SFMOLINA. ¢ DURUM PATE T
Regular 3 G.

. Its high gluten and protein content produces a
semolina of high elasticity; it holds its form and
comes through the macaroni drying process with
a minimum of production loss.

DAKOTA MA1)
PEMBIN/:
DURUM FLOUR
7.
DAKOTA MAID

RED RIVER
DURUM CLEAR

No. 1 Semolina

3.
PERFECTO

Durum Special

A

Macaroni mude from North Dakota Amber Durum
Semolina is hard, brittle, translucent and elastic;
it breaks with a clean, glassy fracture. The
durum’s distinctive flavor carries through to the
cooked macaroni in undiminished form.

Semolina

April, 1941
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ditions and quickly frozen.

GOLD BOND
FRESH FROZEN EGG YOLKS

Dark colored yolks especially desirable
for macaroni-noodle manutacturers, pre-

pared under the most sanitary plant con-

Packed At Fort Scott, Kansas

EDWARD AARON, Inc.

KANSAS CITY, MO.

The Public’s Opposed
To Strikes

A few weeks ago most strikes were
to often only part of a mad race of
two big unions for more members and
the national emergency furnished op-
portunities to fight out old disputes
for supremacy, Government and
state  officials engaged in watchful
waiting,

But the strike epidemic soon inter-
fered with National Defense. It ap-
pirently paralyzed the National Labor
Relations Board, thwarted the good
intentions and efforts of Government
conciliators, and began to wear down
the patience of the DPresident, Con-
gress and the American public.

The sitdown strikes of a few yecars
ago  demonstrated that groups of
workers with real or imaginary griev-
ances didn’t run risks when they took
the law in their own hands. Un-
fortunately too many strike leaders
scem to think they can make the old
game work.  Strikes in Chicago, Mil-
waukee, Pennsylvania, California,
New Jersey, Michigan, Indiana, New
York,” Ohio and other parts of the
country have been watched with dis-
favor by the public. The War De-
pastment has pointed out that in three
vonths there had been idleness direct-
"y chargeable to strikes amounting to
more than 1,059,791 man-days and

that the total ratio of idleness attribu-
table to strikes was daily increasing.
A report from the Office of I'roduc-
tion Management to Congress shows
that in 73 defense strikes 42 strikes
involved directly, or in part, union
recognition.  Meantime, strikes have
increased.

The President recently appointed a
11-member National Defense Media-
tion Board. Defiance arose in the
strike regions when Secretary of the
Navy Knox and OPM Director Knud-
sen demanded immediate reopening of
a plant that had been shut down G4
davs. In the meantime a sort of
smear campaign started against the
Mediation Board, and noisy challeng-
ers claimed that “it won't work."" At
this point the Secretary of Labor
certified some of the disputes to the
Mediation Board, and proposals were
brought up in Congress to give the
Roard clear authority to end strikes.
President  Roosevelt indicated — that
workers should show cause before
going on strike. Letters began to
reach Senators and Congressmen, and
their contents backed up the Gallup
Poll, which showed that nearly three-
fourths of the public believed certain
labor leaders “were racketeering at the
expense of their members and the pub-
lic in general.”

The workers, themselves, have
usually assumed the pose that they

were merely “standing up for our
side,” like good Llks at a feast; with-
out intent to hamper their own Gov-
ernment,  The President upon return-
ing from Florida, backed up the
Mediation Board and demanded that
it be given a chance to demonstrate
whether it could bring order out of
chios,

To Old Mexico

Mrs. George Faber, whose husband
is the Chicago manager for King
Midas Flour Mills, left the last week
in March for a trip to Old Mexico,
She went by way of New York, thence
by boat to Vera Cruz. She was ac-
companied by Mr, and Mrs. William
I°, Ewe of Minneapolis. Mr. Ewe is
manager of the rye department of the
King Midas firm,

Mr. Faber later joined the party in
Mexico City, going by train. All will
return late in April after stop-overs
in several Texas cities and in New
Orleans,

Pittshurgh awaits the return of
Macaroni-Noodle Manufacturers June
23 and 24, 1941 10 the city where the
Nationsi  Macaroni  Manufacturers
Association was first organized, April
19, 1904,
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Building $42,500

Addition

Eis Largest Macareni Firm In Maryland
/ ; To Double Capacity

Work was started the second week
of April on a three-story addition to
the plant of the Cumberland Maca-
roni Manufacturing Company at 35
Thomas Street, Cumberland, Mary-
land, according to the Nevys—five
codwners of the state’s largest maca-
roni-neodle manufacturing company,

According to the permit issued by
the city engincers the addition will be
63 by 116 feet in size. It will be of
structural steel with concrete founda-
tion and the cost of the improvement
will be approximately $42,500.

The Cumberland Macaroni Manu-
facing Company has long established
itself as one of the most progressive
firms in the mid-East, For many years
it has enjoyed a membership in the
National Macaroni Manfacturers As-
sociation and representatives of the
firm have frequently taken a quict
part in the national conferences of

the organization and a very promin.

‘ot

part in district meetings, The p!oyg
is operated by five brothers, Do i
R., Henry, Ralph, Charles and L« is
Nevy, each with a specific execu ve
position in the production, selling ;
distributing departments,

The new addition to the plant is . x-
pected to be completed and iy

equipped for more efficient plant «
eration late this summer,

“Enriched” Flours

GIVING A POPULAR SELLER
THE RIGHT SALES PACKAGE °

FAVORITE FOODS like macaroni, spaghetti, vermicelli, and egg noodles deserve
the best In packaging. Shown above Is the famous Skinner line effectively
packaged to make the most of “family’ relationship in design.

Sutherland has a remarkable record for developing attention-getting, sales-
making packages for all types of food products... has a reputation, too, for
its ability to build cartons for high speed, economical operation on automatic
filling equipment. It will pay you to investigate Sutherland's packaging
sarvice TODAY.

HOW DOLS YOUR PRESENT PACKAGE RATET ¥
Send for Sutherfand's new Package Design Checking 4
Chart which enables you to make an accurate appralsal
of your present packsge. No cost or obligation.

Proposed Delinitions and Standards
of Identity

Proposed definitions and standards
of identity for Nour and 15 related
wheat products, including “enriched”
flours, were announced April 1 1y
the Acting FFederal Security Adminis-
trator Wayne Coy. “Enriched” flours
would be required to contain thiamine
(vitamin 13,), nicotinic acid, ribofla-
vin, and iron, Comments are invited

from those interested before final
standards are issued,
Contrary to the opinion  which

secems to have been implanted in the
minds of both manufacturers and the
public, the production of “enriched”
flours will not be compulsory under
the requirements of the Federal Food,
Drug, and Cosmetic Act. Millers are
at liberty to continue as heretofore
to market flours other than those
which are “enriched.”

In the administration of the Fud-
eral Food, Drug, and Cosmetic Act
the interest of the Federal Security
Agency in the composition of these
rroducts is limited to its obligation of
msuring, as soon as the final stand-
ards become effective, that cach of
the products conforms to the requite-
ments of the applicable standard. “Fn-
riched” flours will be required to vn-
tain the specific amounts of the vit-

amins and minerals provided for n
the standards.

The Food and Drug Administ a-
tion is the unit of the Federal “:-
curity Agency which is charged v th
enforcement  operations  under e
Act., That Administration has no -

P

thority to promate the manufacture
sale of any product subject to s
jurisdiction, and cannot participate
any such promotional operation.

i‘letlicinnl claims of the widest scope
have appeared upon labels of hoh
flours and breads which contain ad'l
vitamins and minerals, It is the olli-
ration of the Food and Drug Admin-
istration to inaugurate npvrnprinlc ace
tion against products subject to the
Act which bear false or misleading
labeling. Compliance with standards
for “enriched” flour will not legalize
claims which are misleading in any
particular,

Following the crowd implies being
in the rear.

sound econom

N BAKING QUALITIE

alter aeration.
of users.

Is shipped as a liquid, not under

pressure, In  cylinders 25-180 |
Ibs. and 1.db. bottles, each in
salety can, 6 and 12 to wooden
case. Stocked in cities con-
veniently near you, and quickly

available.

| INNIS, SPEIDEN

3 NO EFFECT oPlond by sixleen year

cHICAGO {8 CLEVEEANS

WHEN YOU BUY FUMIGANT you are paying for resulis. The kind of resulls you get determines the
y of your purchase. The cost of these resulls must include labor, lost production time, loss of

stock, risk of accident to your men . . . as well as the cost ol the fumigant.

CONsmER s UALLY A WEEKEND OB —Saturday al.;nmonn
T LIFE. A U8 . Saves production shutdowns.
1, Larvaglds mdnlu' STAlﬁggovgl:iuﬁiiEl pene- lo Monday morning. Save )
. ially har jthout carca
e o those usuolly horddo-each 8998 poppnts DIE N THE OPEN, w
MENT. Hasd SRR isance.
2. NO Eﬂmswﬂﬁufrogzu._ﬂ;_dipp" and buckel nuis W
upmv:_;u:i .:;pllcullun- g. POSITIVE TEAR GAS WARNING gives Y
-y ] i ’ oxtra protoction.

s experience

Used in any good hand or electric sprayer. 5,
and $5-gallon drums,
Gallon Easy Pour Drum pictured here.

&

>
Industfial-Chemicals since 1816
o DOSTON ® PHILADELPMIA -® OMAHA °

SE LARVACIDE ADV

ANTAGES

LARVACIDE HAS PIONEERED BETTER
FUMIGATION FOR SIXTEEN YEARS

. . in fo lants, mills, elevators and every type of Industrial
plant where :gnl: ml;’ be a problem. Chlorplerin (Larvacide) was
first made commercially by this Company. Larvacide pioneered Mill
Machinery treatment, as well as every advance in Chlorpicrin applica-
tlon, Still ploneering, Larvacide Research keeps you up-to-date on
pest control. Larvacide's Service Includes literature on practically
every type of pest and lts control . . . also special help with your
1ough pest control problems. Write for lurther informavion,

You'll also need a
GO0l SPRAY

Safeguard your drying, finished product,
warchouse, laundry and other rooms
with 1S5CO SPRAY—Kills on contact,
No residual odor,

10, 15, 30

Stocked in major cities, Order Five

(17119, LIBERTY STREET, NEW YORK
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A Review of Packaging Ievelopments

in the Macaroni Industry
By L. R. Muskat*

Packaging of macaroni products has

roved over a period of years to be as
important an operation as other phases
of production. In fact, at times, pack-
aging has become a major headache
to Macaroni Manufacturers because
often the difference between profit and
loss, or at least the difference between
skimpy returns and a healthy income
depends on the difference of a few
cents in the cost of some one phase
of macaroni production, At one time,
packaging, while too expensive, was
not considered as a point where costs
could be cut. Today, because of the
development of packaging machinery
especially designed for the Macaroni
Industry, this is no longer true. Many
manufacturers are finding it possible
to take bigger profits out of their busi-
ness through a reduction in packaging
costs, Through the introduction of au-
tomatic and semi-automatic packaging
machinery, savings of as high as 50
per cent ‘in labor, reduction of floor
space by as much as 50 per cent, re-
ductionin waste, doubling and tripling
of production have been authentically
reported.

Ta discuss packaging of macaroni
products, it is desirable to break the
subject down according to three dis-
tinct classifications:

1. Packaging Noodles -

The first phase of packaging in the
macaroni industry is that of packaging
noadles. It is readily admitted that this
has entailed the highest labor cost per
unit and has been the most difficult
packaging problem in the industry. In
the face of the expanding volume of
sales of packaged noodles, this problem
has become more serious every year.

Various methods and systems have
been used but regardless of the care
taken in working out a system, hand
packaging of noodles requires an ex-
cessive amount of floor space and is
very wasteful, In addition, it requires
a large number of trained hand pack-
ers who must be gainfully employed
in other departments during a lull in
noodle production. These operators
must be kept on because training new
operators is a slow, expensive job.
There has been a machine for weigh-
ing and filling cut noodles in cello-
phane bags used with some success on
the West Coast. Here, bags, large
enough to hold the contents when
packaging, are used. These packages

*The author Is DPresident of the Triangle
Machirery Co., Chicago.

are slack-filled because noodles become
broken down somewhat when handled,
Such packaging does not meet the de-
mands of packers in the Central and
Eastern States,

Now, however, a machine has been
developed for weighing and filling cut
noodles into cellophane bags which
meets the demands of the noodle pack-
ers in the Central and Eastern States
who want a well filled package. This
machine will weigh, fill, and plunge
noodles into cellophane bags or cartons
automatically, The operator merely
slips the bag over the funnel and the
rest of the operation is accomplished
by the machine. Any degree of tight-
ness of packaging can be secured with-
out breaking the bag, It has been
proved that with this machine floor
space is reduced at least 50 per cent
and the labor cost is cut in half. More-
over, the packages are more attractive
for they are pre-shaped with square
corners, The success of this new ma-
chine will solve a packaging problem
of major importance for the industry,

1, Packaging Short Goods

Due to the varied tastes of the cus-
tomers, macaroni manufacturers find
it necessary to produce all kinds of
short cut goods, None of these items
by themselves constitutes a large val-
ume, but the total group is of sufficient
volume to require machine packaging.

The problem has been to locate
cquipment that will handle a complete
variety of cut goods from alphabets
to rigatoni, Such machines must of
necessity  lend  themselves to  quick
change, be easy to clean, and inexpen-
sive, Today, there are available sev-
eral models of automatic net weighers
to handle efficiently a complete range
of cut goods. These machines, which
are flexible, accurate and efficient, will
deliver almost perfect satisfaction, re-
pardless of the size of the macaroni,
and are so simple that they can be ad-
justed from one amount to another in
a few moments, These weighing ma-
chines will fill bags or cartons. Most
manufacturers put up both styles of
packages, ranging from a few ounces
to 5 pounds, and the machine will
handle this range.

Where cartons are used, certain
sealers must be flexible to take care of
different sizes. For example, one
pound of rigatoni requires a much
larger carton than one pound of
clbow macaroni. Furthermore, runs
are usually short and the carton sealer
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must lend itself to quick adjustmen:.
It has been found that semi-automa -
sealers work out most satisfactoril,
for this purpose. There is available |
wide range of different sizes of ma
chines, many of which can be operatc
in conjunction with automatic seale:

Where cellophane bags are used, b
closing presents  another problem
Some cellophane bags are closed Iy
heat. Sealing by this method requires
the use of moisture-proof cellophane.
Where moisture-proof cellophane is
not used, the bags must be pglued or
closed with cellulose tape. This latter
method for closing bags has become
quite popular and is fairly rapid and
inexpensive. It is desirable to make
proper arrangement of the weighing
machine with conveyors to convey the
filled bags to the operators in order
to keep labor costs down.

Some manufaclurers use printed
saddles or labels and close their bags
with staples, This method is also fairly
efﬁcicnl._ Some attention, however, is
being given to what would be the
most desirable type of machine—one
which would autamatically close cello-
phane bags of various sizes, The au-
thor does not know of any such ma-
ch_inc at the present time, within the
price range which would be necessary
for macaroni packaging.

Il. Packaging Long Cut Goods

Packaging of long cut goods, which
are usually wrapped in paper and filled
into cartons, has always been more or
less a hand packaging job. Some
manffacturers cut their long goods to
size; that is they saw the ends off to
make the products of even lengths. A
few package untrimmed macaroni and
spaghetti in sealed cartons,

Weighing of the long cut goods is a
hand job as no satisfactory machine
has been developed to handle this job
as economically as hand packaging
Operators have become quite proficien
in the hand weighing of this merchan
dise through years of experience, They
can get exact weight quickly by “feel”
when they pick up a quantity.

Inserting the pre-weighed long cut
goods into cartons is done in man
plants by machines. The cartons can
then be automatically sealed. Such
cquipment is expensive but is highly
efficient. Nevertheless, the packaging
of long cut goods costs considerably
more per 100 pounds than short cut
goods,

It is hoped that the next develop-
ment will be a machine for mechaniza-
tion of packaging long cut goods.
When, and if, this is accomplished,
every phase of packaging in the maca-
roni industry will have been developed
to a point of efficiency comparable to
that being attained in other depart-
ments of production,
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Are You Having

PACKAGING
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or PRODUCTION

PROBLEMS?

SHELLMAR has an answer!

Packages designed and produced by SHELLMAR for Noodles,
Stick Goods and Cut Goods bring increased sales, and solve
problems of efficient, economical production.

SHELLMAR can show you how to make your line look better...
save money on your packaging operations . . . handle private
brands . . . in short, how to make your packages WORK for you.
We're ready when you are—simply wire, write or phone the office
nearest you, or consult the SHELLMAR man who calls on you.

SHELLIMAR PACKAGE DESIGNERS AND ENGINEERS
WILL GLADLY GO TO WORK ON YOUR PROBLEMS

SHELLMAR packages of many
types. for all varieties ol noodles
and Macaronl. will be displayed
at the Natlonal Convention in
Pittsburgh, June 23 and 24,

Plan now lo allend your
convention, and lo see for
yoursell how proper pack-
aging can help you SELL
and SAVE.

COMPLETE

37
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TO INDUSTRY

Specializing in Packages Made of

EHOPJIEIDG

TRADE | MARK
The DuPont Cellulose Film

SHELLMAR

PRODUCTS COMPANY

Mlants At

MOUNT VERNON, OHIO

Divisional Sales Offices:

3115 Empire Stale Building 24 8
NEW YORK, N, Y,

510 So. Broadway
PASADENA, CALIF.

PASADENA. CALIF.

o. Michigan Avenue
CHICAGO, ILL.
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You (Lannot Buy
FINER CHEESE

For

Than Our

Macaroni — Spaghetti — Egg Noodle Dishes

AMERICAN-MADE, ITALIAN-STYLE

Romano, Parmetlo
Bru — Incanesirato — Moliterno

GRATED or WHOLE

55 East Hubbard Street

Write for Prices

Made in Our Modern Factory in Michigan

EHRAT CHEESE COMPANY

INCORPORATED
Chicago, Nlinois

CHICAGO CARTON
COMPANY

4200 S. CRAWFORD AVE., CHICAGO, ILL.
ALL PHONES VIRGINIA 2500

L, FASTER SALES
and MORE PROFITS

BiGGER PROFITS are vours
when you inzvest your packag-
ing dollars in Chicago Cartons— |
II'¢ are creators, designers and
manufacturers of cartons and
displays that have a definite mer-
chandising punch . .
or your packaging problems . . .
there is no obligation.

Call us in

Death of Cav. John
Ravarino

On Easter Sunday afternoon, April
13, 1941, death came quite suddenly
o Mr. John Ravaring, well-known
and generally beloved macaroni man-

ufacturer of St. Louis, Mo, e had
been ailing for some time but was
able to give supervisory attention to
his duties as a member of the firm,
Ravarino & Ireschi, Inc., of which he
wias a founder.

The deceased spent practically all
of his adult life m St Louis, poing

his boyhood home in Northern Ttalv,
which place he visited  periodically
after attaining success in the macaroni
manufacturing and the imported goods
business,

Nearly 1wo score years ago he amd
his lifelong friend, Joseph Freschi or-
vanized the firm of  Ravarino  and
Freschi, Inc, and later the Mound
City Macaroni Company of St. Louis,
Muo., of which he was long an exee-
utive.

Mr. Ravarino was quite prominent
in the councils of the National Mac-
aroni Manufacturers Association and
served that organization as a Direc-
tor, piving way several years ago to
his som, Alfred, his understudy in the
business amd at present a director of
the Macaroni Association.

His outstanding success as a busi-
ness man and his fine work among
the ltalians of the Mississippi Valley
won for him the enviable recognition
of the King of Ialy who conferred on
Mr. Ravarino the Cross of the Cav-
alier of Naly—an honor of which he
wis most proud and which his many
friends agree he well deserved.

Desides his son and  successor in
business, Alfred, he is survived by his
widow and a daughter and sons Mario
and John, Jr.

The funeral took place at 9:00
there at the turn of the century from  o'clock  Wednesday  morning,  April

16, 1941, Burial was made a M
Calvary cemetery, St. Louis,

Representing the macironi associa
tion at the funeral was M. J. Donna,
Seeretary and long-time friend of the
deceased,  The semolina trde wo-
represented by John C. Diefenbach
president of Amber Milling Co., Mo
neapolis.

An Ancient Prayer

Give us, Lord, a bit o' sun,

A bit o' work and a bit o' fun;

Give us all in (h' struggle and splutt

Our Daily bread and a bit o' butte

Give us health, our keep to make

An®a bit to spare for poor folks” sak

Give us sense, for we're some of
duffers,

An' a heart 1o feel for all that sufier

Give us, too, a bit of a song,

An' a tale, and a book 1o help us alon.

An' give us our share o' sorrow’s Iv
son,

That we may prove how grief's
Llessin',

Give us, Lord, a chance to be

Our goodly best, brave, wise and fre

Our ;.,nmil\ best of ourself, amd other-

Till all men learn to live as brothers

—This_anciemt prayer was found on

the wall of an old inn in Lancashire.
Eng.—The Idaho Clubzcoman
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One Machlne to Package
ALL Shor'r Cut Products'

RIANGLE'S Model G-2 Elec-Tri-Pak Weigher shown

here is the answer to the diflicult problem of packag-
ing the wide variety of short cut macaroni preducts.
Here is a single machine which will package everything
from rigatoni down to alphabets—accurately, rapidly
and economically. The Elec-Tri-Pak is self-cleaning and
so simple in operation that it takes but a moment to
change from one product or one amount to ancther. It
will actually weigh within one piece on the larger goods!

SEE IT WORKI—AMAZING NEW 3 DIMENSIONAL
FILM and special viewer will be sent lo you on request
for 10 days’ use—no obligation—no expense—return
postage furnished. Send for it todayl

fusvsieston g
TRIANGLE PACKAGE MACHINERY CO.

915 N SPAULDING AVENUEL. CHICAGO
San Francisco—111_ Main St

San Antonio—135 Parland Vlace

New York—30 Church St Birmingham—901 S. J8th St.
Denver—1525 Wynkoop 8 Clevel 1—“2! Fuclid Avenue
Loy Angeles—I301 W. J=“" on Bivd. Forelgn Office—dd Whitchali St., N. Y.

We and Our Customers Are Proud of Our Products

San Remo Durum

Colburn No. 1
Patent Flour

' Semolina

Eastern Special

San Remo No. 1
Macaroni Flour

Semolina

EASTERN SEMOLINA MILLS, INC.

Mills at
Baldwinsville, New York and Churchville, New York
Executive Office: 80 Broad Street, New York, New York




Arthur W. Quiggle,
.a Miller

The H. H. King Flour Mills Com-
pany recently announced the addition
to its staff of officials of a man well
known in the macaroni trade. He is
Arthur W. Quiggle of Minneapolis,
who will serve the milling firm as vice-
president.

Mr. Quiggle was connected with the
Creamette Company of Minneapolis,
Minn., as an office executive and fre-
quently represented that firm at con-
ventions of the National Macaroni
Manufacturers’ Association. On his
retirement over a year ago, he did

30 Years Experience
Packing

FROZEN EGGS

) K

BRAND

U quality merchandise is de-
gired by the manulacturer, he
can best be served by our firm
withou! increase in cost.

SPECIALIZING IN

DARK YOLKS|

FOR THE NOODLEMAN

S. K. PRODUCE
COMPANY

ALL PHONES—¥RANELIN 8234
565 FULTON ST.  CHICAGO

THE

some specialty accounting work in
connection with processing taxes.

He was born on a farm in North-
ern Minnesota and after taking a busi-
ness course in Minneapolis he entered

the wholesale and retail business in
the city. In 1908 he joined the
Mother's Macaroni Company as book-

keeper and stenographer and later the -

successor firm, The Creamette Com-
pany, remaining with that firm until
1939,

He knows macaroni manufacturing
and selling. He is well acquainted
with the leading manufacturers in the
trade, all of which should fit him for
his new duties. His office is at 1010

MACARONI JOURNAL
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Chamber of Commerce Building, M. ..
neapolis, Minn. His position is 114t
of vice-president of the H. H, Ky
IFlour Mills Company.

Louisiana Halts Sales

The State Health Department of e
State of Louisiana filed suit last mor.ih
against a Chicago macaroni manui -
turing firm for failure to comply v.ih
the registration and inspection laws of
the state. Suit for injunction wus
filed on March 11 to restrain the him
from distributing its products in Liu-
isiana until it has complied with state
regulations requiring submission for
analysis and certification of all manu-
factured products to be sold in the
state,

It is expected that this will become
a test case to determine the validity
of the statute which apparently bars
the free exchange of products be-
tween states.

Crotona Company
Dissolved

Official announcement  has  been
by Michael P. Walsh, Secretary of
State, New York, of the dissolution of
Crotona Spaghetti, Inc., saying: "It
appears from the certificate of dissolu-
tion that such corporation has com-
plied with section one hundred and
five of the Stock Corporation Law,
and that it is dissolved."”

the Industry.

wellare of the Indusiry.

Dates To R;amembefc ]

JUNE is the month ol roses—but the business calendar of the
Macareni-Hoodle Manulacturers and their Allieds says thal in
addition, JUNE is also the month of the Annual Convention of

The DATES of the Convention are JUNE 23 and 24,
The PLACE—William Penn Holel, Pitisburgh, Pa.

The PURPOSE—The nnual Meeling of the National Macaroni
Manulacturers Associution and a general Conlerence open to
all interested in and concerned aboul the present and future

JUNE

8 9 10
15 16 17
22 23 24
29 30

Sun Mon Tues Wed Thur Fri Sat

2 3 4 5 6 7
11 12 13 14
18 19 20 21
25 26 27 28

genial surroundings.

{erence.

On Sunday, June 22, 1941, the Directors of the National Asso-
ciation will hold their final meeting.

On Tuesday evening, June 24, the Conlerees will be dined and
enterlained by the Association at its annual dinner-dance, fea-
turing the linest floor show available.

Note the Dates and plan to be at liberty on those days to con-
fer with fellow manufacturers and allied tradesmen amidst con-

The ladies will be especially entertained during the con-
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SYLVANJIA INDUSTIRIAL
Exgeutive and Sales Offices; 122 F 42 Sereet, New York

Hraniher or Ref¥erentatinrs:

Othoes & Warel

X \l:ulnu 15 0 REGIST

CO T N T Y T g ST MR

Printed baogs and wraps of SYL-
VANIA cellophane have solved
the most Iniricate packaging prob-
lems. They have made possible
the packaging of macaronl, spa-
ghetti, noodles, etc., without hid-
ing the product from the public
gaze. SYLVANIA cellophane has
contributed visual appeal and
protection to American merchan-
dising, offering to all industries
an opportunily fo build sales.

Copt. 1941 Sylvania Ind. Carp,

CORPORATION

Works: Frederickshurg, Va,

cipal Cieiey
q )4

© Wigtona Paper & Twine Co L,
Turinto, Muntreal, Halilax

||iD‘III-E'I vin lcl_(uiumn PRODULTS MARUFACTURED B SYLVANIA INDUSTRIAL CORPORATION
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Defense on the Home Front

It is becoming increasingly evident
that the minds of “Production” within
the industry are again being called
upon to redouble their efforts regard-

which employees will work as pleas-
ant and convenient as possible.

As the Defense Program progresses,
and help becomes more scarce, it
would be wise to review the problem
of handling flour and the many effi-
cient flour handling and storage units
that are available today in order to
maintain production schedules.

Manufacturers of these flour out-
fits are today designing storage bins,
elevators, ete,, of such flexible design
that it is possible to utilize practically
any viacant space, no matter where it
is located within the building, since
the clevator and conveying crews can
be designed for practically any job,
with a resultant operation of the equip-
ment by push button control.

Accurate weighing hoppers are also
available on tracks to feed one or more
mixers, and these units used with the
flour handling equipment result in uni-
form batches, with a resultant high
quality, climinating any unnccessary
motion by the man at the mixer,
since flour units will make it un-
necessary for him to handle any of
the flour sacks.

Practically every manufacturer of

ing further cconomies to combat the
increasing cost of doing business, as
well as possible dislocation that might
result as the Defense Program gets
under way,

Today's executive is keeping in
mind that, together with efficiency and
control of overhead, a parallel problem
is that of keeping conditions under

*The author is the Sccretary of the Champion
Machinery Co., Joliet, Illinois.
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mixers and flour handling units mai- -

tains an efficient engineering servic
and is in position to make suggestio

as to the most efficient manner (h ¢
this type of cquipment will produ
the largest dividends, With a bl -

yrint in one hand, and balance she

in the other, the returns on your i--

vestment can be readily computed.

There is another item that eliminat ;

the old style bucket, and that is t' :
latest automatic water metering « -
vices, which provide accurate suppli
of water under the most sanitary co -

ditions,

It would appear that now is the tin.¢
to consider these improvements, before

all manufacturers become so much in

volved with defense orders that they
will be delayed insofar as deliverics

are concerned,

Superior Starts
Ad Drive

The Superior Macaroni Company
of Los Angeles, California, started a
promotion drive in March, through

ncwspapers.

radio and demonstrators,

for its Superio “Hurry-Up" meals,

Each meal i1s complete in one package

and the line includes Italian dinner,

Superio  Chili-Mae, Macaroni _am
Cheese, Drunch, Soup Mix, and Noo
dle Soup.

[; Ou.r g'eetingd arm/
I geﬂt Wﬂ/m
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On the Occasion of Its
¢end Birthday

<~

THE EMULSOL CORPORATION

59 E. Madison St Ceontral 4285
CHICAGO, ILLINOIS

Manufacturers of high quality
frozen and dried egg products

PRESERVE |

Macaroni-Noodle Products’

FRESHNESS

Pack In Appealing, Inexpensive,
More Attractive

Sylvania Cellophane

Bags

PLAIN OR PRINTED

>

Let Us Help You Solve Your "Visible"
Package Problems

Paramount
Paper Products Co., Inc.

17th and Glenwood Ave.

Philadelphia. Pa.

|
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UNDREDS of macaroni manufacturers You

call Commander Superior Semolina COMMAND

their “quality insurance.”
the Best

When You
DEMAND

These manufacturers know, after years

MRS AP e B RS e S e

of experience, that Commander Superior

D Ly, i T S

Semolina can be depended upon for color

and protein strength day after day, month

after month, year after year.

They know Commander Superior Sem-

o % |

olina is dependable.

SUPERIOR

PURL DURUM WHIAT

SEMOLINA

_.

That's why over 75 % of our orders are

repeat orders from regular customers.

COMMANDER MILLING CO.

Minneapolis, Minnesota

W)
BAROZZI DRYING MACHINE CO., INC.

280-294 Gates Avenue Jersey City, New Jersey

Renowned Manufacturers of Macaroni and Noodle Dryers

The BAROZZI AUTOMATIC SHORT CUT PRELIMINARY DRYERS take care of the Macaroni from the L
PRESS {o the FINISHING DRYERS: Preserving the proper Shape and Color; equipped with a special |
attachment for exhaust of moisture out of building. ‘

The Only Firm Specializing in Alimentary Paste Dryers

THE ONLY SYSTEM KNOWN TO BE SPACE ... TIME ... LABOR SAVING ...
AND GUARANTEED UNDER EVERY CLIMATIC CONDITION
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Cood Whies

By Robert B. Brown

Libertyville, Ill., March 25, 1941
To My Friends in the Industry:

A lot of waler has gone over the dam since ihe spring of 1916,
when | persuaded Colburn Foulds and Templeton Briggs to take
a third pariner into their litlle macaroni business in Cincinnati. We
were then as now hovering close fo the brink of world war. The
war came, with all of its complicalions in the food business—and
wenl, leaving in its wake the dapression of the early twenties.
There followed the upswing o' the middle and lale twenties, the
crash, and another depressior.. ou' of which we were only just
emerging when the threat of our participalion in ancther world
war comes with its artificial stimulus to business, its dilliculties and
its almost inevitable prospect of dire consequences to lollow.

You, who are my conlemporaries, will agree with me that there
has been very little “business as usual” during our business life-
time. It has been a trying time in all business, and particularly so
in ours. Bul you will also agree, I believe, that it has been exciting
and challenging, and somelimes fun. We have wresiled together
with standards and prices, artificial color and coéperative advertis-
ing, NRA and Federal Trade Commission rules, associations and
coni-anﬁons. Changes have been rapid and progress exasperating-
ly slow.

As | think back over these twenty-live years, there come to mind
faces and personalities | have known and admired, no longer with
us. On the whole, though, there have been surprisingly few
changes among us. The crowd that gathers at our conventions fo-
day is for the most part what it has been for a good many years.
And that [act alone testifies that the macaroni business is not quite
as bad as we have sometimes thought it is.

As | approach the end of my long term in this field, I can think
ol many lﬁlngs I would do dillerently if I were to do them again,
and chiel among them is this: | would support the National Asso-
ciation more wholeheartedly, more diligently and more constantly
than I have. The Association (and its secretary, M. ]. Donna, whose
term has run almost exactly concurrently with mine) is the one
fixed unvarying point in our industry. We have loo often viewed
what eflort we have made in its behall as an unselfish contribution
to a “good cause,” whereas Association work should be viewed as
“intelligent selfishness.” Nolhing will ever improve conditions in
the indusiry and make prolils more salislactory and more secure
but active, “intelligently selfish” codperation between manufac-
turers. And obviously the National Association should be the
agency through which this coéperation is conducted. We have not
been very successlul in developing among the rank and lile of our
manulfacturers the attitude of mind necessary to such codperation.
And my great hope as I leave this job is that that development may
come in the near {ulure,

On May first 1 enter an entirely new field—that of education.
Kenyon College, my Alma Mate. and that of my two sons, has ap-
pointed me 1o a newly created position—Secretary of the College—
which is an adminisirative job having to do with alumni organiza-
tion, public relations, fund raising, etc. Henceforth the Brown
family will make its home in the little college town of Gambier,
Ohio, where we will be delighted to welcome any of you who may
travel that way. And being still a salesman, | cannot refrain from
saying that your sons will be doubly welcome and will lind there
an educalional inslitution unique in the country, with 115 years of
distinguished history and tradition behind it, a delightful college
environment and a vigorous and up-te-date faculty.

And so, my [riends, larewell and the best of luckl
Sincerely yours,
R. B. BROWN

EEAE Y 1y b e B g o s

April, 19.
Robert B. Brown —Educatc

After 25 years of close associati 4
with the leaders in the Macaro; -
Noodle  manufacturing  indust,
many-times Association Director ;. |
former Chairman of the Industy
Board of Advertising Trustees, ) -,
Robert Bowen Brown has decided
enter a new field.

In his leaving, the industry loses a
leading thinker, the National Macaroni
Manufacturers’ Association, a staunch
promoter.

It is but natural that when the time
came to sever his connections with the
Macaroni Industry, he should enter
the educational field, His outstanding
conviction throughout the past quarter
century has been that the Macaroni
Industry’s greatest need was that of
educating the American consumers to
appreciate the real merits of macarori
products and to teach them how 1
prepare it to suit American appetit s
in order to have this fine wheat focl
appear more often in American ment .

This little poem is symbolic of h s
general thinking, and of the final pl
for association support wnlninu:l 1
his parting letter:

A good thing to remember
And a better thing 1o do

Is to work with the construction ga*
And not with the wrecking crew.

His many friends wish him cve:
success in his new work, and hoj
that occasionally he will drop in «
them during future conferences of t :
association he has long and consis -
ently promoted.—Tue Eprror.

Interested manufacturers will neel
no official invitation to the Macaroni-
Noodle Industry Conference at Pitts-
burgh, Pa.,, June 23 and 24, 1941
They will be a potent part ~¢ the con-
ference,
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MALDARI'S INSUPERABLE MACARONI BRONZE DIES

with removable pins

Quodity.

Trade Mark Reg.
U, 5. Patent Office

F. MALDARI & BROS.. INC.

178-180 Grand Street New York City

“America’s Largest Macaroni Die Makers Since 1903—1With Management Continnwously Retained in Same Family”

You want your products . . .

NOTICED!

'BOUGHT!
'REMEMBERED!

What better way to achieve this than through printed “Cello-
phane”?

Call in our specialists to help you create new and more attrac-
tive and more salable packaging ideas.

Write for Samples

THE DOBECKMUN COMPANY

Cellulose Film Packaging Headquarters
3301 Monroe Ave. Cleveland, Ohio
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5. Good Flaver and Calor

THE FOUNDATION OF YOUR NOODLE BUSINESS
Depends on the Right Source of Egg Yolks

"DO NOT GAMBLE WITH IT"

USE “FRIGID YOLKS"” FOR MAXIMUM RESULTS

“Frigid Noodle Yolks” are selecled especially from eggs gathered in the
heart of the Corn Beltol the country where the hens can't help but peck at
the proper feed that give the Yolks a deep rich color.

Other essentials of good Noodle Yolks are:

8. Proper Refrigeration |

1, Purlty

2. Quality 7. Low Bacterial Count
3. Unllormity 8. High in Nutritive Value
4. Cleanliness 9. High in Solid Conlent

You will find these cssentials in “Frigid Yolke" packed exclusively by

FRIGID FOOD PRODUCTS

INCORPO

DETROIT, MICHIGAN

10. FROZEN STRICTLY FRESH

International Trade in
Macaroni Products
Dwindling
Shipments of Macaroni Producta In

and Out of Country Show
Alarming Decrease

Government reports on  shipments
of Macaroni products to and from
all the leading seaports show a sharp
decline in the shipment of this food-
stuff to foreign countries. Doth ex-
ports and imports are affected though
the former shows the greatest de-
cline.

Imports

With Germany and laly at war
and France occupied by its enemies,
these three heaviest pmtiuccrs of mac-
aroni, spaghetti and egg noodles in
Europe are unable to export any of
this food. In fact, there are food
shortages that would ordinarily neces-
sitate the reversal of the movement
of this and other products,

During the month of December,
1940, there were shipped into this
country from unknown foreign ports
a total of only 77,547 pounds of mac-
aroni products with a declared value
of $6,118. And for the entire year
of 1940, this country imported 874 813
pounds valued at $76,320. TFor the
year 1939 the imports totaled 1,076,
689 with a valuc of $103,061.

AT TR AT T AT

Exporis

Though it might naturally be ex-
pected that the exportation of Ameri-
can-made macaroni products would be
increased because of the disappearance
of European-made products in all
foreign markets and the acceptance
of American-made products by for-
cign buyers, such a trend has not de-
veloped.,

The truth is that the export of this
food has fallen considerably below
the trade in 1939. During the month
of December, 1940, this country ex-
ported 318,981 pounds of this food-
stuff valued at $21,397. For the 12-
month period ending December, 1940,
the total exports were 3,589,978 val-
ued at $255,649. This compares with
4,423,276 pounds exported in 1939 at
a value of $306,605.

December Exports—1940

For reasons that remain un-
explained, the total of the Decem-
ber, 1940, exports of this food as
reported by countries of destination
by one of the Government Bureaus
was considerably in excess of the
quantity and value reported by an-
other division in the same depart-
ment. According to the former, Amer-
ican-made macaroni products were
shipped to 32 possessions and foreign

countries in dwindling quantities as
shown in the following table:

CabadR wwiisievaneybaas s isiies 3013
British Honduras .vvovvnnninninnns 4l
Costa Rica tvevevrvenrsssiennnnes 017
Guatemala ...vvviiis ciivanannnan (11]
Handuras i sueniaurimesse i 431
NICATARUR . ssrvaninsmasassivsss 2007
Panama, Republic of.............. 0,81
Panama, Canal Zone.. vevessess 330:0
L e e 4407
Newfoundland and Labrador...... bl
BErta  oovhinsaimrannsanss sriies 21
Other British West Indies........ 1.}
T R S S T o 158 4
Dominican Republic 41
Netherlands West 1 30 )
Haiti ... 27
Bolivia . L
Colombia 14
Ecuador FARL
Surinam ., 1
Venezuela 17
British India . :
CHINGY sicsinsssansaisiavisssnsaing )
Hong Kong sovveiieriinninnanenns !
Philippine Islands ......oovveienn P2 X
Belgian Congo vvvvvvevrrnveenninns 17 &
Liberia ....... T S T s 23
Total Quantity to Foreign
Countrics T y 1734

Total Value
Shipments to:
MWl S r St s i i vainvae
P'uerto Rico .....

Virgin Islands

Total s
o A M |
Total Value vuvvvviinrnisasnnss L $14,700
The grand total of all shipments to
foreign countries and Insular pos-
sessions for December, 1940, amounts
to 385,220 valued at $26,860.
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Cdants in
Those Days

Alwavs we are thinking giants lived
in another day.

We may accept the figures given by
Tather Jerome de Rhetel, who told of
finding in the Orient the skeleton of
a man 96 feet tall, whose skull would
hold three bushels of corn, whose mo-
lars weighed 15 pounds cach, We may
not question Cotton Mather's descrip-
tion of a giant whose hones were
found near Albany, N. Y., the thigh
bone being 17 feet long, the man's
total height, 60 feet.

We may believe that Lucius Flac-
cus “saw with his own eyes"” the body
of a giant 42 fect in length, who had
been drowned in a ficod, or that Pliny
saw a grave opened by an earthquake
in Crete, in which was found the skel-
cton of a man 71 feet tall,

Men always could  believe there
were giants in the past.  In the book
of Genesis (6:4) they put the giants
back into the past, "'I'iu:rc were giants
in the earth in those days.”

But it is likely that a thousand years
from today there will arise tall tales
of the finding of giants in the twen-
tieth century.  They may then wonder
at the stature of the Cardiff Giant and
Paul Bunyan.

Let us put aside the idea that the
day of physical or intellectual giants is
st er that today breeds no men fit to
|-c compared with the giants of ancient
Greece, the Orient, or Albany, N, Y.

There was never a time when so
riuch opportunity offered for becom-
iag a giant in business, in art, in liter-
iture, in statecraft,

Men are coming to the top in today's
i Mairs, men whose names will be in
the history books of the year 3000.
Prosperous, peaceful times produce
few giants, but in times of stress
freat characters develop.  Men who
lave it in them to become giants grow
1) greatness then,  Most of us cannot
lecome very great, but most of us can
lecome far greater in our careers than
ve realize is possible, Al we necd ie
the determination to use every oppor-
tunity to its very utmost,

“Gluten” Spaghetti

Prosperity Califorrna Wines and
Buttoni Products, Inc.,, maker of
“gluten” spaghetti and meat savces are
planning to advertise these products
m the Eastern markets, . M, Grat-
tan Company of New York City has
been appointed the advertising agency
in charge of this promotion.

].S.Ross Made
Vice President

Mr. J. S. Ross, general sales man-
ager of Grocery Store Products Sales
Company, Inc., New York, N, Y.,
which operates the Foulds  Milling
Company plant at Libertyville, 1lli-
nois, was made a vice president of
the firm last wonth,  Effective April
1, Mr. Ross took charge of the Chi-
cago office of the firm and teol o cer
the post of sales manager for the svn-
sidiary, National Macaroni Company,
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succeeding Mr, Robert 1L Brown, who
has resigned to enter the educational
field.

$10,000 Fire Loss

Fire in its plant at 2334 Polk St.,
Chicago, Minois, caused damage 1o
plant, machinery and stocks totaling
over 510,000, according to Salvatore
Cesta, presidest of the Costa Maca-
roni Company.  Previous o its con-
version into a macaroni factory, the
building was used as a church.

EET TODAY'S GROWING DEFENSE
PROBLEMS WITH TODAY'S EFFI-
CIENT, COST-REDUCING EQUIPMENT

Today, when so many execulives are sludying lthe
problems crealed by the greal and increasing inroads
being made upon the man power of the Nalion 1o meet
the urgent! requirements of the National Delense Program,
we suggest that Champion's enginecring service can

help you.

This

CHAMPION
FLOUR OUTFIT
and SEMOLINA
BLENDER . . ..

aulomatically sills
and blends. remov-
ing loreign sub-
slances, insuring
betler producis as
well as cleanliness
of the dies. Saves
valuable time and
hard, back-breaking
labor. Built for life-
time service.

ALSO MFRS. OF
[ Dough Mixers

For more lhan hall a century, Champion’s engineers
and Champion equipment have been serving the Maca-
roni and Noodle Industry—in developing better methods.
improving labor conditions. lowering costs, and increas-
ing profits for macaroni products from the savings thus
made, We will be glad lo conoult with you and submit
plans and suggestions with no obligation oa your part.

CHAMPION

LINA BLEN

B w."’:]ﬁfgmk.' ::":iu ‘?tmll."hw‘“ Interested In learning about equipment checked
0 anpp;ﬂn BEME i musanvinasiasiwonaions
ater Melers
ANY .
All Automatic and CONR
Accurale In ADDRESS ...
cperation. (1} 5 ¢ SRR S RS

MACHINERY CO.
JOLIET, ILLINOIS

Pl d Bulletin_of Champlon Equipment and complete
detals Yegarding your CHAMBION  SEMO] DER,
prices and terms; also tell me about your easy time payment
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Packages Must Make a Duick Impres-
sion Nowadays

By Gordon Dilno*

Most folks are in a hurry-up mood
these days. Speed is the essence of
nearly everything we do.

This increased tempo of our daily
life has a pronounced effect on pack-
aging. The growth of self-serve food
markets has fitted right into this
scheme of getting things done faster.

Packages now must catch the eye
and makc a quick impression. The
consumer sees shelves upon shelves
lined with packages of all shapes and
sizes and printed with nearly every
hue in the spectrum, No singfc pack-
age can hold attention as long as the
product manufacturer would like to
have it. The package must sell itself
:!uickly. It must stand out in rela-
tionship to its competitors. Package de-
sign must be alive. Patterns with an
unexciting passiveness cannot compete
in today's struggle for sales.

Manufacturers of spaghetti, maca-
roni, and egg noodles for the most
part have been alert to the times in
packaging. Like a great many food
products, macaroni, spaghetti, and egg
noodles were originally sold in bulk,
Then, they found their way into pack-
ages, and more recently, these pack-
ages have been modernized for con-
sumer convenience , . . have received
the full benefit of up-to-date printing
methods in the press rooms of highly
efficient plants. Today, it is possible
to faithfully reproduce smart designs
featuring strong colors and sharp
contrasls,

Simplicity in design with much em-
phasis on the product name and good
legibility are factors linked with most
of the best selling packages. Aggres-
sive manufacturers of macaroni and
kindred products are using back pancls
and side panels of carton space for
printing recipes and cooking direc-
tions, This feature has proved very
popular  with countless housewives
who formerly knew of only one or
two conventional ways of preparing
this type of food. Spaghetti and maca-
roni manufacturers who make several
related products are capitalizing, too,
on family resemblance in their package
design arrangement,

Advantages of Cartons

Manufacturers, anxious to gel a
high percentage of “impulse” pur-
chases, have adopted all-over trans-
parent wraps. There is no doubt that
women like to see what they are buy-
ing. They can tell more accurately

*Author is Advertising_ Executive of Sutherland
Paper Co., Kalamaroo, Mich,

VRTINS da
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how much spaghetti or macaroni they
are petting, and the product looks
clean and fresh,

However, the carton has its ad-
vantages, too, It offers the manufac-
turer of nationally-distributed prod-
ucts a surer way to establish brands--
a factor which is extremely important
to him,

Cartoned spaghetti and macaroni
can be sturc:r more easily, and the
package is not so susceptible to dam-
age as a result of dropping or care-
less handling. Tt's easier to tie in con-
sumer advertising with carton design,
and, of course the possibilities of cross
advertising, printed recipes, cooking

April, 104

directions, etc., practically disappe:
when the transparent-wrapped pac'
age is used,

The transparent window carton b
proved a successful merchandiser f
some manufacturers, because it cor -
bines many of the advantages of ti
all-over transparent wrap with the
of the regular printed carton,

The spaghetti and macaron inch -
try as a whole has kept pace wi
packaging trends as well or better th
the average food manufacturer, I,
this should be no signal for relax.
tion, There are new packaging ide.s
being germinated daily, and there are
new visual designs for packages being
developed—clever enough 1o get the
attention of shoppers in a world of
changing conditions.

Alert manufacturers find it pays to
keep a constant check on the merchan-
dising effectiveness of their packages.
Frequent consultation with packaging
experts can prove mighty helpful,

Dark Yolks te Order

By Ernest R. Katz*

A housewife walked into a retail
store, looked at the packaged noodle
display, and instinctively sclected the
noodles which attracted her eye,

Color has had its chance 10 perform,
If an appeal has been aroused through
that medium, two manufacturers, in
particular, have done their jobs well;
the noodle man for purchasing a dirk
deep colored egg yolk, and his “ege-
man" for having packed it.

Where does this color come from?
Every packer knows his own particu-
lar regions of purchasing, from which
he expects to buy shell eggs that will
yield him the biggest percentage of
datk yolks per case. These territories
are his objective when he purchases
shell eggs from which he intends to
pack “dark yolks” for the noodle
manufacturer,

When can he buy? It is a fact that
the late spring and early summer
months do yield the darkest yolks,
This, because of the correlation of the
tvpes of chicken feed used, with the
different seasons of the year,

Is it necessary to “sort” for color?
Purchasing the shell eggs from the de-
sired territory during the most prefer-
ential time of the year will result in
an egg yolk package that can probably
pass for a fair percentage of noodle
manufacturers; but there are always
the more particular noodle makers
who insist on “darker yolks." This can
be achieved through the process of
“sorting” by the egg-breakers. The
packer whr has a sufficient volume of

. bor_is City Sales M { s,
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business has among his customers pie
manufacturers, bakeries, salad dress-
ing manufacturers, ete. All of these
use volks in one form or another.
Some may demand dark color, others
do not care, and still others may pre-
fer a light color, The noadle man, how-
ever, always insists on dark plain
rolks. “Sorting”  enables the egp-
Em:akcr to please all of his customers
if ne is inclined to go to the trouble
of the process. True, it is a little more
costly, and for this same reason "sor!-
ing” is not practiced by all the ep:-
breakers.

If, as in the past, frozen egg pav -
ers would receive premiums for ext
dark yolks, they might only then
sort to the individual selection of ¢a
egp (sorting), or so it would be st

posed. Today, however, with eve |

noodle manufacturer demanding ¢
yolks of dark color, with the empha
on the “dark,” the egg-breaker di
not ask for a premium for “his colt
lest the noodle man assume (a
rightly so) that if he refused to y
the premium, he would receive yo
void of the desired rich hue. The d
tinct plea of the successful noo
maker of today is “If you cannot oft
we dark yolks, don’t sell me any

SO P R
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all” Breakers recognizing this ha:e
forgotten the premium and consider
that the added business of the par-
ticular buyers (who invariably are the
preferred)  foreshadows the added

cost,

The noodle manufacturer can be
pleased ; but “dark yolks" do have o
be made to order—to order for the

noodle man,

April, 1941 THE MACARONI JCURNAL

SEMOLINA

From
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Jhe Quality Shows

CROOKSTON MILLING CO.

Crookston, Minn.

The Chicago Label & Box Company
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Goveinment Figures on the Imporis and Exports of 1925
Macaroni Products Since the Turn of the Century }3'5’;'
International trade in macaroni products is at low ebb, 1928
according to figures released by the Division of Foreign 1929
Trade Statistics, U. S. Dept. of Commerce. Except- 1930
ing for the year of 1918, the 1940 imports of this food 1931
were lowest, falling below a million pounds that year. 1932
While the exportations of these products are still con- 1933
siderably in excess of the exports from 1932 to 1938, they
were nearly a million pounds less in 1940 than in 1939,
Imports and Exports since 1900: 1934
1935
. T 1936
Imports of Macaroni, Vermicelli, and All 1937
Similur Preparations 1938
Fiscal Year Pounds Dollars 1939
1900 18,608,037 820,163 1940
1901 18,186,400 735,239
1902 37,964,080 1,548,230
1903 31,601,186 1,283,835
1904 47,265,171 1,889,934 1922
1905 62,136,598 2,386,927 1923
1906 86,407,198 3,320,895 1924
1907 97,660,699 3917794 1925
1908 88,441,998 3,747,710 1926
1909 96,339,962 4,185,109 1927
1910 112,865,758 4,843,850 1928
1911 116,985,754 5,005,674 1929
1912 105,926,968 4,798,062 1930
1913 113,358,047 5,156,990 1931
1914 96,141,048 4,422,339 1932
1915 35,703,830 2,220,457 1033
1916 16,114,005 1,172,057 1934
1917 1,023,386 76,196 1935
1918 402,010 40,925 1936
1919 902,551 101,859 1937
1920 805,008 107,150 1938
1921 1,587,464 166,294 1939
1922 2,917,369 234,241 1910
1923 3474713 249,981
4,534,928 298,058

Exports prior to 1922 not available.
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6,408,878 494,146
5,225,245 396,151
3,512,512 332,259
3,433,561 370,529
2,856,378 263,151
2776483 231,676
2,459,200 184,381
2,225,425 152,057
1,647,956 113407

Impaorts for Consumption

1,340,255 112,6%
1,389,920 119,704
1,304,955 103,631
1,695,856 146,946
1,163,999 108,695
1,076,689 103,061

874,813 76,320

Exports of Macaroni, Vermicelli, and All
Similar Preparations

7,494,873 605,184
7,159,864 566,230
7,486,436 598,988
8,557,218 726,765
8,272,364 711,122
8,468,264 7140274
9,979,375 900,113
10,740,479 925,004
8,718,579 704,096
4,613,284 341,008
3,207,942 215,020
1,931,433 13580
1,906,097 156,227
1,986,761 167,197
1,945,842 159,206
3,048,436 256,497
1,163,999 108,695
4,423,276 306,605
3,580,978 255,619

Vitamin Prices
Reduced

An announcement of considerable
interest to that portion of the Mac-
aroni-Noodle Industry that uses or
contemplates using vitamins for the
enrichment of their products, was re-
cently made by Merck & Company,
Inc., one of the largest manufacturers
of vitamin concentrates.

“We are pleased to announce a
further reduction in the prices of vit-
amin B, Thiamine Hydrochloride U.
S. P., amounting to 15 cents per gram,

“The sustained interest in vitamin
therapy and the possibilities of the
enrichment of flours and other raw
materials from which foods are made,
have enabled us to wicrease our pro-
dustion of this important vitamin and
thereby reduce our costs,

“Ample stocks were available for
prompt shipment from our warcho:1ses
in Rahway, N. J.,, New York,, Phil-

adelphia, Pa., and from St. Louis, Mo. ¢

“Until further notice, we quote as
follows:
25kilolois..evvvvre...gram $ .65
10 kilo lots. ... . veees..gram 66

1 kilo tin in fiber drum gram .67
100 gram bottle in tin..gram .77

5 gram bottle........ gram 92

“I*.O.B. Rahway, New York, Phil-
adelphia and St. Louis, freight or ex-
press paid to destination on 1 kilo lots
or larger.

*“The outstanding purity and quality
of Thiamine Hydrochloride Merck
(vitamin B,) commands consumer
preference, Pioneering and specializa-
tion in the synthesis of vitamins en-
ables us to supply our customers
Thiamine I-Iytlrm:hforitlc US.P. of
uncqualed quality.”

Roduce Pricea For National
Health Defense

In announcing practically the same
prices, Huffmann-LaRoche, Inc,
Roche Park, Nutley, N. J., claims that

the reduction in price will aid both
national health and national defense.
5;& d))lgccs are: @ $65

A grams...... @ $.6 rogram
10,000 grams...... @ $.66 pp::-r gram
1,000 grams...... @ .67 per gram

In view of the new high demand
for vitamin B-1 (thiamine hydro-
chloride) resulting from Government-
endorsed enrichment of flour and
bread, which has caused them to push
production of the synthelic vitamin 10
successively higher levels, they arc
row announcing a further reduction
in price of 15¢ per gram,

Prices are now practically only a
third those which prevailed a year
ago. One-tenth of a cent, using the
new contract rates, now buys 500 In-
ternational Units of the pure hulk
vitamin, so it is hoped this contrilu-
tion by Hoffmann-La Roche to the na-
tional defense program will result in
still wider sca{e use of thiamine to

correct the deficiencies of it in the die-
tarics of nearly halfl our population.
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We invite your inquiries through our local representatives

UWANTA BRAND
Frozen fgg Phroducts

Try Our Special
Dark Colored — High Solids

EGG YOLK

or direct to the

HENDERSON PRODUCE COMPANY

General Office

Monroe City, Mo.

Second Hand Macaroni Machinery, Accessories and Drying Equipment

Save the Safe Way, With Equipment That Has
Been Thoroughly Reconditioned and Tested.

Detailed

DIE WASHERS
KNEADERS - - - -
MIXERS

HEW YORK: MY

Guaranteoed.

information and quotations will be furnished upon request.
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La Hosa Firm Enjoyed Swift Growth

From Small Neighborhood Store in 1914
By Alfred Salerno

V. La Rosa & Sons, Inc., maca-
roni manufacturers, today ranks
among Brooklyn's big businesses, yet
it is one of the bomugh’s oungest,
stemming out of the dismal days of
World War I. With another war in
full stride it appears an appropriate
time to review its history since the
La Rosa company and the manu.
facturing of macaroni in this country
on any large commercial scale were
virtual outgrowths of the last World
War.

In 1914, when armies were on the
march, there was very little mac-
aroni manufactured in this country.
Most of the product was imported.
As resultant blockades cut down
commerce between the two worlds
macaroni supplies became scarce. It
was then that the La Resa finn had
its start,

Vincenzo La Rosa, founder of
the firm, opened a small neighbor-
hood store in Williamsburg to estab-
lish a new source of supply for the
food. His family, among which num-
bered his five sons, assisted him in
the enterprise. After the father died
the sons carried on the business un-
der the same name, Today all are
actively engaged in the operations of
the company in executive positions.

Expansions Come Fast

The demand for macaroni during
the war years enabled the compan
to find new outlets for their prod-
uct and expansions came relatively
swift. New units for manufactur-
ing purposes were added to the La
Rosa line. The first addition was
located at Montrose Ave. Then the
firm branched out to Wyckoff Ave.
La Rosa continued to prosper and
two other plants were acquired, one
on Willoughby Ave., the other on
Melrose St.

After the war came to an end there
was no abatement in La Rosa's activi-
ties, even though normal trade chan-
nels were once more open. The new
industry appeared to be firmly es-
tablished here, Sales in the local area
continued to mount and finally the
firm moved to the waterfront where
its own plant was constructed on
Kent Ave. and South 11th St. That
was in 1929, Two years later facilities
other than manufacturing were moved
to Kent and Division Aves,

La Rosa now maintains about
150,000 square feet in Brooklyn for
manufacturing purposes as compared
with the little 25x100 feet store
where the company originated,. A
new plant is operated at Danielson,

Conn, It is a two-story building with
100,000 square feet of space,

A spokesman for the company said
that most of the firm's efforts in the
merchandising end are concentrated
on Brooklyn. He said the* distribu-
tion of the company's preducts ex-
tended as far as Chicago. However,
with all that territory in between to
cover, about 40 per cent of the out-
put is sold in the local area. This is
not due entirely to the large Italian
population here, who originally in-
troduced the food to this country,
the spokesman said. Macaroni is fast
becoming an American dish and
strangely enough it is being used in
smaller quantities than formerly by
Italian families, he said. La Rosa’s
sales of macaroni at the present time
were estimated at 1,000,000 pounds a
week.

Sales Still on Upswing

The epokesman told the Brooklyn
Eagle that the firm’s business still
displays a steady growth. In the past
year they experienced a 15 per cent
gain in operations. Expectations are
that this gain will at least be dupli-
cated for 1941 since the upward
trend in sales has been sustained so
far. Although prices of raw materials
used in the manufacture of macaroni
have advanced, there has not as yet
been an increase in the price of the
company's products.

The company maintains a pre-
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mium exchange store at the Kent
Ave. plant, and others are scattered
throughout the borough. Frank I
Rosa 1s chairman of the board of di-
rectors, Stephen La Rosa is presi-
dent.—Brooklyn Eagle, April 7, 1941,

Macaroni Production
In Canada

Domestic production of macaroni
products in the Dominion of Cana-
da is up sharply according to govern-
ment figures recently released cover-
ing the ycar 1939." The imports of
this wheat food also show an increase
over the previous year of record.

Total of 45274000 pounds of
macaroni and spaghetti, noodles, ctc.,
was produced in the macaroni prod-
ucts industry in Canada in 1939, with
a sclling value at the factory of
$1,980,436. This was up from the
37,969,000 pounds in lBe previous
year valued at $1,719984. These
figures appear in a recent report is-
sued by the Dominion Bureau of
Statistics. In addition to the macaroni,
etc,, produced in this industry, ap-
proximately 3,500,000 pounds valued
at $164,000 was also produced in
other industries in 1939, making a
total of about 48,800,000 pounds,
There were 16 plants operating, with
four in Ontario, four in British
Columbia, four in Quebec, three in
Manitoba and one in Alberta,

Imports of macaroni, spaghetti, ctc.,
increased from 672,622 pounds valued
at $46000 in 1938 to 817,000 Ib.
valued at $57,000 in 1939, Exports
were also up, amounting to 10,503,
400 pounds in 1939 valued at $470,-
890 against 7,494,000 pounds the
previous year valued at $397,600.

Flour Production Takes Big Stride Forward
in March With Major Sections

Flour production during March—5775,885 bbls. according to reports of The Norih-

western Miller from mills representing

of the national outpul—represents an in-

crease of about 440,000 bbls, over that of the previous month and 165000 over the
Inmlncl:on for March, 1940. The three major producing sections accounted for the
large share of the increase, with the northwestern gain over the previous month amount-
ing_to almost 26,000 bbls., the southwestern 170,000 bbis. and that of Buffalo 67,340 blls.

The March figures for the southwestern also were 235000 bbls, greater than those
of a year ago, and the Buffalo increase over the March, 1940, output was about 55,000
bbls, ~ Last year's March production in the Northwest, however, was 94,000 bbis.

larger than the current figure.

Another section making a large gain over the February output was the ecastern
Central West, mcludmgﬁ(&:li;om]ndiana and Michigan mills, which together turned out

an increase of almost
appears below,

ls. over their previous monthly record, A detailed table

TOTAL MONTHLY FLOUR PRODUCTION
(Reported by mills producing 65% of the flour manufactured in the U. S.)

March,
1941

Northwest ... T, P 1,173,941
Southwest ....... 2,159,714
VEITE T o A T G i 3,962
Central West—Eastern Div....... S-M.g

Western Division .......000. 268,
Tautheast ~ociitavinainiasnsvaves 121,887
North Pacific Coast .. .

carune A

Previous March ~
month 1940 1939 1938
1148026 1,267928 1271823 1,110,793
1989958 1925054 2095373 2,037,215
809,625 , 288 858,897
468, 53,120 528777 293442
248583 272077 287,583 338,550
126,182 136589 159,100 *374,172
546958 658,184 691,438 476753

Totals evievssnnsananisanasie 5,775,885

533791 5610,102 5919391 5489828

*Includes Indiana, since 1938 under Central West, Eastern Division,
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Noodle Yolks

Fine Natural Quality, Unexcelled
Facilities, Laboratory Control

Uniform
High
Color

Sold Direct to the User

SHERMAN WHITE & CO.

Fort Wayne Indiana

Jhe
MENGEL COMPANY

INCORPORATED

%

Corrugated
Shipping

Containers

2

Winston-Salem, N. C.
New Brunswick, N. I.

Louisville, Ky.

\Preparedness

for PRESENT and FUTURE
packaging requirements. ..

1t's easy to see why so many manulaclurers are installing our Model FA
wrapping machine in thelr plants. In the FA they find a machine that hits
the high mark in adjustability for many package sizes and all-around
adaplability. Thls one machine will wrap an entire line of products In gy yuadel Fol is one of
many dliferent sizes. Change-over is quickly laken cate of by convenient (lie wmost widely used

hand-whee! adjustments. Il can be adupled to handle any type of wrap- “"'"N"."}’ "'}"J;"I}'}" in the
vod field.

ping material—"Cellophane,” printed paper wrappers, foll or waxed paper.
And It can wrap open boals. as well as ordinary corlons ... In short.
its.the kind of machine that won't say “No" should you decide (o add new

products or a new type of package to your line,

Undoubledly you will want to know more about this remarkable wrapping

machine.

Consult our nearest office . . . Or write for literature

PACKAGE MACHINERY COMPANY

NEW YORK CHICAQGO CLEVELAND LOS ANGELES

PACKAGE MACHINERY COMPANY

Over a Quarler Biliiori.chkuge.s per day are wropped%n our Machines

Springfield, Mass.
TORONTO
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Macaroni - Noodles
Trade Mark Bureau

A review of Macaroni-Noodle Trade
Marks registered or passed for early
registration

This b.eau of the National Macaroni Man.
ulacturers +. socistion offers to_all manuface
urers 8 FREL ADVISORY SERVICE on

e Mark Regi*rations through the Na-
il)nn&l‘ Trade l?lrk Campany,

A small fee will be chary.? nonmembers
for an edvamced search of the registration
records to determine the registrability of any
Trade Mark that one contemplates adoptin
and registering.  In addition 1o » free
vanced search Association Members will re-
ceive pnlum] rates for all registration serv.

Vashington,

ﬁh?nﬂe “.I:hm’hbncumd b:rd"ﬂ.lt‘f"d' if
e, ne sl until proper
ﬁm in mulde. lidllddu“llﬁi’“mm““'&“rm
on this subject to
Macaroni-Noodles Trade Mark Dureau
Braidwood, Illinois

A New Service

One of the very popular and most
valuable services now being render-
ed the industry is that of trade mark
registration and patent filing estab-
lished several years ago by the Na-
tional Macaroni Manufacturers As-
sociation, This service is available
to all members of the Association in
good standing at cost; also to non-
members at a small fee over actual
cost,

Hundreds of firms have taken ad-
vantage of this special service in
ordering searches to be made through
the trade mark attorneys of the Bu-
reau in Washington, D. C,, to de-
termine whether or not proposed
trade marks are registerable. Search-
es are made free for members, but
nonmembers are assessed a small fee
for it

There is a growing realization of
the value of a good trade mark and
the growing difficulty in finding
trade marks that can be registered un-
der the stringent regulations of the
U. S. Patent Office. Thus valuable
trade marks become more valuable
and owners more inclined to fully
protect them against any threatened
encroachment,

If you have a registered mark that
you prize, see that it is properly re-
newed before its expiration. " The
Macaroni-Noodle Trade Mark Bureau
serves wners of registered marks by
advising them of their coming ex-
piration and of its readiness to handle
the renewal procedure, if ordered,

Watch your trade mark registra-
tions! Enlist the Macaroni-Noodle
Trade Mark Burcau which is most will-
ing to assist all trademark owners as
well as those wishing to register new
marks,

Recent Searches

In proof of the claim that it is be-
coming more and more difficult to
find a good trade mark that can be
registered under the stringent rules
now being enforced by the Patent

Office, reference is made to results
obtained in several recent searches
made at requests of Association sup-
porters and nonmembers. In prac-
tically all of them, the Bureau's at-
torneys advised against attempts to
register, resulting in a considerable
saving of money and legal entangle-

ments.
“El Maco"

The firm sccking to register this
mark was advised that since the word
“Maco” is already registered by I..'n'y-
ton & Co, Dover, Delaware—No.
348,972, August 17, 1937, claiming use
since August 24, 1936—canned veg-
clables—the proposed mark would
undoubtedly he objected to by citing
the canned vegetable registration
against macaroni products, on the
Patent Office’s ruling that vegetables
and macaroni "are foods of the same
descriptive quality.”

“El Rancho"

While no identical mark is found
for use on macaroni products, it was
found that “El Rancho” was register-
ed for pickled chiles on April 23,
1933, by Ciro Escorza, Downey, Calif. ;
also “Rancho” for canned vegetable
soup; “La Verne Rancho" for fresh
citrus fruit; “Marca Rancho” for can-
ned sausage, and other combina-
tions of the term "Rancho” for other
products. Recommendation — select
something clse to avoid objections to

“any attempt to register any other

“Rancho” mark.

“Bluette”

On careful search of trade mark
records at the Patent Office it was
found that while “Bluette” was not
registered for macaroni products, it
has been registered for chocolate and
candy by W, F. Schrafft and Son,
Boston, Mass., July 7, 1931, In the
opinion of our attorneys, this refer-
ence would not anticipate the mark
intended to be registered for macaroni
products,

“Claretta"

This mark was also found register-
ed as a trade mark for candy by Puri-
tan Candy Co., Milwaukee Wis., Oc-
tober 26, 1940, yet the macaroni man-
ufacturer was advised that the mark
could probably be registered for mac-
aroni products without interference.

“Super-Eite"

Tnis mark is registered in the name
of The Grand Union Co., .lew York
City, for various food products, in-
cluding macaroni and spaghetti, July

18, 1939,
"W.ow."

It was found that WOW was reg-
istered for malt syrup for food pur-
poses by Sterling I’roJ:xcts Co., Evans-
ville, Ind,, on September 30, 1930,
This registration would probably be
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cited against the proposed macaroni
trade mark and would have to he
overcome,

WOW also registered for dog bis-
cuits by George H. Brown, Boston,
Mass,, January 8, 1929, While the
Patent Office does not cite dog foe!
against food for human consumption,
the association -is sometimes consid-
ered unpleasant,

Registrations

Several registrations of trade marks
for macaroni-noodle manufacturers
have been completed or are in the
process of registering through the
Macaroni-Noodle Trade Mark Bureau.
Reports on these will be made in this
column after action is taken and re-
ported by the Patent Office. Manu-
facturers are invited to make a great-
er use of this new service that has
proved so popular and economical.

Plents and
Trade Marks

The following applications for and
registrations of macaroni  products
were reported by the U, S. Patent
Office for the month of March,

TRADE MARKS APPLIED FOR
“Mary Stevena™

The trade mark of Winston and Newell
Company, Minncapolis, Minnesota, for use
on salad dressing, sandwich :Tre:ul and
Egg Noodles. Application was filed on De-
cember 9, 1940, ]I'lu: applicant claims use
since July 1, 1940,

TRADE MARKS REGISTERED
“Slonelo’s”

The trade mark of the Joseph Storiolo
Co., Philadelphia, Pennsylvania, was regis-
lered for use on Spaghetti Sauce. Appli-
cation was filed September 19, 1940; pul-
lished Janvary 7, 1941, The applicam
claims use since June 2, 1940,

Vitamin A in
Egg Yolk

Although many foods having a ye!-
low or orange color are rich in vita-
min A, this is not necessarily true
of an egg yolk.

If the hen has had abundant green
leafy feed, her eggs will have dark
yolks and a high concentration of
“provitamin A,"” which can be con-
verted into vitamin A in the human
body. Yellow corn in the diet also
increases ‘he color of the yolk but
provides less provitamin A than green
leafy feed. On the other hand, eggs
from hens getting a diet that is low
in_pigments but high in fish-liver oil
will have light-colored yolks rich in
vitamin A. So either the pale or the
deeply colored yolks may—or may not
—be high in vitamin A, but in gen-
eral all egg yol's is a fairly good source
of this important vitamin,
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VARE YOU SAVING..

ON YOUR CELLOPHANE COST?

This PETERS CELLOPHANE
SHEETING AND STACKING
MACHINE enables you to pure
chate your cellophane in rolls and
save 14 to 24% ol cut-lo-size cost.
It handles two rolls at the same
time and cuts any slze sheets [rom
2" 1o 24" wide x 3" 1o 28" long.
Machine is mounted on casters and
can be ecasily rolled to desired
locations. No operator is requl.ed
since the stacker table automatically
stops the machine when it is flled
with cut-to-size sheets.

For printed cellophane this machine is equ vy .d with an Electric Eye
for spot registration,

It will pay you to Investigate this economlcal machine.
formation will be promptly sent to you.

PETERS MACHINERY co’.

Complete in-

4700 Ravenswood Ave. Chicage, Ill.
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Noodle Yolks!

Fresh Frozen
Dark Color
High Solids

"|IOBEST BRAND"

Anamosa Poultry & Eqg Co.

ANAMOSA, IOWA

W. H. Oldach, Brourse Bldg., Philadelphia, Pa.

2425 S. ROCKWELL ST.

CRA wford 2141

CHICAGO'S OLDEST
MANUFACTURER OF A
COMPLETE CORRUGATED LINE
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Conserving Aluminum

Macaroni Industry Affected by Aluminum Pots
and Pans Scarcity and Consequent Change in
Cooking Instructions to Housewives

The Macaroni-Noodle Industry, like
all other food trades, finds itself af-
fected from many different angles by
the nation's defense work, but all the
operators are cheerfully and willingly
supporting the government in every
possible way, Increased taxes are
paid ungrudgingly, new restrictions
scrupulously cbserved, and products
as well as manpower sensibly con-
served.

There are many indirect ways in
which the defense work will affect
the Industry. One of these, for in-
stance, is the reported scarcity of
aluminum. It will not only increase
the price and practically make un-
available the aluminum ‘utensils and
equipment essential to production, and
the many articles of this material used
as premiums, but also necessitates
drastic changes in suggested methods
of preparing macaroni products for
consumption,

Government officials are endeavor-
ing to lighten the effect on business
and on homemakers of the withdrawal
of aluminum from the many uses to
which it was put by civilians, thus
conserving the available supply of this
metal for war defense purposes, This
thinking prompted the following re-
lease by the Bureau of Home Eco-
nomics, U. S. Department of Agri-
culture:

Homemakers, in more ways than one, are
taking part in the national defense pro-
gram. Because aluminum is absolutely
necessary in making certain vital defense
equipment, its use for civilian purposes is
being limited temporarily, *Civilian pur-
poses,” of course, include kitchen utensils
as well as hauseliold goods of all kinds,

“Fortunately, limiting the aluminum that
can be used in kitchen utensils works no

reat hardship on homemakers,” says Dr,
Louise Stanley, Chief of the Bureau of
Home Economics, U, S. Department of
Agriculture, “For, in addition to the supply
of aluminum utensils already made ur—
there are available utensils of many other
satisfactory materials.”

For top-of-the-stove cooking, there are
utensils of porcelain-enamelware, cast iron,
and flame-proof glass. For oven cooking,
there are these and in addition, tin, carthen-
ware, heat-proof glass, Russia iron, and
sheet steel.

Whether the homemaker is outfitting a
whole kitchen or replacing a worn-out
utensil or two, the following are some
points to keep in mind,

For top-of-the-stove cooking, utensils of
porcelain-enamelware are the cheapest and
are satisfzetory for most uses, Saucepans
double boilers, kettles, and frying pans of
enamelware come in many varying quali-
ties and a wide range of prices. Higher
prices may mean a better quality of por-
celain-enamel with an acid-resistant finish,
or they may mean merely more pleasing
colors, fancier handles, or unusual shapes,

To get the best wear out of enamel pots
and pans, treat them carcfully to prevent
chipping. That is, never let them boil dry.
Cool them before washing, And let a hot
utensil cool before ﬁuring cold water into
it. When food sticks to enamelware, soak
it loose by boiling water or a weak solution
of soda in it. Never scrape it with a
sharp-edged instrument or wse a coarse
abrasive on it,

Another inexpensive material for top-of-
the-stove utensils is iron, This is con-
siderably heavier than aluminum, enamel-
ware, or glass, Iron heats up slowly and
holds the heat well. For that reason it is
an excellent material for utensils used for
long, slow cooking, such as Dutch ovens.
Also because it holds and distributes heat
well, iron makes good skillets, {rying pans,
and griddles.

Manufacturers usnally include directions
for "scasoninﬁ" an iron utensil, It is im-
portant to follow these directions, because
scasoning of iron by covering it with a
non-salty fat and heating it at low tem-
perature for two or three hours makes the
utensil more resistant to rust. To prevent
rust nlso, always dry an iron kettle thor-
oughly hefore putting it way,

Clean iron utensils with hot soapsuds.
Use an abrasive such as fine steel wool
only to remove food that sticks to the
I;”‘" or rust that may have formed on
1.

Since manufacturers have perfected a

lass that is “flame-proof,” this material
Is_coming into more gencral use for top-
of-the-stove cooking. Elass is easy to clean,
heats up slowly, but holds the iwa! well,
On the market now are flame-proof glass
double boilers, saucepans, and frying pans
in small sizes, The saucepans have re-
movable handles so that the utensil may
be used both as a cooking and a serving
dish. In cooking with glass utensils, the
food continues to cook even after taking
the pan off the fire, so watch it carefully.

For oven cooking, satisfactory cake pans
and cookie sheetr are made of tin, re-
tinned steel, enamel, and glass. Pie pans
are available in tin, glass, and enamelware,
Shallow open pans for roasting tender meat
are made of Russia iron or enamelvare,
For cooking less tender meat in the oven,
covered pans of the same material may be
used. Baking dishes and deep baking pans
come in cnamelware, oven-proof earthen-
ware, and glass, Glass and heavy ecarth-
enware casseroles hold the heat well and
may be used both for cooking and serving
dishes,

When cleaning tin  utensils, remember
that the foundation of them is iron and
the tin coating is relatively thin. There-
fore, it is best not to try to keep them
bright. For in scouring for brightness, the
tin coating is scratched off, leaving the
iron exposed so that it will rust easily, If
food is bumnt on a tin pan, remove it by
soaking or by heating the pan for a few
minutes in a weak soda solution, then wash-
ing it thoroughly with soap and water.

One of the best ways, of course, to help
conserve the nation's supply of aluminum
is to tzke good care of aluminum utensils
already in the kitchen. Keep aluminum
utensils clean and bright with steel wool
or fine, smooth scouring powder. Remove
disecloration on aluminum by boiling it in
wate, to which vinegar or cream of tartar
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has been added, or by cooking in it acid

s such as tomaloes, applesauce, or
rhubarb. Avoid strong soaps and scour.
ing powders that contain alkaline salts, be-
cause alkali darkens aluminum.

Effects of Blight and Other
Damage on Durum and Hard
Wheat Seed.

(Continued from Page 16)

samples ranged from 57 to 95 per
cent, with a mean of 84 per cent, The
germination of the same samples
treated with Ceresan ranged from 67
to 97 per cent, with a mean of 8%
per cent.

The mean increase in germination
due to treating with Ceresan was 5

r cent, In almost all samples treat-
ing the seed not only increased the
germination but also appeared to stim-
ulate early growth and development
of plants,

A large part of the samples, al-
though damaged more or less, germin-
ated fairly well and developed normal
plants, The germination was some-
what below normal, but many of the
samples of grain could be used for
seed purposes,

Many species of fungi were found
in the damaged wheat but the majority
of them were kinds which will not
attack the living plant and will not
cause seedling blight. They were
mostly species which commonly devel-
op on mature wet grain. A few
species capable of causing disecases,
such as blight and scab, were found
but these were no more abundant in
1940 perhaps than in other years.

The types of fungi most frequently
found were kinds which do not orig-
inate from the seed from which the
grain grew, These infections of secd
originated from other sources and be-
gan when the grain was in blossom
or later. Therefore, these various
types of damage will not develop in
the subsequent crops as a result of
sowing damaged seed.

Seedling blight and root-rot may
develop from black point seeds in-
fected with Helminthosporium sati-
vum. Fortunately, not a serious
amount of black point was found in
the samples and most of that which:
was prevalent could not be charged
to this fungus.

The moldy condition of much of
the grain and the prevalence of smut
were sufficiently serious to demand
sced treatment before sowing.,

Recommendations

1. Obtain the best seed available.

2, Test the germination, Seed that
germinates poorly may be diseased.

3. Clean and grade the seed thor-
ovghly. Plump heavy sceds usually
are healthy,

4. Treat with Ceresan or other or-
ganic mercury dust treatment,
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Exclusive !

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

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

Durum Fancy Patent
Abo Special Durum Patent

AMBER MILLING CO. .

CHAMBER OF COMMERCE MINNEAPOLIS, MINN.
MILLS AT RUSH CITY, MINNESOTA

Babbin Thermostatic Commercial
Tempering Valve

Babbin Hand Operated Thermostatic Temper-
ing Valve Is ud.lﬂted for Commercial, Bakers'
and Macaroni anufacturers’ use, where a
constant_temperature is to be maintained for
long periods,

SINGLE HANDLE CONTROL—WITH SHUT.OFF

With The Dabbin Valve you get any
temperature you desire.

Temperature remains constant, By a
simple turn of the handle on the
valve you can set the temperature at
any point between cold and 150° F.

THE STRAINERS

The mixer has bullt-in strainers on the cold
and hot port, made of fine meah, and can be
cleaned without taking the mixer apart,

OPERATING FEATURES

1. One hand control, One shut- 4, Should the cold water supply
off, fajl for some reason, the mixer
2. 'The Commercial Mlxer oper=  will shut off automatically and
ales on temperature only, there- hen the water sup-
Tore pressure changes do not In- werned, the mixer im-
terfere with the operating of fvnctions.
mixer, ur ~ontrel and observe
3, pered water con= peratury on mixing chamber
stant  fegardless of pressute thermonitter,
changes or temperature, 6. Sturdy Dronze Construction.
Can be wused with_any iype of watir meter,
Send for Circular with prices.

ﬂabi’ill. ym. 238260 CANAL ST

1

NLW YORK, N. ¥,
Phones: CAnal 6-1888, 1889
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KEEPS Better
LOOKS Better
SELLS: Better

New Packaging by Royal
FOR MACARONI, SPAGHETT], NOODLES
AND SIMILAR PRODUCTS.

Transparcat or opaque ... bags or wraps... Royal
packaging gives you: First, new, improved con-
struction . . . greater strength and durability. .. to

protect your product better,

.| presvrve freshness, crispness
and flavor longer, stand up
under the roughest handling
without splitting or breaking
open; second, new smartncss
] of styling and design that
commands attention, invites

inspection wherever your

ALUMINUM' FOIL BAG with product appears on counter,

Pliofilm liner. Double stzengih f or display-stand,
Double resistance! Prevents shelf play

rancidity and all other destruce
tive action.

Made to your specifica-
tions. Can be heat-sealed,
air-tight, moisture-and-sift-proof as required. If
you want a package thut really “shows, talks and
sells” the quality of your produce . . . that scores
with dealers and consumers alike. .. that will be a
real factor in your sales promotion, make your next
package a Package by Royal, Our designing and
merchandising staff will be glad to help youWrite
today for prices, samples and complete details.

' ‘EBOO'No_r'lh Sevaplﬁiﬂ,r‘ecl « Philadelphid
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THOMAS M ROYAL & CO
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Bock Beer

The spring of the year is the ac-
cepted "Bock Beer” season,  Millions
of barrels of this amber fuid are
consumed annually by appreciative
consumers who are often intrigued
over the origin of the name of this
special brew and how it has long been
a custom to supply it immediatel
after the rigors of winter are p:tsscd’.

There is no p.lrllcuhr relationship
between “Bock Beer” and a slmmm;,
platter of macaroni-spaghetti or egg
noodles, other than that true lovers of
cach are rather “choose-y" in their
likes. Good “Bock Deer,” like good
macaroni products, satisfies,

Now to get back lo our story: Just
where and when did the idea of Dock
Beer originate? There seems to be
no exact record of the time or place
when this spring brew first made its
bow to beer lovers. But, the fact
remains that the formula has been
handed down from the middle ages,
There are several legends about *Bock
Beer,” two of which are given here-
with,

In Munich, Germany, so one legend
goes, there were two renowned beer
brewers deeply jealous of their beer
brewing abilitics, I.m.h claimed that
his brew was superior in every re-
spect, The result was a challenge 1o
determine the superior brew.

The stage was set for a drinking
duel, Each brewer was to drink the
other's brew. They sat down on
benches facing one another, drinking
measured mugs of beer, slowly and
appreciatively.  Adter each drink, they
tested their sobriety by trying to
thread needles.

Finally one contestant prodde] at
the eye of the needle so violently that
he fell from the beneh to the flo-r,
deligh.sully incbriated. He thought a
goat (in German a Bock) had butted
him down. So the particular brew
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Recommended by the Publishers

Aaron, Edward, Inc.. vee 33
Amber Milling Co.. vt b BT
Anamosa Poultry & qu Co tovi) DY
Armour & Cu sl
Babbin, Ine.. : sis 57
Barozzi Drying Mnchlna Co lnc ...... 43
Buhler Bros, Inc...........oooooooa0 13
Capital Flour Mills, ..... ............. I8
Cavagnaro, John L...... ... ........ 5
Champion Machinery Co............... 47
Chicago Carton Co.....ooovovvveov.. 38
Chicago Label & Box Co.... .......... 49
Classitied Advertising ................ B0
Clermont Machine Co.................. B3
Commander Milling Cn............... 43
Consolidatied Macaroni Machine

Olar = irers M I S bty a0, 31
Crookston Milling Co......... e R ]
Crystal Tube Mlg. Co.... . ... . ... 6O
Debeckmun Co, .........ocooeevvin..... 45
du Pont de Nemours, E. I, & Co....... 2l
Eastern Semolina Mills, Inc............ 39
Eggerss-O'Flying Co.. RN R AE  |
Ehral Cheese Co.. P ., 38
Elmes, Chas. F., Englnoaring Worhs |
Emulsol Corporation ............... 42
Frigid Food Products.... ... . . 46
Henderson Produce Co... ............ 5l
Huntington Laberalories, Inc........... 25
linis, Spelden & Co. ................. 35

King Midas Mill Co.............0.v... 15

Lanzit Corrugated Box Co.............. 55
Lazzaro, Frank ......ccovvviivivininnn, Sl

Maldari, F., & Bros, Inc............... 45
Mengel Co. : -]
Midland Chumlcul Lubomlnrlas. !nc .29
Milprint, Inc. .... T e |
Minneapolis Mlllhg f'o ............... 4

National Carton Co........ovovvvveninn 60

National Cereal Products Laboratories 60

Horth Dakota Mill & Elevator Assn....
Between pages 32 and 33

Ohlo Balt Co.,.0ovvvvivivnninnnanes . 60
Packoge Machinery Co................ 53
Paramount Paper Products Co., Inc..... 42

Peters Machinery Co.
Pillsbury Flour Mills...........

Rossotti Lithegraphing Co........ CiAde
Ro,al, Thos. M, & Co............ 57
S. K. Products Co....... ...... i 4
Shellmar Products Co................. 3
Sherman White & Co................. %
Star Macaroni Dies Mlg. Co............ §
Sutherland Paper Co.............c0..0 3
Sylvania Indusirial Corporation....... 4
Triangle Package Machinery Co....... 3
Washburn-Cresby Co. ................ !

that “did the trick” was named "“Bock
Beer.”

A second legend is that since 'Bock
Ileer” is just a little more potent than
the regulation beers, if a drinker were
unwise cnough to quaff too many
glasses too quickly. instead of slowly
sipping it to get the full appreciation
uil its delicious flavor, he would feel

as if he had been bowled over by a
goat or “Bock.”

While this is perhaps a slight over-
exaggeration, cither legend may ex-
plain why the head of a goat is al-
most universally used as a symbol for
this beverage that has won the praises
of the real beer lovers through gen-
crations of men,
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John J. Cavagnaro

Engineers
and Machinists

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

Specialty of
Macaroni Machinery
Since 1881

Presses
IXneaders
Mixers
Cutters
Brakes
Mould Cleaners
Moulds

All Sizes Up To Largest in Use
255-57 Center St.
N. Y. Office and Shop

New York City

| PRESS N0.222 (8

STAR DIES
WHY?

Because the Following Results Are Assured

SMOOTH PRODUCTS—-LESS REPAIRING
LESS PITTING - LONGER LIFE

THE STAR MACARONI DIES MFG. CO.
New York, N. Y.

57 Grand Street

For ECONOMICALLY Packaging
Macaroni & Spaghetti
in Cartons

If your packaging cost Is too high
and you are flﬂened in redu:lnn
this unnecessary expense, P

find these two machines wil
your problem.

answer

For years, a large number of progres-
sive plants have been using these two
muh?nn 10 mechanize their maca-
roni and spaghettl packaging and
for a similar number of years thelr
cost has been lower than could
otherwise have been realized.

interested In setting up and clos-
ing with equipment or send us &
lanle of each size. We wllls

s Advise the size cartons you .ul

gladly recommend machines to
meet your specific requirements,

over The PETERS
]UlilOR CARTON FORM-

NG AND LINING MA.
CHIHE which sets up 35-40
cartons per minute, requir-
ing one operator. Can be
made adjustable,

Righ The PETERS
jUNlOR CARTON FOLD-
ING AND CLOSING MA-
CHINE which closes up to
35-40 cartons per rnute,
requiring no operator, Can

also be made adjustable.

Chicagu IH

‘4700 Ravenswood Av'e.

PETERS. MACHINERY cu

3
i
4
o
oy
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Suecessor to the Old Journal—Founded by Fred
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Trade Mark Registered U. 5. Patent Office
Founded in 190

A Publication to Advance the American Macaroni
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COMMUNICATIONS—The Editor __solicits
pews and articles of interest to the Macaroni
Industry, All matters intended for publication
must reach the FEditorial Office, Brdd‘!‘rood. 1L,
no later than Filth Day of Month.

THE MACARONI JOURNAL assumes no
reaponsibility for views or opinions expressed by
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The Macaroni Market

While the trade has been expect-
ing a stiffening of prices on macaroni,
spaghetti and egg noodles because of
the Lenten demands throughout March
and the first half of April, little or no
change has been reported in the prin-
cipal markets, This general trend is
noted from reports on the New York
market for these products, made by
the Grocery Liditor of the fournal of
Commeree of that city.

March 14—"A number of sellers
noted an improvement again in the
demand for macaroni and allied prod-
ucts during this week, The prire
structure  showed further strength,
and it was felt that advances would
come on any sustained buying move-
ment.  There was considerable cov-
ering in advance of the Lenten Sea-
son, however,”

March 21—"The market on mac-
aroni products continues fairly active,
though many distributors are still
working on supplies acquired before
the Lenten holidays, However, pric-
es showed further strength and in-
creased volume would soon be reflect-
ed in advonces, it was felt,”

April 4—"Sellers have noted in-
creased activity in macaroni during
the week, and prices were strong, but
generally unchanged. Higher prices
are likely to develop if buying shows

further material expansion. Stocks
on hand are moderate.”

Throughout the three wecks cover-
ed, prices remained as follows:
Italian style, 20 pound

boxes’'ss i iz $1.10 to $1.20 ¥

Flour goods, 20 pound

boxes . y . 80to
Fancy Egg Noodles, bulk,

per pound ..........08!4 to .09

(No prices quoted on these prod-
ucts in packages on this market).

Agma’s Public Relations
Program

The Associated Grocery Manufac-
turers of America announces that it
will embark immediately on a long
range public relations program keyed
to national defense “that before the
end of the year will set the pace for
all business groups in the country
coiperating with government.” Mem-
bers were notified that Miss Alice
Randolph had been retained as pub-
lic relations counsel to develop and
direct the program. AGMA is com-
posed of two hundred iifty of the na-
tion's leading grocery manufacturers.

Miss Randolph, in addition to be-
ing one of the foremost public rela-
tions and merchandising consultants in
the country, is probubly the best in-
formed person in the Lnited States
today on Near East affairs. Her un-
usual knowledge of cconomic and po-
litical ramifications underlying the
present Dalkan situation was gained
during the past two years spent there
as public relations counsel and mer-
chandising consultant to the largest
business combine in the Balkans. Dur-
ing that time Miss Randolys con-
ferred with statesmen and business
leaders of many European nations, in-
cluding some whose names have been
front page news in recent weeks, such
as Premier Dusan Simovitch, Vice-
Premier Vladimir Matchek and Milan
Gavrilovitch, ambassadn- to Russia.

EQUIPMENT FOR SALE--

117 & P 2 bbl. cap. dough mixer

I WWaltow 54" and one 6" dough kncader

1 Day  doughbreak—12"  diameter—30°

long rolls

1 Wagner 30 Iup. motor with slarter
Quality Macaroni Co.
318-352 Wacouta St., St Paul, Minn,
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BUSINESS CARDS ]
CARTONs

_GIVE US ATRIAL

NATIONAL CARTON (0.

JOLIET. ILLINOIS.

National Cereal

Products Laboratories
Benjamin R. Jacobs, Direclor

Consulting and analytical
chemist, specializing in all
matters involving the exam-
ination, production and la-

ling of Macaroni and
Noodle Producls.

Laboratory—No, 30 Front Su, Brooklyn, N. Y.
Umco—Nc.Dz%ll Eye Bt. N.W., Washingion,

Brooklyn 'Phone
TRiangle

‘Beauh' i your

pacéaga i

Use Producls of Sylvania
Cellophane

*

Crystal Tube Mfg. Co.

538 So. Wells St.. Chicago, IlL

FOR SALE—Hydraulic wmacaroni pres:
kneader, mixer, dies, cabinets for sho
cits,  Roth Noodle Co. 7224 Kelly S
Pitisburgh, Pa.

308 W, WASHINGTON STREET

Campfimmld o}ﬂ
THE OHID SALT COMPANY

WAD3WORTH, OHIO

o
CHICAGO OFFICE

Phone: STATE 7851
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A Digest of Successful Selling Ideas

By Charles B. Roth

When to Stop Work

Around every industry traditions
spring.  You can't get orders on Sat-
urday morning . . . no use to call be-
fore 10 in the morning . . . August is
a dull month . . . better stop work two
days before Christmas, because there's
nobody going to buy your line then

4...and so on ... and so on,

One sales manager told his salesmen
that he wanted them to keep on calling

§ right up till Christmas day, to test the
{ validity of that tradition. They did.

One made sixteen calls the day be-
fore Christmas and got nine orders,
He called without competition: the

i other salesmen were all out observing

the tradition.
Most salesmen to make records need

| something extra, something above and

heyond what the ordinary salesman
has. Since most salesmen are alike
mentally and physically, or practically
so, they cant rely upon the gift of
extra Drilliance. DBut one thing they
can rely upon is extra work, It has
never, to my knowledge, failed a sales-
man, extra work—it never will.

How to Whip Competition

George Washington Phelps, the ad-
vertising man, has a story which
wints up the way for a salesman to
Ilnndlc competition as well as anything
clse T have ever heard,

As Mr. Harrison tells it, the pros-
wect for a new car dropped into a
show room, He wamed the salesman
that he had made up his mind to buy

another make, that he was just - k-

ing to compare the two.

“T understand,” said the salesman.
“Let me tell you about our car any-
way."”

Sa he told the prospect all the plus-
woints, The prospect said: “The talk
ias not changed my decision entirely,
but I'd like to see the other car once
more before I buy.”

“If you'll step into my car,” said
the salesman; "I'll take you over to
the other dealer’, His car is a good
one and deserves your study, If, after
comparing it point for point with our
car, you decide that ours is better, we
<hall be very happy to serve you.'

Traditions!

Are there traditions in the
macaroni business that al-
fect selling?

If so, which are helplul,
and why? Which are harm-
ful, and how?

Salesmanagers are in-
viled to exchange views on
this subject. Submil your
thinking for publicalion in
these columns. It all helps,
you know, —Editor.

He drove the prospect to the rival
showroom,

Later the prospect came back and
bought.

“Your willingness to let me see the
other car; your admission that it was
2 good car; your offer to take me to
a competitor’s place of business, aston-
ishes me. But T know you could not
do that unless you had absolute confi-
dence in your car.

“You evidently had no fear of com-
jetition.  "our own belief made me
Lulic\'u. + want your carl!”

How infinitely better this is than the
way most salesmen adopt, of knocking
the competitor.

Off Days Are Out

“If 1 felt every day the way I feel
today, there is nothing in this game |
couldn’t accomplish,” a very good
salesman confided to me not long ago.

“You feel good, then?”

“Perfect. My spirits are high. But,
boy, the off days sure do tear me
down,”

“What do you mean off days?”

“The days when cverything looks
blue to me; the days \\',‘ll.'ll I'm low
mentally, physically, spiritually, every
other way,” he confessed,

“Why have off days?"

“A fellow has to have them.”
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“Oh, no, he doesn’t.”

“I don't believe it

“Maybe 1 can convinee you.”

“Go ahead.”

1 told him that an off day is a day
which hegins with the wrong state of
mind.  That is all.  You get up and
the day starts wrong. You brood
over real or fancied wrongs or fail-
ures,  And you entire personality is
warped,  Dut any man who wants to
can climinate off days.

How?

First, keep yourself i the best
physical and mental trim, Don't cat
oo much, drink oo much, sleep too
little, exercise too little,  Sccond, turn
vourself around and look on the day’s
work, not as a day's work, but as a
day's adventure.  Third, don't let an
off day idea get inside your head.
Cast it bodily out.

That's the way never to have an off
day.

Outsmarting Discourtesy

A salesman writes me that, although
he's been selling for a long time and
with quite a degree of success, there's
one situation that still gets him down.

It's the situation which arises when
he calls upon a discourteous buyer,
who won't yield his attention but who
sits at his desk and goes on with his
work, ignoring the salesman,

That's not a hard one to overcome.
The rule is simple:  Outsmart him
with curiosity.

Here is what T mean:  When you
call on a man and he refuses to give
his attention, in place of talking
against inattention, which is always
incffective, merely step back about
three feet from his desk and smnsl
there silently.  Don't speak.  Don’t
try to get his attention.  Just “erowd
hitm with silence,”  It's amazing how
quickly even the most stubborn of
discourteous buyers will weaken, will
look up from their desk, will say:
“Well, what can 1 do for you?

And when you get that admission
from them you have all you can rea=
sonably expect at this stage of the sale
—you have their attention. The rest is
up to you,
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A bigger and better publication!. That's the aim
~nd the ambition of the sponsors of this spokesman
frr the Macuroni-No_c:dle Industry. That continues o
" -. our aspiralion as we canclude the first twenty-two
years ol service lo reader and to advertiser.

We take this opportunity to express our appreciation
of the constancy and consistency of the many adver-
tisers who have remained with us continuously
throughout these years and to welcome the friendly
occasional advertisers ol their product and service.

Manulacturers can help us in expressing this feeling
in a material way by giving preference in supply
lirms that are proving themselves friendly end co-
operalive, lor the good and sullicient reason that our
advertisers are “the best people.”

"The best people,” from an advertising standpoint,
are not necessarily those who live on the right side of
the railroad track. But they are the best people to
cullivate in business, quite as much us there are the
so-called "best people” 1o mix with socially,

We believe that our publication is read by the best
people in the Macaroni-Noodle manulacturing and dis-

tributing field. It most cerlainly is read by the pro-.

gressive element, who are alert to anything new,
beller, more convenient, or more economical. They
are the best people to adverlise to because they are
receptive fo what advertisers have to olffer.

The Best people

Dedicated to Regulars and Occasionals
by the Secretary and Editor

“The best people” are busy people, and are com-
monly quite hard to reach. Surely it is worth con-
siderable 1o have these best people segregaled as a
prelerred group of customers or suppliers. The best
people, in the sense ol the chosen ones to advertise
to, and to sell 1o, also are the most influential people
from either a buying or selling standpoint.

There are best mediums, just as there are best
people. We belive that we qualify as the very best
medium in our lield. We do it by being the kind cf
publication that merits the altention and reading cf
those who are sulfliciently impertant to value their
time. We have done a lairly good job of selling ou:-
selves, as the number and the class of regular adve -
tisers testify. We can help you contact the kind i
people whose business you will appreciate and who: »
endorsement is worthwhile, whether you be buydr
or seller,

If you are a reader, inquire first from the advertisers
in our publication, If you have a product or servic «
to sell macaroni-noodle manulacturers, use the ac
verlising columns of The Macaroni Joumal—the officic:
orgaon of the National Macaroni Manufacturers Assc
clation—the magazine with a circulation to readers
who reside “on the right side” of the railroad track
for your sales purposes.

FOR THE MACARONI OF TOMORROW
Clenmont. Gntroduces

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

Operation as im-
ple as it ap! sars.

Is a rolling proc-
e3s; will work with
solt or firm dough.

Suitable for short
and long goods.

Producing 1200 pounds per hour ol excellent product. golden yellow in color. glossy smooth
finish, strong in texture, {res lrom spots and sireaks.

For Details Write to

CLERMONT MACHINE COMPANY, INC.

268 Wallabout Street Brooklyn, New York




The Four Aces of
' Quality

Durum Products!

Pillsbury’s No. 'I Semolina
Pillsbury’s Durum Fancy Patent
Pillsbury’s Durum Granular

Pillsbury’s Durmaleno Patent Flour

PILLSBURY FLOUR MILLS COMPANY
General Offices: Minneapolis, Minn.




