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Five Mills — Nine Factories

Sectional view of our Research Laboratory at Chicago

High Quality Boxes Cut Shipping Costs

When you buy solid fibre or corrugated shipping boxes carrying the Con-
tainec Corporation of America or Mid-West Box Company identifying
stamp--you do not buy ordinary boxes. You DO buy products having a pre-
cise, high quality that is most jealously guarded by continuous tests, in-
spections, and the excellenc progressive work of our large, thoroughly
equipped Research Laboratory at Chicago.

In addition, the very complete equipment of our many mills and box
factories enables us to give you gilt-edge service on orders, supplemented by
quick, short-haul shipments whenever possible. This service is to your ad-
vantage especially if your plans include “hand to mouth” buying.

Cheap boxes cost you more in the long run than known quality boxes made
specifically to cut down your packing and shipping costs Once a user of
our boxes you will buy no others because you will find them everything that
you desire. Our large organization--secord to none in quality and service
standings--is ready to help you as it has helped hundreds of the biggest and

most exacting shippers in this country.
Should you wish to check up on your packing and shipping costs--fill in

coupon and mail today. No obligation--no charge.
RETURN COUPON

CONTAINER GCORPORATION  coxrauen cononation ov Avsaioa

111 West Washington Street, Chicago, Dept. 20

OF AMERICA Gentlemen: Please have one of your experts check our pres®
it bligating m—-fold"

AND packing and shipping method hout

Mll)"‘VEST Box COMPANY purpose of reducing our costs if possible.

111 W. Washington St.

CHICAGO, ILLINOIS S S e CR S T L S

Capacity 1000 tons per day AR e e
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are a long jump
ahead of many an-
other make.

Have you seen our Mostaccioli die?
Uniform cut assured — 1009% faster
than any other cutting device—sani-
tary—easy to operate. It is inex-
pensive too. Ask us!

We manufacture any other size,
style and variety of moulds.

Let us solve vour die problems.

MARIO TANZI CO.

Boston, Mass.

ave




A WALLA T Tk S o i s et

e e SR -z & e = 2 -

THE MACARONI JOURNAL

MINNEA

POLIS MILLING COf

MINNEAPOLIS, MINN.

August 15, 1927

THE

MACARONI JOURNAL

Volume 1X

r———

AUGUST 15, 1927

Number 4

Putting the Spotlight on Macaroni

Educational public:ty through newspaper articles and advertising is the great-

est need of the Macaroni Industry . ... Printer's ink has been the principal

factor in producing the great prosperity that America is enjoying,—Henry

Mueller, president of the National Macaroni Mnnul"u_lun.rs Association, in
his annual report at the Minneapolis Convention in June.

Practically every important newspaper in the country car-
ried the above item of news during the months of June and
July. They chose to believe it to be an endorsement of news-
paper advertising as the real selling medium. In a broader
sense this leader sought to point out the need of some sort of
well planned publicity in order to put the spotlight on the mac-
aroni industry,

The Macaroni Manufacturing Industry in America can be
said to be of recent origin. Adopted from an ancient civili-
aation by immigrants and sons of immigrants, development
has been slow and uncertain.  Naturally all the energy of the
pioneers was spent in improving the quality of their products,
experimenting  with strange raw materials, increasing their
production and in other ways building the foundation for fu-
ture greatness,  Up to thic present profits have been meager,
but contentment substantial.

In this industry the stage of overcapacity has now been
reached and like many other food lines as manufacturers we
are now confronted with the serious problem of how best to
dispose of our output on a profitable basis, It was in con-
nection with the consideration of this problem that this leader
expressed himself as quoted above in the newspapers of the
tountry,

Many of the manufacturers evidently did not appreciate
the seriousness of the topic offered for general discussion
through the mails and at the open conference of the industry,

i bt those who did practically agree that the Macaroni Indus-

Iry needs most some educational work applicable two ways—
first toward the manufacturer and second toward the public.

§ While there is an apparent unanimity of opinion as to the
g needs, the question remains:  Are they sufficiently interested

0 adopt ways and menns for meeting these needs?

Time and again it was brought out in the open discussion
that the industry was face to face with a problem that in-
8 lividuals might tackle but that can be solved only by a united
"‘d“Slr\ Surely there must: be something proposed that will

he the least bit promising and appealing to every individual
interested in the future welfare of the industry. What is it?

It is generally admitted that whatever is done should be
started in a small way to convince the manufacturers of its
worthiness and so planmed that it will permit of expansion
as its good results become manifest.  Apparently this is the
intention of the several important committees that have been
appointed to study the problems and te recommend planned
action.

Manufacturers are warned not to expect too much of little
things. In addition to determination, time is an important fac-
tor. People’s habits cannot be changed in a day or a year.
The increased consumption of macaroni products, which is
the generally agreed greatest need of our industry today, will
come only through cooperation, patience, timely suggestions
and convincing propaganda,

Work of this kind will cost money. Is the industry suffi-
ciently sold on any one or more plans to properly finance
them? Heretofore there has been such a diversity of opinions
that even the first step could not be taken. Perhaps we have
at last convinced ourselves that we must do something for our-
selves or others will to it for us without giving us the credit.

From a survey recently made by an independent and dis-
interested business concern it is reported that 160 of the larg-
est macaroni firms in the country have a total capitalization
of more than $20,000,000.  This survey shows 6 firms with a
capitalization of $1,000,000, 10 in the $500,000 class, 10 in the
$300,000 class, 23 in the $100,000 class, 40 in the $30,000
class, 25 in the $25000 class, 25 in the $10000 class and 19
in the $5000 class.  Approximately 300 small firms are in a
lower classification.

This gives us a peneral view of the greatness of an indus-
try that is trying to put over what others woulil consider a
very small activity but which has been impossible with us he-
cause of lack of unity,  Are we going to throw the public
spotlight on macaroni?  Yes, if we want it! Do we want it?
Time will tell!
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Macaroni for Health---
Macaroni Makers Master Builders

By Dr. C. Houston Goudiss,
Editor The Forecast Magazine, New York, N. V.

Gentlemen, T amn going to address you as
master  builders, for you belong 10 that
great group who supply material for the
growth and maintenance of the human body.

The structure to which you thus con-
tribute is all-important.  Upon the fitness
of the human body depends all we have in
the way of trade, Icaruin;f. art and social
progress.  And since that far day when the
first savage sought his first supper in the
wilds of some valley in Asia, the primary
struggle of the human race has been a
struggle for food to maintain this fitness.

In the beginning Nature, unaided, sup-
plied the nutritive needs of the few wan-
dering groups. As savagery gave way to
barbarism and barbarism slowly faded ‘into
civilization, man had to go into partnership
with Nature in order to secure better fum[.
As the arts and sciences developed, bearing
their fruitage of comforts and conveniences,
the desire for varicty became a vital factor
in the food march of mankind.

Man's scarch for flavor led him on his
first voyages of discovery. The keen rival-
ries that resulted were lﬁc actual caunses of
those vast commercial enterprises which to-
day span oceans with a network of food
exchange. Back of everything he under-
took in the different ficlds of progress was
the provision of fit material for three meals
a day.

In the dawn of man’s being food was
the first need.  ‘Through his tens or hun-
dreds of thousands of years it has remained
the prior consideration.  And today, with
all our marvelows advance in cevery line,
with that_crowning achievement of winged
men soaring through storm and night from
continent to continent, food still is the com-
mander-in-chicf from whom cacl of the
nearly two billion persons now alive takes
his or her first orders

The fvod you wen provide is one form
of the master foodstufi—wheat.  While Yot
the human race was in its infancy this prain
proved its supre as the one best adipt-
ed 1o the daily ne of the living machine
that dircets the forces of destiny.  As time
went on and experience set standards it
became known as the staff of life.  lis
fight 1o this title still remains unchallenged

The Trund of knowledge; the increasing
Way of science; the conquests of chem-
wry; the sum total of dict discoverics—
fone of these giant strides of progress s
many way lowered the place or lessened
the power of wheat in the cipire of cdible
thinys

The golden ficlds of it which make a
Elowing band around the earth form the
basic wealth of the nations. Let them RO
irren, and our boasted glory would be
Snkcrously menaced.  Their harvests form
the walls o1 Wall Street. “They are mighty
dcors in - settling wars amd basing  the
frofits of peace, From the first flutter of
lfe, through the changes of childhood, the
Many aims of maturity, and the ndf'ush
ments of old age, to the last hours of life's
‘unsct, wheat is one of the fundamental
upports of the human family.

This is not a ﬁ;;nn.-nl of fancy but a fact
3 lard and lasting as the granite hills,
: ierefnre, as master builders b{ right of
unplying * food, you become defenders of
iy by offering a wheat product to the
People,

\.\nu are more than makers of macaroni.

o are part-makers of man-strength; part-
Makers of man-health, The fact that you
*1ve mankind with one of the most bene-
Gl and desirable forms of wheat makes
éti):u partners with fate in_determining the
Hfection and durability of human actions;

)

m

MORE FOOD FOR THOUGHT

In this issue are printed several ad-
dresses given at the 24th annual conven-
tion, June 13-15, in the Hotel Nicollet,
Minneapolis, Minn., which were not in-
cluded in the official report of the con-
ference printed in the July issue of The
Macaroni Journal.

in influencing the output of the human mind
and the higher reachings of the spirit.

In a very true sense macaroni Jlnul(l be
considered much more than a tempting side
dish, as it has been made in many Amer-
ican homes, It is a great fesh maker, and
the ease with which it can be digested is a
large point in its favor. Nesides the pro-
tein furnished in the wheat gluten, cooked
macaroni contains over 15% of heat and
energy giving carbohydrates, and about 155
of vegetable fat, making this a splendid all
‘round dish.

Gluten is regarded by science as ane of
the wreatest of Mesh Eailders, 11 i< 2 van
derful natural componad of « LT
tein, fat and carhohydrates which natur
seems 1o have prepared espeeially for s
building purposes Ttis gluten which give-
the wheat grain it~ peculiar fomd va ue
This gluten helps to keep the walls of 1l
hunan house from weakenimg and fall ne
These carhohydrates help 1o Keep it from
becomime o cold tomb, damp with vain
memories of what mind and musele micin
have done Without a sufficicney of min
cral salis the whole living home  would
break down,

voother ToodstulT is <o nutritions b
cause no other is so rich in gluten, which
is a major physical requirement, vspecially
during the building vears of ehildhood N
other food supplics in such concentrated
form material for foundation, walls and
ron ul at the same time foel for heating
amd power purposes, and elements for the
proper regulation of these animating forces

Do you wonder that | rank vou with the
master builder<®  Yer I, myself, wonder
how many of vou have thongh seriotsly
of your remarkable contribution 1o the con
structive wellbeing of vour fellowmen, |
wonder how miny of you at this moment
are aware of the hich part you are plavin,
in the unfolding of Time's” plan,

Da you fully sense the food-meaning ..
macaroni, not only as based on the inheront
propertics | already have mentioned but on
those added vietues which attach 1o it when
served in the numerous combinations 1.
which it is <o perfeetly adapted?

Serve it with milk and you have the build-
ing and energizing propertics of wheat com
bined in ideal form with the marvelous vir-
tues of the best liguid food—its lime for
bones, and its vitamines which play such
an important part in growth and in pr
tion of certain discases due 1o malnutrit

Serve it with cheese and a feast of flavor
is added to the food force of the ma ani,
also protein and fats.  With tomatacs it
supphics a dish as beneficial as it is deli-
cious, rich in vitamines and mineral salts.
The_same is true of other ve, hles that
combine admirably with this white meat of
the wheat, many of which complete the
nutritive worth with cellulose or roughage,
a necessary factor in the elimination of
waste malter.

I think it is a safe assertion that maca-
roni and macaroni products have more
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varicd uses mothe daily diet than any other
e form of food. | helieve it is 1
to serve them a different w
day in the year, and to be able to ke
such a statement abow a studf ~on raec bl
endowed with basic nutrients is a4 matter of
more importance (o the weliare of mankind
amd the future of human offort than o ciie
the amazing spread of suehi ands 1o progress
as the telephone, cleetric light, or radio

For the value of these amd all other fruits
of skill and genius depends first on the
ability of man 1o make use of them, il
this ability is dependent on ample ~appls
m palatable form of foodstutis which will
make and keep him capable of cndeay.og
and enjoyment.

The food habits of the world have under-
gone a marked change within the last half
century, and we still are in the center of
this newer knowledge of nuotrition
longer is breakfust a guess, dinner i ven
ture, and supper a risk. At great cost i
effort and experiment, research and labora-
tory tests, we are being brought nearer to
ce where chance will not sway our
5 where definite knowledge of cle-
mental values will be the deciding factor in
the menu.

A vast army of faithinl workers—explor-
ers, we o might call them—aome of whose
soldiers are numbered among vour own ey
erks, are p;l\ilu: the Wiy 1o a proper ap-
preciation of the place and power of fomd
They are makimg it clear that food may
build or blast, develop or destroy, help or
hinder—according to the use we make of
it the manner in which we combine ir; th
proportions in which we cmploy the v
rious clemental nutrients

We are coming to hnow that o man's
food 1s prime minister of his Late—not anly
physically but mentally and morally. Tl
progress of the human race bas its oot
m those efforts generated by the weed for
presecvition of Tife. Fool s the tirst ne
vasiry in this, and right diccetiom can come
only through right food

Out of this impelling motive crows the
secomd urge—the desire o obtain distine-
tion. Ina healthy nation cach class aspires
toaml trends toward the nest Tigher level
The Blood of ambition defies the law of
cravitution and flows upward  Thus the
whole mass, throngh contimued uplifting,
attains a loftier level

There s no better work than that you
men are dvame in o supplying the world with
ool i the purest and most palacable form
Your product in itseli can be elassed as
A naste Deyond this, its affimty fo
such other  master-foolds as mnlk, cegp-
cheese, and vegetables s highly importan
sinece the people of this naton are todi,
sulferime from a bk of st sucl a perfect
ihiet

You have it in vour power 1o extend 1
benetits of your product by telling the o
ple where and how toouse it You can

~thly
ay almost vvers

g

confer great Lastine public g Isy
stimubiting more general use of macarom
throwgh  associted  advertisime—teachin,

the people about its food vietnes amd o
lights, as has been done in the case of
milk, raisins, and wany kinds o0 canned
foods T would e well for oure people o
thear present per capita consumption o
poumls of macarom were donbled, b
tor them il trebled!

Dl ot forget that it is just as necessary
to lead people out of physieal dliteracy -
to develop and train eir uomls You
lave it in your power to do this in recard
to the output of your great plants. You can
be puides and counsclors. You can and
should Teave no stone unturned in an all
effurt 1o make the food meaning of maca-
roni clear to everyone, and when this is
done, vour harvest will be a great one.
The forward march of this nation will e
woverned by the all around fitness of its
men, women amd children,  As makers of
one of the great food supports <t this army,
and as possible cducators of the people in
its use, you hold high place in the real
salance of power. You are master build-
ers, and your greatest work lies ahead!

g
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1927 Marketing

By A. E. Philips, Westfield, N. Y., President American Grocery .S'pcri'uh_v
Manufacturers Association, Vice President the Welch Grape Juice Company

1f my subject has raised a suspicion that
you are about to hear how it should he done,
calm your fears, for 1 would not have the
hardihood to make such an attempt before
a group of such erudite and experienced mer-
chandisers.

You want to keep in touch with the funda-
mental trends of the Grocery Industry. You
want to know where your branch_of the in-
dustry is and where your own particular busi-
ness is with reference to these trends.

I propose to confine my discussion to the
enumeration of a few pertinent facts and a
brief description of some important tendencies
with which 1 have come in contact through
my business and my office as President of the
American Grocery  Specialty Manufacturers
association. When 1 have finished, if you wish
to ash any questions, 1 shall be glad to try
to answer them. <

While 1 am speaking you will he thinking
Macaroni, Noodles and Spaghetti.  Henry
Mueller will be thinking of it cooked, while
my friend limmy Williams will he concen-
trating on Creamettes. I shall be happy
anything that 1 say develops a train 'n[ thought
useful to you in finding a hetter_niche in the
stupendous food market of America.

This has heen characterized by ccprllnmi.-.h
generally as the most highly compelitive cra
of production and distribution which this
country, or the world, has ever known. If 1
were o start off with the statement that
macaroni is hecoming a competitor of gaso-
line, you prohably would not take me seriously.

As all marketing starts and ends with the
consumer—1o ascertain not only what the con-
sumer wants hut what is of substantial service
and therefore salable to him, and how to sup-
plv it—we will start there. . 5

In the United States, we are reliably in-
formed, there are now nearly 120 million peo-
ple—prospective consumers, whose annual ex-
penditure for food is estimated at 23 hillion
dollars. .

Population is increasing at the rate of 1%
million per year, and it is constantly hoeoaing
a richer and more appreciative populatio

For years the hetter-to-do classes nf peo-
ple have weighed the pleasures of the auto-
mobile against the satisfaction of owning a
home. y

Consumers are now adepting ar sxecutive
attitude toward spending, to a4 gice never
known in America before. They are care-
fully weighing onc value against another in
the effort to make their dollars buy the max-
imum of the good things of life, and instal-
ment sclling has hrought within the reach of
the masses a large list of articles hitherto
regarded as expensive luxurics. The joys of
owning a home, automobile, radio, vacium
sweeper or peacock feathers are maltched in
the home ludget against the benefits of good
food.

Can you imagine the grect food industry,
representing 23 hillion dollars annually of con-
sumer  purchases, cooperatively adverti
“Eat Mare, Ride Less, and Cut Down on Sil
Stackings”? You probalily cannot, and we will
Hismiss it as beyond the realm of possibility ;
but food, motor cars, and clothing are pitted
competitively against one another in a man-
wer which that thought serves to illustrate.

We are told that, large and small, there are
over 40 thousand manufacturers of food in
the United States, a total of 70 thousand man-
ufacturing articles sold through the grocery
trade. From here on our triscussion deals
with food only.

Finer distinctions than ever before zre le-
ing made by the consumer bietween foods on
the hasis of their labor saving convenicnce
combined with nutritional constituents. For-
merly it was taste and varicty which actuated
the housewife, —appetite appeal, — qualities
which were obviously revealed at sight of the

K
k

articles themsclves. Dut today meats, vege-
tables, cereals, fruits, dairy products, and even
beverages and confections are being placed
upon a new hasis of competition. They are
being bought by rapidly increasing numbers
of well informed consumers on the basis of
their place in a balanced diet, and in the
lahor schedule of the houschold.

The intelligent housewife not only wants,
It in her increasingly executive attitude to-
ward spending is acauiring a state of mind
which expects 1o be told the functional as well
as the money value of foods, This is a duty
exnected of the producer,

Where the nrimary ohicct sought is not to
create demand for soecific hrands but to in-
crease the consumption of the commoadily, it
can be and in several instances i3 being done
cooneratively by a groun of manufactnrers.
Such » cooperative cffort is now being
launched by bottlers of carbonated heverneres
and annther by the candy manufacturers. Nu-
tritiona] value is the dominant theme in bath
camoaigns, Where the primary ohicct is to
create a demand for a snecific hrand, the doty
falls on the individual manufacturer. The
industey or individual producer who over-
Jonks this dety expected of them hy the house-
wife is lightly mssing over an opportunity and
possilile mecessily,

A dawning realization of the importance of
a knowledee of nutritional valves to Tindily
comfort, health, comeliness and, for those
eainfully emnloved even tecalth, is responsilile
for this growing desite for more information,
as a condition precedent to hecoming regular
customers.,

In furnishing consumers with the informa-
tion which it is becoming increasingly neces-
carv tn pive them, we arc fortunate in having
a cirenlation of leading maparines aggregating
13 million ver iswie and dailv newspapers ag-
gregating 3 million per issne from which to
choose, hesides outdaor, street car and various
other forms of advertising: ana 62% of our
pomplation is literate,

What has heen accomplished through adver-
tising in the last few vears in taking fruit
and frnit iuices out of the class of emer-
gency or hetween meal foods, and nlacing
them amone the substantial articles of dailv
diet for their vitamins, mineral salts to build
hone and teeth, easily assimilated froit sugar
for energy. alkaline reaction nreventing hodv
acidity, and anerient pronerties, is too well
known to require more than passing mention.
As evidence of its success, this country now
supports 23,000 fruit and vegetable stores aml
nearly every grocer sclls these commuoditics,
while frmit and fruit juices, notably orange
jnice and grane jnice, are on the breakfast
menus of nearlv all leading hotels,

An outstandine example of rising to that
cpportunity, which utilized the labor saving
value, ic found in the recent campaigns of
the baking industey where it is reported that
the wvereentage of American homes using
Inker's hread was increased from 61% to the
erormous proportion of 945, Today the
country supports nearly 27000 haked goods
stores, and nearly every grocer sclls bread
and some stock other haked goods. The 5000
delicatessen stores of the country are an add-
e testimonial of the consumer appreciation
for labor saving fools.

3 Focal Points of Manufacturer Effort

Thus far 1 have emphasized the growing
importance of the actual service value of a
wroduct, and the consumer's new and increas-
ing desire to be fully informed of it.

Getting goods from producer to consumer
effectively and cconomically is of equal im-
portance.

Standing between the consumer and manu-
facturer are the necessary and inescapable
functions of wholesaling and retailing, Pro-
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vidiag for them constitutes our problem of
disttibution.

PYODUCTION, DISTRIBUTION and
CQNSUMPT[ON are the 3 prime focal
points of every reputable manufacturer's of-
fort, It is necessary to consider all 3 in can.
nection with markating because they are of co-
equal importance and therefore interdepend.
ent. Success i one of these departments of
cffort_cannot he long sustained without sup-
port in the form of successful attainments in
the other two,

Branded products self advertise the source
from which they come, and especially when
thrown into the unshadowed spatlight of in.
tensive advertising, challenge comparison; are
subjected to the fiercest tests of quality and
claimed value, So unless they are made of
the best materials processed by the hest meth-
ods aided by the best equipment, they are
bound to fail. You can put down as an in-
controvertible truth:—That when an adier-
tised product has continuously grown in dis-
tribution and consumplion over a eriod of
years il comes fully up to the claims made
for it. Nothing kills a product more quickly
than a failure to satis{ly the consumer ex-
pections which advertising has created for it

Therefore it would be a foolhardy manu-
facturer who would sct out upon a costly cam-
paign of trade distribution and consumer
advertising  without first knotwcing that his
product is right and that it will perform the
mn:lt‘ri:nl human services which his advertising
claims for it. In 1927, 1o succeed, he muy
know what these services are and then exploit
them.

TIi would be equally shortsighted for a man-
ufacturer, after creaving a humanly perfect
and acceptable producet, and a nation wide ae-
ceptance among consumers for it, to then
hedge it about with policies and sales plans
calculated to defeat his entire cffort at the
focal point of DISTRIBUTION.

So you can put down as truth number 2:—
That it is or should be the desire, carnest en-
deavor and plan of the manufacturers of ad-
verlised products to formulate and carry ont
policies and a sales Man which are cquitable
and acceptable to the various forces of dis
tribulion.

Although hotels, restaurants, dining cars
and institutions comprise a market which rep
resents 17.2% of the consumer's total annual
expenditure of 23 billion dollars for food, the
distributing problems which they present are
too varied for consideration here.  So it i
my purpose to discuss only the functions of
wholesaling and retailing us they relate w
getting food vroducts from manufacturer 10
consumer in the home,

It is necessary to go back only a few years,
so that most of us can recall the comfortable
days of the uniform, settled distributing sys
tem from full-service wholesaler, intercsted
yprincipally or solely in manufacturers’ hrands.
to_full service retailer, to consumer.

For the changes which have taken place
trade  structure many are prone to place
blame at the door of this group or that:
wholesalers in general are prone to Mame the
manufacturer, who often returns the complic
mert: then some service wholesalers llame
the Cash and Carry type of wholesaler, while
many of their own type maintain Cash an
Carry departments; the retailer Mames the
Chain Store and praises the cooperatively
retailer-owned wholesale house, while whole
salers in general condemn both, cte., ad
finitum,

The blame—if blame we shall call it—rev®
on the laws of economics, which neither
wholesaler, manufacturer, retailer nor chan
store can change. Hence it is not a persond
Ilame, really not a blame at all, but a naturdl
condition of evolutionary progress.

If a sufficient number of retailers demand
their goods Ili a certain method capital W!
set up the wholesale unit of the system to
supply it. If a sufficient number of consum
ers demand their goods by a certain method:
capital will set up the retail unit of the syste®
to supply it. This is axiomatic, and const
tutes what is happening.

And it greatly complicates your problem!
and mine as manufacturers, Let's examit
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Th}"!ogzg,h our own experimental “‘Semolina
Ul we secure the facts upon which

We guarantee the quality of
Gold Medal Semolinas

GOLD MEDAL
"Tested™
SEMOLINAS
Our testing unit includes a_minia-
ture mill; a macaroni mixer, a
kneader and L.'"“I drying cham.
bers and cooking equipment. In
this miniature testing plant we test
I;!d develop the characier oi the
kluten necessary in the production
o good macaroni; we develop any
defects in the wheat as to i
and any excess of foreign seed il

ergot which prodi 5 0
greol !irer.ll.p oduce an excess of

Several years of experience have tanght
us that the manufacture of semoling,
both as regards the wheat mixture and
the milling, requires constant care and
watchfulness; that it demands a more
delicate adjustment of raw materials
and machinery than is the case even in
the making of flour.

wheat received at our elevators, enongh
wheat from cach shipment to make five
or sIx pounds of semolina is ground in
our experimental mill, and the resulting
semolina run through the mixer, I.'uc:ulh—
er, press, and dryers,

We feel that through this carcful ex-
perimental work, we are giv-
g the manufacture of semo-
lina the serious consideration
it deserves, and that our ef-
forts will result in a constant
nnprovement of the maci-
ront  products  made  from
Gold Medal “Tested™ Semo-
linas,

This is why we designed and
installed an  experimental
semolina mill. 1t enables us
to find out a great deal more
about the quality of different
grades of durnm wheat than
ever could be obta:. <«
through chemical
alone.

l‘;n](] Medal *Tested™ Semao-
linas are guaranteed,  [§ any
sack does not prove satisfac
tory m every way, vour full
purchase price will be re-
funded.

Gowpo MepAL SEMoLINAS

“Tested”

WASHBURN CROSBY COMPANY

General Ofices: Minneapolls, Minn.

analysis

SAOuL A

Following our chemical an-

alysis of samples of the

Millers af Gold Medal “Kitchen-tested” Flous
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for a moment its effect upon the task of ob-
taining initial distribution,

Effect of Changes on Initial Distribution

In years gone by, before the advent of pri-
vate brands, it was efectively accomplished at
very low cost by I’riendl{. straightforward
and undivided cooperation between the manu-
facturers' specialty salesmen and the whole-
salers’ salesmen, and this highly effective and
economical plan still holds sway in some parts
of the United States.

More gcncrall{ the present method, where
the wholesaler's interest is centered in his pri-
vate brand, is one of highly expensive, some-
times referred to as high pressure, cultiva-
tion of the consumer and retailer through lo-
cal advertising, direct mail, house-to-house
sampling, and crews of specialty salesmen,
frequently traveling in trucks from which
minimum cash sales are made to retailer from
stock purchased by the salesman from the
nearest wholesaler, The high cost of this
method is wasteful because this method is
made necessary by lack of wholesaler coopera-
tion, where there might just as well be com-
plete cooperation. ntrast this with Chain

tore cooperation, where a marufacturer's

roduct is distributed overnight in a dezen, a

undred or a thousand stores at no initiai dis-
tribution cost to the manufacturer,

Thorough distribution of a_product for
which consumer demand has been created
is epsential because without adequate dis-
tribution the consumer is unable economic-
ally to procure it. It can be most effective-
ly and economically Reﬁormcd by ful! co-
operation between the manufacturer and
the factor which performs the wholesaling
function,

Wholesaling and Retalling

Tao determine what, under the trade con-
ditions which_exist in 191{ constitutes Ef-
fective and Economical Vholesaling and
Retailing, it is desirable to scparate these
2 functions into the constituent services
which practice and tradition have assigned
to them, :

The functions of wholesaling and retail-
ing traditionally consist of the following
services to the retailer and consumer, re-
:.pu:cli\'cll\.r:

(1) Effective and Economical Purchas-
ing

(2) Effective and FEconomical Ware-
housing and Handlin

(3) Effective and_ Economical Adver-
tising and Selling

(4) Effcctive and Economical Delivery

(5) Effective and Economical Credit

By Economical I mean at the lowest cost
consistent with efficiency and good ethics,
for,other things being equal customers fol-
low price. i . y

By Effective 1 mean in direct satisfaction
of the customer's demands and require-
ments.  Any form of service, no matter
how cconomical, which does not satisfy the
customer is not cffective and sooner or
Jater will be displaced by a service in the
form which the customer demands.

That service must_be paid for, and that
rendering service without pay is an un-
sound and ephemeral practice, are 2 prin-
ciples always perfectly known but which.
in many of the newer forms of merchan-
dising have been lost sight of. They arc
incontrovertible, and firmly establishing
them in the minds of their respective cus-
tomers is the greatest piece of selling which
the wholesaler and retailer have before
them in the merchandising situation of to-
day. In this connection, editorially, the
trade press can render a signal and sub-
stantial service to the industry at large.

When a retailer receives from his whole-
saler all the services of whnleulinﬁ
enumerated above, including Delivery an
Credit, he must expect to pay for 1t, for
in doing so he is paying only for actual
value received. All that he has a right to
expect of his wholesaler is that the service
be performed and charged for on an eco-
nomical and sound basis; and in turn when
the consumer reccives from the retailer all
the services of retailing, including clerk
service, delivery and crcliil. the consumer
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must expect to pay for it, for in doing so
he or she is paying only for actual value
received,

On the other hand, when a retailer, posi-
tioned to perform some of the wholesaling
services for himself, such for instance as
delivery and credit, does so, he has a right
to expect to be paid for it; and in turn the
consumer who performs for her or himself
some of the retailing functions, such as
clerk service, delivery and crcdh, has a
right to expect commensurate remuneration
in the form of a lower price.

The change from full service wholesaling
and retailing is a change of habit which is
fundamental, and therefore the only way
to meet it is to get in step with it

All retailers do not want a limited whole-
saling scrvice and all consumers do not
want a limited retailing service, and never
will—what proportion will, and what posi-
tion they will occupy in the economic and
social strata, is yet to be determined. "t
good roads, the motor truck and automobuile
have redistributed the possession of trans-
portation facilities, so .that the retailer is
often well equipped to do his own trucking
cffectively and econmomically and the con-
sumer to carry his or her own merchandise
home with comfortable convenience and
resultant satisfaction.

There is nothing ethically, morally or
legally wrong in the making over of tra-
dition,

These changes are being wrought by the
progress of society. It would be a back-
ward industry, indeed, which would not en-
deavor to move forward with them.

The share which each individual business
wngaged in the distribution of grocery prod-
ucts, and which each system of distribution
from manufacturer to consumer, will have
in the future prosperity of the industry will
depend upon how successfully it accom-
modates itself to the new environment of
constructive change and cooperative effi-
ciency.

The mystery is being taken out of busi-
nes.. Guessing is being replaced by knowl-
cdge. DBusiness is rapidly becoming a sci-
cnze, based, like any other science, upon
facts and principles.

Formerly preferences were built up for
certain kinds or brands of goods which
cople expected to receive in the orthodox
ull service way. The outstanding featurc
of the new mcr:handisinﬁ situation is the
definite demand which is being built up for
specific kinds of Service.

This makes accurate knowledge of the
kinds of service desired by a community,
and the proportions in which demand for
the different kinds of service is likely to
develop, knowledge of paramcunt impor-
tance in determining the policies of a dis-
tributing business, whether it is a whole-
sale or a retail business.

Evcrf wholesaler and retailer should
know the costs for the performance of each
separate service tkat goes to make up
wholesaling and retailing, and if he sclls
with or without a certain specific service,
he should sce that the price is accurately
commensurate with the service rendered
and that his customer knows and fully
realizes it

The new forms of merchandising are all
busily selling their particular form of serv-
ice. The least busy element of the trade
in most cor:munitics in the matter of sell-
ing their services is the men who are per-
l'ﬂrmimf tl12 most service to the community,
the full service wholesale and full service
retail grocer. Service is the one commodit
of which wholealers and retailers are pri-
mary producers.

Service is taking an important position
beside Merchandise, as the basis of the new
competition in distribution,

. Some chain retail organizations are sell-

ing their particular form of retailing under

trademarked brand names—3io definitely
are they attempting to establish it in the
consumer's mind. Prominent among the
ﬁi.uneeu of these was “Piggly WIEEI MOt

Ca’ co’fna %]o munl:}t'l:telf- 3rvicf ¢ .,H-a'nd-

rry.” Others are “Jitney Jungle, elpy-

Selfy” and “Safeway.”
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“Phone for Food" has been popularized
in_some localities by the independent re-
tailer as a brand name for full servi.z,

A. and P, and other chain store service
in general has come to mean definitely to
the public “clerk service, cash-and-carry.”
Whether chain store service in general will
always mean this still remains to be seen.
I believe that it will not, for when the
saturation point has been reached, and u
will be, already has been in ¢ > com-
munities, chains will go in for i =ervice
in a certain proportion of their sioies.

Besides the long established il aervice
wholesaler-retailer  system, sv (1 in the
evolution of distributing methuds, 5 forms
of activity or systems have stood out mosy
prominzntlé/:

1. The Chain has successfully combined
all the functions of wholesaling and
retailing, with resulting econymies of
control, under ONE proprictorship.

2, Cooperative retailer-owned wholesale
house is attempting to perform the
functions of wholesaling under co-
operative proprietorship, at a saving
to the retail owners,

3. Wholesaler-retailer cooperative groups
are trying to effect the economies of
combined wholesaler-retailer functions,
including that of advertising to focus
demand, without combining propri-
ctorship.

4. Cash-and-Carry wholesaler is endeay-
oring to reduce cost to retailer by per-
mitting _retailes to perform certain
wholesaling functions—such as rredit,
delivery, sellinr, expense—and is mak-
ing these economics available to any
retailer desiring to take advantage of
them.

5. Group of retailers cooperating for ad-
vertising purposes under leadership of
all wholesalers in market instead of
operating in conjunction with one
wholesaler,

Opportunity for profitable cooperation
was never greater.  The necessity for it
was never more definite. The system of
distribution whose units fail 1o cooperate to
eliminate waste in the form of duplication
of expense and to perform most effectively
and cconomicaily the specific services un-
dertaken by them will fall of its own
weight. The units of the system who fail
to cooperate_will make it difficult for the
remaining cfficient units of the system to
succeed.

At present in the United States there are
reported to be over 6000 wholesale grocers,
50,000 chain stores, 194,000 independent re-
tail grocers and uﬁ.ooo general stores, with
many new and varied types of cooperation
being engaged in between wholesalers and
retailers, as well as numerous new types
of outright wholesaling and retailing, some
apparently sound, some likely to prove un-
sound.

. Among the questionable tendencies found

in some of the new cooperative plans are:

1. ASKING SPECIAL ADVERT!SISG
OR PRICE CONCESSION FROM
MANUFACTURER. Questionable on
the ground that it involves discrimina:
tion against other wholesalers an
their retail customers.

2. PROHIBITING RETAILER FROM
PLACING SPECIALTY ORDERS
Questionable on the ground that 1t
deprives retailer of benefit of the man-
ufacturer’s well-planned merchandis-
";'P help which supports and largely
cfiects sale of the article to the con-

sumer,

3 USE OF LOSS-LEADERS. |
That “Loss-Leaders” are a detriment
to the manufacturer is an established
fact. That they possess any perma-
nent value to the merchant is serious
Iy questioned by the preponderance ©
expert opinlon, Intelligent retail mer
chants certainly are no longer attract:
ed to trade with a wholesaler who
pretends to pri ¥ gaods at a loss, an
the quoting of ioss-leaders by whole:
salers quite common a few years 30
has fallen almost completely into dit:
use, if not entirely, en why shoold

- -
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The “Clermont” Noodle Cutting
Machine NA-2, with Flat Noodle
Folding Attachment.

Type NC-FNF
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Which is at last clear of all encumbrances from
the law suit of C. F. Mueller Co. vs. Clermont
Machine Co., Inc., as per opinion from Court of
Appeals which was short and sweet, “Decree

affirmed with costs."

We feel recompensed for the money spent to

fight the suit, as we know this machine will

prove it's value to the trade.

We are indeed pleased to put this machine on
the market ““‘For the Bellerment of the Industry.”’

Write us for catalogue and detailed information.

CLERMONT MACHINE CO., Inc.

268-270 Wallabout St.

Brocklyn, N. Y.
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the intelligeat consumer be expected
to bestow her regular patronage on a
retailer  who offers “loss-leaders"?
The new psychology of consumer buy-
ing is more expericnced. Consumers
arc better informed on merchandise
and merchandising than they used to
be. They know lkal it is illogical and
inconsistent for a merchant who is in
business to make money to be selling
goods at a loss, and when he claims
1= docs they may buy the article, but
i is argued that they do not hestow
their confidence and permanent trade.
A reduced price due to limited service,

such as “scll-service” or “cash-and- .

carry,” is an entirely diferent matter.
This they can understand and place
their permanent confidence in.

THE OUTCOME

Tolerance, Fairness and Economic Law will
be the governing facturs.

No malter what hi rances are put in the
way of a distributing system which is sound,
effective and cconomical, it will survive,

And no matter what protection is afforded a
system which is not sound, effective and eco-
nomical, it will perish,

That is the inevitable working out of cco-
nomic law, which neither associated action
nor individual endeavor can permanently al-
ter,

The several systems con live and prosper
side by side if they establish a sound, effective
and economical serice in gelling goods from
producer to consumer, and are able lo pur-
chase al a price which represents the same
net return to the producer. "

It is the secking and granting of special
privileges, protection or concession thal upsets
the equilibrium or balance of equal opportu-
nity.,

l’f the conditions surrounding all businesses
and all people were the same, if they were all
made just exactly alike, only one type or sys-
tem nf distribution would survive, But busi-
nesses differ and people differ, and the serv-
ices which they prefer or require are different.

There will always be a demand for the full
service form of distribution and for the lim-
ited service forms which base their prices
fairly and squarely upon the amount of serv-
jce rendered and do not try to get something
to which they are not entitled at the Luying
end and pretend to give something away at
the selling end of the line. Those who would
progress through the stages of this business
evolution must adhere to the strict observance
of the economic laws which are as inexorable
as the laws which govern natural cvolution,
They must be exemplary in their sclection of
methods and  observance of cthics where
others are affected.

The distributer's job is to perform a service
well und sell it for what it is worth.

It all sounds so very simple that one won-
ders what all the noise is about. But one
ceases to wonder when one sees the tried and
true policies of the past one after another
break down and go into the discard as a na-
tional policy; and in their places set up local
policies fashioned as best they may be to meet
the changes of the local trade structure, or
sces the old national policies patched up here
and rent asunder there as a result of the
changing trade complexion of the locality,

Trade is sounding uncharted channels and
its progress is often swift and incautious,
While the manufacturer is confronted with
the more numerous complexities of a wider
field, he also has the advantages of wider ho-
rizons, which enable him to see the storms be-
fore they strike; often he sces squalls in the
form of new merchandising schemes gather
and disappear before they reach him, or if
they come, they usually find him prepared.

Advertising is a prolific source of such dis-
turbances. Scarcely a day passes without
liringing to the average manufacturer doing a
national business one or more appeals lzor
cooperation in one form of advertising or
another, some with merit, some without.
Advenillng to Focus Denand a Distribut-

lnf Function
A clear distinction between Advertising fo

Create Consumer Demand, which is the man-
ufacturer’s jcb, and advertising to Focus De-
mand that has already been created, is one of
?rc:ﬂ and growing importance for the manu-
acturer to make.

Advertising to focus consumer demand on
a particular distributer is distinctly an act of
compelition Dbetween  distributers and s,
therefore, not a function of the manufacturer
but a function of distribution. In the absence
of such a distinction a manufacturer can
casily dissipate a- sizable appropriation intend-
ed to be used to create consumer demand.

Too Rapid Turnover

To return to our metaphor of the sea, onc
of the tidal waves now sweeping the whole
country is hand-to-mouth buying carricd to
uneconomical extremes.

Recently 1 heard a prominent whelesale
grocer state he was astounded to discover his
clerks were marking off orders at the rate of
$982 per week of merchandise which he
planned to carrf regularly in stock. One of
the largest wholesale druggists in the United
States told me a short time ago that before
the era of “Misconstrued Rapid Turnover,"
as he called it, his cost for city tclephone or-
ders was so low as to be negligible, while now
it is one of the largest single items of expense
in his chy sales department, ammmting to
1.385 while his packing room and delivery
cost had mounted proportionately,

Importance of maintaining a proper rate of
turnover is accorded universal recognition,
The manufacturer has never been so far from
spoiled goods troubles, or freer from large re-
bates against decline and heavy individual
credit losses as under this system, but mer-
chandising efficiency has suffered, and there
manufacturers, wholesalers and retailers have
been the losers, Manufacturers favor sane
turnover, but strongly oppose hand-to-mouth
buying carried to the extreme of uneconomi-
cal broken-case sales by wholesalers to retail-
ers or such small purchases by wholesalers as
to create frequent borrowing from one an-
other, or let volume suffer while waiting for
insufficient shipments to arrive,

Trade Associations can give no greater sin-
gle service to business at large during the
coming year than to drive home the fact that
the cffort for rapid turnover, splendid in it-
self, has been carried far out of bounds.

Auctioning Specialty Orders

The manufaciurer is not always perfect in
his distributing relations. One of the com-
Jaints brought against him is the “Auction-
ing of Specialty Orders,” for which the pres-
ent unscttled state of the wholesale trade fur-
nishes tempting opportunities.

By “auctioning” is meant the shopping
around by a specially salesman from one
wholesaler to another to see, first, which one
will fill an order already booked at the low-
est price, or, second, which one will authorize
him to book retailers’ orders at the lowest
price.

I have investigated this subject during the
last few months, and 1 am prepared to state
that auctioning specialty orders is not a
PRACTICE, but a comparatively rare indi-
vidual transaction between an’ unthinking
wholesaler and an unauthorized, irresponsible
and improperly trained specialty salesman
whose house more than ninety-nine times out
of a hundred is kept in total ignorance of the
transaction, DBut even the rare occurrence is
subject to the scverest condemnation because
nothing will more quickly destroy all the good
will and prestige which the years of square
and fair dealing between manufacturers and
wholesalers have built up.

A wholesaler should be sure that he has a
case of a true attempt at auctioning before he
reports it; a properly trained specialty sales-
man will book an order only at the published,
printed prices issued b{ his house, but if a
wholesaler's salesman has offered the indi-
vidual retailer of large purchasing power, or
the well-rated retailer who is buying for a
group, a special quantity price on a particular
product or a standing inside discount on all

urchases, the wideawake specialty salesman
is sure to be confronted with it in his attempt

to gke: an order, and he has a perfect right 10
hook the order at the printed prices and tell
the buyer he can promise no other price, but
that the wholesaler cannot afford not to give
him as low a price on a specialty order with
which he voluntarily favors the wholesaler as
he would on an order mailed or given to the
wholesaler's salesman. That leaves the matter
of the special price wholly between the re-
tailer and wholesaler, the place where he
found it. A wholesaler. cannot expect to get
a higher price for goods sold on specialty or-
ders than he gets regularly for the same prod.
uct from the same customer on mail orders or
orders hooked by his own salesman.

The retailer is not to be blamed for de-
manding as low a price from the specialty
salesman as he is accustomed to receive when
ordering direct from his wholesaler. You

would, I would, so would any business man.

When the specialty salesman writes the order
at his printed prices he leaves the matter of
special lower price entirely between the re-
tailer and vholesaler. If the retailer has mis-
represented the facts, he will not expect, ar
press the wholesaler for, the lower price; if
the retailer has been receiving the special low
price, the wholesaler will have been made the
vietim of his own machinations, which he de-
serves,

1 might go on enumerating situations which
arise out of the manufacturer's relations with
wli.niz-nicr and retailer, but time will not per-
mit.

An advantage which a specialty order bear-
ing the membership and guarantce seal of the
American Grocery Specialty Manufacturers
association has over other specialty orders is
that the wholesaler knows it is guaranteed 1o
be genuine, and if not genuine, that he will
be paid his profit on it, so he often sends it
out to the retailer, where an order not bear-
ing the seal would be referred to his sales
men or some other checking system, invols-
ing delay, which jeopardizes its chances for
delivery.

Plan for Coordinated Action Against
Fraudulent Injury Claims

One of the dangerous developments requirs
ing attention in 1927 marketing of food prod:
uets is an epidemic of unfounded or fraudu-
lent claims for alleged injury from the con
sumption or use of grocery products. .lln the
majority of states, the legal responsibility is
on the manufacturer and his usual remote
ness from the scene tends to make him an
casy victim,

The plan of the American Grocery 5{4'
cialty Manufacturers association to comhal
the evil was launched last fall, when the lead-
ing national associations of wholesalers, re-
tailers, chain stores, and various lines of i«
manufacturers accepted my invitation aml. sent
representatives to our meeting in New York;
after the Plan was fully discussed and ap
proved, it was put into workable form by our
general counsel, Charles Wesley Dunn. Where
there is fraud the name of the same claim-
ant, lawyer or doctor is likely to appear in
more than one case. The plan provides for:

1. Prompt reporting all claims to our office

where they are filed for discovery of re-
waters, ;

2. Efficient investigating service at nominal

cost.,

* Advice in selection of Counsel.

Our files have Leen worked up so as to coV
er the cases reported during a number of pres
vious years, and already contain hundreds ©
reported cases. Some very interesting and el
fective work in preventing fraud has already
been accomplished. We shall welcome the
cooperation of the members of this association
with the Plan,

Pamphlets outlining the plan corppl_:'ldy may

be lmr by addrcm? our Association

at 53 Park Place, New York City.
TRADE RELATIONS 2

As an association, we are cooperating Wi
the effort of the United States Chamﬁrr_ of
Commerce, which was inspired by the Unit
States Department of Commerce headed, '
Sceretary Hoover, to organize trade relation
committees throughout all industry, and th®

(Continued ¢ . Poge 3
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No. 2 BEMOLINA

A Pure Durum Wheat Product Backed by
the Guarantee of the “KING MIDAS” Name

SATISFACTION

T

: 98 Lbs. Net

E GOLDENT

P T

There Is No Substitute For Durum Semolina

KING MIDAS MILL COMPANY

MINNEAPOLIS, MINN.
Write or Wire for Samples and Prices

STANDARD No. 3 SEMOLINA




14

To educate and clevate the minds of men
to a proper conception of safe and sane meth-
ods of doing business—a dollar's worth o
merchandise, efficiency and service for every
dollar that goes over your counter—get that
dollar—live and let live—is the foundation and
supersiructure of association work.

The day of individual stand in business is
over, whether it he retailers, wholesalers, or
manufacturers, and by this is meant, that the
individual who lives within the 4 small walls
of his own domain, and exists upon interpre-
tations brought to him as a guidance to the

overnment of his business, is not a merchant
in any sense of the term, nor is he rendering
any service in the commercial world.

{1e may be termed simply a wstarckeeper”
and endures the process of agony until
through due process of law he goes out of
business, attended by the verdict that—another
fool has gone out of business.

These asscrtions may to @ certain extent
scem irrclevant at a meeting of this kind, yet
in the final interpretation, there is little or no
difference between these motives and those
prompting your own great organization, and
the wonderful influences that continue its ex-
istence and make possible the great service
that it is rendering; and, after all is said and

done, that great austerc judge, “Public Opin-
jon,” docs approve of what is termed the
“Commercial Trinity"—by this is meant the
manufacturer, the wholesaler and the retailer
—for in the manufacture and distribution of
our entirc merchandising system, this trinity
represents the most economical process known
to the civilized world. Any serious handicap
to any one of the 3 would seriously affect

\e other 2; therefore, our interests are not
only mutual, but upon a common ground
must we solve our commou problems,

Then men in commerce today, rcgardlus of
their individual afiliation, are realizing their
responsibilities to their communities, the state
and the nation, and in fact absolute necessity
is compelling men of business to take a great-
er interest in the body politic, not only of
their community and state but of the entire

nation, and the fellow that invented the phrase
of “more husiness in go\'crnmtnl and less
government in business,” gave vent to an cx-
pression that means more than pethaps is at
first realized.

This does not mean, however, that laws are
not essential and necessary, because they are,
and your organization through its lpfcndid
efforts of the years gone by has made possi=
ble laws governing the manufacture of the
product that you represent, which has meant
much to the general consuming public, has
been the means of climinating raud and de-
ception and puts upon a plane of high qual-

ity the product in which you are interested.

From a purely commercial viewpoint it
would scem reasonable to believe that the
competitor of cach one of you is not the mun

in the same line of business, but in reality is

the lack of knowledge on the part of the great

American housewives of the great food value

of your product, the great ecconomic value

connected therewith, as a staple article of

food, and the simple means whereby it can be

prepared in so many ways as an edible food;

therefore, while it is true that macaroni prod-
ucts have increased amazingly in output
as compared to the potential possibilities of
the American market, you yet probably do
not exceed 20% thereof.” These may be salely
likened unto other food products which were
for years looked upon rather as a mecans of
convenience than an economic necessity. You
are now directing their destinies for a greater
future success through plans of a general ed-
ucational propaganda, and to the end that this
well founded association of yours may reflect
to its members individually and collectively,
the great success to which you are so jratly
entitled, it is indeed proper that we =nould
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Getting Your Dollar’s Worth

By Geo. M. Peterson of Duluth, Secretary Minnesota Retail Grocers and
General Merchants Association

assemble for the purpose of mutual better-
ment and that we should dedicate our services
to the bringing back to our respective locali-
ties, of the wonderful opportunities presented
at this convention—that we may interest the
fellow who is virtually riding on the other
fellow's ticket—get his cooperation—thus add
to the great numerical and financial strength

Golden Anniversary as a
Macaroni Manufacturer

Believing that the new world offered
greater and wider opportunities, this

strong in the macaroni manufacturing
well trained and widely experienced

game.” That is the boast of A. V. Al-
berto, president of the United States
Macaroni Company, Inc., Los Angeles,
Calif., one of the oldest men in the
business and one who has had an ex-
ceptionally wide experience in Euro-
pean and American plants. For more
than 50 years he has served as man-
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that is so essential and necessary in building
up the morale of any structure destined to
represent an industry such as yours, which it
is very safe to predict will. under its present
influences, develop a preduct un ualed, un-
excelled and universally recognized upon the
markets of the entire world,

Assuring you of the fact that our state as-
sociation s not unmindful of this privileged
honor of having its representative join with
you on this occasion, and bring from it to you
assurances of mutual cooperation, and thank-
ing you as an individual for the kindly cour-
tesics extended, permit us to bespeak {or you
increascd success through the many coming
years.

“Seventy years old and still going

macaroni manufacturer headed fo

ed with some of the large easter

Macaroni company,
Macaroni company, Carnegie, Pa., Ei
nest DBisi, proprietor; Youngstow

ward Muldoon, proprietor.

upon him and he went to California
act as superintendent of production

Oakland. In 1910 he superintended t
erection of a macaroni plant for t
California Macaroni company &
finally in 1917, just 10 years ago,
entered business for himself.
Though 6o years of age, when ot

ager and owner of several plants, first
in the country of his birth and later in
the country of his adoption, starting
on the Atlantic coast, tarrying a while
in the central states and later estab-
lishing himself on the sun kissed shores
of the Golden Pacific, in the ideal mac-
aroni manufacturing climate of south-
ern California.

Mr. Alberto was born in Italy in
1857. The father operated a small
macaroni factory and there he received
his first training in the business which
was later to be his life's vocation.

As a mere youth he served as pro-
duction superintendent and plant erec-
tion manager of several important fac-
tories in Italy, his home country,
among which may be named the fol-
lowing: Vincenzo Turri, Massafari;
Capozzi & Company, Corato; Michele
Pantanella, Rome; and Prisci  De
Torre, Anunziato, Napoli.

by his firm, the United States Ma

st., Los Angeles.

century of active association with

the small firm owned in Italy to

his son, Albert Alberto, who is sert
as secretary and manager of the s

Mr. Alberto claims the distinctio
being the first macaroni man in Af

macaroni on sticks instead of in t
as was the vogue when he cam
America. The method is now
generally used.

America in 1890 and became associat-

plants over a quarter of a century ago.
He supervised the erection and expan-
sion of the following plants: Ttalian
Utica, N. Y.

George Weaver, proprictor; U. 5

Macaroni Co., Youngstown, Ohio, Ed-

In 1904 the lure of the west came

several plants in San Francisco and

men are planning to retire, he ventures
forth for himself and builds the very
modern plant which is now operatel

roni Company, Inc., 610-12 New High
There he has p¥
into operation the ideas and expen
ences gained through more than a hal
macaroni manufacturing business from
of the most modern factories in south

ern California. With him is associated

room and offices at 629-31 N. Spring ¢
Main brands are Alberto and Peerles®

ica to adopt the present plan of drying
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“Quality”

Machines which

never fail

The Buhler Vertical Presses

with a laying table on
which the macaroni can
be laid automatically
into chassis without
touching the goods.

The manufacture of
macaroni with the

Buhler Chassis System

is the quickest and most
efficient way.

Try it and you will
never want the other
system back again.

The BUHLER Universal Dryer Model
QAM-6 complete with mon{yr, two fans
and skowing one of the chassis wagons
in position.

Buhler Brothers’

Works at Uzwil, Switzerland

By

The largest type of Buhler Press,
showing also the laying table.

. The
Universal Dryer

Model QAM-6

which is especially designed for
the Buhler Chassis System.

But this dryer can also be
used for any other kind of goods
such as:

Short Goods Curled Goods

On Trays

Spaghettlﬂagd Macaroni

For full information please ask

Th. H. Kappeler

Sole Distributor for Buhler Machlnery
44 Whitehall Street, New York City
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By T. K. Kelly, Presidemt T, K

It has been my pleasure for five years
to attend a great many conventions from
coast to coast and in foreign countries.
I sometimes wonder if the representative
business man who customarily attends
conventions gets all that is possible out
of them. Do we not often come home
patting ourselves on the back because of
l:pnslful addresses when what we really
needed most would be a “bawling out"?

I can't stand up here and tell you
gentlemen that 1 admire the way you do
business, hecause there are very few
business men in the United States that
I admire for the methods used in getting
their ends. 1 do not wish to bawl yor:
out but I wish some one would teil me
every morning where 1 have made mis-
takes and how to avoid the pitfalls into
which I step each and every day.

In my opinion business is not dwin-
dling, merely changing. To do business
today 1 am reminded of an Englishman
who met a Yankee on the street and said,
“How do you Yankees get along so well
in business, and we Englishmen fail?”
The Yankee replied instantly, “Brains.
brains. Eat more fish. Give me $5 and
I will send you some fisn that my wife
gets for me to eat, You -at it and see
how you get along.” The Englishman
parted with his $5 and the fish was sent
to him. The following day they met
again. The Yankee said to the English-
man, “How are you getting on? Do you
feel different?” The Englishman replied
“I can't say I do, but don’t you think
$5 quite a bit of a price for that fish?"
The Yankee said “There you are, your
brain is beginning to work already.”

So no matter how much brains you
have or how much you know about your
husiness, that is insignificant today. The
greatest menace the American business-
man has, that is holding him back, is
fear. He is afraid to do this or that.
He is afraid the sun is not going to shine
when he gets up; he is afraid of each
and every movement he makes. 1 know
business men that are so frightened that
they are afraid of their trusted clerks,
men who have been with them for years.
Fear is the greatest menace to American
business today.

You, gentlemen, in your line had a
thousand opportunities last year where

you have a million opportunities to pro-

gress today. American business men
should not be afraid but should develop
the opportunities that are before them,

THE MACARONI JOURNAL

Merchandising

acelly Sales System, Minneapolis.

Before developing these opportunitics
you must capitalize on your business and
one of the best points of capitalizing on
vour husiness is advertising, Advertis-
ing is not only the heart and soul, but
the life blood of business.

Newspaper advertising has become one
of the greatest forces in this country, a
greater force than mechanical power or
increased lines of credits or moneys, be-
cause it has molded the thoughts of mil-
lions of men and women. Men have not
changed much in 20,000 years but their
thoughts have changed at different peri-
ods, and the new psychological force
acting on the masses is newspaper adver-
tising, for it has revolutionized business
from within and without.

It has created a determination to live
well, which is at the roat of all boasted
wealth, Note well the period in which
newspaper advertising has made such a
giant stride; a period in which vast new
industries have risen in America afford-
ing employment to millions, creating
stupendous purchasing power.

Newspaper advertising will sell anv
commodity if that is prepared by an ad-
vertising man, but before advertising is
prepared or a campaign begun, hefore
the commodity is attempted to be sold,
there are 4 questions to be answered in
every ad,

1. What does the public think and
how do they feel about your busi-
ness?

2. Are there any old grudges, any
wrong impressions in the mind of
the public?

3. What is being said about your
commodity or what are you at-
tempting to sell regardless of the
line of merchandise?

4. What is being said by your enemies,
and competitors?

Every ad must be a direct answer to
those 4 questions, and the man who
writes advertising along that line—there
is no limit to what he can do,

I don't see your products advertisid in
Minneapolis except by Mr. Williuns, 1
cooks in one third the time.” e can
change that over 40 different ways and
make it as prominent and impressive in
the eyes of the public. There is no limit
to what you can do in the way of adver-
tising.

The other night I was reading the Sat-
urday Evening Post. You realize they
charge from $8,000 to $14,000 a page, 1
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" have read the Post several times, analyz-

ing this, and in reading over the display
advertising the last three months, and
out of those, costing from $8,000 1,
$14,000 a page, there were only aloy
10 headlines that were advertising. Jug
think of men writing advertising at 88.
000 to $14,000 a page and throwing (eir
money away,

Every clerk in every grocery store,
every merchant selling vour product,
should be an advertising man in favor
of your product, and it is so easy 1
educate people in that line, and to be ag.
vertising men, that you would be sur
prised at the result you got.

In your line, the same as in cvery
other line, it is the man who will find o
new way of doing the old thing today
who is in demand cverywhere, a man
who will find new outlets for merchan-
dise, new ways of cutting cost, new
methods for doing the old things. That
is what business demands today in your
line and cvery other line, Courage and
determination combine to form the com-
mon human quality, INITIATIVE, and
that is what you must have in your busi:
ness and every business.

How many business men, when trade
is a little quiet, feel they cannot meet
their obligations properly, and throw up
the sponge and say “Business is rotten,
there is no chance in our line.”

Why, gentlemen, your line and every
man’s line—he is carrying on if he edv
cates himself and his associates to live
that line, the opportuniiics are ualinited

Pay no attention to gloom stories go-
ing around. Today in your line of busi-
ness you have a wonderful opportunity,
when you come to realize the resources
of this country, when you come to re
alize the high wages people are obtaining
and when you come to realize that peo
ple are great spenders; gracious, no ma
should be sad on retiring any night in
checking over the reports from that day
in looking back a year previous, i his
business has shown an increasc.

I can take you out on the street her
the main thoroughfare where there art
greater opportunities than any mail
street in the country, according to ouf
population, and I will bet you 9 out of I0
storekeepers have not paid the rent the
last month or two, and some 6 month*
One young man is making from $15000)
to $175,000 a year with an investment o
half a million, and another man up
street, a man 74 years of age, has mak
for 7 consecutive years a million dollat
net profit, and he has no better st
than some of his competitors in llmt_l?
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We can safely say that the largest percentage
of packaged macarons products are anutomatically

packaged by

Peters Package Machinery

THE least expensive cartons of the “Peters Style”

are used with our package machinery — the
least number of hand operators are necessary —
hence the most economical package. Its protec-
tive features are recognized everywhere,

Our engincering staff are at your disposal. Our
catalogue is yours for the asking.

'PETERS MACHINERY COMPANY

4700 Ravenswood Avenue
CHICAGO, ILLINOIS

N IR, n -
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cation, and still they are not doing any
business. What is the reason? :

This old gentleman realizes there are
two kinds of business; he keeps that
staring them in the face every minute
and hour of the business day. One kind
is lands, mines and material things, and
the other is something you can't see, you
can't touch, you can’t hear, but it is
growing bigger and bigger all the time
in this modern age, and modern busi-
ness men capitalize on this second kind
of business as the greatest asset to their
business. That is good will.

What are you doing in your line to
build good will? You can spend all the
money you wish for advertising, you can
do everything you can think of, but if
you can't build good will through your
advertising, through your salesmanship,
your business is going to dwindle.

To show you a point about this old
gentleman 1 spoke of, who makes a
million a year in this town, last Christ-
mas eve he said to his manager, “Now,
when my associates leave this store this
evening at 6 o'clock I would like to have
them all go out a certain entrance. Close
all the doors for I want them all to go
out a certain door.” Well, he stood at
the door and as each and every clerk
went by he shook their hand and said,
“I do hope you have a happy Christmas
and a prosperous New Year."

One lady in arriving home said to her
sister, employed in another store, one of
the chief ccmpetitors, “Did your hoss
wish you a merry Christmas tonight?”

“Oh, no, he doesn't speak to us. You
see he doesn't know us at all.”

“Mr. So-and-So did, he shook me by
the hand and looked into my eyes and
smiled and wished me a merry Christ-
mas.”

‘Those associates would do anything
for that man, they work day and night,
and think nothing of warking overtime.
Every customer who comes into the store
is sold. What arc you gentlemen doing
to educate the grocers today to sell your
product in preference to other lines? Arc
you creating good will in the minds of
your customers or selling your groreries
to them and saying “Here they are, go
and sell them?”

What are your representatives doing
when they call on the grocery trade? Are
they merely “order takers” or are they
doing something to educate the clerks.
At the beginning of my address I said
something about bawling you out. You
and I and everybody else today have got
10 take off our coats and go to work.
Now is the time. Should be producers
not copsnmers. We have been consum-

ers for the last 20 years. To be success-
ful we cannot work along the “hit and
miss way."

Your representatives should be trained,
should know your product and appre-
ciate its real value. To illustrate the
need of educating the grocer and con-
sumer regarding your products I quote
my little girl. “I have to get up at half
past 4 tomorrow moming because T am
going to talk to the National Macaroni
Manufacturers association. Do you like
macaroni?” She said, “No T can't eat it,
it looks like angleworms to me.”

There is a point, gentlemen. Are you
arranging your finished product so that
it will look different to children and
other people? T said the man who would
find new ways of doing the old things
today is the man in demand everywhere,
the man who will find new outlets of
merchandising, new methods of doing
the old things. That is what business de-
mands today. So many organizat'ins
have the finest product in the country,
but they are going along the same old
hit and miss line,

I don't know murh about macaroni, but,
gentlemen, are you educating the public
to like it? If not, you are not doing the
right thing. There apparently is a need
of a judicious educational advertising for
your food, also a proper training of your
sales force as well as the good will of
the grocer and distributer. :

My point right here is how many peo-

ple try to sell macaroni today that don't

know anything about it> Have you edu-
cated them to the value of macaroni and
if you have not you are violating your
responsibility. How man) retail clerks
in a store sell a woman one package of
macaroni? Are they dramatizing the
value of it and the romance connected
with it? Or are they just order takers?
The day of order takers has gume by.
You can't do it any more.

People buy for 5 reasons: fear, pride,
economy, thrift and protection. Are you
analyzing that? The whole point in
successful selling hammers down to 3
points: the first is how much faith have
you got in yourself and the thing you
are selling? How much faith have you
gentlemen got in macaroni?

How intelligent are you on the sub-

ject? That is the second point. The

third point is how much work do you
want to put into it? That is very im-
portani. Business hangs on that law.
Just think of the first point. How
much faith have you got in the thing you
want to sell? The second is how intelli-
gent are you on the subject, and the third
is, how much work are you willing to
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put into it, because you can be intelli-
gent, have faith, but if you.don't want to
work it is all wrong.

To look at some of the men associated
with me you would never think they
could produce the amount of business
they do. Their appearance is against
them but they have those 3 points drilled
into their minds so strongly that if I told
you the money some of them were mak-
ing you would hesitate to believe it until
1 showed you the books but they cer-
tainly have faith in themselves and faith
in the service they are selling, also in-
telligence. They are students, they study
each and every day, and work., They
work night and day. So must you.

When you return from this conven-
tion if you just set a quota for yourseli
each and every month and be deter-
mined, sincere and work to meet that
quota, and make the quota high enough
in comparison to the business you were
getting last year, you will get the busi-
ness.

When you come to think of macaroni,
it is a beautiful dish, delicious, healthiul
and strengthening, and you let some of
your representatives have their stock
parked on the shelves in the store with-
out paying rent. If business is not up to
your expectations, there is no one to
blame but yourself. You know every-
body likes to be a leader, no matter who
they are. Sometimes it is quite a prob-
lem to reach the point you most desire.

It reminds me of when I was in New
Jersey a few years ago. I was standing
in front of the hotel one afternoon and
a boy with a little dog stood next to me.
A parade came along with a drum major
strutting out in front with his baton, and
as they came by the boy was very
thrilled and eager in watching them and
finally ran out in front of the parade and
began marching along in front of the
drum major, That little boy will be a
business man some day, he wanted to lead
the band, [ took out my pencil and
wrote an ad that we ran in various trade
journals. 1 had a photograph of a hrass
band, a boy and a dog at the head of it
“No matter how modest we may be we
all instinctively want to jump out in
front of the band, no matter how modest
we may be we want to wear the red frog
coat and carry the dazzling baton of the
drum major; we want to jump in front
of the band but it is only the dirty faced
kid that is brave enough to do it."

Are we afraid in business? Are W¢
hesitating too much? Are we trying 1
do the work and feel we are ashamed of
our business to a certain extent? Some

(Continued on Page 24)
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“Let us BT your »Package Counselars.'”

The, courts have decided that- trademarks and
brand names “are valuable - property. No new |
name should hé adopted  without- investigatiin,
+ Our trade mark burcau 'contains records of over
820,000 brand names including -all “registered -
brands. ‘Write for particulars., . The service is free.

_'I‘h'c United States Prihtiﬁg )

CINCINNATI

8 Beech St BT Covimgdton S1, 203 Nolrd SnL

T e

LABELS
CARTONS

AND ————

SELLING

HELPS

OF ALL KINDS.

CONSULT OUR
TRADE MARK BUREAU.

[S—

& Lithograph Co.
Color Printing Headguarters
“BALTIMORE, BROOKLYN
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Consolidated Macaroni Machine Corporation ;

FORMERLY '.

Cevasco, Cavagnaro & Ambrette, Inc. |
I. DeFrancisci & Son

Designers and Builders of High Grade Macaroni Machinery

AT LAST! The Press Without a Fanlt.

Simple and economical in operation; compact and
durable in construction. No unnecessary parts, but
everything absolutely essential for the construction of
a first class machine,

Only two controls on entire machine. One valve
controls main plunger and raises cylinders to allow
swinging. = Another valve controls the packer. No
miechanical movements, all parts operated hydraulically.

Guaranteed production in excess of 25 barrels per
day. Reduces waste to one-third the usual quantity.

This press has many important features, a few of
which we enumerate herewith,

LINING, Both the main cylinder and the packer
cylinder are lined with a brass sleeve. By lining these
cylinders, the friction is reduced and the possibility of
any loss of pressure through defects in the steel cast-
ings is absolutely eliminated. It is rractically impos-
sible to obtain absolutely perfect steel cylinders. Other
manufacturers either hammer down these defects or
fill them with solder. Either of these methods is at |
best a make-shift and will not last for any length of
time.

PACKING. New system of packing, which abso-
lutely prevents leakage.

RETAINING DISK. The retaining disk at the bot-
tom of the idle cylinder is raised and lowered by means
of a small lever, which moves through an arc of less
than 45 degrees.

PUMP. The pump is our improved four (4) piston
type.

DIE PLATEN. The die platen or support is divided
into_three (3) sections for the 13% inch and two (2)
sections for the 1234 inch press. (We originated this
system of sub-division of platen, since copied by cum-
petitors.)

PLATES, There are plates on front and rear of |
ress to prevent dough falling when cylinders are |
eing swung.

JACKS—SPRINGS. No jacks or springs are used to
prevent leakage of dough between cylinder and die.
Our special system of contact prevents this. Springs
will lose their resiliency from continued use and will
not function properly.

CONTROL VALVE, Noth the main plunger and
the packer plunger are controlled by our improved
valve. The movable part of this valve rotates against
a Nat surface. As there is always a thin film of oil

Vertical Hydraulic Press with Stationary Die

between the two faces, there can be practically no wear on this part. Very little power required to set same as the movement
is concentric.
MATERIAL. All cylinders are of steel, and have a very high safety factor.

QUICK RETURN. By means of an improved by-pass valve, we have reduced the pressure on the return stroke to prac-
tically nothing. By reducing the back pressure, the ram or plunger returns to its starting point in less than one (1) minute.

PACKER. While the hydraulic packer has independent control, it returns automatically when the main control valve is set
to the return position.

CONSTRUCTION. This press is solidly and heavily constructed throughout. All material is the best obtainable. The
base is very rigid and the uprights extend to the dic platen support, thereby preventing any vibration of the press,

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

Address all communications to 156 Sixth Street.

156-166 Sixth St. 159-171 Seventh St.

Consolidated Macaroni Machine Corporation
FORMERLY

Cevasco, Cavagnaro & Ambrette, Inc.

I. DeFrancisci & Son
Designers and Builders of High Grade Macaroni Machinery

fihes
LA

’ A " - ..,. : - ) b
B : : N :

Kneader with Guard for Cone, Apron for Pan and Scraping Attachment
to Prevent Dough adhering te Cones. The main driving shaft, which
carries the pinion driving the large internal gear, is fitted with a roller
bearing, adding greatly to the life of the machine.

Specialists in everything pertaining to the Macaroni Industry.

Complete Plants Installed. Let us Show You how to put your Plant on a Paying Basis.

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

HYDRAULIC PRESSES:--Vertical and Horizontal.
Kneaders. Mixers. Dough Brakes. Die Cleaners.
Mostaccioli & Noodle Cutters. Bologna Fancy Paste Machines.

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

156-166 Sixth St. 159-171 Seventh St.
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T'wo Views of Minneapolis Macaroni Conference .- Qutings at the Automobile and Lafayvette Clubs
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(Continued from Page 1S)

people try to tell you to forget all about
business.  You will never find the suc-
cessful man in business today that can
forget about his business night or day.
He is talking it evenings and all the time,
He is nearly a nuisance through talking
about his business, because of those 3
puints | told vou, he his faith in himseli,
he is intelligent, because he is constantly
talking about it e is educating himseli
and is willing to work at the business,
but, summing it all up, in conclusion,
sometimes when we think matters are
very difficult, sometimes we think we
have the most difficult product to handle
or that we are in the wrong line of busi-
ness, It reminds me of a htle poem 1
give sometimes and it goes like this:

When times are hard

And you feel blue

Think of the other fellows

That are worrying too

[ust hecause vour trials are many,
Don't think that the rest of us haven't any

For life is made up of smiles and tears,
Joys and sorrows and many fears,
Though to us it scems one-sided
Troulle's pretty much divided

If you can look into every man's heart
You will find that cach man has his part
And those that travel fortunc's roud
Sometimes carry the biggest load

The game of life is a wonderful game

i you play it right and treat every onc of
your team mates white

11 you never cheat and are far and square

And you learn the lesson of bear amd for-
hiear

If you meet with failure now and then,

Never give up but try it again,

And through it all keep smiling swect

Looking straight in the face of defeat

If you stick to the rules of the game, my
{riend,

You are sure of a victory in the end

While some are unfair, be it said 1o their
shame

I you play it right, it's a wonderiul
game.

As we stand here, in conclusion, let's

feel that we owe it to our familics, our
friends, our associates and ourselves, es-
pecially our dear lintle children who are
wittching us every day, watching us with
keen watchful eyes, to lend ourselves to
the betterment of humanity and not feel
that millioms are necessary for happiness.
Let's stop complaining and visualize our
upportunities, appreciating all the good
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things, the golden opportunities here fur
you and me. Let us always look on the
bright side, but not to the extent of b
ing handicapped through a false op.
timism hut injecting sane common scense
into our business, always ready and will-
ing to protect our customers and the in-
vestment of their money for their hest
interests.

Gaining the Grocer’s Confidence

By C. H. Lanssen, St. Paul, Minn, Scerctary-Manager The National clssociation

of Retail

Permit me to acknowledge the honor you
confer upon me in this opportunity to speak
1o vou and in behalf of the National Asso-
ciation of Retail Grocers, that great body
of loyal, serving army of men who perform
the task of placng your products within casy
reach and in T great majority of cases—
into the kitchen of the American Home. It
affords me an opportunity to extend my ac-
quaintance among the personnel of your
industry.

Industrics—Ilike institutions and epochs in
history —mmypress themselves upon the human
mind Iy the character of the personalitics
cngaged o thar activities,  Your conception
and my conecption of an industry is largely
influenced Ly the kind of men within that in-
dustry with whom we have come in contact

Regardless of what others may say or
think or feel abom your industry or your
National association, I will always translate
it into the personalities of the men of your
industry with whom 1 have had the pleasure
of personal acquaintanceship.

My personal  acquaintanceship  among
you is not extensive.  But all the members
of your association are the bencficiaries of
my high conception of the ability and the
character of such men as James T, Wil-
liams and Mr. Villaume of Minneapolis and
St. PPaul with whom 1 have had more or
less contact,

I dare say that the conception the aver-
ape customer has of the retail grocers as a
class is dominated to a large extent by the
character of the grocer with whom she

cals.

And may it not be true that the retail
grocer,  who o handles  your  product, s
largely disposed either for or against your
product by the conception or impression he
carrics of the personality or character
which is behind i?

Grocers

To gain the confidence of men is the aim
and ambition of all who desire to achieve
success. It is as essential to the manufac.
turer as it is to the merc' ant; as importan
to the minister as it is to the salesmen—in
fact, it enters into every business and social
relationship of life.

We are born with a sense_of its need
The child has a natural confidence in s
mother. It acquires a confidence in its
father; and this confidence and simple fank
is retained by the child, as long as it is nit
deceived.

In some familics this confidence—thn
faith—is retained, growing meve beautiful a
the years lay the snow of many winter
upon the heads of the parents, and brows
are furrowed and steps grow feeble, while
the child advances into maturity of years

In others, the child and the parents cnter
upon a parting of the ways while yet the
child is in its teens, becavse deception—de:
ceit—subterfuge and wrong dealing—have
destroyed its confidence,

Thronghouwt life the gaining  of wthers
confidence in us, in our ability, in our prod-
uct—is a predominating clement.

It is the aim of the aspiring newsboy and
bootblack. For that the young man sceking
his first job or his first sale craves and b
this the railroad president and captain oin
dustry bend  every effort. We need your
confidence in us, in our message, in our
service, in our product. .

Unless we merit your confidence we fail
Confidence is the basis of happy and suc
cessful human relationship in the home, o
the office and shop, in Government and in
business.

The Government needs our confidence. Un:
less the Government holds the confidence of
the people, it will be superseded either by the
orderly process of republican institutions or by
revolution.

Let distrust and doult creep in and our
financial and political house falls. When the
people begin to lose confidence the armics 130
and our cause is lost,

Wise statesmen know the value of
fidence. They work on the theory that W
filence must precede the promulgation of an
important measure.  The extent of prevailing
confidence determines its success. 3

Extent of confidence has no limitations I
grows from a center to the utmost cireun
terence of the circle of human activity ;

The world has confidence in America ai
its_ institutions. ) :

Neither space nor time will set limitatioe?
1o the faith men have in certain principles

cuns

The general acceptance that men aml inste
tutions may have faith in each other has bee?
the basis for the greatest development of
human ingenuity mankind has c\'r:r_wa'lnrsif‘
Rapid progress in art and scicnce—in indust®
and business—in fact, in every activity, 1©
lows in the wake of an a'.akencd confidentt
between men.
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business. Here they are

shown playing at the recent convention of the National Macaronin Manufacturers

association of which they are members. From left to right they are: L. A. Viviano

of New York City;: Cav. V. Viviano of St. Louis, Mo.; Joseph Viviano of Chicago,
IlL.; Sam Viviano of Carnegie, Pa.

Cgupcnticﬂ
Wodud

‘The Vivianos are bif‘ factors in the macaronni manufacturin

Confidence begets cooperation.
begets results, hence progress is the
of confidence. 4 di

The business of food manufacture an
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.ibution has not been as forward in adopting
this principle as some other lines; but great
and marvelous strides have been made as is
evidenced by the increased interest in meas-
ures to bring about a better cooperation.

In one of the numhers of your own es-
timable paper—The Macaroni Journal—ap-
peared a reprint of an article which called
attention to the fact that

Instead of hiding the information the
way we were formerly wont to do, getting
every new thought and giuinf as few as we
could in exchange, the modern way is to
unveil the facts, show competitors the books,
give out the short cuts, place all the cards
on the table face up. Doors are said to be
rarcly locked against customers and com-
petitors, As the profit in industry comes in
trading or turnover of goods, so the profit
in ideas comes likewise in trading.

Sly tricks are falling into disrepute. It
is no longer considered good business to
defraud the customer, There is something
peculiar about the practice which always re-
verts to the disadvantage of the hypocrite
and defrauder in the end.  Industrial leaders
can help along the movement toward hanesty
in husiness if they will. They are doing it
now to a surprising degree.

Probably the greatest force for centering
the mind of lusiness on the desirability of
confilence in husiness is that exerted hy the
Chamber of Commerce of the United States.

Its memorable declaration of principles be-
gins with—

The foundation of business is confidence
and there are few trade associations which
have not subscribed to the soundness of this
doctrine. :

Now, | am reminded that my subject for
this occasion is "Gaimng the Grocers' Con-
fidence” and 1 have bicen rambling around for
some time without mentioning the retail gro-
cer.

Was it necessary to mention him? 1 hardly
think so, hecause the retail grocer is a part
of "the scheme of things that are” and what-
ever has been said contains as truly the basic
clement for the establishment of confidence
with the rctail grocer as between any group
of individuals,

Dut we might for just a few moments con-
sider the speeific application to the food in-
dustry—including all of us.

The relationship between Manufacturer and
the Retail grocer is a relationship in service.
The Manufacturer creates.

Through your hands, Munufacturers,
through  your wonderful plants the raw
products of the farms, orchards and gardens
pass, and by your science and skill are trans-
formed into |;clrc|nh|c products fit for human
consumption,

That your skill and the labor of your great
institutions may serve the purpose for which
they arc intended, it becomes necessary that
your products reach the individual whom we
term "Ultimate Consumer.”

In order that your product be placed within
the reach of this “Ultimate Consumer” it is
necessary for you, Mr. Manufacturer, to re-
quire the service of many individuals.

Those upon whom, or may we better say—
those who have undertaken this task of plac-
ing your product within casy reach of the mil-
lions to be fed—have from time immemorial
been designated Grocers and those who direct-
ly contact with the public—as Retail Grocers.

The Retail Grocer then is in the same army
—only he and you are in different branches
of the service. . s

You want orderly distribution—steady dis-
tribution—and you are interested in having
this distribution performed with the least pos-
sible resistance.

But can this be hoped for—much less ac-
complished—unless the different branches of
the Food Service cooperate? I have already
pointed out that cooperation is not possible
without confidence.

Hence, 1 believe we ma{ conclude that con-
fidence between the Manufacturer and the Re-

tailer is essential to insure an orderly dis-
tribution of i-nur product,

And may I say right here that we cannot
lTeave the Wholesale Grocer out of the picture.
He has his definite place in the orderly di-
vision of labor and performs an essential
function.

There is such a thing as too great a division
of labor, which therchy becomes economically
unsound ; bhut 1 cannot see that the time hon-
ored_division of Manufacturer—Wholesaler—
Retailer—can be criticised in that point—pos-
sibly all branches of the service are a little
overcrowded.  We may have too many sol-
diers buf we cannot very well lose sight of
the necessity of the three branches.

They have justified their valuc as much as
have the three chicf divisions of our Federal
Government—Legislative, Judicial and Admin-
istrative.

‘That we should wish to inquire how to gain
the confidence of the Retail Grocers is natural.
It is natural that we should desire to know
how to invite or encourage confidence be-
tween those tn?gtd in the same enterprise.

Lack of c_unﬁt ence and the consequent lack
of cooperative effort hetween the three estah-
lished branches of the Food industry is just
as disturbing as it would be if such a condi-
tion should exist hetween the several depart-
ments in your own business organization.

The antithesis of confidence is_distrust and
you know that is destructive, Confidence is
constructive.

The Code of Ethics I mentioned a while
ago, of which 1 quoted the first line in the
first scction, rends:

The foundation of business is confi-
dence which springs from integrity—fair
dealing—efficient service and mutual
benefit.

I believe we agree that this is a statement
we will not dispute,  Of the 4 essential re-
quirements upon which confidence rests, in-
:eg{lty and fair dealing are the more impor-
ant,

Integrity and fair dealing will gain the
confidence of the retail grocer. Somewhere T
read “Confidence is the playfellow of truth,
They go hand in hand. - When truth trips,
confidence falls.”

Truth and integrity in some respects are
synonymous.  We must then employ truth
and fair dealing,

The Secretary of the National Wholesale
Grpcrrx_ Association recently sent out a bul-
letin with the caption—"The Evil of Inside
Prices.” I had occasion to write an editorial
in the April issuc of the National Grocers
Bulletin, on the subject of Special Conces-
sions, Sccret P'rices, Bad Faith, Deception,
Fraud, Oppression, Bribery—-in which I point-
ed out the obnoxiousness of secret prices and
their relation to and_responsibility for other
business cvils and crimes.

“Inside Prices” is the veneered and re-
spectable term for secret prices and bad faith
and holds under its cloak all the other terms
which we classify therewith.

_We may laugh and, like some organizations,
discourage the application of the term “The
Game"” to business; but for a term for busi-
ness there is no other which will carry the
implicaticn as conveyed by the term “game.”

When business is carricd on under the same
rigid code of honor which we expect of our-
sclves in bascball or tonnis or golf or any
other sport, and we are as quick to call the
violator of accepted business standards and
ethics as we are him who is guilty of trickery
and dishonesty in a gentlemen’s game of sport,
we shall have advanced far toward better
business conditions.

_This is applicable both within the respective
divisions of the food industry and between
them. “In other words both in indoor and
outdoor sports.”

The rapid strides in the retail business since
John \Wanamaker inauguraied the practice of
“One price to all, Plainly marked. Money
refunded if not satisfactory” policy, and rev-
olutionized retail trading, was due to the fact
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that here was a plan that compelled public
confidence in the retailer.

Dickering and bargaining came to an end,
No reputable retail firm would go back to the
old system.

The relation between the retailer and the
public has bLeen well established. The prin-
ciple of one price to all has become the gire.
vailing standard. This cannot yet be said of
manufacturer to jobber or jobber to reailer,

Bargaining—sliding scales—preferential dis.
counts—special allowances—rebates, ete., arc
still here and we are still far from sirigt
adherence to equitable price variation and a
one price palicy under like conditions and in
like quantities.

1 believe we are to be congratulated on the
development of a higher cooperative sense
within and between industrics.

The sense of public respomihilily has taken
a deep hold of our business mind and the
wealth of increased efficiency to be gained by
harmonious and constructive cooperation has
appealed to our business instinct,

ompetition remains, will always remain—
but the competition we used to know has heen
deprived of its fangs, its poisons and its at-
tendant wasted cfforts.

Your Trade Association and mine—as well
as other Trade Associations—encouraged by
our cnlightened government and public opinion
—are now thinking in terms of public service
and economy.

On the 18th of June there will be held in
Chicago a conference of Trade Relations
Committees and representatives of all the sarn.
ous food trade factors. The Charilier of
Commerce is taking the leadershin ia this and
much good is expected from this getting to-
gether,

This meeting is in the nature of a conice
sion and a remedial conference. It is hojed
that every onc will, as the saying goes, “In
all his cards on the table” and be perfectly
frank in his disclosures. It is a great deal
expect.

ut we may confidently expect that here will
be disclosed some of the trade abuses which
have a part in destroying the confidence of
the retail grocer and we may also expeet v
uncover some of the inequitable discrimina-
tions to which the individual retailer is sul-
jeet, and which place him at a disadvantage

The manufacturer and the wholesaler, just
like every one clse, cannot expect to recohe
the confidence of the retail grocer without the
expenditure of some effort to convince im
that he or his house or his Jmulucts merits
that confidence. Quality product alone does
not win the confidence which means con
tinued and profitable business.

Many a ;muse with quality products hat
gone to the wall hecause of the lack of some
intangible something which when supplicd 1y
new management has put that same product
over handsomely.

Your Association has subseribed to a Code
of Ethies. It expresses your hest hojet
Many other associations have done the same
thing. The United States Chamber of Com
merce has a nobly expressed document, which
if observed more generally would do much to
foster a spirit of confidence,

Confidence or Faith is the substance of
things hoped for, the evidence of things not
seen, . p

It is an clusive thing. As intangille 3
doubt and incredulity and yct a_something
which, if established, is translated inis Ti‘l
returns. It is built by integrity and fair dleal-
ing. Call upon call, line upun_ line, of ‘;
upon order, service upon service, fulfille
promises and maintained quality of produc.
through painstaking and sometimes years ¢
effort. X i

When properly maintained it works for yo!
unceasingly, but it may be shattered and irfe
trievably lost almost ovgmlghl. . oo
Integrity, Fair Dcahng. Efficient Servi
and Lﬁun Benefit must be nguﬂr maintain
if mutr>l confidence is to prevail.
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Here is the answer:

The answer is pub- !
lished in the Spagh-
etti News of August
8th, copy of which
will be sent on
receipt of subscrip-
tion price, $1.00.

20,000

are distributed in

Written by the well
known editor,
Fannie Gugliucci, of
Columbia Univer-
sity, New York,

who has received

numerous expres-
sions of approval by
eminent literary e

critics.

“How Can We Increase The Consumption of

MACARONI?”

We suggest that you
advertise your goods
in the Spaghetti News.

FREE
COPIES
PER WEEK

[talian

Restaurants!/

Special Price $20.1%

per month for 0 inch space.

“OUR

TRY
SUPREMACY”
and Increase the

consumption of

G OODS

Spaghetti News Publishing Co.

346 W. 45th Street, New York, N. Y.

Spaghetti News, for which we will pay $20 00 for 10 inch space.
Name

Enclosed please find copy for our ad. to appear in 4 issues of the

Address
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Food Misbranding Judgments

In Service and Regulatory An-
nouncements for May, 1927, published
by the bureau of chemistry of the
United States Department of Agricul-
ture, are 5 notices of judgment under
the Food and Drugs Act concerning
macaroni products, in the following

decisions:

14807. Adulteration and misbranding of
macaroni, U. S. v. 245 Cases of Alimen-
tary Paste, et al. Consent decrees of con-
demnation and forfeiture. Product re-
leased under bond. (F. & D. Nos. 21220,
21221, 21222, 21223, L. S, Nos 13406-x,
13421-%, 13417-%, 13655-X. S. Nos. E-5828,
E-5839, E-5845, E-5848.)

On August 1o, 1926, the United States
attorney for the District of Connecticut,
acting upon a report by the Secretary of
Agriculture, filed in the District Court of
the United States for said district libels
praying seizure and condemnation of 245
cases of alimentary paste and 153 cases of
macaroni, remaining in the original un-
broken packages in various lots at Water-
bury, Hartford, New Haven, and Stamford,
Conn., respectively, alleging that the article
had bi=n shipped by the Ronzoni Macarosi
Co., Inc, Long Island City, N. Y, between
the approximate dates of May 24 and July
21, 1926, and transported from the state of
New York into the state of Connccticut,
and charging adulteration and misbranding
in violation of the food and drugs act. The
article was labcled in part: “Alimentary
Paste Superior Quality Emanucle Ronzoni
Brand Macaroni * * * Ronzoni Maca-
roni Co., Inc. Artificially Colored.”

Adulteration of the article was alleged in
the libels for the reason that it was colored
in a manner whereby inferiority was con-
cealed.

Misbranding was alleged for the reason
that the article was an imitation of another
article.

On December 16, 1926, the Ronzoni Mac-
aroni Co., Inc, Long Island City, N. Y,
claimant, having admitted the allegations
of the libels and having consented to the
entry of decrces, judgments of condemna-
tion and forfeiture 'were entered, and it was
ordered by the court that the product be
released to the said claimant upon payment
of the costs of the proceedings and the ex-
ecution of bonds totaling $900, conditioned
in part that it be relabeled to bear the state-
ment, “Imitation Egg Paste Artificially
Colored-and Contains No Eggs.”

W. M. JARDINE,
Secretary of Agriculture.

14812, Adulteration and misbranding of

macaroni. U, S. v. a5 Boxes of Maca-

roni, et al. Consent decrees of condemna-
tion and forfeiture. Product released un-

der bond, (F. & D. Nos, 21213, 21214,

21215, 1. 5. Nos. 13407-x, 13410-X, 13415-X.

S. Nos. E-5822, E-s825, E-5838.)

On August 4, 1926, the United States at-
torney for the District of Connecticut, act-
ing upon a report by the Secretary of Agri-
culture, filed in the District Court of the
United States for said district libels pray-
ing seizure and condemnation of 114 boxes
of macaroni, remaining in the original un-
broken packages in part at Bridgeport,

Conn,, and in part at New Haven, Conn,,

alleging that the article had been shipped
by the De Martini Macaroni Co, Brooklyn,
N. Y., in various consignments between the
approximate dates of June 7 and July 10,
1926, and transported from the state of New
York into the state of Connecticut, and
charging adulteration and misbranding in
violation of the food and drugs act. The
article was labeled in part: “Tucco Drand
Dologna Style Macaroni Artificially Col-
ored” (or "Tagliatelle Medic Bologna Style
Macaroni Artificially Colored * * * Tuc-
co Brand”) and was further labeled, "De
Martini Macaroni Company, Inc., B:ooklyn,
N.Y"

Adulteration of the article was alleged in
the libels for the reason that it was col-
ored in o manner whereby inferiority was
concealed,

Misbranding was alleged for the reason
that the article was an imitation of another
article.

On December 16, 1926, the De Martini
Macaroni Co., Inc., Brooklyn, N. Y., claim-
ant, having admitted the allegations of the
libels and having consented to the entry of
decrees, judgments of condemnation and
forfeiture were entered, and it was ordered
by the court that the product be released
to the said claimant upon payment of the
costs of the proceedings and the execution
of bonds totaling $250, conditioned in part
that it be relabeled to bear the statement
“Imitation Egg Paste Artificially Colored
and Contains No Eggs.”

W. M. JARDINE,
Secretary of Agriculture.
14657. Adulteration and misbranding of

macaronl. U, 5. v. 36 Boxes and 39

Boxes of Bologna Style Macaroni. De-

fault decree of condemnation, forfeiture,

and destruction. (F. & D. Nos. 21240,

21241. 1, S. Nos. 13418-x, 13424-x. S.

Nos. E-5846, E-5847.)

On August 19, 1926, the United States
attorney for the District of Connecticut,
acting upon a report by the Secretary of
Agriculture, filed in the District Court of
the United States for said district libels
praying scizure and condemnation of 75
boxes of bologna style macaroni, remaining
in the original unbroken packages in part at
Hartford, Conn., and in part at New Haven,
Conn., alleging that on or about the re-
spective dates of May 17 and June § and 7,
1026, respectively, the De Martini Macaroni
Co., Inc., Brooklyn, N. Y., had delivered the
caid article for shipment into the state of
Connecticut, and charging adulteration and
misbranding in violation of the food and
drugs act. The article was labeled in part:
“Tucco Drand Bologna Style Artificially
Colored * * * De Martini Macaroni
Company, Inc. * * * Brooklyn, N. Y."

Adulteration of the article was alleged in
the libel for the reason that it was colored
in a manner whereby inferiority was con-
cealed.

Misbranding was alleged for the reason
that the article was an imitation of another
article.

On September 28, 1926, no claimant hav-
ing appeared for the property, judgments
of condemnation and forfeiture were en-
tered, and it was ordered by the court that
the product be destroyed by the United
States marshal,

W. M. JARDINE,
Secretary of Agriculture,
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14659. Adulteration and misbranding of
noodles. U, 8. v. 56 Boxes of Noodles,
Default decree of condemnation, forfeit.
ure, and destruction. (F. & D. No. 20706,
I. S. Nos. 1118o-x, 111Bi-x, 1mB2-x. §
No. C-4939.)

On January 26, 1926, the United States
attorney for the Eastern District of Michi.
gan, acting upon a report by the Secretary
of Agriculture, filed in the District Coun
of the United States for said district a libel
praying scizure and condemnation of 6
boxes of noodles, remaining in the original
unbroken packages at Detroit, Mich, al.
leging that the article had been shipped by
the Chicago Macaroni Co., from Chicago,
I, December 24, 1025, and transported
from the state of Illinois into the state of
Michigan, and charging adulteration and
misbranding in violation of the food and
drugs act as amended, The article was
labeled in part: “Selected Durum Wheat
Net Weight 20 Pounds Bigz * * * Man-
ufactured By Chicago Macaroni Co,, Chi-
cago, 1ll, U, S. A" and was invoiced as
yellow noodles.

Adulteration of the articl: was alleged in
the libel for the reason that a substance
containing little or no egg had been mixed
and packed therewith so as to reduce, lower
or injuriously affect its quality and
strength and had been substituted wholly
or in part for the said article. Adulteration
was alleged for the further reason that the
product was colored in a manner whereby
inferiority was concealed,

Misbranding was alleged for the reason
that the failure to declare the presence of
artificial color was deceptive and mislead-
ing and would deceive and mislead the pur-
chaser; for the further reason that it was
food in package form and the quantity of
the contents was not plainly and con
spicuously marked on the outside of the
package, and for the further reason that
the article was an imitation of and offered
for sale under the distinctive name of an-
other article,

On April 7, 1926, no claimant having ap
peared for the property, judgment of con-
demnation and forfeiture was entered, and
it was ordered by the court that the prod:
uct be destroyed by the United States mar
shal.

W. M. JARDINE,
Secretary of Agriculture.

14709. Adulteration and misbranding of

macaroni. U. S. v. 44 Boxes of Macaront

Consent decree of condemnation and for

feiture, Product released under bond 10

be relabeled. (F. & D. No. 21218, 1.5

No. 8284-x. S. No. E-5842.)

On August 7, 1026, the United States at
torney for the Southern District of New
York, acting upon a report by the Secretany
of Agriculture, filed in the District Court o
the United States for said district a libe
praying seizure and condemnation of 4
boxes of macaroni, remaining in the origis
unbroken packages at New York, N. y, b
leging that the article had been shipped bY
the Cassinelli Macaroni Co., from Hoboken
N. J., on or about July B, 1926, and tran®
ported from the state of New Jersey into
the state of New York, and charging ador
teration and misbranding in violation of the

food and drugs act. The article was i
beled in part: “Optimus Brand Alimentar?
Paste Macaroni U, S. Certified Color Use.

B s sea b G e i e
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Adulteration of the article was alleged in
the libel for the reason that it was colored
in a manner whereby inferiority was con-

cealea.

Misbranding was alleged for the reason
that the article was an imitation of and
offered for sale under the distinctive name |
of another article, to wit, alimentary paste.

On October 16, 1926, the Cassinelli Mac-
aroni Co., Hoboken, N. J., claimant, having
admitted the allegations of the liLel and
laving consented to the entry of a dscree,
judgment of condemnation and forfziture
was entered, and it was ordercd by the
court that the product be released to the
said claimant upon payment of the costs of
the proceedings and the execution of a
bond in the sum of $500, conditioned in
part that it be relabeled, “Imitation Egg
P'aste, Artificially Colored and Contains No

Eggs."

Cracker Manufacturers Officers

At the 27th annual convention of the
Riscuit & Cracker Manufacturers asso-
ciation of America, held recently in Chi-
cago, the directors chose the following
officers : President, C. A. Bowman ; vice
president, A. J. Zimmermann; treasurer.
Harry R. Templeton; sceretary, R. T.
Executive committee: L. D.
Manchester, A. P. Strictmann, W. T.
Bishop, C. A.
mann, H. R. Templeton.

Stokes.
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ECONOMY and EFFICIENCY |

Are the two factors that realiy
count in business

ONLY

COFFARO’S MACARONI
DRYING SYSTEM

translates them into facts

W. M. JARDINE,
Secretary of Agriculture.

It saves 769 in Production Cost,
increases vour daily production and
does away with waste, acidity, and
any other imperfection with which
the product is liable to be affected
through less cfficient systems.

J.S. COFFARO & CO.

29 Central Ave., Brooklyn, N. Y.

Bowman, A. J. Zimmer-

From

Amber Durum Wheat

STRONG and UNIFORM
and of a WONDERFUL
COLOR

For Quality Trade

Crookston Milling Company

CROOKSTON, MINNESOTA
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Reused Bags as a T'rade Practice &n'e B e o e

t was therefore with a great deal of inter-
By C. M. Yager—Editor The Modern Miller

p—

est that my attention was called to the fact
that this is one of the practices in your very
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Sentiment is developing against the practice
of refilling Nour bags, hecause the reuse of
hags is a weevil menace, unsanitary and is
looked upon by food officials with disfavor
and has heen made the subject of at least a
wrtial investigation by the Dairy, Food and
Yrug Officials.

1 do not know to what extent macaroni
manufacturers get their flour in old sacks, or
refilled sacks, and in addressing you 1 want to
avoid giving offense, but rather want to pre-
sent the case against refilled flour sacks and
ask you to hold an open mind and determine
in a businesslike way whether this practice
should he abandoned, or justified. I find that
a good many millers and Lakers have not con-
centrated thought on the subject, do not know
of recent investigations, and 1 imagive the
same is true of macaroni manufacturers.

You would care very little about my per-
sonal opinion in a matter of this sort but you
will be interested in facts, and you will be
interested in such investigations as have been
made and in the opinions that are held by
men of science, food officials, millers and
bakers.

Let us sce what people think about refilled
flour sacks. D'rofessor George A. Dean, en-
tomologist of the Kansas State Agricultural
College at Manhattan, Kan,, says that the use
of old sacks for refilling flour is one of the
chief sources of mill infestation of both wee-
vil and Mediterrancan moth. Such a state-
ment from Professor Dean should make every
man who gets his flour in old bags give heed
to such an indictment. These bags, of course,
are so-called cleaned bags and yet they are a
chief source of weevil and moth infestation
in flour mills. The loss to millers the past
year from weevil damaged flour can conserva-
tively be placed at $500,000. One group of
damage claims amounted to $170,000, and del-
egations of millers and flour importers spent
time and money in Washington and in travel-
ing over the country to have these claims
adjusted.  The miliers and transportation
companies are now put to the expense of
fumigating mills, warchouses, railway cars,
terminals and ships.  And the reused sack,
according to Professor Dean, is a chiel cause
of this troulle.

As o result, the Millers National Federation
issucd a bulletin which says:

For many years onc of the practices of
the milling industry has been the refilling
of wsed 93 1, flour bags which were re-
turned by customers.  Every miller has
wanted to get rid of this nuisance but just
how to do it, without offending or causing
a loss to the irade, has heen an unsclved
probilem,

“Ihe miller has many reasons for wanting
to be rid of these used bags, which are fre-
quemtly oily amd greasy, usually dirty, and
always unsanitary and unworthy of the mill
from which they issue. From an operating
standpoint, the mills would well be rid of
these bags.

The time may come when pure food laws
will be passed which will prohibit the pack-
ing of any kind of human food produce in
used containers.  Millers and bakers should
forestall any such legislation by voluntarily
doing away with a lad practice which one
day, sooner or later, will bring a taint to
their reputation if it is continued. *

The hulletin outlines reasons why the mill-
ers and bakers should join hands in climina-
tion of uscd bags for packing flour,

You will note the suggestion that millers
and bakers should forestall pure food legis-
lation, by voluntarily doing away with a bad
practice which reflects on the trade in flour
products, in the mind of the consuming public.

The secretary of the Nebraska Millers as-
sociation puts the matter in a stronzer way.
In a bulletin he says:

When you think of it scriously the idea
of refilling sccond hand flour sacks with
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nice clean flour is repugnant to our preseit
day scnse of cleanliness.

it is no wonder that we have finally come
to the war on sccond hand sacks, Second
hand feed sacks brought that chief of all
the curses, the Mediterranean moth, in our
mills. After the infection got well started
we opened up a campaign to combat them
which will never end. Like Banquo's ghost,
they “will not dov.n," and the best we can
dois to hold them in check. The weevil
is another omnipresent pest in the mills and
clevators,

This used bag matter was up before the
Association of Dairy, Food and Drug Officials
in 1923, and at the convention in Duluth there
was a discussion on “Thet Janger, Actual and
Potential, of the Refilled Flour Sack. The
subject was discussed, “Would the prohibition
of the practice be an cconomic mistake, or
weould there be compensating gains by insur-
ance against tainted or dirty Aour, loss by
leakage, ectc?"

The practice was condemned but there were
lacking at that time specific facts on dam-
age as a basis for action under the pure food

laws,

Dr. H. E. Barnard of the American Insti-
tute of DBaking took the matter up at the re-
quest of the Food and Drug officials, and
made an inquiry and survey in the milling
and baking industries which showed that the
millers were opposed to the practice and a
good many prominent bakers preferred clean,
new sacks for the flour entering their bakeries.

Dr. Darnard sent out a questionnaire to
bakers to ascertain if they considered the
practice of returning flour sacks to be refilled
as objectionable, and if they made use of such
sacks what methods they used to clean them.
I have been privileged to go through this file
and to study the answers from 45 leading
bakers of the country, Ten hakers unqual-
fiedly state the practice .is objectionable.
Twenty-five hakers thought it was not ob-
jectionable and 10 quatificd their views.

One prominent baker replies: “Looks bad
to the public; not safe or sanitary. Danger
of weevil. Bakers who follow this practice
would have difficulty in convincing public that
they were using first class flour.”” Another
baker said: “Generally speaking the practice
is all wrong. Bags may hecome very dirty
in transit and saving can amount to but little.”

One baker says: “If mill is careful in ship-
ping flour in the cleaned sack, if hakers cau-
tion men to keep trucks clean, and the bakery
is always clean, there is no danger of h:winﬁ
dirty refilled sacks, If sacks hecome soile
and unfit for flour they are not used for that
purpose.”

In outlining to you the questionnaire of Dr.
Narnard 1 have purposely outlined the facts
from those opposing the practice and have
given the opinions of those supporting it. In
the main hakers favoring refilled sacks cling
to the practice because they Iielieve they are
making a saving and because they have not
heen troubled with contamination.  They be-
licve that hy shaking, heating or air cleaning
they get the sacks satisfactorily clean.

1" helieve science will demonstrate that you
cannot shake or beat a soiled sack into clean-
liness nior can air remove weevil menace from
a flour sack. This of course is where some
baxers will take issue. Scientific opinion is
that you can make used sacks less dusty and
less dirty. but you cannot frec them from
harboring insects or from the contamina-
tion that goes with a soiled package.

The only basis on which anyone may rea-
sonably come before you to advocate a change
of poliey must necessarily be from the stand-
point of benefit to you. Therefore that is
the hasis on which 1 come before you today,
to advocate the discontinuance of a practice
which has caused a great deal of inconveni-
ence, trouble, and expense.

_ For some time past I have been interested
in working out some method whereby we

important industry.

. The first reason in which you are interested
is naturally COST, and this investigation
proves that it may actually be more expensive
to you to employ the used bags for this pur-
pose than new ones. This may sound to you
like a strong statement.

The facts are substantially as fellows:

1. (a) A new 140 b, jute custs approx-
imately 17¢ today, and will make zbout 3!
trips, costing about 4%c per trip. (h) A new
cotton canvas bag costs approximately 25¢ and
will make about 6 trips, costing about 4%4c per
trip. (c) A new scamless 16 ounce cotton
bag costs from 30 to 35¢c, and makes about
10 trips, costing from 3 to dc per trip.

2, The present price of a 100 Ibh, semolina
cotton bag is about 13c. (This is not the
heavy canvas bag or the seamless, bt a spe-
cial 100 1b, semolina which has been iried out
and found satisfactory by one of the largest
semolina manufacturers.) Using this for one
trip, there is still a cost of 9¢ in the bag.

3. Since there is always a market of ap-
proximately 10c for this style of used bag,
and figuring the first trip worth dc, there is
a total return on the original cost of the bag
of Mc, leaving lc profit in this one trip bag.
This is the cconomic cost phase of the prob-
lem. Now let us look at the weevil menace
from the standpoint of the macaroni manu-
facturer.

We know, of course, weevil will not sur-
vive the extreme pressure upon the dough in
the die. But this does not preclude infesta-
tion of your product when weevil exists in
the used bags. Since the bag is, without
doubt, a vehicle for infestation of the factory

.and in infesting the factory il is possible to

go around the pressure in the dics rather than
through, it is possible to contaminate the
finished product both hefore it has been placed
in the carton or cise, as well as afferards.

A miller states concerning the seamless bag
that it heing so much thicker than the average
bag this thickness becomes simply a nest
in which the weevil is able to insert its cggs,
and that it is practically impossible to remove
these cggs from the bags by beating, by air,
or hy any other method than laundering with
a strong solution which will kill the egg.

He states further that laundering a seam-
less bag costs from 20 to 25% of its original
cost, and further the laundering of a seam-
less cotton hag shrinks it from its original
dimensions from 5 to 10%, all of which makes
the use of this bag Pmeﬁally prohibitive if it
has once become infected with weevil and re-
quires laundering.

A further and an additional important
reason for discontinuance is that in used
bags that are beaten to free them of vermin
and other impurities, the threads are broken
up and the fibers attach themselves loosely
to the inside of the bags. When the bags
are filled with semolina again, the fibers be-
come detached and go into the flour, becom-
ing part of the mix, This creates trouble
not only when it goes into the finished

roduct, but some of the fibers become
odged on the cross knives of the die.
Hanging there, they create a streaked prod-
uct, which you will recognize as another
one of the great troubles of this business.

All that is said ahout jute fibers in the prod-
uct, alse applies to_impurities of all other
kinds, since necessarily the more times a bag
is reased, the greater the amount of dirt ac-
cumulates thereon, and fnds its way even
tually into the finishe 4 product. _

1f 1o other reasun existed, this is sufficient
of its own self to cause scrious thought for
discontinuance of this practice,

A further and important reason after re-
lieving yourselves of the.fear of infestation
of fiber and lint in your product, .ar}tj any
imrurilicl of other kinds, is the possibility of
telling your trade in your advertising that the
flour from which your product is made has
never been packed in any but mew sanitary
containers. (Contirued on Poge 32)
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Canadian installa.
tion of Stokes &
Smith Carton Fill-
ing and Sealing
Machine.

Stokes & Smith Company

Summerdale Avenue near
Roosevelt Boulevard

PHILADELPHIA, U.S.A.
London officer 2) Goswsll Road

The carton
never stops

'{']lv Stokes & Smith Automatic Carton Filling and Sealing
Machine for end-opening Cartons isunique in that the cartons
move continuously at umiform speed throughout the machine.

1:|m ]lmcknu'vs are ﬁ"l.:l] while they are in motion, and more
time is available for filng. A speed of at least sixty packages
per minute is casily maintained, .

As many as twenty-cight cartons are in the machine at one

time—some being fitled, some lined, others having faps
glined and folded. Sl SR TARg; g

The Stokes & Smith Carton Filling and Scaling Machine
produces the tightest possible printed cartan—at the rate of
sixty per minute,

The Stokes & Smith Automatic Package Wrapping Ma hine
produces the tightest of all packages—the tight-wrapped pack-
uge with label glued all over.

\\'hm’hcr your chicl requirement is speed,
or tightness, or economy, or displny

value, you can meet it dependably with
Stokes & Smith packaging nmuhi«ir)‘.

MALDARI'S INSUPERABLE MACARONI BRONZE DIES

with removable pins

Quality

Reg.
U. S. Patent Office

Service

Satisfaction

F. MALDARI & BROS,, Inc., " Rew vor<ciry ="

SEND FOR CATALOGUE

Established 1903
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Notes of the Macaroni Industry

Lindbergh Spaghetti

Following the remarkable reception
accorded Captain Charles A. Lind-
bergh, in honor of his successful hop
from New York to Paris in Tune, the
press of the country carried a story
that among the gifts presented to him
while in Paris was a box of spaghetti
sent by his Italian admirers. These
admirers had heard that Captain Lind-
bergh was very fond of pie. Errone-
ously the word “pie” was translated as
“pate” which is also used to designate
various productions of the genus spa-
ghetti, hence the gift.

Tacoma Macaroni

G. Cinelli of G. Cinelli company, Ta-
coma, Wash., has been doing very
profitable advertising of American
made macaroni products, It has been
his pleasure to convince his customers
that the macaroni products manufac-
tured in this country are now superior
in quality to the best made in Italy.

“In several instances we have passed .

out samples of our products to the best
judges of macaroni, both American and
forcign, and they have given us many
compliments on our products,” said
Cinelli recently. “They were aston-
ished to learn that such high class
macaroni could be and was being made
in this country.”

Campanella Quting

The Campanella & Favaro Maca-
roni company of Jersey City, N. J.,
member of the National Macaroni
Manufacturers association, held its an-
nual outing at New Dorp, Staten Is-
land, on July 2 for their many em-
ployes and friends. It was a success
in every way. The entertainments
consisted of games of all kinds suit-
able for both men and women to com-
pete.

In the evening a dinner was served
in Marconi's hotel with John Sampan-
ella, member of the firm, as toast mas-
ter and master of ceremonies. His
brother Frank had charge of the sports
and other entertainmemts during the
day.

Incorporate Feeser Company
The Feeser Macaroni company of
Harrisburg, Pa,, has filed papers of in-
corporation with the state. John P,
Weidenhamer, formerly with the Key-
stone Macaroni Manufacturing com-
pany of Lebanon, Pa,, is one of the in-

corporators, ‘The authorized capital

stock is placed at $150,000, Plant be-
gan operation last month,

Mueller Sues Chain

Suit has been instituted in the Court
of Chancery, Jersey City, by the C. F.
Mueller company, 93-97 Boyd av., Jer-
scy City, N. J., manufacturer of maca-
roni and other products, to restrain the
United States Stores Corp, from ex-
hibiting, selling, marketing any cartons
or containers wrapped with navy blue
and yellow paper containing macaroni
egg noodles and spaghetti, The use of
the wraprers, which the Jersey City
concern claims were copied after its
own wrapped products, causes con-
fusion in the minds of the purchasing
public.

According to the bill of complaint by
the Mueller concern, advertising and
general publicity work in placing its
products before the public has cost

$3,000,000 since 1907. The distinctive
carton containing the products is pat-
ented in the United States Patent Of-
fice, the complainant contends.

The Mueller concern charges that
the United States Stores Corp. is man-
ufacturing products of inferior grade,
which are exhibited and sold in car-
tons, imitating those sold by the com-
plainant and are used to deceive the
buyer into believing they contain the
Mueller products.

Reused Bags as Trade Practice

(Continued from Page 30)

To sum up the reasons for discontinuance
of used bags from an economic standpoint:

1. On strict analysis the cost of used bags
is actually greater, though it does not show on
its face,

2. The trouble for everyone concerned is
also infinitely greater. \

3. The mi\-crtising and sales possibilities on
the basis of new bogs are certainly much
greater and offer you manufacturers a very
real opportunity for creating more sales.

Macaroni Exports for June

According to figures by the Depart-
ment of Commerce for June 1927 there
was a considerable falling off in Ibs.
of macaroni products exported from
America, though the total for the first
6 months showed an increase.

For Juné a total of 428,000 Ibs. of
all grades of macaroni products was
exported, with 644,000 lbs. in May
1927 and with 639,000 1bs. in June 1926.
From January 1 to June 30, 1927, ex-
ports were 4,081,000 lbs. compared
with 4,056,000 1bs, for the period in

1926. For the 12 months July 1, 1926,
to June 30, 1927, there was exported
8,297,000 Ibs. In previous 12 months
the exports totaled only 8,067,000 Ibs.

Canada was the principal buyer of
American made macaroni in June get-
ting 83,000 Ibs. of the total exported.
Next came the United Kingdom with
74000 lbs,, Australia with 42,000 Ibs,
the Dominican Republic with 38,000
Ibs. and Mexico with 34,000 lbs. De-
low is at table of exports by ports and
destination for June 1927.

EXPORTS MACARONI (1000 Ibs.) BY PORTS AND COUNTRIES OF DESTINA-
TION FOR JUNE 1937

New New
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British Hondu
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San All
Va. Fran. Wash. Mich, Others Total
17 1 74
3 26 1 50 B3
1
X 3
X 20
2
29
4 1" H
2
2
1 a8
9
1 1
2
1
2
1
2 5 7
4 L)
10 x 12
3 x 5
20 42
9 4
5
7
7 35 3 2 63 438
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The Perfect Egg Yolk

Fresher in Flavor
Deeper in Color

Jo-Lo

Certified American Dehydrated
Spray Egg Yolk

JOE LOWE CO. Inc.

3617 South Ashland Ave.  Bush Terminal Bidg. 8 5.7 W. Lombard SL.
CHICAGO, ILL. BROOKLYN,N.Y.  BALTIMORE, MD,
1100 Mateo St.

LOS ANGELES, CAL.

The House Always at

of Your
Perfection Service

Where Others Have Failed,

THE MACARONI JOURNAL

Hot Weather—Spoilage—
No Profits

Are You Operating Under
These Conditions?

Wax Wrap Your Cartons With
a JOHNSON Machine!

RESULTS:

Hot Weather—No Spoilage—
Profits|

We Have Succeeded.

INTERNATIONAL
MACARONI MOULDS CO.
317 Third Ave.

—

\
|
|
Why not deal with a reliable house?

Brooklyn, N. Y.

This machine will wrap a carton with wax
paper, making a hermetical seal by means of
heat, thus forming a positive protection to

the contents of the package. Capacity---35
to G0 ¢cartons per minute depending on the
size of package to be wrapped,

Write us for further information in regard to
increasing your production and deereasing
vour spoilage.

Ve also manufacture complete packaging units—
Gross 1 cight Scales; Net 1Weight Scales; Bottom
and Top Scaling and Lining Machines (with or
without Automatic Carton Feeders); and (lassine
Wrappers.

JOHNSON AUTOMATIC SEALER CO., LTD.
Battle Creek Michigan

Dranches: New York — Chicago  — London

AUTOMATIC PACKAGING MACHINERY
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Grain, Trade and Food Notes

New Semolina Office

The sales force of the Washburn
Crosby company in Chicago is now ad-
vantageously situated in a fine suite of
rooms on the 7th floor of the Postal Tel-
egraph building, 332 S. La Salle st. For
many ycars this firm maintained offices
in the Old Colony Life building, 166 W.
Jackson bvd. Business expansion ne-
cessitated the change to its new quarters
where the wants of the macaroni man-
ufacturers of the Chicago District are
continued to be cared for by D, F. Wall-
schlaeger, manager, and Charles L. Mil-
ler, assistant manager, oi the durum de-
partment.

Cuneo—Food Specialists

Two members of the Cunco family of
Connellsville, Pa., have recently organ-
ized a company to deal with food spe-
cialties, which they will operate as Cuneo
Brothers.  Headquarters  have been
opened  in Connellsville, Pa.  The
brothers interested are Joseph J. Cuneo
and Frank J. Cuneo. According to the
announcement it is the intention of the
brothers to manufacture and job special-
ties among which will be macaroni prod-
ucts of the Bologna Style, “Curly Q's"”
and other special shapes of American
type of macaroni not now being manu-
factured by the Connellsville Macaroni
company, with which their brother Law-
rence is connected. The firm will im-
port from Italy and Spain olive oils and
other food delicacies. Arrangements for
this end of the business were concluded
last year by Joseph J. Cunco who made
an extensive tour abroad.

This jobbing concern will handle an
exclusive flour in addition to the other
products. The principal field of distri-
bution lics in Pennsylvania, West Vir-
ginia and Ohio.

Announces Removal

Announcement cards have been sent
to the trade giving the new address of
the Clermont Machine company, manu-
facturer of noodle, bologna and other
styles of macaroni machinery, This firm
is now pleasantly and comfortably sit-
vated at 268-270 Wallabout st., Brook-
lyn, N. Y. Its telephone is Williams-
burg 0345. '

Thomas Tours East
E. J. Thomas made an'extensive tour
of central and eastern states during May
and June, making his first call on the

macaroni industry in his new capacity as
general salesmanager for the Capital
Flour Mills of Minneapolis and St. Paul,

The Red Book Directory

Macaroni manufacturers who sell
their products through the wholesale
grocers of the United States and Can-
ada, through semijobbers and chain gro-
cery stores will find the newly published
Red Book Directory of Wholesale Gro-
cers an invaluable aid. The 33rd annual
of the Orrin Thacker Directory has just
been completed and is now offered for
sale, at $3 postpaid.

By careful comparison it will be found
that a great many firm changes have
taken place in the recent past, and that
these are recorded in the listings found
in the 1927 Red Book. It cuntains list-
ings of 4757 strictly wholesale grocers;
844 semijobbers and 328 chain store op-
erators. Orders for the Red Book Di-
rectory should be sent direct to The Or-
rin Thacker Directory, 33 West Gay st.,
Columbus, Ohio, mentioning The Maca-
roni Journal in order to have them as-
sured of the best of attention.

National Gum & Mica Opens Chicago
Plant

The most recent addition to its string
of factories has just been completed at
1940 Carroll av., Chicago, by the Nation-
al Gum & Mica company whose head of-
fices are in New York city. The Chi-
cago factory just opened, according to
officials of the company will no doubt
within time become the largest and most
important of the company’s plants.

The new plant is under the supervision
of 2 experts, John J. Ottush and Philip
M. Liner. It has a siding on the main

Publicity Plans Progressing

Plans for a small Macaroni Products
publicity campaign were made at the
Aug. 10 meeting of the Publicily Com-
mittee of the National association in
Chicago.

Progress has been made to the extent
that a joint meeting early in September
of the 3 committees having to do with
increased consumption is being arranged
to coordinate their activities, this to be
followed by a general association meet-
ing when combined plans will be pre-
sented,

The publicity committee is C. S.
Foulds, Chicago; . S. Scotland, Joliet,
JI1.; C. B, Schmidt, Davenport, Iowa.

trunk lines coming into Chicago and
occupies about 30,000 square feet. The
National Gum & Mica company is one
of the world's leading producers of high
grade pastes, glue and similar adhesives,

Qusdahl Promoted

Walter E. Ousdahl who has served
for the past few years as manager of the
durum department of the Commander
Milling company, Minneapolis, has been
promoted to general salesmanager and
will have charge of the spring whea
flour sules as well as that of semolina,
Walter's many friends in the macaroni
business wish him succeis in his new po-
sition,

Packing in Wood Safer

The question of what will be the
best form of container for any product
depends fully on the character of the
product itself, According to R. H.
Johnson, manager of the Cheraw Box
Company, Inc, of Richmond, Va,
macaroni products in quantities of 20
Ibs. are best contained in a light veneer
box properly proportioned and sensi-
bly nailed. In this kind of a box the
products reach the grocers with the
minimum amount of breakage and lit-
tle or no spoilage. That is the experi-
ence of the Cheraw Box company,
which has for 15 years specialized in
wooden macaroni box shooks, supply-
ing a selected clientele including some
of the biggest producing firms in the
country, particularly in the east.

1927 Marketing
(Continued from Poge 12)

to take advantage of the opportunity which
the Government has given American Busi
ness to regulate itself and Inul an end to urr
necessary government interfcrence with busi-
ness. F. D. Bristley, my brilliant predecessof
in office, was chosen to organize the trade e
lations commiltees of the grocery industry:
I bespeak for him your active and enthusi
astic cooperation, not for any selfish advan-
tage that it will bring, but for the specific
benefit of self regulation that, when thor
oughly organized, ﬁ will bring to all Amert
can_Business. .
To return once more to food hefore closing:
it is my belief that the influence of the new
intelligent methods of food marketing and the
responsive attitece of housewives, upon the
generation which is now growing up, wi 5
so farreaching for better habits and heall
that the ailing ard complaining individual %
be looked down upon from both a businct
and social viewpoint as inferior and incoo®
tent. .
peThrough research and Idvrrﬁlinﬁ. to point
out the war to health, happiness and efficienc?
is the service to the people of America, upo®
which rests the future success of the man®

facturing division of our great industry.

Vi
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‘Good Macaroni Requires Good Cheese”

GROCERS: Sellin your Store only the best known Brands
of Macaroni and Italian Imported Cheese.

YOUR BUSINESS WILL PROSPER!

% LOCATELLI

Reggiano - Genuine Pecorino Romano
(The World’s Leading Brand for Over 50 Years)

“Locatelli Grated”
MATTIA LOCATELLI

N. Y. BRANCH
24 VARICK STREET
(Locatalll Bullding)

Finest old REGGIANO CHEESE grated and
packed in our own Factories in Italy. Imported
exclusively in original 2 oz. Pkgs.-~12 boxes to
a carton. American trade particularly will find
it most convenient. Write for information.

THE NEW ELMES SHORT CUT PRESS

Gives the greatest return for every dollar

Alphabetical or fancy cut goods made any desired thickness.
Variable speed transmission. More speeds. Finer adjustments. Hydraulic and auxili wry packing cylinders, bronze brushed.

I

LA

Dough tempered by heating device for hof water or Swu;l:t.
Cylinders outside packed. No dismantling to repack cylinders
High and low pressure pump. Valve lift. Speed regulating valve.
BUT 4% PER CENT OF

HYDRAULIC [MACHINERY
IN UsKE I8 |¢I.=III.I oLD %’“{

MANY ELMES PRCSSF”
BUILT OVER 40 YF'.AS
AGO ARE IN USE TC JAY

VATHRD e GBI ‘-'IA
SOLD WITH THE ELMES GUARANTEE---FIRST CLASS MATERIAL AND WORKMANSHIP

CHARLES F. ELMES ENGINEERING WORKS, 213 N. Morgan St., Chicago, U.;S. A.

New York, Room 313, 30 Church 8t., Phone Cortland 4435 New York Export Office, 420 Lexington Ave., Phone Lexington 4270
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Macaroni Imports and: | e
Exports BELL RINGER — e
A study of figures compiled by the Prize Winner submitted by |
U. S. Department of Commerce of the Erich Cohn, Vice President A._Goodman & Sons,New York,N.Y.

trade in macaroni divulges that while n
the exportation of American made

macaroni is increasing import of this INEFFICIENT LABOR
product is on the wane. This trend Lucky is the firm that has a force of dependable, inter- ur
has been consistent throughout the 5 ested employes. To get men who use their “noodle” when r a n
:‘J;‘(’I’lﬂl‘h:’“ﬂ:ﬂ r’:‘}"'fr:"""' in connection 1} - ghoue their daily labor is becoming 4 rarity. When I see
Ty repoRt. some of the so-called workers and observe their concern
Imports about their master’s business, I am reminded of the fol-
In May there was imported a total lOWiﬂg story':

of 277,0006 Ibs. of macaroni products Two southern negroes had been hired in a northern

valued at $26,779. The same month in fi 3 ;
1926 imports totaled 438,960 Ibs. worth let' They CVIdcntlY were on the outs with Mr. Work.

$34,530. Boss-—-What are you two darkies doing walking so slowly —

For the first 5 months of 1927 the up those stairs?
imports totaled 1,574,000 Ibs, valued at Midnite---We's wo'kin', boss. We's carryin’ dis heab 140 LBS.

$137,333. For the same 5 month pe- desk up de stairs. COLU
riod last year the imports were 2,508,-
4 e

goy Ibs. worth $180,653. A drop of BOJ.'J---.I don's see any de{k
» Midnite---For de Lawd's sake, Carbona, we dun forgos

nearly one million pounds was record-
ed de desk.

Exports

During May 1927 there was ex- ports ior May 1926 which totaled 575.- 052,737 lbs. valued at §300,860.
ported at total of 644,240 1bs. of Amer- 249 1bs. worth $40,415. The same period in 1926 we exported
ican made macaroni products bringing For the 5 months ending May 31,  3.417,157 Ibs. valued at $280,786. The
to the exporters §51,085. The increase 1927, there is noted a slight increase  increase was slightly more than one
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is noted when compared with the ex- in this business. The total was 3-  quarter million pounds. SE ULI

c d
Cheraw Box Company,w | | IMMEDIATE DISPOSAL SALE “HREAPaS, W
Seventh and Byrd Streets A“ The Machines & Mfg. Equipment

Richmond, Virginia
FROM A LARGE
MACARONI WORKS

' Macaroni Presses S & W Flour Mill :
S ATIS FAC TO RY H;d:aulit.: P:"'.Ipl N:ﬁ::; H:chine's
Wooden Macaroni Box-Shooks D s e thens

Dough Brake Ventilating Fans

SPECIAL BARGAINS FOR PROMPT BUYERS

i o COMMANDER MILL COMPANY

Sides, tops and bottoms are full

R s o il s GeneralCquliEment Co. MINNEAPOLIS, MINNESOTA
ridley Building

eighths inch thick.
Syracuse, N. Y.
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Spaghetti a la Lazzari

On Sept. 8, 1927, there will be staged
a gigantic contest for popularity be-
tween 2 favorites in New York city,
Tony Lazzari of the Yankee bascball
team and “Spaghetti a la Lazzari.,"
Every Italian restaurant in Greater
New York will serve specially pre-
pared spaghetti on that day and al-
ready manufacturers are bidding to
supply the expected heavy demand for
the high grade product,

A special Lazzari Day Committee
has been appointed to arrange for
honoring the leading Italian baseball
player of the world and the restaurants
and hotels have decided to serve
“Poosh '"Em Up Tony's” favorite dish,
spaghetti with mushroom sauce.

The committee has extended an in-
vitation to Lazzari's folks in San Fran-
cisco to go to New York to attend the
dinner at the Hotel Commodore. ‘The
Italians of that section of the country
are preparing to make the affair one
of the biggest ever given an individual
athlete. Headquarters for the commit-
tee in charge have been established in
the Italian Savings bank where care
will be taken of tickets for the dinner
and the fan mail for Tony. Lazzari

Day will be a half holiday for the
Italo-Americans of the east, to allow
the Lazzari boosters to attend the
baseball game in the Yankee stadium
in the afternoon and the dinner and
reception in the evening.

Macaroni manufacturers will not
overlook the opportunity of helping to
popularize the Lazzari recipe of Spa-
ghetti with Mushrooms. What could
be better for both consumer and man-
ufacturer?

Wins Infringement Suit

The court of appeals which reviewed
the infringement suit brought by the
C. F. Mueller company of Jersey City,
N. J., against the Clermont Machine
Company, Inc., of Brooklyn, N. Y., de-
cided last June that the machine and
process of the latter company does not
infringe the Mueller patents. Thus
comes to an end this important and
bitterly fought case. .

The effect of this decision frees from
infringement of the patents in suit
throughout the United States all such
machines made and sold by the Cler-
mont Machine company, declare of-
ficials of that firm in reviewing the
decision. It further relieves from any

.
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possible liability of infringment all per-
sons who made use of such machines,
It further declares that the case wys
won at big expense to the defendant,
the fight being based on the firm's
policy of “For the Betterment of the
Industry.”

As it is now this firm is placing this
machine on the market clear of all
suspicion and encumbrances, The de-
cision clears the situation with respect
to certain patents dealing with noodle
forming machines and folding devices.
C. Surico is president and general
manager of the Clermont Machine
Company, Inc., now at 208-70 Walla-
bout st., Brooklyn, and P, Cardone is
secretary and treasurer.

Protest Macaroni Plant

Residents in the vicinity of King-
land av. and 10th st, Newark, N. ],
have filed a protest with the board of
commissioners against erection of a
macaroni factory at that corner in the
center of a residental district. The
protest is in keeping with regulations
barring any business house that might
attempt to open in the restricted area,
The officials have not yet ruled on the
protest.

-

THE UP-TO-DATE HO

DULUTH-SUPERIOR MILLING CO.
Main Office DULUTH, MINN.

NEW YORK OFFICE: F7 Produce Exchange
PHILADELPHIA OFFICE: 458 Bourse Bldg.

E OF

HOURGLASS BRAND

SEMOLINA AND FLOUR

Made From Pure, Selected DURUM WHEAT, Which Requisite
To Assure all the Essentials of a Highly Nutritious, Palatable Macaroni.

CHICAGO OFFICE: 14 E. Jackson Blvd.

BOSTON OFFICE: 88 Broad Street

L0
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MACARONI
BOX SHOOKS

THAT WILL STAND UPF!

All our Shooks are made from sweet
Gum, Magnolia and Poplar. Tough
Woods are selected, so that they make

a strong Box. One picce Tops, Sides
and Bottoms 14” thick, 7/16” Ends.

REASONABLE PRICES - PROMPT SERVICE

E.J. Berger & Company
1400 Broadway, New York, N. Y.
TELEPHONE WISCONSIN 7917

THE MACARONI JOURNAL

IANIERI’S

Drying System for Macaroni

Room Model “B"
for Large Macaroni Plant
holding from 3000 to 7000 lbs.

JOHN IANIERI COMPANY

553 NORTH 63rd STREET
PHILADELPHIA, PA.

Champion Macaroni Mixer

More Barrels Per Man
More Profit Per Barrel

---that's the secret of success in the manufacture
of food products, and you can make sure of get-
ting a bigger and better output by installing
Champion equipment.

Champion Special Mixers, mast efficient for dif-
ficult doughs, as racaroni, noodles, pretzels and
similar products.

Champion Reversible Brakes, for saving the
energy of your men and turning out high quality
brake dough for noodles.

Champion Flour Handling Outfits, for handling
your semolina, for accurate weighing, for secur-

ing economical biends.
We scll separate units, or furnish complete plant e« uipment.
Our engineering department can save you many dollars in ad-
vising the type of machine you require, or in planning your
shop layout.

We are at your service---write us for
full information

CHAMPION MACHINERY CO.

JOLIET - - ILLINOIS

Champion Reversible
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The Macaroni Journal

Trade Mark Reglstarsd U, 5, Patent Offics

(Successor to the 014 Journal—Founded by Pred Becker
of Cleveland, 0., In 1903.)

A Publication to Advance the American Maca-
roni Industry.
Published Monthly by the National Macaronl

Manufacturers Arsoclation.
Edited by the Pecretary, P. O, Drawer No. 1,
Braldwood, ML

PUBLICATION COMMITTEE
HENRY MUELLER JAS. T. WILLIAMS
M. J, DONNA, Editor

BUBSCRIPTION RATES v «1 ss o
United Btates and Canada - « 31.50 per year
in advance.

Forelgn Countries - = $3.00 per year, in advance
Single Coples - - - - 16 Cents
Back Coples - - - - 26 Cents

SPECIAL NOTICB

COMMUNICATIONS:—The Edlitor solicits
news and articles of Interest to the Macaroni
Industry. All matters Intended for
must reach the Editorial Office, Braldwood, 1il,
no Iater than Fifth Day of Month.

THE MACARONI JOURNAL assumes no re-
sponsibllity for views or opinions expressed by
contributors, and will not knowingly advertise
Irresponsible or untrustworthy concerns.

The publishers of THH MACARONI JOURNAL
renerve (he right to reject any matter furnished
either for the advertising or reading columna.

REMITTANCES:—Make all checks or drafts
r:vuhlo to the order of the National Macaroni
fanufacturers Association.

ADVERTISING RATES

Display Advertising - - nnlesnn.\rpllcann'n
Want Ads = = = = Five Cents Per Word

Vol. 1 August 15, 1927

Dunn Retailers’ Counsel

Charles Wesley Dunn, the well
known counsel of the American Gro-
cery Specialty Manufacturers associa-
tion, has been selected as legal adviser
of the National Association of Retail
Grocers, according to announcement
by Secretary C. H. Janssen of the lat-
ter organization. Attorney Dunn is
well known in the macaroni manufac-
turing trade, having frequently ad-
dressed the convention of the industry
and otherwise interested himself in
the industry's activities, particularly
with reference to the national tariff
law. Mr. Dunn is regarded as one of
the best attorneys on food laws in the
country and will be found an invalu-
able aid to this organization of dis-
tributers.

365 Macaroni Recipes

One can contain one's astonishment
at the announcement that the National
Macaroni Manufacturers association
convention in Minneapolis was enter-
tained by a food expert's address ex-
tolling the virtues of macaroni. Even
the statement of the association’s pres-
ident that the organization is about
ready to announce 305 recipes, so that
macaroni may be served from the same
table every day in the year without one
repetition, does not cause doubt or dis-
may.

The fact is we wish to give our en-
thusiastic endorsement to everything
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pleasant that was spoken about maca-
roni. We are no cook, but we wish to
say it is a dish which has our approval.

Macaroni is made of durum wheat,
upon the production of which the
northwest has a practical monopoly.
In 10 years our durum wheat crop has
increased 250%. In 1925 North Da-
kota raised nearly 49,000,000 bus., and
it was said in the northern part of that
state in 1926 that the crop had “saved
upper North Dakota.” It is a good
crop and a reliable crop, as wheat crops
go. Itisselling now at 10c¢ a bu. above
other wheat prices.

Yes, we like macaroni. May the 363
recipes stir the appetites and capture
the tastes of the American people.—
St. Paul Pioncer Press.

The Spaghetti News

“The Spaghetti News” devoted to
the advancement of the spaghetti
houses which are showing a phenom-
enal increase in New York and other
eastern citics has made its appearance.
It is a 4 page, 7 column paper pub-
lished by the Spaghetti News Publish-
ing company and sponsored by the
Gugliucci Organization of 346 W. 45th
st., New York city.

The publishers claim a free distribu-
tion of 200,000 copies and sworn circu-
lation of 10,000 per issue, The paper
carries on propaganda for the Italian
restaurants in the east known as the
Spaghetti Houses, which have become
very popular there. Starting four years
ago it is claimed that in these Spa-
ghetti Houses 3,000,000 cases of spa-
ghetti are consumed per annum in
New York city alone. If the claim of
the publishers is justified, New York
should be nicknamed the Sphghetti
City.

Patents and Trade Marks

A monthly review of patents and trade
marks applying to macaroni production
and distribution for the month of June,
1927,

PATENTS

There were no patents on macaroni
machinery granted in June.

TRADE MARKS REGISTERED

Among the trade marks concerning
macaroni products registered during the
month were:

Cincinnatus

The trade mark of Antonio Palazzolo
company of Cincinnati, Ohio, for use on
macaroni products which was filed June

)
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21, 1927, published in the Official Ga.
zette March 22, 1927, in the April issue
of the Macaroni Journal and registered
on June 7, 1927.

The trade mark is the trade name in
heavy outlined block letters,

TRADE MARKS APPLIED FOR

Applications for registration of trade
marks for use on macaroni products were
filed during June in the patent office,
Opposition thereto must be filed within
30 days of date of publication.

Clown Brand

The trade mark of the Milwaukee
Macaroni company, Milwaukee, Wis., for
use on macaroni products.  The applica-
tion was filed April 14, 1927, and pub-
lished June 14, 1927. Owners claim use
since Nov. 7, 1919,

The trade mark is the trade name in
black type with no claim being made on
the word “brand" other than that as a
part shown in the drawing submitted.

Some do as they are told. Others
can't do anything else.

WANT ADVERTISEMENRTS

Five cents per word each insertion.

WANTED—Expert Macaroni Plant Superintendest.

position for_ right man, Statz experience.

salary desired in first letter. Address The Mac
roni Journal, Braidwood, Illinois.

FOR SALE

Attractive factory property. For-
meely S. R. Smith macaroni and noo-
‘li"lc plant in village near Harrisburg, |

a.

Five buildings, two large, three L
small—substantial construction. Mac- |
aroni and noodle machinery. Steam
engine and boiler. Water power and
light plant. Labor cheap and efficient.

The location, lhlppingl facilities--
railroad and truck—and labor condi-
tions make this an ideal plant for pro-
duction on low cost basis. Will quote |
very low price if interested. ’

H. M. VASTINE|

109 Locust St., Harrisburg, PI-—J

August 15, 1927

THE MACARONI JOURNAL

PER PASTA PERFETTA

DU
HiLung ggxomm"
STpauL, MmN

““Meglio Semola-Non ce ne’’
Guaranteed by the

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

A. ROSSI & CO.
Macaroni Machinery Manufacturer

Macaroni mﬁng Machines
That Fool The Weather

387 Broadway — San Francisco, Calif
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D. & E. Kneaders

To The Trade:-

X We wish to announce that we are building a complete
line of Presses (both screw and hydraulic) Knenﬁcrs, Mizxers,
etc., also that we can furnish any repairs to Walton machin-
ery now in use.

Your inquiries are solicited and will be given careful
and prompt attention.

Yours very truly,

DIENELT & EISENHARDT, Inc.
R. P, BOGGS, Sales Manager

DIENELT & EISENHARDT, Inc.

1304-18 N. Howard Street
PHILADELPHIA, PA.

Established Over 50 Years

An Ideal

Wood Shipping

Container

Carrying strength and pleasing appearance,
nail holding qualities and lack of odors—

“FOUR REQUIRMENTS"
“FULLY MET”

by our materials, Gum and Cottonwood

E endeavor to give you a good substantial

package at a reasonable price,  We keep cost
down by preventing useless waste in manufacturing,
using up our narrow stock in the bottoms, making
them in two pieces beld toge..... with two corrugated
fasteners, the joint between the two pieces being
sealed with tape.  Bear in mind that unwise or
unnecessary box specifications ALWAYS increase
cost to the manufacturer and are reflected in sales
price to the customer.

=—===m

We solicit an opportunity of figuring
on your wood hox requirments

ANDERSON TULLY CO.

Memphis, Tennessee

Good Wood Boxes
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The President’s Column

The Strength of the Pack
Several times I have been asked to state just what in-
duced me to become the strong trade association advocate
that I am. I have always believed that man must cooperate
with man to accomplish things in which the individual
fails. Perhaps I was brought to this view by the reading
of the following verse, which I memorized in my youth
and still recall, though I do not know the author’s name:
Now this is the law of the jungle,
As old and as true as the sky,
And the wolf that shall keep it may prosper
And the wolf that shall break it must die.
As the tendril encircles the tree trunk
‘The law runneth forward and back,
For the strength of the pack is the wolf,
And the strength of the wolf is the pack.

Vacation Returns

Macaroni Manufacturers being real human beings should
and will enjoy a vacation from arduous duties during the
summer. Some will take vacations of only a few days
while others will play for a month or more. The more you
play on your vacation the more you will be able to work
when you get back into your daily harness. While vaca-
tioning, forget your immediate business but give some
thought to doing your part in your trade association, You'll
thus be helping the industry as well as self.

A Pledge For Us All
In accepting his appointment as Counsel for the National
Association of Retail Grocers, Charles Wesley Dunn of
New York city gave a pledge that might well be taken by
every Member of the National Macaroni Manufacturers
Association. 1 strongly recommend something of this na-
ture. He said:

I am privileged and honored. I accept the office be-
cause of the opportunity for service which it offers and
with the full appreciation of the responsibility which
it involves. I pledge to the association my best en-
deavor to further its sound and constructive advance-
ment. I shall be guided here, as elsewhere, by the
fundamental principles of right and justice and by the
controlling rules of law and economics. I enter upon
this work in a spirit of deep interest and with a sincere
desire to be truly helpful.
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The Secretary’s Column

Poetically speaking, here is why Macaroni Men should
take occasional vacations:
If your nose is close, the grindstone rough,
And you hold it down there long enough,
In time you'll say there’s no such thing
As brooks that babble and birds that sing;
These three will all your world compose—
Just you, the stone, and your darned old nose.

What Good Is a Trade Association?

“Good enough” says Merle Thorpe, editor of Nation's Busi-
ness, “to delay the sale of Dodge Brothers to Dillon Read &
Company until the bankers could be assured that membership
in the National Automobile Chamber of Coinmerce could be
transferred at once from the old company to the new one.
Big things ure trade associations, and growing bigger.”

It Might Start Something
A news dispatch says: Two billion dollars in gold are
held in the New York Assay Office in Wall street, branch
of the United States Assay. If we had a portion of this
we might put over the long talked but as yet not materal
ized Macaroni Advertising campaign.

Sell Your Grocer First
In your sales campaign don't forget that to the average
woman in the average city the guarantee of her favorile
grocer is as good as or better than the guarantee of tht
manufacturer.

Extra Copies Convention Issue

Many Macaroni Manufacturers have placed orders for
extra copies of the July and August issues which contain
the convention proceedings. A Manufacturer in Philadet
phia ordered extra copies sent to every manufacturer in
his competitive district as well az to several jobbers and
wholesalers, There are stiil some copies of the July nu
ber on hand, First corae, first served,

New Oregon Member

A new Active Member of the National Macaroni .“.l“‘
ufacturers Association comes voluntarily with the applic
tion for membership made by the Oregon Macaroni Mar
ufacturing company of Portland, Ore. The action wil
taken by S. M. Orso, the president of this progressive ¢
cern. ‘We welcome this cooperation and cite the exampl
to others as one worthy of following.
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John J. Cavagnaro

Engineer and Machinist

Harrison, N. J. U. S A

L ]

Specialty of

MACARONI MACHINERY

Since 1881

RS KT LTy

N. Y. Office & Shop  255-57 Centre Street, N. Y.
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CAPITAL FLOUR MILLS, Inc.
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As the oldest millers of durum wheat, we have
had the longest experience in supplying prod-
ucts for macaroni making. This experience is
reflected in the exceptional quality of Pillsbury’s
Semolina No. 2 and Pillsbury's Durum Fancy
Patent.

Pillsbury Flour Mills Company

“Oldest Millers of Durum Wheat™

Minneupolis, U. 5. A,

BRANCH GFFILLSE

Albany Chicugo Jackronville Phitadelphia Saint Paul
Atlanta Clnclnnatl Lus Angeles Plteaburgh Scranton
Altoona Cleveland Memphis Portland Springfield
Haltimore Dallas Milwaukee Providence Syrucuse
Boston Detruit New Haven Richmond Washington

Huffale Indianapolls New York Saint Louls




