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In the Permanent Packaging Exhibit this 

month, and extending until December 15, 

is an unusually interesting display of bags 

and envelopes. Here will be found 

every style and size of bag made of the 

following materials: kraft, waxed and 

glassine papers, plain and printed trans- 

parent cellulose; various types of clo- 

sures; corresponding displays, etc. 

Featured in the December issue will be a 
complete symposium on packaging in the 

liquor industry. Illustrations and de- 
scriptions of present and expected prac- 
tices in package assembly, of containers, 

labels, closures, displays, etc., will be 
included. The progress to be expected 

from this rejuvenated industry promises 

much in design, materia! and equipment 

deve'opments. 
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PERRY H. BACKSTROM—Eastern Advertising Manager. 

R. C. MacDOUGALL—Circulation Manager —Production Manager. 
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This NEW REDINGTON 
39 

s 

is The Most Complete and Perfeet 
48 

"| CARTONING MACHINE Yet! : i; i CC. 
52 
54 

56 Smooth and quiet as a flowing And it is adaptable—practically any product* sold in 

4 stream—simple as sound and sea- cartons can be handled. Either glued-end cartons or 

16 soned engineering ability could tuck-end. 

78 make it and capable of about any If your product is cartoned send us a sample. Let us 

82 speed that can be used—this de- tell you how the New Redington Cartoning Machine can 

86 scribes the New Redington Cartoning Machine. serve you. 

In actual fact it ‘‘treats your product gently’’—easing * For instance: Safety Razor Blades, Collapsible Tubes, Bottles, Jars, Bars of 

the contents into the carton smoothly and continuously reat Genk Contant ——_ rie ade — 

at about one-fifth the speed at which the machine is : 

sctually operating. “If It’s Packaging—Try Redington First’’ 
Mechanism for folding and inserting circulars has been 

hae ac Rial as slabs es emia F. B. REDINGTON CO. (Est. 1897) 
: which the New Redington will operate. 110-112 So. Sangamon St., Chicago, Ill. 

90, 

| REDINGTON kaging MACHINES = Packaging } 
n & 

Economical for Packaging - Cartoning - Labeling - Wrapping 
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Send for this booklet. It 
may help you solve a 
bothersome packaging 
problem. 

MODERN PACKAGING 

Hat a direct hit! 

I Yeah-but what's 
the use -it's | 
protected by KVP} 

“Waxed Paper Is A Protective Skin= 

—Keeps Badness Out And Goodness In.’ 

Incessant warfare! Never from the moment it is filled until 
it reaches the consumer's table is your package free from 

enemy attack. 

Moisture and dryness—heat and cold—rough handling and 
long storage—insects and vermin—all conspire against it and 

against repeat orders. 

Proper packaging pays! KVP can be of help to you. 

(AD 
KALAMAZOO VEGETABLE PARCHMENT C0. 
PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 
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No one machine has ever before been designed that 
would perform the two major operations of dry vacuum 
cleaning and filling, together. But Pneumatic has now 
developed it, and offers it after a year of successful 
use in actual factory operation. 

Under this vacuum system of dry cleaning, the bottles 
are completely sealed while being cleaned. Conse- 
quently, there is no dust to settle on machine parts or 
about the room. Nothing in the operation will cause 
troublesome moisture condensation. Lint and dust from 
the bottles is drawn away and trapped in a recepta- 
cle that can be quickly and easily cleaned. 

In operation, the equipmentissimple. By direct, straight- 
line feed, the bottles are putinto position, pushed under 
the cleaning nozzles, cleaned, then registered under 
the filling nozzles, filled and taken away at speeds to 
meet any requirements from 60 to 120 per minute. 

pe dbeeeeerrry 

BOTTLE CLEANING 

.. . combined in one machine 
and FILLING 

The machine can be adjusted to run a variety of sizes 
and shapes of bottles. A proof of its versatility is the 
fact that Mifflin Co. use it for a number of different 
sizes and shapes of bottles for various of their products, 
Standard Brands use it for two shapes of gin bottles, 
Cosmetics, Inc. for three different sizes of their Lady 
Esther Face Cream jars. 

It requires no more room and no more operating atten- 

tion than a straight-line vacuum filling machine. 
Write for more complete information. 

PNEUMATIC MACHINES 
Carton Feeders—Bottom Sealers—Lining Machines—Weighing Machines 
(Net and Gross)—Top Sealers— Tight Wrapping Machines — Capping 
Machines — Labeling Machines — Vacuum Filling Machines (for liquids 
or semi-liquids) — A tic Capping Machi Aut tic Cap Feeding 

Machines — Tea Ball Machines 

NEUMATIC SCALE 
ACKAGING MACHINERY 

PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 

Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street 

Melbourne, Victoria; Sydney, N. S. W. and Trafalgar House, No. 12 Whitehall; London, England 
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_ NO more 
OKer-ace 

containers 

Too many containers wear glum and drab looks, give no clue to the quality 

product they hold. Dress up your product with bright ALCOA Aluminum, 

Let the world see that it stands out from the rest. That's the way to win a “first 

trial” and subsequent repeat orders. Aluminum packages, whether foil, tube, 
@ 

can, or jar, preserve the salable quality of products. Please address ALUMINUM ae sa 
machines u: 

FROM FACE-POWDER TO COMPANY cf AMERICA; 1829 Gulf Building, PITTSBURGH, PENNSYLVANIA. operation. 
FLOOR-WAX—Hundreds of 
products can be packed to advan- However, 

tage in cans of ALCOA Alumi- chine that 

num They're light, strong-walled, ee ' more additi 
unbreakable, moisture-proof. A vail- 

able in any size with either slip or 

screw caps, in natural, lithographed 

or chip-proof Alumilite-colored fin- 

ishes. Let a good package designer 

take an ALCOA extruded can and 

create a package for your product. 

Your sales curve will soon show 

results. 

MODERN PACKAGING 

ALCO 

COLLAPSIBLE TUBES OF 
ALCOA ALUMINUM on cour- 

ter or shelf, catch and reflect light, 

catch and hold buyers’ eyes. Side- 

walls, shoulders and cap threads 

are strong and sturdy. For lather- 

less shaving creams and other prod- 

ucts commonly packaged in this 

manner as well as a new package 

thought for extracts, jellies, food 

pastes and other products. 

THEY LOOK BETTER... 
TASTE BETTER . . .° SELL 
BETTER ... with Aluminum Foil. 
Confections such as Schrafft’s, 
Wrigley’s, Hershey's, Life Savers. 

..+ Foods such as Fleischmann’s, | 
Salada, Lipton’s, seal in flavor, ime 
prove appearance with their sturdy 
wrappers of ALCOA Aluminum 

Foil. Designers can create distinc’ 

tive tight-wraps, set-up boxes, and 

folding cartons with foil. 

ALUMINUM 
or Packaging— 

FOIL .. . COLLAPSIBLE TUBES [ALCOA] EXTRUDED CONTAINERS 
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Savings in terms of thousands of 
dollars made by high speed packaging 

machines usually depend on months of 

Operation. 

However, when you buy a single ma- 
thine that does the work of two or 

more additional machines, a great slash 

in initial costs is made at one stroke. 

Then the reduced unit costs of the effi- 
Gent machine pile up, month by month, 

tfurther profit. 

Itis just such a Cellophane Wrapping 

ine that produced the packages 

shown above—in a variety of sizes that 

Johnson Engineers grouped on one ad- 
listable machine. The customer re- 

Send us 
YOUR PACKAGES 
Without obligation we will make sugges- 
tions on economies for the grouping of 

Szes—and other means of overcoming 
Unusual packaging obstacles. 

ees 

$T OF PACKAGING 
@ 

Notice carefully the variations 
in these Cellophane packages. 

9 SIZES 
Wrapped on 1 Machine 

quired a degree of flexibility that is well 

beyond the range of most existing 

equipment. Fortunately he learned that 

the “Johnson Automatic” line included 

machines that were not only noted for 

smooth wrapping at high speeds, but 

for unusual adjustability. 

Here then this manufacturer found 

equipment of such range that one pack- 

ECONOMIES 

aging line was all he needed to buy. 

Quick, easily made adjustments, of 

length, width and height, or all three, 

gave him rapid low cost production of 

all the sizes needed. Furthermore he has 

further flexibility in reserve. The out- 

lay for a new machine to wrap a new 

size will have been saved. 

Whether your problem is wrapping, 

top and bottom sealing, filling, weigh- 

ing or a complete sequence of opera- 

tions, let Johnson Engineers state what 

they can offer. An invitation is made 

below to send packages for our sugges- 

tions. Do so and write us about your 

problems. 

JOHNSON AUTOMATIC 
SEALER COMPANY, LTD. 

Battle Creek, Mich. 
New York District Manager: A. H. Axberg, 30 Church St., New York City. 

Pacific Coast: W.J. Holder, 3730 Scott St., San Francisco, Calif. 
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Prerry scaring, as youngsters, first time one of 

those things popped up in our faces. But we didn’t stay 

scared for long. 

That’s how it is with most bugaboos—even business 

ones. Sooner or later we find ourselves looking back and 

chuckling—wondering why we ever got so jumpy. 

Take this question of “package change’”’ for example— 

what a bogey-man that used to be. Didn’t changing 

the package mean chucking overboard the brand 

identity built up over so many years? Why, old cus- 

tomers wouldn’t recognize the product. It would be just 

plain business suicide! Such was the old idea. 

Today? Well, you have only to look about you at the 

hundreds of old products in new, sales-making packages 

to see how the old ideas have changed. You have only to 

look at the sales records of those repackaged products— 

their increased consumer-following, the tremendous 

250 PARK AVENUE 

MODERN PACKAGING 

new enthusiasm they have created in the trade—to 

sense an opportunity for your own product, and pet- 

haps a need. 

Yes, a need. For no manufacturer can afford to give his 4 

competitor the advantage of a more convenient, more ~ 

attractive, package. Nor afford to be without the sales- — 

making improvements which have been developed by 

the American Can Company within the past few years. 

How does your package stack up against others in its ~ 
field? Let Canco give you an unprejudiced opinion. ~ 

Who more logically could help you revitalize your con- 

tainer than the organization which has been so much 

a part of package progress—and which has been iden- 

tified with so many packaging successes? 
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sopium 
BICARBONATE 

a 

ACUCURE 
in one of thes/GLASS KON TAINERS 

OWENS-ILLINOIS 

@ Try this simple test—it may change red figures on your 

books to black. Just picture your product in one of these 

modern stock containers. Note the clear, lustrous beauty of the 

Onlzed glass, in smart new designs. Visualize how forcefully 

this container—attractively labeled—would stand out on 

counter or shelf to -win hesitant consumer dollars. Decide to 

do it—to give your product a head start toward leadership 

in a brand new Onlzed container. 

Owens-Illinois Glass Company, Toledo, Ohio. 
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PACKOMATIC 

W RAPPING 
INSURES 

COMPLETE 

PROTECTION 

EPEAT sales for many products depend on the thoroughness with 
which they are wrapped. The best wrapping material available is of 

little value if it be not wrapped and sealed in such a way as to insure 
complete protection of package contents. 

The ante Wrapping Machine shown above is being used for 
pti scores of well-known products—sealing in the packages so thor- 
oughly t that these products have become famous for their appealing fresh- 
ness and purity. 

The wax coated paper or transparent cellulose is taken from a roll, 
automatically cut to size and wrapped around the package, forming the 
longitudinal seam on either side or on bottom of package, as preferred, 
and depending upon size. Handles one piece cartons or two piece boxes, 
and is adjustable for packages up to 6°/,” wide by 4” deep by 11!/2” 
high. Capacity, 30 to 60 packages per minute. 

Write for catalog describing this and other Packomatic Machines. 

AUTOMATIC 

MACHINES 

for all 

PACKAGING PURPOSES 

Automatic Cartoning machines 
Semi-automatic Net Weighers 
Semi-automatic Gross Weighers 
Container Sealing machines 
Can Labeling machines 
Coupon Inserting machines 
Special machines and devices 
Carton Forming machines 
Carton Sealing machines 
Automatic Net weight scales 
Automatic Gross weight scales 
Automatic Volumetric fillers 
Automatic Lining machines 
Wrapping machines 

PACKOMATIG 
PACKAGING MACHINERY 
J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
Branch Offices: NEW YORK CLEVELAND SAN FRANCISCO 

MODERN PACKAGING 



DIVERSIFICATION 
WE D0 OUR PART 

We point with pride to the wide range of our box and 

display manufacturing facilities . . . We work with 

paper... with wood... with metal... or with combi- 

nations of these materials... For our finishing we use 

velvet, satin, imitation leather and other fancy cloths... 

This versatility enables us to design for our customers 

the kind of box or display ideally suited to their particu- 

lar needs... If you want unbiased box recommenda- 

tions for your product, have one of our representatives 

call. 

ARROW 
MANUFACTURING COMPANY ~- INC 
15th & HUDSON STREETS, HOBOKEN, NEW JERSEY 
Telephone HOboken 3-8472 or REctor 2-1251 

NOVEMBER, 1933 11 



The Saranac Model K stapler presents a distinct oppor- 

tunity to all manufacturers whose products demand eco- 

nomical, low cost wire stitching. The lowest priced 

machine in the Saranac line, this sturdy stapler can show 

amazingly profitable operation even when used only in- 

termittently. On straight-line continuous production, 

equipped for foot, belt or motor power, it has no equal for 

the quality andeconomy of its work. Particularly suited for 

the manufacturer of suit boxes, egg cartons, price and 

brand tickets and for bag-top sealing, and the bottom- 

sealing on fibre containers of all kinds. Write Saranac 

Machine Company, Benton Harbor, Michigan, for full 

details and price of this efficient wire stitcher. 

SARANAC MACHINE COMPANY 

FOR MANUFACTURERS OF 

FIBRE, PAPERBOARD & THIN WOOD ARTICLES 

Saranac Stapler, Type K 

Foot, belt, or motor power 

If your package or con- 

tainer can be stapled, we 

can supply a machine to 

do the work. The scope 
of SARANAC MACHINES 

ranges from the simplest to 

the most complete fully 

automatic machines for 

stapling containers of all 

kinds. 

No order is too small to 

be welcome nor too large 

for our resources. We so- 

licit your patronage. Your 

inquiries do not obligate 

you. Write now. 

Stapling and Package Making Machines _ 
For Wooden, Veneer, Plywood, Fibre and Paperboard Containers 

ila SPECIAL MACHINERY 

} BENTON HARBOR, MICHIGAN, U.S.A. 

MODERN PACKAGING 
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MANUFACTURERS 
+ FIND * 

LATEST 
DEVELOPMENTS 

Helping manufac- 

turers to keep up- 

to-date in packaging 

progress is the aim 

of Continental’s De- 

velopment Depart- 

ment. Often a sug- 

gested new type of 

can or a refinement 

on present contain- 

ers will help put 

products ahead of 

competition. 

BETTER PACKAGING VALUES 

Specialists in Color 
Batteries of modern litho- 
graphic equipment, manned by 
craftsmen, assure the perfec- 
tion of Continental’s lithog- 
raphy and workmanship in the 
modern tin container. 

SILENT SALESMAN. To the manufac- 
turer anxious for more salable, attractive 
packages, adaptable to economical produc- 
tion, a consultation is suggested with a 
Continental Representative experienced in 
packaging to sell.’’ Call nearest sales office. 
list in panel above. 

cikcizy) RESEARCH, TOO 
In Laboratories completely 
equipped, a large staff of 
highly trained Specialists have 
helped many manufacturers to 
solve specific problems requir- 
ing research technology. 

NEWER 
APPEALS 

With a decided trend 

toward more attrac- 

tive and modern 

designing for greater 
sales, these skilled 

Continental Special- 
ists are continually 
creating many new 
sales successes. 

- LONTAINERS. BY 

ONTI ENT, 
NOVEMBER, 1933 
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Co trio of perfume packages shows how products can 

be surrounded by an atmosphere of modernism and good 

taste thru the use of well-designed boxes. 

Our designers have been unusually successful in creating boxes 

that “click” with the consuming public. Why not capitalize 

. . * e ? 

their experience in developing a modern box for your product: 

KARL VOSS CORPORATION 
Division of Shoup-Owens, Inc. 

HOBOKEN NEW JERSEY 
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Powder Filler 
with 

Automatic Take-off 

An accurate, clean filler for powders and granular materials—with 
automatic ‘‘take-off.”” Production up to 72 per minute with one 
operator. 

HESE two machines—our latest model 
tube and powder fillers—are examples 

of the new machines developed by us in 
the past three years. They will be operat- 

ing in Booth 80 on the main floor at the 

Chemical Show, for which we shall be 

As 
SEND FOR CATALOG 

FSroKES MACHINE CO. 
Packaging Equipment Since 1895 

7 

5970 Tabor Road Olney P. O. Pi 

Philadelphia, Pa. 

See These Modern Filling Machines 

CHEMICAL SHOW 
(Grand Central Palace, New York City, Dec. 4-9) 

the 

STOKES 
90-D 

Tube Filler and Closer 
Applies Patented 

Closure 

(no clip required) 

A versatile, rugged filler and closer for practically any product from 
semi-liquids to heavy pastes. Has numerous exclusive features as- 
suring accurate and clean fill. Production 40-50 tubes per minute 
with but one operator. 

glad to send you complimentary tickets. 

Let us know the number you wish. 
We shall also be glad to send you the 

new catalog on our complete line of hand- 

operated to full automatic packaging 

equipment. 
? 

¢ 

? 
# 

¢ 
4 

Foal F. J. Stokes 
wes Machine Co. 

Ye 5970 Tabor Road, 
e uf Philadelphia, Pa. 

7 Send me....... tickets for 
, the Chemical Show 

y CO Send me your new catalog ‘“Tube, 
Qs Jar and Powder Filling Equipment.” 

"Gs TrrTrreeererrre eee eee ee 
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purchase a product packaged in a re-use moulded container. And the sales 

& ONSUMERS are quick to appreciate the extra value they obtain when they 

of products packaged in this appealing manner far out-strip those of the 

same products put up in ordinary boxes. This has been proven time and time 

again by many alert manufacturers. We can cite many interesting cases i 

substantiation of this statement. 

Without obligation, we will gladly study your product and inform you whether it is 

adaptable to this sales-encouraging type of package. 

AMERICAN INSULATOR CORPORATION 
NEW FREEDOM, PA. 

16 MODERN PACKAGING 



AGAIN WE SAY 

“ASK DOBECKMUN” 

e Is your product suited to Cellophane Packaging? If itis... 

just what kind and size should the package be? Should it be a 

flat bag... asquare...or satchel bottom? Should it be single 

or duplex . . . plain or printed ? 

Before you decide definitely on a Cellophane Package it pays 

to look carefully into such things as protection of the product, 

convenience to the customer... and among other things... 

SALES APPEAL. 

In our years of specialized manufacturing, we have drawn on 

our experience to help many manufacturers, jobbers and dealers. 

We work with Cellophane only. All our manufacturing equip- 

ment was designed and built to handle this particular material 

...and no other. Our entire organization is trained to think 

and work in terms of Cellophane packages. First in the field 

... we are the world’s largest converters of Cellophane. 

A word from you will start us working on the problem of pack- 

aging your products in this modern, transparent, sales stimulat- 

ing material We may have the answer to your individual 

problem now. If we haven’t, we'll stay with the job until we get 

it...and with no obligation to you. The Dobeckmun Company, 

3301 Monroe Avenue, Cleveland, Ohio. 

DOBECKMUN 
An organization devoted exclusively to the 

Development and Production of 

‘Cellophane : p ackages 

NOVEMBER, 1933 17 
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before as possible. To all those interested in the design, the manufacture or 

the merchandising of fine products finely packaged, we extend an equally cordial 

invitation to visit the exhibit of the 1933 entries, at the Permanent Packaging 

Exhibit, 425 Fourth Avenue, New York, from February 1, 1934, until April 1, 

1934. To the judges, Katharine Fisher, Traver Smith, Vaughn Flannery, Egmont 

Arens, Grover C. Brodhead and Charles Austin Bates, we extend our thanks in 

advance for the arduous task they are so willingly undertaking. 

WITH MANY 
APOLOGIES— 

we have been forced to decline 

the entry of these beautifully 

designed! and perfectly executed 

hosiery boxes submitted by 

Calzificio Ettore Sobrero, hosiery 

manufacturer of Gassino Torinese, 

Italy. We regret that their for- 

eign design and manufacture pre- 

vent their entry in this 4//-Ameri- 

nest 

¢an contest. 

The boxes were designed by 

F. Sobrero of the technical de- 

partment of the company and 

made by Scatolificio Rapetti of 

Turin, Italy. Photograph at the 

lower left shows Benito Mussolini 

visiting the technical department 

of the Calzificio Ettore Sobrero. 

Signor Sobrero is the man in the 
circle. 

yrers 

These and other foreign packages 
will be on display at the Perma- 
nent Packaging Exhibit. 

NOVEMBER, 1933 19 



A 

PACKAGE 
bea 

Aut 

pack 

beer 

mant 

mold 
New dual-use package made of SWAVEL for 
Pioneer Garters. When contents are removed, 
package becomes smart cigarette case. 

“PLONEER PIONEERS AGAIN” WITH 
Pioneer’s interesting and readily stamped in gold, 

successful new dual-use silver, or contrasting 

package for Christmas colors. 

marks the first use of SWAVEL is truly 

SWAVEL in packaging unique, and lends itself 

and opens up a whole new field of to unique uses in the development of 

ideas. dual-use packages. Let us send you a 

SWAVEL is a tough and durable fab- sample of this remarkable fabric, with 

ric. It looks like suede and feels like | suggestions on ways in which packages of 
suede. Available in a wide range of SWAVEL may stimulate the sale of your 

smart brilliant colors, SWAVEL is product. ThePoconoCo.,Trenton,N.]. 

WAVE, THE ARISTOCRAT OF PACKAGE FABRICS 

The Pocono Company Attention of Mr. a 
Trenton, N. J. ; 

You may send us a sample of 
SWAVEL, with suggestions on its 

use in effective packaging for 

(type of product) => Address_ —————————— 

Firm nn 
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& ELTS by Hickok profit by boxes of equal 

beauty and quality. 24 What more natural, then, than the selection of 

Auburn Button Works as the molders for these outstanding re-use 

manufacturers whose products can likewise profit by the use of fine 

molded containers. The cooperation of our designing department is at their command. 

NOVEMBER, 1933 



Announcing 
A New Line of 

Hot Wax Inks 
To meet the demand for a dependable ink to be used in conjunction 

with the hot wax process of moisture-proofing bread wrappers, milk 

cartons, milk bottle caps, ice cream cartons, etc., we have developed a 

special ink formula for this purpose which fully meets all requirements. 

This Ink Has the Following Qualities: 
1.—It is odorless. 

2.—Dries immediately when immersed in hot wax. 

3.—Does not bleed. 

4.--Is available in all colors. 

5.—Effects great saving in time, since printing and waxing can be 

done simultaneously. 

6.—Only a small amount of wax adheres to the surface of these 

inks and thus they appear more brilliant than ordinary 

inks because they have less wax haze over them. 

Write for Full Particulars 

There are Levey Inks for all packaging purposes. 

On the opposite page we show a sheet of glassine printed with special 

Levey Inks for this type of wrapping material. 

For printing labels that require a varnished effect, without varnishing, 

we have a special line of high gloss label inks which are meeting with 

great favor. 

Our Service Department will gladly help you to determine on the most 

suitable ink for any packaging material—without obligation. 

SPECIFY LEVEY INKS 

- FRED’K H. LEVEY COMPANY, Inc. 
59 BEEKMAN STREET, NEW YORK, N. Y. CHICAGO OFFICE—221 EAST 20th STREET 

MODERN PACKAGING 

PHILADELPHIA OFFICE: 1223 WASHINGTON AVE. 



KY 

Made by 
RIEGEL PAPER CORP. 

342 Madison Avenue, New Vouk City 

HAMPDEN GLAZED PAPER & CARD CO. 

NOVEMBER, 1933 
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1.—It is odorless. 
a | Ho 2.—Diries immediately when 

ae |  3—Does not bleed. 
ok : < 4.—Is available ‘in all colors. . 

On the opposite page we show 
Levey inks for this type of gyra 

- For printing labels that | 

itd bee we have a special line « 
"eh uae) i great favor. 

Our Service Departm 
suitable ink for any 5 
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IT'S SIMPLE WITH 
pout 2070 

Submit your prodtct to C.C.S. for study and reco 

mendation. Then await our report with samples, prit 

and suggestions for decorations, too, if you wish. 

Obtaining the right closure for your produ¢ 

simplified by our 7 Point Closure Service. For 

Point Service embodies a wide variety of clos et 

splendid research laboratories for testing - 

broad experience of C. C. S. in the sealing 

all sorts of products—and the assurance of the ¢ 

sure which is most satisfactory for you. 

(ole). Ai Kee) i C5) PA Keen Baltimore lv 
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modern, luminous and 

extravagant looking. 

for beautiful box 

papers designed to the 

new spirit in fashion 

and price 
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louis dejonge « company | — 
mew york, philadelphia, chicage 
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pender Company in the merchandising of its prod- 
ucts can be attributed in no small measure to its 

yse of novel and distinctive packaging. 

Sm unusual success achieved by the Pioneer Sus- 

One of its outstanding packages of the re-use, or double- 
duty type, is shown below. This desk stand is molded 
of Resinox. 

For beauty, lustre, strength—articles molded of Resinox 
are unsurpassed. Resinox can be obtained in a wide 

variety of pastel shades thus making possible unusual 
color effects at little more than the cost of conventional 
colors. 

Resinox is water-resistant and odorless. Ask your 
molder about this remarkable molding compound. 

RESINOX (CORPORATION 

230 Park Avenue, New York City 

Subsidiary of Commercial Solvents Corporation 
and Corn Products Refining Co. 

Molded of Resinox 

by 
A. L. HYDE 

Grenloch, N. J. 

RESINOX 
plays an important part 

in the merchandising of 

PIONEER BELTS 

* 
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MOLDED 
CONTAINERS 
with RE-USE APPEAL 
are always effective 
as sales aids 

ANUFACTURERS confronted with the problem of | 

increasing their sales volume, should consider the — 
advantages of packaging their products in attractive, 
molded re-use containers. 

Tell us what you make and we will offer some sugges- 
tions for suitable re-use containers made of colorful, 

molded plastic. 

We specialize in the molding of parts as well as finished 

items, and are experienced in the use of plastics— WW Accuracy 
pyroxylin, phenolic, acetate and urea compounds. Soe 

: ging lick 
Among our present customers, we are proud to say, & By silted 
the leaders in several lines of industry. We are in @ FP Work j 
position to offer good service, sound design and careful oy 

workmanship to a limited number of new accounts. ing “ge 

“0 ate mainta 

On users fir 
Tlalist Cal]? 

A.L. HYDE 

MOLDED SPECIALTIES 

GRENLOCH. N. J. 
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Accuracy is imperative in the production of Folding 
mons—and die making is the first step in accuracy. 
ue.. Folding . . Shape . . Fit . . and operation on high speed 

ging machines . . . all depend on the accuracy of the dies. 
by skilled craftsmen, dies are made to micrometer measure- 
p oe is _ and re-checked. Even the steel rule 
‘is critically inspected. i isti ippi lh ‘ery other step of production .. printing ... die cutting Moisture Resisting Shipping Cases pes; 
thai . 
Suing... the same skillful workmanship and close super- tainer Corporation shipping cases are manufactured, has proved by 

test to be 25 times denser than any board not made by the cylinder in are Maintained. 
Gtton users find this unique service valuable. May we have process. CONCORA guarantees maximum protection to your 

bpecialist call? shipments. 

CONTAINER CORPORATION OF AMERICA 

CHICAGO NEW YORK PHILADELPHIA PITTSBURGH CLEVELAND CINCINNATI MINNEAPOLIS 
ST. LOUIS BRIDGEPORT, CONN. NATICK, MASS. ANDERSON, IND. 

WABASH, IND. INDIANAPOLIS 

GENERAL OFFICES: 111 W. WASHINGTON STREET, CHICAGO 

America’s Most Complete Packaging Service—10 Plants 
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A SAMPLE CABINET 

THAT STAYS 
right on the buyer’s desk 

OLLISTON MILLS wanted their _do a job of “silent selling” day in _ find a place of honor on his desk, 
samples of book and box and day out, they designed a With the exception of the small: 

cloths in the buyer’s mind and at Bakelite Molded cabinet so fine hinged door, the cabinet is a seam 

his finger tips all the time. To make _in appearance, and useful to a less one-piece molding of lustro 

sure that their sample cabinet would buyer that it was almost certain to black Bakelite Molded with the — 

Holliston name on the top in relief 

lettering. The three month calend; 

in the door, and the compartm 

for memo slips in the base, make 

useful for the man who is fort 

enough to have one. The orde 

arrangement of sample books m 

for quick and easy reference, 

surely is an effective merchandis 

idea. 

This attractive cabinet suggests 

possibilities of Bakelite Molded 

many different merchandising i 

including containers, displayers,am 
samplers. Its rich and pleasing 
pearance, adaptability and mode 

cost is bringing Bakelite Molde 

into ever wider use in connect 

with a variety of products. We invilt 

you to consult us about its post 
bilities for your product, and also 

to write for booklet 8C, “Restyli 

the Container to Increase Sales 

BERS i 

* 

Photo shows Holliston Sample Cabinet of J 
lustrous black Bakelite Molded. ™ 

Holliston Mills, Inc., Norwood, Mass. 

BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y 43 East Ohio Street, Chicago 

BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Cane 

BAKE LITE 
US Par. OFF 

The registered trode marks shown obove distinguish mumencal sign tor infinay 

@onvioctwred by Botelite Corporation Under the capital “B™ 6 retrace op nl ce mad 

THE MATERIAL OF A THOUSAND u SES 
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SATEEN - 21] 
A new embossing design on Sateen Box Paper from the 

Hampden Mills at Holyoke. Dainty and attractive, this box 

covering may be used on small and large boxes alike -- 

Sample working sheets in a wide range of colors will ee | 

promptly mailed on request Hampden Glazed Paper 

and Card Company - - Holyoke, Massachusett 



lt is with pleasure 

Doehler Die-Casting 

makes its bow in the p 
field thru the medium 
die cast zinc boxes. P 
Interested in analy 

availability of die 
ages for use with th 

that the 

Company 
ackaging 

of these 
ackagers 
zing the 

castpack- 
eir prod- 

ucts are invited to consult with— 
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BOURBON DE LUXE -- OLD TAYLOR -- OLD GRAND-DAD -- CASCADE, 
GOLDEN WEDDING -- JAMES E. PEPPER -- MOUNT VERNON -- O. F. Ca 
OLD FORESTER -- 

Tas years ago, before the 
period of ‘‘the noble experiment,” as to-day, these 
were and are the brand names familiar to discriminat- 
ing users of good, pure whiskeys. 

In those early days successful businesses were built 
by (1) producing a good ‘product, and (2) securing 
adequate distribution. Today, a third factor is of 
vital importance, firmly establishing a particular brand 
name in the consumer's mind against all competition. 

For the past 39 years, this Company has been active 
in the creation and production of individual folding 
cartons, both for the protection of the product and 
that consumers, once attracted to the point of pur- 
chase, and finding satisfaction, could easily buy 
more of the same branded product. 

The whiskeys, above listed, have for years been 
packaged in individual folding cartons, produced by 
this organization—many of the designs having been 
created by us. 

I. W. HARPER -- ECHO SPRING: 
D McBRAYER -- CABIN STI 

.- KENTUCKY TAVERN, 
MOCK -- PEBBLE FORD. 

e- 

HILL -- GWYNNBROOK: 

et 

Right now, with repeal assured, the designing | 
production skill and experience of our staff can pi 
of especial help to all manufacturers and distribu 

of quality liquors. 7 

By placing your individual quarts, pints and halkep 
in distinctive folding cartons, your product will 
attractively packaged, adequate protection sect 
and your brand name given utmost advertising ¥ 
as a safe “buy-word” for all future purchases. 

Our staff will gladly cooperate with you in the 
velopment of an attractive folding carton for } 

whiskey, or if you are all set on your carton 
will quickly, ably and economically produce ing 
ual cartons that will reflect the high quality of | 
liquors. : 

THE RICHARDSON-TAYLOR-GLOBE CORPORATIE 
CREATORS, DESIGNERS AND MANUFACTURERS OF DISTINCTIVE FOLDING CARI 
4501 West Mitchell Avenue ° 

30 MODERN PACKAGING 
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Square-bottom* 
duplex 

Half-and-Half, 

, satchel-bottom 

3 

odern merchandising demands mod- 

ern packaging. Bags by Royal are a 

part of the modern trend. Styled for a thou- 

sand-and-one uses, Royal Bags bring sparkle 

and sales appeal to a thousand-and-one 

varied products. For adding sales Gopal to 

your product, by all means consider Bags by 

Royal. Write today for free sample bags 

designed to fill your particular requirements. 

Department M . . . 5800 North Seventh Street 

PHILADELPHIA, PENNA. 

THOMAS M. ROYAL & CO.. 

Satchel-bottom 

duplex 

Cellophane 

Tin-tie closure, 
glassine lined 

Flat, all- 



strongly 

feminine 
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PIONEER STYLING FOR 

HABERDASHERY SALES 

OMEN have been variously credited with 

being responsible for 85 per cent of the pur- 

chases made in the retail market—hence the 

urge in most package designing has been 

strongly toward those effects which would meet with 

feminine approbation. But, because ‘‘women like nice 

things” it does not follow that the less or more dominant 

male is content with the mediocre. Quite the contrary, and 

this is forcefully demonstrated in the haberdashery field, 

in the packaging of those products which belong, almost 

exclusively, to a man’s sphere. 

There is evidence to show that the adolescent under- 

graduate, the tired business man and even the dignified 

old boy who has gone beyond his allotted “three score and 

ten,” all react favorably to those packages which incor- 

porate style, color and design and so express value and 

quality for their contained products. If this were not so, 

the manufacturer catering to men’s requirements need 
gvelittle thought to problems of packaging, and for most 

of us “shopping” would hold but slight interest. 
The importance of substantial and effective packages 

and their use in properly displaying merchandise, in- 
triguing buyers and so creating sales, have long been a 

paramount consideration of the Pioneer Suspender Com- 

faty of Philadelphia, manufacturer of trade-marked 

garters, braces and belts, and each year with the offering 
fits new line this concern has introduced an interesting 

Vatiation of novel and, let it also be stated, successful 

packages. And this year is no exception for, recognizing 
"ent advances in design and the availability of newer 
agg the company has surpassed its previous 

orts, 

Ineach of the packages shown in the accom- 

Pp A 
ai quality and style are given emphasis 

fans of carefully selected and suitable 
containers. Photos by Ellis. 



panying illustrations, as well as those reproduced in actual 
color on the front cover of this issue, a direct appeal to the 

desires of the prospective customer, without detracting 

from the product, is made. Furthermore, each package is 

so planned as to provide the retailer with a container that 

admirably lends itself to display in open or closed posi- 

tions—and does a selling job in either case. 

To this type of merchandise the re-use package has 

special applicability, and in this respect it is evident that 

Pioneer has taken a generous advantage of the idea, and 

in each instance has selected a utility which will have a 

particular appeal to masculine desire. 

Most manufacturers recognize the necessity of styling 

their products to meet the present mode, and usually have 

the ability to anticipate future trends, thus placing them- 

selves in a position to obtain sales under ordinary com- 

petitive conditions. But today it is not sufficient that the 

manufacturer rest on his laurels at this point. He must 

include an additional impetus in order to force sales—his 

package, like his product, must be styled. So, again, in 

the Pioneer packages are to be found the evidences of 

up-to-date styling. It is as though each of these packages 

says to the prospective customer, “I reflect the quality, 

style and usefulness of the product I contain.” And it is 

this reflection that promotes a greater display of the mer- 

chandise by retailers, with consequent and consistently 

increasing sales to consumers. 

With respect to the colors shown in these packages, it 
is to be noted that red, black, brown and gold predominate 

—all preferential colors or combinations so far as mascu- 

MODERN PACKAGING 

Right: Combining advanta- 
geous display of product with 
masculine appeal in design and 
color, these Pioneer packages 
accomplish profitable sales. 

Below: Pioneer finds that 
belts, garters and braces ac- 
quire additional sales punch 
when offered in boxes of 
originality and re-use value. 



line taste is concerned. Likewise, the materials used are 

Sich as to indicate a ruggedness or stability of construc- 

fion, even to the paper boxes. In the group reproduced 

onthe front cover we find garters conveniently packed in 

#light tan suede pouch so made that with the contents 

femoved it becomes a cigarette case. Next, a black phenol 

molded base with a red pen holder of the same material 

serves as a display for a belt and, in re-use, as an attractive 

aid handy desk set. Departing from the usual all-molded 
plastic box, that shown at the center left of the illustra- 
tin makes use of a Butler silver finished lid hinged to a 
black phenol molded base. The cover carries an enameled 

panel in black. At the right of the latter, a brown molded- 
® pressed-wood box with a hinged cover, the top of 
Which is decorated with a Scotty and his Airedale chum, 
in black and white. Finally, braces and garters in a com- 
bination package that offers excellent display possibilities. 

Each item is separately packed in a die-cut box of gold 
lender board stock and assembled in a set-up box. The 

base of the latter is covered with black double-coated 
slazed paper, the cover is black and white with a gold 

snp through the center. 

net variations of these are to be found in the accom- 
panying illustrations. In the group showing six of the 

suspender packages may be seen two of the new tube and 

slide boxes—one with the cut away side of the slide in 
display position and the other with the slide reversed for 

delivery to the customer. The advantage of this “double 

service” effect to both retailer and purchaser is obvious. 
Besides the materials already mentioned, it will be 

found that several covering and lining papers are effec- 

tively applied : hammered copper, gold and silver foil, as 

well as figured papers. Some of the packages, it may be 

noted, carry an embossed holiday greeting seal. 

A noticeable fact is the absence, in all of the packages, 

of ornateness or an attempt to “overdress” the package. 

Ample opportunity is given to the merchandise to tell its 

own story, the package serving only as a display or means 

of attracting attention to the goods. Reference to the 
company name is held to a minimum and, when expressed, 

is stated in the best of taste. 
In originality of design, re-use value, style and effec- 

tive use of color, this year’s installment of the Pioneer 

packages establishes a new high mark for a line that has 

_always maintained a high standard. It is by means of 

such a policy that the company has obtained generous dis- 

play space from retail dealers and well deserved pur- 
chases by consumers. 
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SELLING WITH PAPER 

AND TRANSPARENT BAGS 
ca 
the Dobeck 

to contain v 

only do thes 
range of st2€ 
different typ 
suggest exce 

pisible disp 
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inted Cellophane bags, made by 

the Dobeckmun Company, as used 

to contain various products. Not 
only do these offer an interesting 
range of sizes and styles, as well as 

different types of closures, but also 

suggest excellent opportunity for 
visible display of the contained 

products. 

From left to right are shown the 
following types of bags: carrier or 
ulility; reinforced and lined paper; 
printed paper with outer bag of 
transparent cellulose; laminated 
and printed, stapled closure, and 
window style (paper and trans- 
parent cellulose). Furnished by 
courtesy of Union Bag & Paper 

Company. 

Lined or laminated with internal 
liners, provided with flat, square or 
peed bottoms and hermetically 

, paper bags of the types 
shown are adaptable for nde 
packaging a variety of products. 
These are but a few of an extensive 
line made by the Thomas M. 

Royal Company. 

This selection includes window 
Wypebag with printing on glassine 
ond Wansparent cellulose and 

with fold-over strip; loose 
flat and tight packed 

salchel bottom, both of printed 
ag eumiese, and rein- 
Jom tinted paper bag. Sup- 
ted by courtesy of Continental 

Paper & Bag Company. 

At left: 4 group of bags from the 
a. M. Royal Company 

includes waxed paper, 
parent cellulose and combi- 

of kraft and glassine with 
« ent cellulose. Also shown 

diferent methods of sealing or 
bags as used for loose 

or tight packages. 

At right is shown a selection of 

) F we were to go back into the annals of packaging we would find that bags 

_____X were considered as probably the earliest form of container. Among the 
— simplest, too, and while bags remained in constant use in spite of the en- 

croachment of other types of packages, it was not until comparatively 

recent years that improvement in the fabrication, manufacture and design of bags 

brought about an acceptance, by package users and consumers, which could not be 

denied. It has been proved that in every case where full advantage has been 

taken of the convenience, economy, protection and selling ability of bags, the re- 

sults have been most gratifying. 

Originally paper bags were considered as a sort of by-product by the paper 

makers. Ina few instances special types were developed for this or that industry, 

although, in general, the regular run—such as grocery bags—was made because 

there existed a demand only for that type. Then progress—and today paper bags 

are made air-tight, water-proof and shock-proof as well as vermin resistant. They 

can be filled automatically and sealed automatically and hermetically, retaining 

flavors and inherent qualities of the product until the user opens them. 

In the utilization of materials, there has likewise been extensive progress. Where, 

at first, only kraft was employed in the manufacture of paper bags, today they are 

also made of waxed paper, glassine, waxed glassine and laminated papers, with inner 

liners and outer coverings. They are obtainable in several styles, such as the flat 

bag with a straight line bottom, square bag with intucked sides, satchel bottom, 

duplex, multiwall and many other combinations. Then there is to be had a con- 

siderable diversity in closures, ranging from the simple ‘‘twist’” closure and the 

stapled seal to the tuckfold and the tin-tie. 
While the foregoing relates to the mechanical advances which have been made in 

the production of paper bags, there has been an equivalent, if not a greater, progress 

in the application of decoration and design to paper (Continued on page 86) 
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FTER NRA, what? Whither away, in the 

progress of packaging, after the Code climax 

has been reached and passed? Most 

pointedly of all—where will the new cult of 
cooperative control of packaging practices go after it 

leaves the shelter of Uncle Sam’s roof? These ques- 

tions, and others of like pur- 

port, are continually cropping 

up in the minds of many pack- 

agers and package suppliers 

who have the admirable habit 

of looking ahead and planning 

for the long pull. 

At first glance, it may ap- 

pear a bit previous to be wor- 

rying about what is going to 

happen to packaging after the 

Government turns the control 

of industry back to private 

hands, when NRA is assured 

of jurisdiction until 1935. 

And when not a few observers 

are predicting that the present 

recovery law will be succeeded 

by another which will prolong the Federal trusteeship 

indefinitely, if not permanently. There are reasons, 

nevertheless, for the bristling curiosity. Some busi- 

ness executives are not so sure that NRA will have 

an extension of life, or a successor. Deliberate ex- 

amination, meanwhile, is uncovering controversial 

questions of policy and practice which are probably 

beyond the range of NRA, or any other similar agency. 

But which appear to be obviously the dish of the new 

or expanded organizations for the self-government 

of industry, which have been brought into existence 

by the necessities of the NRA program. Let’s have a 

look, then, at the stuff of which the sequel to NRA 

may be made. 

How, and in what terms, shall packagedom provide 

protection for package ideas and package dummies? 

Here, if you please, is one of the prime responsibilities 

that is too much for the NRA capacities. Gathering 

insistence for quite a spell past has been the question 

of how safety of possession shall be secured for package 

designs in embryo when submitted on approval. Even 

so, it is doubtful whether this issue would have come 
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to a head so soon were it not for the fact that a number 
of the NRA codes in the package-producing and pack 
age-using industries have boldly and unequivocally 

declared against design piracy and have forbidden the 

copying of exclusive models or even stock patterns. 

That turns the spot-light on a nagging condition which 

is next door to that of imita- 
tion or near-simulation of sue- 

cessful package designs. 

Well wishers of packaging 
there are who go so far as to 

declare that unless a halt is 
called upon the abuse of con- 

tingent or speculative pack- 

age sketches and dummies, the 

result will be a drying up ofa 
goodly share of the wellsprings 

of that originality upon which 

packaging depends for its va- 

riety and vitality. The vic 

tims are the independent and 
free lance designers who send 
their carton layouts, color 

plans, etc., on speculation 

Staff designers, working on salary, and package designers 

whose reputation enables them to undertake commis 

sions only in response to a retainer or service-fee, are not, 

of course, affected by the ‘‘seepage”’ of ideas from design 

candidates which are submitted on approval. Evens, 

many capable designers—including a majority of the 

young artists who are the hope of tomorrow in the pack: 

aging industries—are at the mercy of that small mr 

nority of package-users who, by their idea-snatching ot 

outright kidnapping of designs are shortsightedly 

jeopardizing the sources of package inspiration. 

Since the copyright statute and similar laws cannot 

protect the drawings and dummies of packaging de 

sign, it is urged that, once the technique of NRA bis 
pointed the way, the packaging industries should wotk 

out their own guarantees for the sanctity of “guest 

designs. To the same general end of a fair deal for 

package designers, it is proposed that a rule be format 

lated to prescribe limits of time for the detention 

designs submitted on probation. In the case of "0% 
casional” or current topical package designs, post: 

ponement of decision by the (Continued on page 70 
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LARKIN SHORTCUT 
mann 

MACARONI 

REPACKAGE? 

int) 
Old and new food product packages in the Larkin family. 

a 
CeEsSsris 

LOOK AT THE SALES FIGURES: 

x Sree the Larkin Company, Inc., of 

brits Buffalo, world-renowned mail-order estab- 

lishment, repackages along its entire front. 

That’s packaging news of the first order, for 

it means millions of new packages in circulation. As 

if anticipating the New Deal two years ago, Larkin’s 

embarked on a truly titanic repackaging program, a 

program designed to bring all Larkin packages in line 

with the swift competitive package pace now being 

set and maintained wherever packaging is a phase of 
business, commerce and industry. 

Along one packaging flank alone, under the guiding 

genius of P. G. Harlow, manager of the Larkin Pure 
Food manufacturing and the Larkin Chain Store manu- 

facturing departments, no less than fifteen Larkin food 

products sold by mail order and in Larkin stores have 

gone up to the business front in new uniforms. In each 
and every instance the new package is more colorful and 

mote connotative of the contained product because of 

design which, in many instances, portrays in natural 
color and realistic illustrations the delicacies to be 
fabricated from the product. In several changes the 

transformation has resulted in a more shapely package, 

‘container more utilitarian and possessing definite 

by Tokn cae Aeming 

re-use value, such as the new sifter top glass shaker 

containing onion salt and the new pantry shelf type 

peanut butter jar. 

But to all Larkin Pure Food packages have come color 

and design, vivid hues and purposeful lines. Thus, in 

the face of having sold more than twenty million pack- 

ages of chocolate pudding preparation in the old 

single-color, printed carton without any design, Larkin 

designed a new four-color carton which portrays an 

appetizing dish of chocolate pudding. An immediate 

15 per cent sales increase followed and now they’re 

selling more than a million a year. 

It all started two years ago when Larkin decided to 

change its pie filling package. As with the 4'/2-oz. 

chocolate pudding package, the 4'/2-oz. pie filling 

package formerly was a single-color, plain printed 

carton without any design. Then suddenly came a 

three-color carton with a lifelike picture of a pie on it. 

What happened? A 25 per cent increase in sales of 

Larkin’s chocolate, lemon and cream pie filling pack- 

ages! Now they’re selling well over a half million 

pie filling packages yearly. That decided the Larkin 

company on its repackaging program. 

Larkin’s jell gelatin dessert, formerly in a single-color, 
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plain printed, 3'/,-oz. carton minus design, made its 

new appearance in a two-color carton with an appetiz- 

ing design of dainty jell gelatin dessert dishes. Sales 

leaped fifty per cent. Today this product is selling 

at the rate of well over a million packages a year. 

And, to the three original flavors—cherry, raspberry 

and strawberry—have been added four new flavors: 

lime, lemon, orange and pineapple. 

MPORTED spices, a family of ten packages— 

count ’em: cinnamon, cloves, black pepper, 

white pepper, ground nutmegs, whole nutmegs, ginger, 

mustard, celery salt and allspice—formerly drab in 

3-0z., single-color, plain printed cartons, appeared in 

two-color cartons with a design of the product and with 

the package color connoting the product—black, pepper 

corns; yellow, mustard, ginger in natural dark green— 

and the result was a fifteen per cent sales leap. 

The foregoing family of ten spice cartons is for mail 

order only. In Larkin stores, all spices formerly sold 

in plain, single-color, undesigned cartons, have made 

their debuts in 2-oz. tins with sifter tops and with de- 

signs lithographed in black, cream and orange, that 

have increased store sales of 

spices by at least 25 per cent. 

Cocoa, macaroni, spaghetti, 

saleratus (baking soda) and ta- 

ble salt, all packaged formerly 

in '/.- and 1-lb. single-color, 

printed and unadorned cartons 

are now meeting competition 

in two-color containers with 

appropriate designs of steam- 

ing cups of cocoa and a choco- 

late pot, casseroles of maca- 

roni and spaghetti and veri- 

table package mountain of 

baking soda. And, sales are 

up ten to twenty-five per cent 

along this sector. So success- 

ful, in fact, was the introduc- 

tion of color and design to the 

cocoa carton that the Larkin 

company brought out a 2-lb. 

fibre can with tin top and bot- 

tom and with a varnished label 

in six colors to augment its 

cocoa packaging forces. 

Jive different teas, formerly retailed in Larkin 

stores in plain paper bags are now sold in 

strikingly colored four-color cartons portraying the 

vivid hues of the sunset as befits teas marketed under 

the name of Sundown teas. Color and design has in- 

creased sales of Sundown teas at least fifty per cent! 

In stores alone more than 1,500,000 Ibs. of these teas are 

being sold each year! 

Even dried legumes—pea beans, narrow beans, lima 

beans, rice, green and yellow split peas, green Alaska 

peas, pearl tapioca and granulated tapioca—have 

40 MODERN PACKAGING 

One of three carton packing units at Larkin’s. 

gone color-conscious! These products, formerly  solg 

in bulk only, are now retailed in Larkin stores jn two. 

color cartons equipped with transparent celluloy 

windows! Sales have increased fifteen per cent! 

TARTLING as have been the sales of the cay. 

toned products, there have been equally inte, 
esting increases registered by new tin and glass cop. 

tainers. As an instance, the old, tall, octagonal and 

narrow-base peanut butter jar has been transformed 

into a shorter, broader, firmer-based and screw-capped 

pantry shelf jar of square or diced glass and equipped 

with a shoulder to give the jar re-use value for canning 

or preserving purposes in the home. The new peanut 

butter jar, in half-pound, pound and two-pound sizes 

has netted sales increases of at least twenty-five per 

cent. 

Similarly, the former mustard jar has been retired 

in favor of a new, short, broad, well-balanced and screw- 

capped six-paneled glass jar. The new jar is so at- 

tractive that the mail-order catalog is correct in stating 
“This jar can be set right on the table with perfect 

good taste. It saves the time and trouble of trans- 

ferring contents to a mustard 

jar for table use.” The screw 

cap is lithographed in two 

colors, thus eliminating the old 

label, and by the same token 

rendering the jar always in 

perfectly good table taste 

The advent of this new mus- 

tard jar resulted in the second 

most sensational sales jump 

in Larkin’s repackaging pro- 

gram: an increase of more than 

five hundred per cent! 

Je last of the New Deal 
in glass at Larkin’s fee 

tures the appearance of a prod: 

uct new to its pure food line- 

onion salt in an aluminum 

sifter top, ribbed glass shaker, 
with a two-coior label. 

Most sensational of all was 

the reception accorded the 
new Larkin coffee container 

Formerly packaged in a plain tin with a slip cove 

and a printed label, under the name of Larkin Blend 

coffee, this product now appears in a seven-color litho- 

graphed design, with the name Larkin’s Old Southem 
Coffee, in a tin with a lacquered top of the screw-lock 
type. For the art work alone the company paid $1,000. 

Was this justified? Sales have increased more than 

seven hundred per cent! 
Commenting on this packaging phase, Mr. Harlow 

says: “With the encouragement given us by the public 

purely through the new coffee container, we have put 
out two other fancy brands of coffee, formerly sold oly 

in bulk—one of them in a tin with a two-color 
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graphed design, the other in a two-color printed label. 
Today we have a consumer demand for these two coffees 

that we never thought possible when we were selling 

them in bulk.” 

7 LL Larkin coffee packaging is at the rate of 

thirty pounds a minute. Except for the spices, 

all Larkin carton packing is handled by a battery of 

three automatic packaging machines, also at the rate 

of 30a minute. Spice packaging is done on a specially 

constructed machine at the rate of 30 a minute. The 

coffee machine fills and then weighs the filled container, 

which is then hand-capped. All carton packaging units 

perform automatically the following four operations: 

first they form the carton, then insert the liner, fill and, 

lastly, seal the carton. 

Of Larkin’s repackaging program Mr. Harlow says: 

“As manufacturers and packagers of food products, we 

feel keenly alive to the necessity of wrapping or pack- 

aging our products in the very best suit of clothes we 

can get. It seems almost like the crying merchandising 

need of the day: proper packaging. Merchandise 

that sits on grocery counters and shelves must speak 

for itself in its own language if sales are to be registered 

in the face of the furious competition of today. The 

package must attract or else it is passed by. 

“We are all familiar with the old apothecary shoppe 

shedding its red, blue, green, yellow and brown lights 

from show window glass containers. It is a sight 

still sometimes seen in small, isolated hamlets. But 

today much more than lights, even colored lights, are 

required to attract trade. Fancy packages for the 

drabbest products, adorned with the highest type of 

art-work and with no expense spared, are essential to- 

day if results are to accrue. 

“The alert, alive, up-to-pace food manufacturer of 

today is quick to sense the quips and quirks in packag- 

ing that overnight may literally divert old trade into 

new channels. Often the retailer himself fails to 

sense these sudden changes in product packaging. But 

At left: Packaging Old Southern Coffee in seven-color 
lithographed tins at the rate of 30 per minute. Two 

Packaging two-ounce, three-color lithographed sifter tins of spices 
at the rate of 30 per minute. 

the critical public is mighty quick to change with the 

manufacturer and try the more alluring, appealing 

package. Bright colors and artistic appearances prove 

their case in sheer figures on increased sales when com- 

pared with drab, rather dreary, inartistic containers. 

66 7, /, / ANY advertisers today say they will change 
their package overnight when, as and if 

they can find a more attractive one. American-made 

packages in food products pull better than foreign-made 

containers. One main reason is that women like to 

read labels, and many foreign labels cannot be read 

with any degree of security. The French artist has 

not gotten the perspective, the viewpoint of the Ameri- 

can woman. As proof of this, the French manufac- 

turer of drug products, perfumes and toilet preparations 

frequently hastens to change to American-made labels. 

“Putting new package ideas into practise is not al- 

ways easy to do. We do love to cling to old things. 

But the attractive package deals, reacts with the eye 

which is the human self-starter of wanting to possess a 

package seen on display. Often we take back from 

our stores the old packages and put in their stead new 

ones. Initially, this is costly but it pays richly in the 

long run. (Continued on page 84) 

identical units are used in packaging Larkin teas. 
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) UST below the name-plate of every advertisement of 

the Hickok Manufacturing Company you will find 
two words—“Style Leadership.” And, in this advertising 

phrase is embodied the whole story of Hickok’s packag- 

ing activities for many years back. 

The package illustrated in the upper left hand corner 

of this page may seem a bit out of date today, yet upon its 

appearance in 1925, this box marked a very definite ad- 

vance over the then existing standards of haberdashery 

packaging. This year, the Hickok Manufacturing Com- 

pany, in its Christmas belt and suspender line, has once 

again advanced the most powerful working argument for 

better packaging—packages that command instant respect 

and attention from dealer and consumer ! 

The progress made in the last two decades by Hickok, 

and it may be said, by the industry as a whole, may best 

be understood if we remember two salient facts about belt 

and suspender merchandising. First, that a very large 

MODERN PACKAGING 

STYLE LEADERSHIP 

emana , 

PACKAGE LEADERSHIP 

proportion of all belt sales are gift-sales made usually 

during the period between Thanksgiving and Christmas. 

Secondly, that the belt manufacturer has the very diffi 
cult problem of presenting not a man’s package, nor a 

woman’s package, but a product that both male and 

female givers alike will consider as pre-eminently suitable 

for the male recipient. Flossy, feminine frills will never 

do. Nor can the package be overly masculine in its appeal. 

Color, design and material must all create a distinctly 
favorable impression in that undefinable middle ground 
that satisfies men and women alike. 

Hickok has solved this problem of dual appeal, for 

several years past, by the development of re-use belt pack- 
ages. Their 1933 belt line is divided about equally between 

die cast zinc and molded phenol-resin boxes. Although 

these will find their principal re-use as cigarette contain- 

ers, one suspects that, with sighs of joy, many a wife will 
buy these tokens of conjugal devotion with a mental 
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reservation to the effect that cigarettes or no cigarettes 

the new year will find her with a new jewelry box, pin 

tray oF powder container. All of which, while it may be 

hard on husbands, has a very decided effect in perking 

up sales figures. 
" Froma merchandising viewpoint the die cast zinc boxes 

offer the dealer exceptional opportunities. The packages 

are available in 14-carat gold-plate and in combinations 

of green, black, red and silver. The variety of the dealer’s 

stock is further enhanced by the fact that the tops of these 

containers are interchangeable, thus making available a 

large number of additional color combinations. 

The use of die cast zinc in packaging is an innovation 
which promises to disclose many further possibilities as 

manufacturers study its application to their own particu- 

lar production problems. These particular boxes are the 

result of a year’s experimental work on the part of the 

Hickok Manufacturing Company, the New Jersey Zinc 

Company and the Doehler Die Casting Corporation, with 
a view towards producing a finished package that com- 

bines beauty of design with practicability. 

The molded phenol-resin boxes of this line will like- 

wise find the major part of their appeal in their suitability 

for re-use. Here again a variety of color and design has 
been built up around two master sets of molding dies. The 
larger boxes, available in black and mottled brown, may 

be had in the consumer’s choice of a colorful, masculine 

hunting scene or a three color embossed stylized design. 

Thus four essentially different boxes have been derived 

from the same original mold. 

So also with the smaller buckle and tie pin containers. 

These, molded in black, may be had with recesssed two 

color inserts of either a geometric design or an attractive 

figure of an airedale. 

The unobtrusive use of the (Continued on page 66) 
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TURNING HIDDEN GOODS 

O successfully sell goods in the store today it is 

essential that such merchandise be placed where 

Cit can talk sales language. With the advent 

of packages, which offered convenience in size, 

protection and attractability, the retailer soon found 

that he could most profitably allot his p-eferred dis- 

play space to those items which created the greatest 

attention and accounted for the highest volume of sales. 

For the retail grocer, at least, such a condition 

brought about a gradual decline in the sales of his bulk 

goods, encouraged, too, by the furnishing of many of 

these items, under various brand names, in package 

forms. But, notwithstanding all this, the average 

grocery still includes a greater or less volume of bulk 

merchandise. And the grocer has now found a way 

whereby new avenues are opened for greatly improved 

sales of these heretofore hidden goods—a means of 

getting them out of bins and boxes into open display. 

The answer has been visible packaging—the placing 

of these bulk goods in transparent cellulose bags, of 

convenient sizes, and offering them in mass display. 

It is the latter which reminds the housewife—and she 

purchases, in many cases, items which she has heard 

of but had not thought of buying until she saw them. 

INTO IMPULSE ITE 

Packaged in transparent bags a formidable list of food 

products can be placed in full view on counter and table 

displays, on floor displays and in windows—they are 

convenient for the sales clerks to push by suggestion, 

Furthermore they can be advertised as individual items, 

Individual stores packaging their own bulk mer 

chandise, as they are required, have little or no addi. 

tional packing costs. The required quantities are 

packed during dull hours by the regular store help, 

and this method entails no extra expense. It hag 

been stated that wholesalers and chain headquarters 

who are doing centralized packing report costs which 

vary from 15 to 20 cents per 100 Ibs. for this work. 

Automatic filling machinery is also available. 

Writing on the subject of visible packaging, John 

Burlinson, general manager of Sheffield Farms Stores, 

in a recent issue of Chain Store Age, stated: 

“Visible packaging has proved its worth in many in- 

stances in stimulating the sale of single items, we knew, 

It seemed logical, therefore, to assume that it would 

prove valuable for an entire department. We felt 

that if our stores grouped a number of these items ina 

prominent place in the store the sales impulse would be 

intensified. 

\ BLLOPHANE SPECIALS 

MODERN PACKAGING 
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Thirty-four items were packed in this display and sales averaged an increase of 188 per cent the first week. Photographs furnished through 
the courtesy of the Thomas M. Royal Company. 

“When we acted on the assumption, and set up a de- 

partment containing at least four items in visible pack- 

aging, and as many as twelve in some stores, we found 

that our reasoning had been sound. 
“The results for each item have been far better, we 

feel, than they would have been for a single item or for 

@tumber of items packaged in this manner but scat- 

(red through the store. Group display has drawn 

tistomer attention to the packaging.’’ 

ASa further indication of results obtained through the 
use of transparent cellulose bags in the packaging of 

bulk groceries, the following figures, furnished by the 

Thomas M. Royal Company, show a summary of a 

Gmparative test conducted in a West Philadelphia 
grocery store early this year. 

Sales of product not packed, Ibs 
Sales of product in transparent bags, lbs 

n in volume, Ibs 

in volume, per cent 

Packing volume sold in old way for customer requires 

160 kraft bags. 
ing volume sold in the new way requires 500 

transparent cellulose bags. 

Before test: 

Gross profit per week 

Kraft bag cost 

Gross profit less bags 

After test: 

Gross profit 

Transparent cellulose bag cost 

Gross profit less bags 

Per cent increase in gross profit less bags 

A new type of bag, designed to speed up filling, reduce 

waste and improve the appearance of the packaged 

unit, has been found highly successful for bulk gro- 

ceries. This bag, known as the ‘“‘Half and Half,” is of 

the regular satchel bottom type, having the addition 

of a special sheet of bond paper fabricated with trans- 

parent cellulose to form the back of the bag. This 

paper insert serves to reinforce the bag, making it more 

rigid and easier to open as well as to fill. Brilliant 

colored papers add to the attractiveness of the pack- 

age and afford an ideal printing surface for advertising 

feature items of the store, such as coffee, butter, etc. 
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ROUND BOOKS 

HOPPING, today, apart from the lack of 

money, has its problems. Last week, with all 

current bills paid, I suddenly found myself with 

two dollars left over, and decided the upturn 

had reached me at last. What to do with the two 

dollars became an immediate problem. Then I re- 

membered the words of our President: ‘‘Buy some- 

thing, whether you need it or not.”’ 

Maybe those weren’t his exact words but they were 

something like that. Or maybe it was General John- 

son, instead of the President, who said it. Anyhow, 

I had two dollars and, being human, set out to spend 

it. It was a novel experience. There were so many 

strange packages to be seen everywhere, I wondered 

if all the old ‘“‘standbys’’ were off the market. I felt 

about as Rip must have felt when he returned to the 

village. 

About the only familiar landmark, I discovered, 

was Smith Brothers Cough Drops, and I bowed pleas- 

antly to those two old boys whose courage has led 

them not into temptation. They sort of looked lonely 

and out of place, though, like overalls at a wedding. 

I soon discovered that designers have added many 

pleasing and ¥decorative touches to packaged mer- 
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chandise for our bathroom, boudoir and pantry shelves. 

In many instances they have made the package easier 

to open and more convenient to use. I also found, ii 

some cases, they have done nothing of the sort. 

For instance, it suddenly occurred to me I needed 

some paste. I wanted a brand I have used for years, 

because it is the best on the market. I hurried to the 
stationery department and when the clerk handed mea 

strange package, I suspected the scoundrel of sub 

stituting. The second look proved it to be the same 

old brand in a new bib and tucker. 

My only quarrel with the old package was that every 

time I wished to open the can, I had to find the screw- 

driver. Now you know that isn’t convenient. Some 

times it took so long to find the screw-driver, I forgot 

why I wished to use the paste. 

The new shape with its pretty green label hastt 
helped me a bit. Why in the world didn’t that man 

facturer put on a gadget that would lift out the cover? 

That would have been monumental. 
Cellophane offers another problem. It looks nice 

on the package and is useful in other ways, but i 
wrecks a lot of finger nails and dispositions. If 1 

were a designer, I would (Continued on page 

AND SQUARE DERBIES 

“PARI 



“PARDON ME, MR. BLIVITZ, BUT THESE FIGURES HERE SHOW WHERE YOU 

CAN EASILY SAVE $134.68 IN THE NEXT SIX MONTHS” 

0 “Well, Henry, that’s fine. If you’ve uncovered a chance 

for economy there, we certainly want to take it. You say 

Wecan get along with a cheaper type of cap? I’ll look into 
thematter right away.” 

Being a careful individual, Mr. Blivitz approaches the 
dosure situation in his characteristic thoroughgoing fash- 

na, Not only does he compare different cap prices, but he 

ivestigates the sealing qualities of each and weighs their 
“nvenience and the sales effect on the consumer. 

a he inquires of his plant superintendent about how 
4 cap fits into production processes. Then, incidentally, 
e ; : takes a squint at figures on returns and complaints. 

on By the way, Henry, I looked into that cap 
uation you spoke about. And I’ve decided to use this one 

It costs a little more than we are paying now, but it’s 

better looking and does a better job. I figure we will be 
dollars ahead at the end of the year on returned goods 
alone. Thanks for bringing the thing to my attention.” 

And that’s how he bought an Anchor Cap. 

* * * 

Anchor recognizes the desire for economy inherent with 
all business men. It’s reasonable and it’s right...but in the 
case of closures, never should economy be at the expense 
of proper sealing. Safeguarding product quality to the ut- 
most is, in the long run, the only form of true economy. 

ANCHOR CAP & CLOSURE CORPORATION 

Long Island City, N.Y. : Toronto, Canada 

BRANCHES IN ALL PRINCIPAL CITIES 
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@ Any sort of Product thy 
contains oil is a tough one to seal, This shy | 

cause of its tendency to seep through een thy 

tiniest crevice. Result: disfigurement of jy 
label and a general messy appearance of jy 
package. 

The thing that’s needed is a strong dow. 

ward pull all around the cap (such as is pro 
vided by Anchor Amerseal), so as to hold th 
liner firmly and tightly in contact with the 
edge of the glass all the way around the ci. 

cumference. The three structural featutes g 
the Anchor Amerseal that assure this are: 

(1) The positive pressure exerted by the lug 

of the cap; (2) the spring seal action of th 

cap itself; and (3) the special resiliency ip 
corporated in the liner. 

@ Many drugs, pharmacey 
ticals and chemicals contain acids or alkalis 

Such chemically active products have a tend 

ency to corrode tinplate and other metals, pw. 

ticularly on sustained exposure. For exampk, 

if certain antiseptic solutions are trapped i 
the threads of a screw cap it will not be long 
before they will find some microscopic pit 

holes in the protective coating and the a 

will rust fast to the bottle or even completes 
rust through. 

The control of a product with strong rex 
tions is often a liner problem. Anchor has a 

ducted exhaustive experiments with all sow 

of liner materials and is prepared to rea 

mend and supply the type best suited for as 

particular product. 
Also, the skirt of the Anchor Amerseal @ 

is entirely open, allowing any spillage oft 

product to evaporate and preventing any pe 

sibility of trapping some of it in contact wt 

the metal. 

@ If a product is supp 

to be dry the Anchor Amerseal will keep it 

This is true of many powders, pills ands 

of various kinds. 
Probably the most severe test of Andi 

Amerseals’ sealing qualities is seen in the a 

of effervescent salts. The introduction of 

a slight amount of moisture results in the® 

lease of gas and the building up of iim 
pressure. Not only has the regular 
Amerseal Cap been successfully used on eft 

vescent salts for years to keep moisture 0 

but a recent Anchor development goes et 

further. 

Through research extending ovet yeats # 

Anchor Amerseal Cap has been de 

which takes care of the small amount of aut 

ture present in effervescent salts at the 

they are packed, by allowing any 848 

to escape, while at the same time k 

mospheric moisture from entering. 

With hydroscopic materials you c# oS 

upon the tight seal of the Anchor Amé 

too, with ve 



@ Products containing alco- 

hol, ether or other volatile elements vaporize 

easily, particularly under changes of tempera- 

ture, and hence have a habit of evaporating. 

They even may develop a certain amount of 

internal pressure to further increase the urge 

to evaporate. 
bea In many pharmaceuticals loss by evapora- 

ELIOT PCRS” Ha PER OTE Ria one” 

ia tion means loss of strength, distinct impair- 

the tp fe ment of their curative or medicinal qualities. 

the ci. In tonetries delicate perfumes or aromas may 

tures of be lost. In creams of the vanishing cream type f Z 

his are: loss by evaporation frequently results in the 

the lugs appearance of a slack-filled container. 

n of th For these reasons the control of evaporation 

iency i. is highly essential. The same qualities in a cap ie: ' . ’ \ ¢ [ AT | | F 

that successfully keep an oily product confined ie 7 be 1g 

also serve to prevent a volatile one from es- 4 MTS : 

caping. Such qualities are found to the full in ; 

e Anchor Amerseals. 

ea tend 

tals, pu 
example 

apped i @ The trouble with a prod- 

; NE el 

the ag uct that’s thick and gummy or sticky, is that Load) ’ 
opic pis 1 eer f th | 
eo it invariably spills over the top of the con- ; 

aibih tine. We refer to such things as cough a 8) ij 

” syrups, sticky medicines, varnish, adhesives, all ARMS re : it e 
products that are prone to gum the threads a ! | com) Lb~ ong rea ; : for ! ; : and interfere with the removal of the closure. j 

Not so when Anchor Amerseals are used! Peat = ? 

They will not wedge or cement to the con- 
tainer finish—because contact is made at only ‘ Eee é 
afew points—on the under side—of the short Ry 2) Sas 
divided glass threads. Contact is easily broken, — , \ 
too, with very little twisting effort. = Son 4 

AMERSEALS 



- . “ 

ANCHOR CAP & CLOSURE CORPORATION ec” Stn ag Angeles, 
22 Queens Street Long Island ‘City, N. Y. * St.lovis . Cie 

PLEASE send me a copy of your book 

explaining the sealing features and advantages 
of the various types of Anchor Amerseal Caps.” 

Louisville 
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DBSOLESCENCE 

be 

E have been hearing a great deal during 

these depression years about this thing 

called “‘obsolescence.’’ Experts say that, 

from the standpoint of modern develop- 

Virtually every railway locomotive in the 

is obsolescent in that locomotives could 

y be built with so great an increase in efficiency as 

Bly to justify the scrapping of the majority of 

mg locomotives and the investment of capital 

le task of replacement. Machine tool builders 

t out that during the depression, when machine 

hases have fallen to an unprecedented low, 

| ave been the technical advances in machine tools 

American manufacturing, whose physical plant 

more than fifty per cent obsolescent even in 1929, 

basic equipment today in a state of sheer 

ity if measured against the standard of efficiency 

ally possible. 

Png Piurden of the various discussions and observa- 

tins i, if I may paraphrase an advertising slogan 

Popular a few months ago, that obsolescence is a horrid 

Word but it’s worse when it applies to your manufactur- 
ing plant, 
To the packaging industry, for all its youth and 

a 

‘Dogressiveness, the word obsolescence is no stranger. 

, in materials, in equipment and in produc- 

echnique, there is widespread obsolescence. And 

Mithe constant stream of new packages, good and 

IS A HORRIO WOE 

by Ben SVs 

bad and indifferent, can give denial to that fact. I 

venture that there are more badly designed packages 

than those well designed, more old packaging equipment 

than new, more inadequate materials than adequate. 

But I venture further the thought that we are enter- 

ing a period of extraordinary progress in further 

modernization in the province of packaging. For 

that is the logic of the present situation. A great 

many manufacturers have been recently and still are 

contemplating packaging changes. They have been 

led to a consideration of the idea of package re-design 

by what they have seen their competitors do, by what 

they have heard about and read regarding the remark- 

able results obtained from new, re-designed packages, 

by their own reactions to package changes, by sales- 

men who have come to see them. All this evidence 

of activity and results has inclined them to apply the 

possibility of similar change to their’ own packages. 

But with many of them the vital question is: When 

should the change be made? 
More and more of these manufacturers must today 

be telling themselves that now, today, is the time 

for that change, that now they must consider new 

materials, new equipment, new design for their pack- 

One does not have to go far to’arrive at the ages. 

Economic reasons for the immediacy of this matter. 

developments are making package re-design increas- 

ingly imperative. (Continued on page 69) 
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DESIGNING TO ul ENCOURAGE FOOD ps 
PRODUCT SALES iorty s 

econor 

Doral Food Products, Inc., has mo4. faa 

ernized the packages used for its line of 

desserts and cream fillings. The Dom 

cartons are printed by the Rossotti Litho. Self 
graphing Company, Inc. —. 

and st 

Colors 
oe white. 

William A. Knoerr of A. Dorfman Com. 

pany designed this charming container for 

General Baking Company’s holiday fruit 

cake. Nashua Gummed & Coated Paper hide 

Company supplied the embossed metallic Biscut ( 

paper used for covering. hey Ts 
are 

veloped | 

One obtains a definite impression of 

aroma in Summer Girl Coffee by means of The P 

the package, designed by S. A. Maurer ; 

and produced by Continental Can Co, oa 

Molding 

Bakelite | 
Popular are the jars of new shape de- 

signed by Henry Dreyfuss. Here isa 

group used by Blanke-Baer Extract & An enls 

Preserving Company. Closures are white tox cover 

Amerseal caps; jars are supplied by Cap BF the new t 

stan Glass Company. box labels 

turing Cor 

Making its debut in the breakfast fooi 

field, Loose-Wiles Biscuit Company i 

announcing its Rippled Wheat, employsa 

tightwrapped package. Wrapper de 

signed by Higgins & Low, Ine. 

printed by U.S. Printing & Litho. 
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Rumford Chemical Works selected the pack- 

for its new ““Bakes-All’”’ from more than 
forty submitted designs. Chosen because of its 

economy, appearance, ease of opening and pro- 

tection. A Martin Ullman design. 

Self resealing vacuum can designed for John 
Hoffman & Sons Company by Karl Peter Koch 

and supplied by General Can Company. 
Colors are a dark and light shade of red’on 

white. 

To go with “three point two,” J. B. Carr 
Biscuit Company has introduced Beer Pals and 

Weet Treets in the packages shown. Both car- 

tons are in one-color printing. They were de- 

veloped by Lynn-Fieldhouse. 

The Planters Company offers this individual 

container for salted peanuts. This ‘‘shell”’ 

package is molded of Bakelite by Boonton 

Molding Company. Photo by courtesy of 

Bakelite Corporation. 

An enlargement of the reproduction on the 

box cover is used as a display card for one of 

the new boxes of Schrafft’s Chocolates. The 

box labels were printed by Dennison Manufac- 

turing Company. 
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ANENT THE TUGWELL BILL 

P TO now we have refrained from 

any comment regarding the pro- 

posed Food and Drugs Act. True, we 

have resented Professor Tugwell’s ex- 

pressed belief that “Branding, elaborate 

packaging, inflated claim to special qual- 

ity, with exaggerated ballyhoo; are all, 

more or less, attempts to escape the necessity of honest 

market expansion through decreased prices . . . and it is 

doubtful whether nine-tenths of our sales effort and 

expense serves any good social purpose.’’ It would 

seem to us that a sincere belief in such a doctrine— 

and we have no reason to question the professor’s hon- 

esty of purpose—would indicate either a lack of knowl- 

edge of package performance or a willingness to remove, 

from the purchasing public, the advantages of con- 

venience, cleanliness, utility, anti-substitution and at- 

tractability for which the package has undeniably been 

responsible. 

Unfortunately, the acceptance or rejection of the bill 

will not be judged on the basis of its relationship or 

reference to packages. Actually, however, the progress 

made in packaging—the use of containers, labels, clo- 

sures and the like—has been responsible, in no small 

measure, for the proper carrying out of the Act as it is 

in foree today. That there are flaws in the present 

reading and enforcement of the Act, one cannot deny, 

but the consideration of a complete revision must be 

approached only from the standpoint of improved ser- 

vice to the public. 

THANKS FOR THE (CAR) AD 

((xper the heading, ‘‘Code 

Makes New Job for Pack- 

age,” appears a recent advertise- 

ment of Street Railways Advertis- 

ing Company. We like it—mainly 

because, it has always seemed to 

us, there has been a tendency to let the package speak 

for itself in advertising, and in this instance unstinted 

acknowledgment is given to the effectiveness with 

which the package functions. Not that we have ever 

questioned package ability in that direction, but cheer- 

ing on the side lines always helps. Here’s the copy: 

“To the national advertiser the natural outlet for 

improved service is the Package or Container, which, 

under the new order, will be called upon to support an 

ever-mounting burden of convenience, utility and anti- 

substitution. 
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Cditorially speaking x * 

‘Here at once is high challenge to the Package in its 

new-found capacity as a continuous advertisement for thy ¢ 

product. Like Jack’s bean-stalk, suddenly looming 

overnight, the Package becomes the new and powerfy! 

weapon of selling procedure. More significant stil, 

these revolutionary changes in our merchandising struc. & 

ture signal the advent of a new standard of measure for 

advertising media.” 

The capitals and italics are not ours. We should be 

lacking in gratitude if we failed to make an adequate 

return for the foregoing encomium of the package, / 

So we add, from the rest of the advertisement: “Right 

now there is only one place in the United States where 

the package in its actual size and full colors can be held 

constantly, day and night, before the eyes of today's 

volume audience . . . and that is in the street cars.” 

DISPLAYS IN COMPETITION 

OR some time, in fact ever 

since packages have dem- 

onstrated their ability to create 

sales for merchandise, it has been 

realized that not only has ther 

use increased competition be 

tween various brands of similar 
goods but that, in many it 

stances, where packages containing dissimilar me 

chandise were displayed in adjacent positions, there ha 

been actual rivalry between them. It is not strange 

that this should be so. First, because of the increasitg 

attractiveness of packages; secondly, because of tit 

present-day custom of crowding counters, shelves atl 

windows with every type of merchandise. 

Are we approaching a further stage or, perhaps ® 

should term it, an extension of that condition? Wer 

fer to the use of the so-called display container of é 

play, used for the purpose of showing a number of pack: 

ages and permitting the convenient dispensing 

Already we have various types, sizes and shapes @ 

these which have won commendation from retailers 

have found a ready acceptance by consumers. Wit 

practically every manufacturer today the problem ¢ 

proper display is fully as important as that which oo 

siders the design and production of his package. i 
reasons that if he must package his goods to sell thes, 

he must likewise dramatize his package. 

KRG. Rush 

AUTOMATIC 
TGHT.WRAPPER 

Fo all food and 

Smet) broducts, 
MOmatically 
" Wraps carton 
wih Printed Labo) 
ted 60-70 units 
Pe minuye, 



The Baking Soda Package shown above is auto- 

matically filled and constructed on two Stokes & 
Smith machines at a production speed of sixty 

packages per minute. 

A Stokes & Smith Neverstop Automatic Carton Filler 

and Sealer feeds the cartons, bottom seals them, fills 

them and top seals them. They are then carried by 

conveyor into an S & S Automatic Tight -Wrapper 

which automatically tight-wraps the filled cartons with 

printed labels and delivers them to shipping containers. 

This installation is readily changeable for 8 oz., 

10 oz., and 16 oz. packages. The production cost is 
surprisingly low. 

This is but one of hundreds of Stokes & Smith installa- 

tions. Stokes & Smith engineers probably have an easy 

answer to your packaging problems. Write andask them. 

STOKE MITH © 
PACKAGING MACHINERY PAPER BOX MACHINERY 

Frankford, Philadelphia, U. S. A. 

British Office: 23, Goswell Road, London, E. C. 1 

f For economy and success, send your packaging problems to S & S 

AUTOMATIC 
TIGHT-WRAPPER 

For all food and 
St0cery products, 
Momatically 

"ohwraps carton 
with Printed label, 

* 60-70 units 
be minute, 

NEVERSTOP 

FILLER & SEALER 

For all grocery 
productsincartons. 

Feeds cartons, bot- 

tom seals, fills, top 

seals, Speed: 40-75 
units per minute. 

UNIVERSAL FILLER 

For any powder, granu- 

lar product or paste. Fills 

by gross weight, volumet- 
ric measurement or pack- 

ing. Speed: 15-30 units 
per minute. 

CONVEYOR 

NET WEIGHT SCALE 

For nuts in shell, hard 

candies, flaked products, 

etc. Fills by net weight. 

Speed: 15-25 units per 

minute. 

VOLUMETRIC FILLER 

For salted and shelled 

nuts, tea, whole spices, 

flaked cereals, etc. Fills 

by volumetric measure 

ment. Speed: 20-30 units 

per minute. 
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by NI Nese 
REMEMBRANCE ADVERTISING 

2 
af ARLY in August of this year, the Purity Bakeries 

Corporation of Chicago, controlling thirty-one 

subsidiaries and operating in twenty-six states, came 

into the market for a suitable container for packaging 

holiday fruit-cakes put out each year by one of its large 

subsidiaries, Grennan Bakeries, Inc. This business 

was eagerly sought by many old established and 

responsible manufacturers of various types of con- 

tainers. 

With due respect to the experience and prestige of © 

several of its older competitors, Ornamental Wood 

Packaging Company, a comparatively young firm, set 

out to demonstrate its ability to produce a package of 

beautiful woods, featuring the natural finishes. Keep- 

ing in mind the several prime requisites for a successful 

container—namely, attractiveness, stability, dual-pur- 

pose and economy—the designing department of the 

company made up three distinctive presentations in 

color, showing the grain and color of 

the woods and veneers used, to ac- 

company the three sample boxes 

submitted. It was believed that an 

attractive presentation creates a 

more favorable impression upon the 

truly interested purchaser, and 

therefore there was no hesitancy in 

furnishing these color sketches to 
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IN WOOD BOXES 

be used by clients in their advertising if desired 

Needless to state, the competition was keen. With 

the National Recovery Act codes in effect, and raw 

material prices and labor wage scales advancing rapidly, 

the original quotations were in jeopardy. Finally, 

after several weeks of careful deliberation by the com 

mittee judging the many sample packages submitted, 

the Ornamental Wood company was awarded the cot- 

tract to furnish fifteen thousand solid American walnut 
boxes, with striped walnut veneer lids. These boxes 

to be furnished in two sizes, 91/2 in. X 9 '/2 in. to hold 

a five-pound cake, and 7!/, in. X 71/2 in. to holds 
two and one-half-pound cake. 

One of the boxes and its included cake is shown in the 

accompanying illustration. While the other two sal 

ple boxes submitted were perhaps equally striking # 

appearance, the conservative richness of the natural 

American walnut carried an overbalancing 4 

when combined with the clieats 
product and was chosen in prefer 
ence to all other entries. 

consideration was given t0 the 
strength and durability of wall’ 

its freedom from wood-odor, 
the acknowledged resistance of 4d 

to rapid temperature change 
applied to (Continued om page 
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pi ated Cellops % 
offers new opportunities ¥ 

for producing outstanding packages,,. 

our Electric-Eye wrapping machines, printed 

Cellophane, glassine, waxed paper, or other 
transparent material may now be advantageously used to 

give new sales appeal to a wide variety of products. 

D: to the high degree of perfection attained by 

Printed transparent wrapping affords perfect display of 

the goods—important for food products where appetite 

appeal is a strong selling factor. It may also be used with 

striking effect to give more attractive display to cartons 

ES and other types of packages. 

2S SS a ee ee Lee ee ee ee 

Our Electric-Eye machines secure an accuracy of regis- 

tration within 1/32 of an inch. The electric-eye mechanism 

does not in any way slow up the machines; they operate at 

high speed, securing utmost production at the lowest cost. 

By using machine-wrapping you obtain an immediate 

saving of 20% to 25% over the cost of printed Cello- 

phane in sheets (as used in hand-wrapping). 

In some instances, printed Cellophane wrapping also 

makes a saving over the cost of using a printed carton 

or wrapper and plain Cellophane. 

- 4 We will be glad to show you what printed trans- 

> hold parent wrapping, produced by machine, can do 

rold 4 for your package. Write to our nearest office for 

further information. 
in the 

va 4 PACKAGE MACHINERY COMPANY 
eo SPRINGFIELD, MASSACHUSETTS 

New York Chicago Los Angeles 

Peterborough, London: Baker-Perkins, Ltd. 

A A ES 

° - ” = < — 

‘=. y : : z _ i : l af . 
] tee ‘ A é vA Lats ee B 4 

a -~ ———— 

PACKAGE MACHINERY COM 
me | Over 200 Million Packages per day are wrapped on our Machines 

ELISE Sa 
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MACHINER Y—SUPPLIES 

Included in this department are the new de- 
velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 

APPLIED LETTERING IN 
PLACE OF LABELS 

pad NEW development in packaging, that of using 

veins i glass container with applied lettering in place 

of a label, is attracting unusual attention among 

package users. This accomplishment was announced 

recently by the Owens-Illinois Glass Company, Toledo, 

and has met with instant response from manufacturers. 

Among the first to adopt a stock container with the 

applied lettering for packaging a new product with a 

new merchandising campaign was the Wildroot Co., 

Buffalo, N. Y., which is introducing its ‘Five Star 

Antiseptic’ in the bottle shown. Also illustrated is 

the new Red Cap Silver Polish package used by the 

C. M. Kimball Company, Everett, Mass., which makes 

use of the same idea. 

The use of this type of container eliminates the usual 

labelling process and is particularly applicable to a 

product which remains in use over a period of time 

during which an ordinary label might be obliterated. 

OSLUND AUTOMATIC LABELER 

a EVERAL advantages are claimed for the new 

Oslund automatic labeler, manufactured by the 

Oslund Brothers Machine Company, Holden, Mass. 

This machine, which was shown in operation at the 
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recent Brewery Exposition in Chicago, is not limited 

in application to beer bottles but can be equipped 
various other styles of packages such as jars of 

bottles. It is said to have a capacity of 80 bottles per 

minute, and for greater production can be supplied 

with a right and left hand unit. 

The following are among the advantages claimed: 

few parts, simple motions, easy operation and freedom 

from wear; positive timing device; label pickers are 

gummed over the gum-box so surplus gum will flow” 

back into the gum-box and will not be thrown over the 

machine; each bottle firmly held all the way through | 

the machine, thus eliminating breakage; small power 

consumption; smooth and steady discharge. Each 
machine is thoroughly tested in actual operation at the | 

factory and is guaranteed for 90 days against defectsof 

material and workmanship. 

AN IMPROVED STAPLER 

FFERING improvements in design and materials 
the new ‘Featherweight’? model of the Crofoot 

Stapler, manufactured by the J. B. Crofoot Compallj; 

Mount Prospect, IIl., is stated to offer faster perform 

ance and is adaptable to the fastening of tags of 

kind to wooden boxes, barrels, box cars, DUIS: 

boards, etc. 



RIEGEL PAPER 
FOR EVERY PACKAGING NEED 

HE Riegel Mills make the widest variety of 

packaging papers in the country. In addition 

to standard grades, an endless chain of special 

Papers are made to fit the specific heeds of in- 

dividual manufacturers. 

The samples shown herein are a few of our most 
popular grades together with information as to 
their physical qualities. .Whatever the require- 
ment, there is a Riegel Paper adapted to your 
needs, or we can make one for you. Our mills 
are located for rapid service and our prices are 
designed for substantial savings. 

L PAPER CORPORATION — 
Madison Avenue, New York, N. 2 2 

Printed on RIEGELINE— 24x36. 90 Ib. 
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The weight has been reduced by the use of aluminum, 

making the device light and compact so that it can be 

carried conveniently in the pocket. The plunger side 

is positively lubricated by oil wicks, fed from a single 

cup, and the working parts are tightly enclosed to pre- 

vent dust and grit from getting into the working parts. 

Staples are made of special steel, held to close 

accuracy of gauge and temper, and points are of special 

design that easily penetrate the hardest oak as well as 

the soft woods. 

In addition to this device, the company also manu- 

factures letter fasteners, tackers for attaching screen 

wire to frames or for tacking shades on rollers, and a 

number of other similar devices. 

COOKWARE PACKED IN 
PAPER EXCELSIOR 

/ HE accompanying illustration shows an economical 

¢ and efficient method of packing for many types 

of products. The advantages claimed for this paper 

excelsior which is manufactured by Pioneer Paper Stock 

Company, Chicago, IIl., include: softness, cleanliness, 

shock-absorption, economy, and the fact that this 

material does not dry out or sift through the package. 

One of the tests for Pioneer Excelsior was the shipment 

of a fragile Neon sign without damage for three to five 

times the normal length of trip. 

There are many grades and colors offered by Pioneer 

Paper Stock Company ranging from shredded over- 

issue news, as used in the above packing job; rust- 

resisting Tympan for machinery and metal parts; 

shredded kraft for protection against tarnish, and 

various waxed papers for moisture-resistance. Shred- 

ded paper is also available in Myracol Excelsior—in 

various types and many colors—for packing of glass- 

ware, pewter, silverware, foods, confections, etc. 
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COMBINED IN ONE 
AUTOMATIC UNIT 

OR the first time, as far as can be learned, thereis 

obtaingble, chine | which .combines the two 

major ope?4tibfhisfo Nvécxfiem cleanieand Vacuum 
filling off ottleg?* e re igalgo attach an automatic 
capper, atid thé-comp unit #%aid to have a produc. 

tion of 120 per.’ ‘minute: Such a unit has been pro- 

duced by the Pneumatic Scale Corporation, Ltd, 
Norfolk Downs, Mass., and is now in actual use in the 

plants of several nationally known companies, 

By direct, straight-line feed the bottles are placed in 
position under the cleaning nozzles and intense suction 

is established which dislodges all carton dust and other 

foreign matter and discharges it into a receiving tank. 

Drawing the free air out of the bottles by this dy 

vacuum method prevents air expansion which some- 

times causes troublesome moisture condensation inside 

the bottles. After cleaning, the bottles are vacuum 

filled at adjoining filling nozzles, then taken away at 

speeds to meet any need from 60 to 120 per minute. 

Hooked up with the new Pneu-Rotary capping 

machine, the entire operation, from cleaning to cap 

ping, is continuous and fully automatic. The machine 

can be adjusted to run a variety of sizes and shapes of 

bottles. A proof of versatility is the fact that Mifflin 

Company use it for a number of different sizes and 

shapes of bottles for their various products; Standard 

Brands use it for two sizes of gin bottles; Cosmetics, 

Inc., for three different sizes of Lady Esther face creail 

jars. It is stated that the bottle vacuum cleaning and 
filling unit has been thoroughly tested for efficiemey 
and economy for more than a year in actual factory 

operation in many of the country’s leading plants. 

Illustrating and giving specifications for a stock line 

of machine made packers’ glassware, the 1933 a 

of the Tygart Valley Glass Company, Washington, Pa, 

offers a wide range of sizes and shapes in jars, jugs, 

tumblers and bottles. Twenty-seven different typ® 

of various capacities and finishes are shown. The 

company also manufactures private mould ware. 



HAT enchantment there is in 
the perfect harmony of the 

dance—and what enjoyment there 
is in the harmony of color. Whether 
your product demands vivid, pene- 
trating colors or milder, smoother, 

gentler tints, Heekin color specialists 
keep them consistently true—always 
the same. Heekin grinds, blends and 

guarantees its own colors, its own 

skill, its own reputation for quality. 
THE HEEKIN CAN CO., CIN'TI, O. 
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INCREASING APPLICATION OF - 
PRINTED TRANSPARENT WRAP- 
PING WITH ELECTRIC-EYE 

Ss 
_ 

UE to steady progress in the development of its 

electric-eye wrapping machines, the Package 

Machinery Company, Springfield, Mass., reports a 

constant increase in the variety of products now being 

wrapped in printed transparent material. Machines 

now available register the printing on the package with 

an accuracy of 1/3 in. These machines can handle 

both carton wrapping and the wrapping of the goods 

themselves such as candy bars, nut bars, etc. 

By using machine wrapping, it is stated, a saving of 

20 to 25 per cent is secured over the cost of buying 

printed transparent cellulose wrapping in sheet-form 

(the way it must be used in hand-wrapping). High 

speed of production has been attained in these machines, 

which is an important factor in keeping down costs. 

Interesting examples of the application of printed 

transparent cellulose wrapping are to be found in the 

Beeman’s Gum package and the Tempters wrapping, 

as illustrated. On the Beeman’s package the printing 

on the inside of the transparent wrapping has replaced 

the usual printed band. This results in a sharper and 

Printed transparent wraps are 

applied by electric-eye to 

Beeman’s and Tempters 

packages. 

more vivid display of the colors. Note also the easy 

opening tab at the end of the package. A tug of this 

tab completely removes the one end of the wrapping, 

giving easy access to the sticks inside. The firmly 

sealed foil-waxed-paper wrappifig inside forms a con- 

venient receptacle for the remaining sticks. 

The Tempters wrapping gives perfect display to the 

product. Taking full advantage of this attractive 

wrapping, the makers of Tempters have merchandised 

their product in an unusually attractive transparent 

counter display. 

Consolidated Packaging Machinery Corporation 

has recently issued an unusual and attractive bro- 

chure which shows several views at the Century of Prog- 

ress Exposition including illustrations and a description 

of the exhibit of the Kraft Phenix Cheese Corporation 

which features an installation of Capem equipment. 

Other information pertaining to the automatic capping 

machines of the Consolidated company are included. 
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~ New Copper Armored Fibrene which offers wide possibilities for 
use as covering for boxes. This material is electroplated and can 
be furnished in bronze, copper, nickel or chrome finishes. It is 
manufactured by the Sisalkraft Company, 205 Wacker Drive, 

Chicago, IIl. 

STRAPPING TOOL WITH 
AUTOMATIC SEAL FEED 

HE Steelstrapper, a new and improved box strap- 

¢ ping tool with automatic seal feed, has been 

developed by Acme Steel Company of Chicago. 

This new tool for reinforcing of wood and fibre boxes 

not only increases speed, but it recommends itself for 

the unusual convenience of a one-unit tool. “Doe. 

Steelstrap,’’ Acme’s astute physician for curing expen- 

sive shipping ills, states that the Steelstrapper is a whole 

kit of tools in one. This device tensions the strap, 

applies a seal, seals the joint, and cuts the strap from 

the coil. Operations are controlled from two ball- 

tipped levers. The left hand tensions the strap, and 

the sealing is done with one stroke of the right hand— 

a one-two operation. 

, The Steelstrapper is said to be the only box strappilg 

tool perfected with an automatic seal feed. One 

hundred seals are contained in a clip. This new feature 

enables strapping to be done with speed and precision. 
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Once Prohibitive In Cost 

TODAY YOUR PRODUCT CAN PROFIT 
BY ORNAMENTAL WOOD PACKAGING 

Boxes of rare and beautiful woods are 

now available to manufacturers who wish 

the outward appearance of their packages 

to equal the beauty and quality of their 

products, 

More! Their cost has been brought down 

to a competitive level without any sacri- 

fice of construction or finish. Available 

in exclusive designs, these superb boxes 

provide a fitting setting for a fine product 

while aiding the sale by the attraction of 

their re-use value. 

Ornamental Wi ood Packaging Cox. 

Suite 1120-21---43 E. Ohio Street 
Chicago, IIl. 

Philadelphia Office: 500 Land Title Bldg. 

For 

fine candy, 
jewelry, 
perfumes, 
cosmetics, 

gifts, 
and 
food 

products, 
ornamental 

wood 
has 
no 

peer 

NOVEMBER, 1933 61 



HERE AND THERE IN THE PACKAGING INDUSTRy 

ae 
Craftsmen Studios, 41 Union Square West, New 

York City, is a newly formed organization, under the 

direction of Samuel Kosiner, which offers its services 

in the preparation of industrial design. 

Martin Ullman is now located in new and larger 

offices and studio at 25 West 37th St., New York City. 

Telephone, Wisconsin 7-3045. Mr. Ullman recently 

returned from an extended visit in France, Italy and 

other European countries. 

National Paper Box Manufacturer’s Association, 

Central Division, held its annual meeting at the 

Abraham Lincoln Hotel, Reading, Pa., Nov. 1. 

Speakers included Walter P. Miller, Jr., chairman of 

the division; William P. Datz, Jr., president of the 

association; Howard P. Beckett, Sol A. Herzog and 

Sturgis Ingersoll. 

Announcement is made that Dura-Colors, Inc., 

1814 East 46th St., Cleveland, Ohio, has secured the 

physical assets, including the process and good will, of 

Coloramic Containers, Inc., and is organized to con- 

tinue the processing of containers as done by the 

former corporation. The production staff remains 

P. O. MCKINNEY 

intact. The officers of the company are as follows: 

P. O. McKinney, president; Howard Young, vice 

president; Robert Hills, treasurer; and Earl R. King, 

secretary. 

An Industrial Materials Exhibition was held at the 
Park Central Hotel, New York City, Oct. 23 to 27, 

inclusive, and was attended by purchasing agents, 
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engineers, executives, factory foremen, etc., admission 

being by invitation. The unique feature of the exhibit 

was the limiting of exhibitors to one only for each 

industry, thus developing a unity and spirit of oe. 

operation impossible to achieve where competitive 

firms are exhibiting together. 

Among the interesting exhibits in the packaging 

field were the following: Bakelite Corporation, phe- 

nolic resins and compounds; Brown Company, Solka; 

Lowe Paper Company, Ridgelo clay coated products; 

Spaulding Fibre Company, fibre products; Waterbury 

Button Company, plastic moldings, and Bridgeport 

Brass Company, brass and copper products. 

Chas. D. Meschter, Inc., Long Island City, manu- 

facturer of Henri Food Products, has moved to larger 

quarters in the Repetti Building. The company has 

just celebrated its third anniversary and has shown 

consistent growth. Charles D. Meschter, president 

of the company, is well known in food manufacturing 

circles throughout the east, having formerly been plant 

manager for Richard Hellman, Long Island City. 

A first reunion dinner of almost 200 present and 
former members of the Robert Gair Company, Inc., 

organization was held the evening of Oct. 21, at the 

Hotel Pennsylvania, New York. The event brought 

together many who have served in various depart- 

ments of the company for long periods and others who 

served in former years on the Gair staff. 

The event resulted in the formation of the “Gair 

Old Timers” as a permanent body which plans to hold 
these reunions annually. The officers elected were: 

Charles F. Stoker, Grinnell Lithographic Company, 

president; D. B. Hassinger, Hassinger Art Service, 

vice president, and Francis Smith, secretary. Mem- 

bers of the board of directors are: P. F. Gafiney, 
Densen Banner Company; W. W. Fitzhugh, W. W. 

Fitzhugh, Inc.; P. L. Andrews, P. L. Andrews & 

Company; Robert Gair, Jr., Gair Realty Corpora 

tion; Harry C. Campbell, Morris Paper Mills 
Chicago; Harold Hughes, Pulp and Paper Trading 

Company, and A. B. Crowell, E. E. Seaver and Felix 

Doll of the Gair Company. 

National Paperboard Association, at a meeting held 

in New York City, Oct. 11, adopted a revised col- 

stitution and by-laws, providing the following objects: 

to promote the general welfare of the industry; to 

assist in the formation of a code of fair practice under 

the National Recovery Act, and to further the effec: 
tuality of the Act. Provision is made for the following 

operating groups: Eastern, Western and Southern 

Container-Board; Eastern and Western Boxboard; 
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THREE-LEGGED STOOL 

Packaging, it has been well said, can be likened to a three-legged stool, for it has three supporting ele- 

ments—Design, Production and Merchandising. 

All are essential to assure success in the creation and marketing of any packaged product which is to be 

merchandised thru retail channels. 

Readers of Modern Packaging, who are confronted with problems involving any of these three important 

phases of packaging, will find the Permanent Packaging Exhibit a source of considerable inspiration and 

help. 

Here, the year ‘round, may be seen the latest and best designs in packages of all types—glass, metal box- 

board, molded plastic, wood. 

On display are also to be found samples of all the various materials and accessories used in packaging en- 

sembles—wrappers, labels, tying material, caps and closure devices of all kinds. 

Complete data are also available on all package production processes—filling, wrapping, labeling, sealing, etc. 

In fact, you may here obtain authoritative information on any subject pertaining to packaging. 

PERMANENT PACKAGING EXHIBIT 
SPONSORED BY THE PUBLISHERS OF MODERN PACKAGING 

425 FOURTH AVE. NEW YORK, N. Y. 
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Corrugating Materials; Pacific Coast; Light Weight 

Chipboard; Other Brand Products. Sidney Froh- 

man, of the Hinde & Dauch Paper Company, was 

elected chairman of the association; W. J. Alford, Jr., 

of the Continental Paper Company, vice president, 

and H. S. Adler, secretary and treasurer. Offices and 

staffs at 41 East 42nd St., New York, and 608 S. 

Dearborn St., Chicago, are to be continued. 

Printed Cellophane bags and displays made by The 
Dobeckmun Company as shown in the Permanent Pack- 
aging Exhibit, featuring paper and transparent bags. 
The exhibit of these containers continues until Dec. 15. 

Williamson Glue and Gum Works has recently 

issued a four page, well illustrated folder which de- 

scribes several of its products and their applications. 

Of particular interest will be the illustrations showing 

the packages of well known products and the corre- 

sponding descriptions of the particular adhesive used 

in each case. The reader is able, from this booklet, 

to obtain a good idea of the service that is being 

rendered by the Williamson company. 

Modern Publicity—the 1933-4 edition—published 

by the Studio Publications, 381 Fourth Ave., New 

York City, has been sent for review and, as with pre- 

vious issues of the book, presents an interesting and 

instructive panorama of the past year’s progress in 

promotional design. Offering a wide selection of sub- 

jects as chosen from work done by designers and 

artists in many countries, the collection is of particular 

value as indicating present-day trends and _possi- 

bilities. The section devoted to packaging, while in- 

cluding but a few types of the newer containers and 

designs, is well planned and executed. 

The Artists Guild, Inc., New York, an organization 

of 400 free lance illustrators, advertising artists and 

decorative and industrial designers, has submitted a 

code of fair practices to Washington. The Guild is 

also acting in behalf of the Artists Guild of Chicago 

and the Commercial Artists Club of Cincinnati with a 

total membership numbering over a thousand. The 

64 MODERN PACKAGING 

purpose of the code is the elimination of certain fy. 

grant abuses from the field of commercial art, such gs 

unpaid competitive speculation, the exploitation of 

artists by unauthorized middlemen, design piracy ang 

plagiarism. Copies of the submitted code will be for. 

warded to artists and organizations upon request tp 

the Guild headquarters at 480 Lexington Ave., New 

York City. | 

“Design for Profit” is the title of a booklet just pub. 

lished by the New Jersey Zinc Company, setting forth 

the advantages possible through the use of zinc in die 

castings as applied to various products. The proper. 

ties of zine die castings are outlined, and many excel- 

lent illustrations which show their applications are 

included in the book. Notable among the newer uses 

of this material is its application to packages, 

Here is the Kadette Junior pocket radio recently placed 
on the market by International Radio Corporation. The 
cabinet is molded by Chicago Molded Products Corpor- 

tion of Plaskon in various colors. 

The Folding Paper Box Industry, as represented by 

the Folding Paper Box Association of America, pre 

sented its code of fair competition to Deputy Ad- 

ministrator W. W. Pickard on Oct. 26 at a public 
hearing in the new House Office Building, Washing: 
ton. It was stated at that time that there are approx 

mately 255 manufacturing units in the industry of 

which 121 belong to the association and 73 othets 

although not belonging, subscribe to the code. The 
total of 194 units represent approximately 85 per cent 

of the industry by volume and by number of ba 
ployees. The industry, for purposes of administering 

the proposed code, was divided into three groups: 

those owning their own mills for the manufacture 

paper board; those making up the product from 
materials purchased from mills, and those manufac: 

turers whose manufacture of folding paper boxes 1S 

only incidental to their other business. 
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Hart Drug Corporation adopts KIMPAK 

Crepe Wadding for packing Efemist 

Inhalant for individual mailing 

ENDING individual samples to doctors, special customers, 

etc., unless properly protected can injure ‘prestige, cause 

trouble. To avoid this hazard, the Hart Drug Corporation of 

Miami, Florida, has adopted KIMPAK Crepe Wadding for mail- 

ing samples of “Efemist” Inhalant to doctors. The carton containing 

ced the bottle is wrapped in KIMPAK as shown and then placed in a 

Phe mailing carton. 

KIMPAK is admirably suited for this and many other uses. It 

is a wood fibre product, soft as down, resilient and free from harsh 

foreign substances. It enhances the appearance of any product. 

by Besides it absorbs 16 times its weight in moisture. This is 
re- : : : ; 
é especially important where a number of bottles are shipped in 

fe the same carton. If one bottle is broken, adjoining containers are 

¢- Protected from danger. a 

‘ KIMPAK comes in rolls, sheets and pads to fit any need. | wm 

of Mail coupon for samples and prices. Soennne 

rs, 

he -——_—_--____ _—_ 
nt MP-I1 
.: KIMBERLY-CLARK CORP., Neenah, Wis. 

Address nearest sales office: 

ig 8 South Michigan Avenue, Chicago; 122 E. 42nd Street, New York City; 

510 West Sixth Street, Los Angeles. 

Please send us sample and full information on KIMPAK,. 

COONAN Finesse ie ndicdecncatsasnwdgusiabeeabes au || Kimpak FOREIGN COUNTRIES 

CREPE WADDING 
BEI ircdxcnniccnccccsccssnigsdamebbtiiniantiadenekeds tame 
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SAMPLING 
with Dykem Packets 
the Short Cut to Bigger Sales 
Picture the reaction of a prospect receiving a 
sample that consists of several DYKEM 
PACKETS of your powder—each packet 
protecting the amount needed for a single use. 
DYKEM PACKETS are made of cellophane 
to give visibility to the contents. They are 
moisture-proof, air-proof, and grease-proof, 
as well as sift-proof. 
Their size and shape permit them to be 
easily distributed, either in envelopes, in the 
wrappings of other packages. or loose. 
The entire operation of making the packet, 
filling and sealing, is done in our plant. All 
you need do is send us your product in bulk; 
we ship you the completed packets ready for 
distribution. 
Inquiries invited from producers of face- 
powders, pharmaceuticals. dyes, concentrated 
foods and other powder preparations. 

The DYKEM COMPANY 
2301 NORTH ELEVENTH STREET 

ST. LOUIS, MO. 

MODERN PACKAGING 

STYLE LEADERSHIP DEMANDS 
PACKAGE LEADERSHIP 

(Continued from page 43) Hickok crest throughout 

both these groups of packages is particularly note. 

worthy. Placed upon the inside cover of the box jn 

every case, the name of Hickok receives all Proper 

prominence, yet the perfectly clean outward appearance 

of every package will serve to encourage re-use. Thus 

the manufacturer receives the fullest advertising valye 
of his name-plate without risking the loss of his cys 

tomer’s good will. 

The line includes two other belt packages. One 

particularly suited to counter display is a black, white 

and red box in which the cover folds back to form a cut- 

out pattern. Here, too, the ‘‘doggie’’ motif has been 

utilized while an attractive variation of the same design 

appears on the front of the box itself in the person of 

an extremely elongated Dachshund. The other isa 
set-up box in brown suede and gold with the Hickok 

crest embossed upon the top. The belt is here sup- 

ported by a die cut frame which is a part of the bottom 
of the box. Two other set-up boxes carry combinations 

of belts and buckles, permitting the dealer to satisly 

the customer’s requirements as to initials on the buckle 

while making full use of the display and gift value of 
the colorful boxes. The buckles are here supported ia 

admirable display position by a scored and printed 
strip of board stapled to the rear wall of the box and 
folded so as to simultaneously hold both belt and buckle 
in position. Four set-up buckle boxes complete the 

1933-34 Hickok belt line. These are available to 
dealers in two color combinations with the Hickok 

crest stamped in gold, and with gold and black limings 
and in both a sharkskin and a brown suede paper with 

velour inner platforms and gold paper linings. TW 

well proportioned suspender boxes supplement the bet 

line. These in silver, black and red, and gold, cred 
and red and likewise admirably designed from @ mee 

chandising point of view. The braces themselves aie 
contained in a patented folding carton with a Celi 
phane window, thus slipping as a unit into the out 

set-up box. = 
Particularly worthy of note by manufacturers of a 

kindred products is the attention which has beet paid 

in designing this line to the requirements of the mer 

chant. The strong, sturdy packages stock well in smal 

space. They lend themselves to use in window and 

counter displays, either alone or grouped with other 

male accessories. Interchangeability of belts, buckles 

and, in many cases, parts of the boxes themselves, per 

mits of the widest variety for customer selection while 

reducing the dealer’s necessary investment in stock. 

Admirable restraint has been shown in the omission 

of any Christmas motifs in the packaging of this line 
For salability, for beauty of design, and for she 

merchandising common sense, this 1933-34 Hickok 
line stands out asa preeminent example of the com 
nation of products and packages into a harmonious 

whole. 



THE 

1934 EDITION 

of the 

PACKAGING 
CATALOG 

will be bigger, better, more 

beautiful, and more compre- 

hensive than any previous 

edition. 

PUBLICATION DATE 

JANUARY 15, 1934 

Published by 

Breskin & Charlton 
Publishing Corp. 

425 Fourth Avenue, New York City 

NOVEMBER, 1933 67 



TO BE NOTICED IN DRUG STORES | “ 
tage V 

those | 

produc 
Thi: 

One 0 
In the design of the Seeds of Yeast package, S. A. Maurer has effec- compa 

tively combined light brown, yellow and black bands with a symbolical import 

device, offering pleasing display. The fibre container is manufactured almost 

by the Canister Company. nullific 
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Recently introduced by E. R. Squibb & Sons, the new aspirin package with 

enables the dispensing of one tablet at a time and eliminates prying, placed 

broken nails and cut fingers. Also included on each package is a labora- produ 

tory control number as a guarantee*of reliability. If t 
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Square brown bottles that permit attractive placement of labels are other 

used by Schuylkill Chemical Company for antiseptics. Bottles by made 

Owens-Illinois, molded closures by Closure Service Corporation and with p 

labels by Maryland Color Printing Co. and Spielman Printing Co. relativ 
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The new package—bottle and carton—for Hess Witch Hazel Creamis 

shown in comparison with two former bottles. Carton and label are in 

one color printing—mountain blue. Design is by Harry Farrell; ad- 

vertising and sales promotion handled by Rogers & Smith. 

Open face, transparent cellulose wrapped packages are used by the 

Mennen Company to feature, during the Christmas season, the Mennei in all t 

Gift Box for Men. So far as is known, this is the first application a doing 

this merchandising idea in this particular field. vee 
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OBSOLESCENCE IS A HORRID WORD 

(Continued from page 49) 
We know that a soundly designed package can and 

does increase sales—in other words, that it can and 

does give the company which sponsors it a competitive 

advantage. Today, American business is marching 

swiftly toward a state in which prices in each industry 

will be relatively stabilized, prices for comparable 

goods will be generally equal and price-cutting will 

become less and less potent as a business instrumen- 

tality. It is axiomatic that the competitive advan- 

tage within an industry will, in the future, lie with 

those companies which ceaselessly seek to make their 

products more attractive to the consumer. 

This is preeminently the province of packaging. 

One of the chief reasons for the development within 

comparatively recent years of packaging as a highly 

important merchandising medium is the fact that the 

almost universal use of advertising to a certain extent 

nullified the competitive advantage of advertising 

for any single company. This condition, combined 

with increased open display selling to consumers, 

placed a greater sales burden on the appearance of the 

product and its package. 

If the sales aspects of packaging are of primary 

importance, recognition must at the same time be 

accorded to production phases in so far as they concern 

cost. Business men, from the dawn of economic 

history, have devoted themselves to much talk about 

costs. But the overwhelming majority of them have, 

it would seem, completely forgotten cost in their 

overweening concern with price. I think that, among 

other things, NRA will go down in history as having 

made business men concern themselves a little less 

with price and a little more with cost. If we assume a 

telative stabilization of prices and of labor conditions 

within a given industry, it is clear that it is important, 

for the sake of competitive position, not only to add to 

the self-selling qualities of a given product but also 
in all manners possible to effect reductions in the cost of 

doing business. 

And this again is in the province of packaging. Ifa 

better packaged product, by achieving greater self- 
selling qualities, and in other ways, may be said in 
eflect to reduce the cost of distribution and doing busi- 
ness, since this serves to take up part of the load of 
Promotion efforts, it is at the same time to be ob- 
served that a great many production considerations 

tend to achieve the same objective. A better designed 
Package may cost less to produce than the old package 
it replaces. New, soundly designed packaging equip- 

ment unquestionably can effect economies far greater 
than is generally believed by users of packaging equip- 
ment. If the old package and the old equipment, in 
such Cases, are still retained by the manufacturer, he is 
guilty of obsolescence in plant and in business methods. 
a i intelligent business executive knows that 
ieee : auspicious time for change in his packages 

ging equipment. 

STARS IN SEALING 

GLUES 

By Ad. Hesive 

“The time has come,” Ad. Hesive says, ‘“‘to 

talk of many things—of glues and gums and 

sealing flaps, and packages and strings.” 

Decrease packing costs, improve the appear- 

ance of your package, and enhance the sala- 

bility of your goods through the use of Star 

Adhesives. The Star Line includes case 

sealing glues that will seal the most difficult 

carton; bottle labeling gums that can be 

used on hot or cold bottles and will not crys- 

tallize when the label dries, and are ice proof 

and water resistant; also non-warp glues, 

both hot and cold, that eliminate warpage, 

and will not foam or string. 

Of interest to the paper trade is our all-over 

design rubber roller. It is no longer neces- 

sary to import these, with the costly delays 

and inconvenience that accompany this 

practice. Write for information. 

U.S. 

WE DO OUR PART 

BINGHAM BROTHERS 

COMPANY 
(Founded 1849) 

All Kinds of Rollers and Adhesives 

406 PEARL ST. NEW YORK 

ROCHESTER, N. Y. PHILADELPHIA, PA. 

980 Hudson Ave. 521 Cherry St. 

BALTIMORE, MD. 

131 Colvin St. 
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PACKAGE IDENTIFICATION 
AND PROTECTION 

(Continued from page 38) firm which has the first refusal, 

may ruin a package stylist’s chances of placing his 

design elsewhere, ere its appeal has lapsed. 

Should package redesign be looked upon by packers 

as a periodical or seasonal responsibility? Or, to put 

it differently, does the industry choose to countenance 

the assumption of a time-limit on package fashions? 

The idea may appear radical to many conservative 

members of the packaging community. Yet, has this 

drastic suggestion originated within the industry— 

and in connection with the NRA activities at that. 

The National Paper Box Manufacturers Association 

put the fat in the fire when it proposed a code rule to 

the effect that protection, via association channels, of 

an original package design, be limited to one year from 

the date of the origination. The whole conception of 

rotation of package designs by compulsion of any char- 

acter will be resisted by the die-hards of traditional 

package whose faith is unshaken in the consumer good 

will vested in a familiar and time-honored package 

dress. 

Representative distributors who have sensed the 

trend to competition-dictated frequency of package 

redesign are already moving to bring up also the ques- 

tion of whether the forces of distribution are not 

entitled to systematic warning of impending changes in 

package design. This desire for an ample period of 

grace, in which to move the to-be-discontinued package 

designs, is expressed even with respect to the packages 

of manufacturers whose policy it is to make suitable ad- 

justments or arrange exchange of the new packages, for 

the old merchants who demand to be tipped off on 

prospective package changes say that they would pre- 

fer to move out the dropped designs in their own way 

and that they can do so if warned well in advance of 

the date of the appearance of a new package. 

Will the next revision of the master package formula 

bring into the package layout a statement of package 

price—i.e., list price or standard price? A combination 

of recent developments is conspiring to pivot this ques- 

tion for attention, once the more pressing chores of 

the NRA and AAA are out of the way. In part, the 

NRA is responsible for the budding price-marking com- 

plex because of the prominence which the principle of 

price-fixing has attained in the code negotiations, 

notably in the case of the retail code. The other in- 

citement to the price-on-the-package proposition is 

found in the new U. S. Food, Drug, and Cosmetic 

Bill. Into this general revision of Uncle Sam’s most 

important regulatory act has been written a provision 

requiring statement on the package of the name and 

address of the responsible manufacturer, producer or 

distributor. Federal enforcement officials are known 

to be strongly in favor of the disclosure on food and 

drug packages of all the information which the pur- 

chaser should have. It will occasion no surprise if 

they support the agitators who would add the price 
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notation to package copy. To the argument tha 

posting of the price on the package will encourage price. 

cutting, there is rebuttal that balancing the price. 

cutting will be the curb upon overcharging, Particularly 

in the case of proprietaries. 

NOTHER controversial child which the packag- 

ing household may expect to find on its door. 

step after the NRA code excitement has come and gone, 

is ‘‘color nomenclature.’ Printers who are called 

upon to meet package specifications, and other sup- 

pliers, not forgetting the ink men, the paper outfitters, 

etc., are becoming downright insistent upon the need 

for a standard system of color designations. It is 

claimed that the coinage and use of a clutter of fanci- 

ful names to denote shades and hues has brought about 

something approaching chaos in the cataloguing of 

colors. The proposal is advanced that, since the Gov- 

ernment has been deaf to all pleas to formulate a stand- 

ard color dictionary, the allied forces of the packaging 

and kindred industries get together to stabilize a prac- 

tical, working vocabulary of package colors which 

would facilitate matching of colors, the fulfillment of 

specifications and the execution of repeat orders for 

which samples were not in hand. Lest any parties 

whose cooperation be needed should take alarm, the 

color crusaders are placing utmost emphasis on the 

fact that their plot contemplates no restrictions of any 

kind upon the use of colors in packaging. This is 

no intended adventure in “simplification” or reduction 

of varieties of color. Rather is the aspiration to bring 

about mutual agreement of all color-prescribers and 

color-describers to use one approved name for each 

established color. 

NE inveterate nut yet to be cracked in the pack- 

aging community, whether by intra-industrial 

code or otherwise, holds the question of what form 

should be taken by remuneration for package designing. 

In assumption, as in practice, the vast majority of 

package users have had no other thought than that 

package designs should be leased or purchased out- 

right after the fashion of the other elements that enter 

into package production. All the same, there is 4 

school of thought which stubbornly supports the theory 

that it would be better if package designing compet: 

sation be placed on a royalty basis. Or, on schedule 

comprising an advance payment, plus royalties based 

on volume of sales. 
If this view were held by package designers it might 

not occasion surprise, seeing the size of the runs 

some of the best sellers in the package category. But 

as it is, the logic is sponsored more strongly by certal 

package engineers and experts in package managemell 

who hold that a system of graduated rewards for & 

ceptional merit in package design would prove the 

best possible incentive to spur package designers to & 

traordinary efforts for artistry, attention-arrestiig 

qualities and point-of-sale persuasion. In frankness 

it must be acknowledged that in other design-depent 
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In the lands of burning heat where midday 
shadows lie like little pools around their objects, 
or in the Antarctic noon where a man’s shadow 
stretches across frozen wastes until lost in the 
horizon; in near and remote places, in transit 
over the continents of the world, Hycoloid Con- 
tainers, though light and flexible, remain im- 
pervious to climatic conditions. 

Possessing the visibility of glass, plus a non- 
breakable quality, Hycoloid fulfills many exacting 
requirements of modern packaging. Lighter by 
80%, than glass, it renders an important service 
in lowering shipping costs. 

Your label or trademark, permanently processed, 
in colors, becomes a part of the package itself. It 

ack- will not flake or crack, even when the container is 
trial pressed together. This special process eliminates 
aie your labeling costs. 

Pe These seamless, odorless containers, feather- 
4 weight and flexible, are supplied for screw cap, 

y of molded, metal or cork closures. 

that Vials, bottles, jars and tubes are made in Hyco- 
os loid s natural tone, which is colorless, or in prac- 

tically any color desired. The finish may be 

nter transparent or opaque. Hycoloid combines 
ey beauty and utility. 

ie Wherever you may ship your product Hycoloid 
Or} Containers will withstand the hardships of long 
ef: travel, extreme changes of temperature and rough 

handling. 
ule 
sed Our service is to provide the right 

container for your particular product 
and its market, with the full knowl- 

ght edge of what is required. q 

of 

3ut Hvcienj ° in % ygienic Tube & Container Co. 
Avenue L, Newark, N. J. 
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Over the Continents 
GENTLEMEN— 

I take pleasure in 

ANNOUNCING 
THE HANDIEST BOX STRAPPING 

TOOL EVER DEVELOPED 

Doc Stechstraps 

Acme Stecbstrapprer 
THE ONLY BOX STRAPPING TOOL 

_— 

) 
— 
} WITH AUTOMATIC SEAL FEED 

NOW, you can safely reinforce your shipping packages, 
both wood and fibre . . . faster, surer, easier than ever 
before . . . with the new Acme STEELSTRAPPER. 

It's the only tool with Automatic Seal Feed . . . 100 seals 
in a clip. 

It tensions the strap .. . applies a seal. . . seals the joint 
...and cuts the strap from the coil—all in a fraction of 
the time it takes to tell. 

It works with unvarying accuracy. It is fool-proof and rugged. 

Let the STEELSTRAPPER seal a batch of your shipments 
and you'll begin to realize how work can be stepped up 

...and shipping costs cut down. SEND TODAY FOR 

FURTHER FACTS. 

Stechatrafyer 

EL COMPANY 
STeet 

Rees STE 
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DuPont, Sylvania 
and 

Celluloid Corp’n. 
recommend 

CELLO-GLUES 
for Sealing Cellophane, 

Sylphrap and Protectoid! 

W ITH such recommendations, you know 

they must do the work! You can glue a whole 

sheet or a tiny seam—tissue to tissue, tissue to 

paper, tissue to cloth, or many other combina- 

tions! Write or phone us your problem. 

WE DO OUR PART 

NATIONAL 

ADHESIVES 
CORPORATION 

New York: 821 Greenwich St. Philadelphia: 1305 GermantownfAve 
Chicago: 1936 Carroll Ave. San Francisco: 885 Bryant St. 

Boston: 15 Elkins St. and other principal cities 

WORLD’S LARGEST PRODUCER OF ADHESIVES 
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ent industries where the royalty system has been tried— 

as, for example, in the silk industry—it has not proven 

an unqualified success. To say nothing of the bother 
of accounting. Even so, the proposition may be ex. 

pected whenever there is talk of making over the 
policies of packaging. 

p ACKAGE manufacturers, too, have their share 

just now, of bristling questions involving trade 
ethics and proprieties. One of the unsettled per. 

plexities involves the attitude to be assumed by the 

container manufacturer or package supplier when he is 
approached by a customer who asks that he be pro. 

vided with an approximation of a package form in use 

by another packer—perhaps by a competitor. If orders 

of this kind called for Chinese copies of specific pack- 

ages preempted by pioneers, the solution might be easy, 

But the cases are seldom so simple. The call to the 

package manufacturer is usually for a package barely 

suggestive or reminiscent of a package in use by a dif- 

ferent party. What is sought, more frequently, isa 

translation or expression of the general idea in an e- 

tablished package; but not, bless you, such a “‘shadow” 

of the flattered package as could be indicted as a legal 

infringement. 

The worries of package manufacturers as to what 

constitutes good form have been mulled over in trade 

circles for several years past. But, with the frank 

statement of Henry W. Carter, to a Congressional 

committee at Washington, the lay public was made 

privy to the basis of debate. For, the vice president of 

the Owens-Illinois Glass Company revealed very clearly 

the complications which this issue has hatched in the 

glass container industry. Mr. Carter stated that a very 

large share of the business of the country consists of 

copying designs or following styles. Speaking of his 

own firm he said: ‘‘In a large part of our business, we 

are manufacturing contractors working on samples 

submitted.” He added that the glass package mamt- 

facturer thinks of himself as simply selling the cot 

tainer to contain somebody’s goods. The design of the 
container, in the average instance, is something in 

which he has no interest. 

In private discussions in packaging circles it has be 

come manifest that on the question of what should com- 

stitute property rights in container design, there is 4 

sharp cleavage of opinion as between the producers ol 

special molds, or other exclusive designs, and the fabri- 

cators engaged in the mass production of containets 

fashioned to sample. As pertinent to the thought that 
the inter-industrial or inter-industrial code may, soon 

or later, have to be invoked if there is ever to be ally 
understanding, I have the comments on the existing 

situation, made for MopERN PACKAGING, by an official 
of the Glass Container Association of America. 

“The practice,” he said, “of copying one anothers 

glass container designs has been in the industry as long 

as I can remember, and I presume that it will always be 

one of the difficulties in bringing out new lines. In 

some branches of the industry it has been the policy of 
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the better manufacturers not to copy each other’s de- 

signs, and in these cases it has worked out very satis- 

factorily. In other branches of the industry, even 

though new designs were covered by patents, other 

manufacturers immediately changed the design slightly 

and manufactured practically the same article. From 

a practical standpoint I do not believe that there is any 

way to stop this practice except by mutual agreement.” 

HILE we are eyeing the above example, af- 

forded by the glass container field, of the prob- 

able necessity of self-regulation by the package trades 

and container industries after NRA resources are ex- 

hausted, we may as well look at another. For the 

glass container field is the prime quarter in which to 

grasp the subtleties that must complicate any enforce- 

ment of “honest packaging”’ or ‘‘truth-in-packaging,”’ 

as idealized by the Government. Blithely the NRA 
code makers in many lines took the pledge against any 

and all packages so shaped, fashioned, filled or displayed 

as to convey to the everyday beholder a wrong impres- 

sion of the quantity or quality of the contents. 

Yet, among the actual users of glass packages co- 

operative effort has been going on not for months but 

for years to evolve containers free from the taints of 

deception, ‘‘slack filling’? etc. And success is not yet. 

The old gargoyle type of panel bottle which was ex- 

tremely paneled and which had an extreme neck, has 

been practically eliminated. But that does not mean 

that acceptable alternatives have been mutually 

agreed upon by packagers in glass who do not wish to 

be accused of deception but who are equally anxious 

not to have their sales style cramped by restriction to 

theconventional, round bottle with a very short neck 

which E.G. Ackerman has humorously remarked is, 

pethaps, the only glass package that might not prove 

deceptive under some circumstances. 

The difficulties of finding a trouble-proof type of 

package, when Uncle Sam is plotting censorship by 

Federal law or NRA code, are well illustrated by the 

stration of the flavoring extract industry. Hun- 

dreds of different samples have been made up in an 
diort to set before the extract people a model pattern. 

But no candidate has found 100 per cent acceptance, 
albeit some of the extract packagers have recently 
changed their package designs. 
Seemingly the trouble is that there is too much dis- 

Position on the part of legislators and laymen reformers 

‘oimpose package prescriptions upon industry without 

ay adequate, tempering knowledge of the exactions 

Which must be met by a given package form in the en- 

‘tonment where it is to function. Take, by way of 
itmonstration, the disposition of the outsiders to put 
al flavoring extract bottles in a groove, uniform 
with other groups of glass packages, regardless of the 

lact that a product which is to be poured, drop by drop, 
‘equires a container having a long neck. Likewise a 
Container of such size and shape that it may be handled 
‘asily - To complete the trinity of requirements, a con- 
lainer of such form that it will stand upright securely. 

WE'LL PAY ] OQ FOR THE BEST 

BOX COVER DESIGN 

Here’s a chance to spend a few 

spare moments very enjoyably . . 

yet win worth-while extra cash 

at the same time! 

The Koh-I-Noor Pencil Company 

is re-designing one of its boxes, 

and now offers you the oppor- 
tunity to submit your own. ideas 

in competition with the work of 

others. The winner gets $100 

in cashl 

Even if you've never tried pack- 

age designing, you'll find it fasci- 

nating to try. Don't delay. 

Drop us a postcard today re- 
questing details of contest. 

Koh-I-Noor Pencil Company, 

Inc., 373 Fourth Avenue, New 

York, N. Y. 

OH-I-NOO 
| ( \the Perfect Pencil |[\\ 
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In view of all the thinking at cross-purposes which 

has been going on, it has been well said that if the NRA 

is to have any permanent compensation for packagers 

it may result from the acquaintance made by Federal 

administrators with the practical exigencies and 

necessities of packaging. Just as the U. S. Food and 

Drug Administration seems disposed lately to accept 

the non-deceptive alibi of the out-and-out “gift” 

package, so it may fall out that other package censors 

in the Government departments will be ready to allow 

for the fact that many a package must be designed 

primarily with allowance for the work it is to do even 

though this permits liberties to be taken with the pack- 

age silhouette. 

OT all the important new influences upon 

packaging spring from the current activities of 

the Recovery Administration. The Interstate Com- 

merce Commission has just made a ruling with respect 

to freight rates which will have consequences beyond 

any mere economics of transportation. In Supple- 

ment No. 27 to Consolidated Freight Classification 

No. 7, the principle is established that packaged food 

products in less-than-carlots are entitled to the same 

treatment as carload lots. More to the point of 

revolutionary recognition, the amendment of the 

ratings and regulations of the Official, Southern and 

Western Classifications secures for foods packed in glass 

or earthenware containers the same status as for equiva- 

lent products in other forms of containers. The move 

by the ‘“‘supreme court of the railroads’ is notable as 

constituting one of the final steps needed to insure free 

and open competition between the several types of 

packages. It is a constructive gesture in removal of 

what might be termed extraneous handicaps or dif- 

ferentials. It will aid in placing packers’ selection on 

the basis it should occupy, i. e., determination of choice 

of container for a specific item strictly on the score of 

suitability to the product and merchandising service 

in the particular environment that is involved. For 

some months past potent leveling influences have been 

at work for the parity of packaging mediums with re- 

spect to hazards of transportation. For example, the 

rise of motor trucking and motor freighting. Or, 

again, the development of the new-fangled merchandise 

containers for L.C.L. shipments. Now comes the 

formal recognition from the authoritative source at 

Washington that the trend is warranted by the im- 

provement of facilities. 

Colt’s Patent Fire Arms Mfg. Company recently 

declarcd the regular quarterly dividend of 25 cents a 

share and a special dividend of the same amount, mak- 

ing payments to stockholders amount to $1.25 per share 

for the year. A special payment, equal to 2 per cent 

of the total salary or wage paid during the year 1933 to 

each employee in the service of the company on July 1, 

1933, is to be paid Dec. 31, 1933. Employees will 

benefit to the amount of approximately $35,000, accord- 

ing to estimates. 
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MORE LIGHT ON FOOD 
DETERIORATION BY LIGHT 

N THE August issue of the Journal of Industrigl 
and Engineering Chemistry Dr. D.C. C 

of the New York State Agriculture Experiment Station, 

Geneva, N. Y., finds that green glass containers protect 

fruit juices from deterioration. 

Filtered apple juice and also filtered kraut juice 

bottled and placed in light-proof wooden boxes go ¢ 

structed to carry a glass light filter. The light f 

used in the investigation included red, orange, yel 
green, deep blue-green, blue and clear. Check samp 

were wrapped with opaque black paper to exclude a 

light. At the end of five months the juice sampleg 

were examined for color, flavor, aroma and aa 

The results of the experiments in the case of a 

juice seem to show that, in general, the red end of th h 

spectrum darkens the color of the juice, while the bli 

end tended to fade the color. Juice exposed to gree 
light preserved more nearly the original color. Wi 

regard to flavor and aroma it was found that thea 
end of the spectrum seemed to make the aroma mi 

pronounced, but at the blue end of the spectrum the 

was a diminution of aroma and flavor as well as col 

to such a degree that the kind of juice in question ¢o o0 

hardly be recognized. 4 

In the case of kraut juice, the red end of the spectr 

produced changes in aroma and flavor similar to dec 
cabbage. The blue end of the spectrum removed mi 
of the characteristic kraut aroma and flavor. Howe¥ 

the kraut under the influence of green light was bet 

than that exposed to any other color. 4 

The work of Dr. Carpenter is another step fe na 

in the field of food preservation in glass and once i 

proves that light plays a very important role in 

immense field. No doubt hereafter more attention | 
be given to methods of packaging commodities wh 

are affected deleteriously by light. 

* 

In applying these findings to his operation, the 

mercial packer should be mindful of the fact that th 

tests were of a laboratory nature and in no way 

cate commercial packing and distribution conditit 

That direct exposure of products to sunlight has bi 

shown by Dr. Arny of Columbia University to be i 

three to twelve times as severe as normal exposuf 

diffused light in a room. This fact, combined wit 

total exclusion of light with most products as Mey 
shipped in sealed cartons, very greatly minimizes: 

seriousness of light as a factor in deterioration of td 
and similar products. 4 

In other words while these results have been 

by able investigators with an earnest desire to seek 0 ; 

the influence of different factors affecting the stom 7 

life of products, they are not attempting to say © 

the conditions they report actually exist in comm 

food handling and distribution.—EDITOR. 
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SECOND OF A MODEL CARTON SERIES COVERING MAJOR PRODUCT GROUPS PRESENTED IN SEHALF OF— 
* 

idg¢ elo 
CLAY COATED 

FOLDING BOXBOARD 

Suggesting:-- 

The Package of Family Appeal 
—_ 

@ in the world of proprietary 
medical products, the 
printing excellence and 
attractiveness of RIDGELO 

are better known, perhaps, 
than in any other product 
group. These types of per- 
sonal merchandise seek and 
obtain the finest of practical 

/ packaging. 

A | @ And so this folding carton, 
the work of Industrial Design, 

TON IC Inc., New York City, is sub- 
mitted as a true médel— 

S A [ typical of its kind. The basic 
: TS treatment carries out a family 

resemblance adaptable to a 
group of related products. 
Its clear and clean character 
suggests confidence in the 

line. The simplicity of style 

QD | assures enduring usefulness. 

The reproduction is confined 
= to two colors on RIDGELO 
EAL ape, Clay Coated Litefast Blue 
in, ' 

YLay, Folding Boxboard D. L.-.016. 

Made at 

RIDGEFIELD, NEW JERSEY 

by 
LOWE PAPER COMPANY. 

CANADIAN REPRESENTATIVE 

W. P. Bennett & Son, Toronto 

PACIFIC COAST REPRESENTATIVE 

Blake, Moffitt & Towne, Los Angeles 





FFERING a number of advantages, both in the 

display of its contained merchandise and as to 

the method of packing, a new ‘boat and tube’ package 

has been developed by Thomas M. Royal Company. 

Two examples of this are shown in the accompanying 

’ illustrations. 
As may be seen in the illustration, the ‘“‘boat’’ con- 

sists of a single piece of paperboard which is scored 

and folded to form triangular edges on the lateral sides. 

The board may be of colored or laminated stock or, if 

desired, may carry printing, which is required only on 

one side of the board. Because of its construction, the 

boat has considerable flexibility, and when ‘“‘loaded’’ 

with either packages or merchandise can be bent to 

* 

Buying Ue 
is stimulated perceptibly 

at the point of sale if the 
package or container has 

that “come and take me” 

appearance, because 
“buys” are made with 

the eyes in these days. 

Let “Hatch of Lowell” 

point the way for your 
product with an original 
design! 

= cf. H ATC H Company 
Lowell, Mass. 

permit it being placed in the covering tube. The tube 

consists of a transparent cellulose bag or envelope— 

printed or unprinted—and this is drawn, in completing 

the package, over the loaded boat. The bag is sealed 

at one end, so that it is only necessary to close the open 

end—and the contents are protected. 
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SELLING ON SHELVES — 
AND COUNTERS : 

For the first time dry glue has been 

put up in packages for retail sales 

Distributed through drug, hardware 

and stationery outlets for Keystone 

Glue Company. 

8 

Garden Supply Company complies 

with California regulations for com 

mercial fertilizers on its new packages 

designed by Leonard Arthur Wheeler, 

The Savogran Company employs 

yellow and black in the decoration of 
its package. Fibre can by American 

Can Company, labels by Hodges Label 
& Printing Co. 

« 

Imported Brands, Inc., brought 

“Imp,” a new puzzle game, to America. 

Einson-Freeman Company, Inc., de- 

signed and made the demonstrator and 

dispenser display. 

© 

Counter display card with attached 

cut-out package used for Bouclé yam 

by the Shepherd Worsted Mills. 

Collapsible tubes provide convenient 

packages for these specialty products. 

Tubes manufactured by Bond Mantw- 

facturing Company. 

Pl 

aff 



FRICTION TIN SLIP TOP REVOLVING ALUMINUM 
aplies PLUG TOP DRY DRUG PACKERS SIFTER TOP POURING SPOUT 

com- 

Kages UTILITY CONTAINERS 

Seler, BY CROSS 

oie Our line covers every need for 

on of cylindrical fibre, paper and com- 
erican ; osit kages. ip posite packages 

We shall be glad to consult with 

you on your packaging problems. 
ought i CROSS PAPER PRODUCTS 
“@ CORPORATION 

d PEARL GRAY FLUSH-COVERED DREDGE THIRD AVE. AT 140TH ST. 
By ET op RIG BOX SEMI-PERFORATED. WHEEL TYPE NEW YORK, N. ¥. 
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“™ 1 |More Than 40 
Manufacturers Have Bought 
SCHLEMMER Wrapping Machines 
since these machines were placed on the market just a few months ago. 
Many of these are nationally known manufacturers who do not pur- 
chase any equipment unless they are absolutely convinced of its value 
and serviceability. A list of these purchasers will gladly be sent on 

BENCH MODEL 

66q? 

request. = . 

The Schlemmer Wrapping Machine handles papers of all kinds with or Write for 
without adhesives. It is a tremendous time-saver over hand wrapping; Descriptive Cireular 
is adjustable to different size packages, and does a perfect wrapping P 
job. Very low in cost. and Full Particulars 

Sole Sales Agents 

VALDOR SALES, INC. 
330 FRELINGHUYSEN AVE. NEWARK, N. J. 

Manufactured by Schlemmer Engineering Corp. 
SEMI-AUTOMATIC AUTOMATIC SPECIAL 

TYIN MACHINERY FOR 
TWINg SHEET CUTTING WRAPPING AND SEALING CRIMPING AND SEALING BANDING 

CELLOPHANE CELLOPHANE REVELATION BAGS ALL PAPERS 
PROTECTOID WAX KODAPAK 

¥ SYLPHRAP KRAFT GLASSINE 
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ENCOURAGING STATIONERY 
ITEM SALES 

With enamelled metal caps and labels matching 

the color of the ink in each attractive and conve- 

niently shaped bottle, this new set of Stafford Ink 

packages is attracting attention. The labels were 

produced by Rode & Brand. 

A pull on any one of the ‘‘triggers’’ in the rear of 

this dispenser display releases a tin of pencil leads, 

permitting it to be delivered to the customer. De- 

signed by Posad, Inc., for W. A. Sheaffer Pen Co. 

White & Wyckoff Manufacturing Company an- 

nounces a stationery and calendar combination 

called the Town and Country box. The calendar, 

for 1934, features a series of excellent illustrations, 

“Famous Buildings the World Over.” 

Stripes, dots and tracery designs in lustrous finish 

papers are used as coverings for these social station- 

ery boxes which are among the new offerings of the 

Eaton Paper Company. 

A cover of salmon suede paper over a frosted glass 

base forms a display setting for the new Eversharp 

Adjustable Point fountain pen and pencil set. The 

base is made by the Owens-Illinois Glass Company, 

and the cover of the box by Dennison Manufactur- 

ing Company. Boxes with hinged covers attached 

to padded bases are used to package single pens. 



Ht Fz, 
Your Pocket / 

Our Design and Engineering Depart- 
ments are ready to cooperate with you 
in making your product more attractive 
and salable. 

E ARE proud to have had a part in the production of the 
new Kadette Junior Radio (by International Radio Corpo- 
ration) shown above. 

lt represents a revolutionary step in radio design. It is so small 
that it readily fits into a man’s overcoat pocket. 

The container or housing was designed and molded by our organi- 
zation. Three different colors of Plaskon were used for the molded 
exterior of these radios—antique ivory, bright red, and mottled 
brown. 

CHICAGO MOLDED PRODUCTS CORP., CHICAGO, ILLINOIS 

No. 17. Automatic Tube 
Filling, Closing and Crimp- 

ing Machine 

It’s Clipless! —» 
The COLTON 
CLOSURE 
This modern method of sealing and 

closing collapsible tubes is a marked 

improvement over the old method WV49H%) 

of sealing with clips. a 
aa 

Note the attractive finish given to INIAV H > 

end of tube by the Colton Crimp- suiDIDUy 
ing Machine. Many production ex- : 

penses are eliminated by this clip- TST ETT T 

less closure—i. e., cost of clips, time ———— 

required to replenish clip rolls—and 
maintenance expense of automatic 

clipping heads. 

A descriptive folder fully describing 

the Colton Closure sent on request. 

ARTHUR COLTON CO. 
2600 East Jefferson Avenue 

DETROIT, MICHIGAN 

NOVEMBER, 1933 

Se adientiete taetieeaae 

Commas. 



-cLING WITH PAPER AND 
TRANSPARENT BAGS 

(Continued from page 37) bags—the consummation of 

a realization that attractive appearance can stimulate 

sales. With the development of printing equipment, 

applicable to bag printing, and the increasing appreci- 

ation of successful and impelling design, it has been pos- 

sible to produce special and fancy paper bags which are 

giving an excellent sales account of themselves in retail 

markets. 

Transparent packages within the course of a few 

years have exercised a powerful influence upon the mer- 

chandising methods of many products. In some cases 

it has changed the very fundamentals of retail selling 

and opened new outlets for products where old markets 

had long ago reached the saturation point. 

With the steadily increasing use of transparent wrap- 

pings came the overwhelming demand for printed cellu- 

lose bags made to fit special requirements. New print- 

ing presses were designed to handle this material; bag 

making equipment was re-designed and rebuilt; bag 

filling and closing methods were changed. Step by step 

these problems have been met and solved. Especially 

during the past year much progress has been made in 

overcoming the limitations of printing and converting 

transparent cellulose into bags. Likewise production 

managers have discovered new methods of more rapidly 

and economically filling and closing these packages, and 

as a result of these new developments, more and more 

manufacturers are finding a bag to be the practical 

package that is adaptable to use for an increasing 

variety of commodities. 

Transparent bags are divided into three major style 

classifications, flat, square and satchel bottom. Each 

of these may be again divided into two sub-classifica- 

tions—full transparent (a bag made entirely of cellu- 

lose) and window style (a paper bag having a strip of 

cellulose inlaid on the face of the package). The ma- 

terials used may be plain, moistureproof, or heat- 

sealing transparent cellulose. 

Flat bags and bags with tucks are available in an al- 

most endless variety of styles and shapes, ranging in 

size from a flat bag small enough to contain an aspirin 

tablet, to a square bag large enough to package a woolen 

blanket. They may be made of a single sheet of cellu- 

lose either plain or moistureproof, or they may be 

double-walled (duplex). They may be printed in any 

size and any manner from one color on the face only to 

four colors in an all-over pattern. 

Satchel bottom bags are used extensively by confec- 

tioners for packing bulk items, candies, nuts, etc. They 

are especially desirable for packaging dry groceries; 

rice, beans, peas, dried fruits, and countless other bulks. 

Among the miscellaneous items packed in satchel bot- 

tom bags we find such products as: grass seed, sea 

shells, cigar clippings and doughnuts. The outstand- 
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ing advantage of the satchel bottom bag is its flat bot 
tom, enabling the package to stand in an upright pog. 
tion when packed. 

Cardboard inserts are frequently used to give added 
rigidity and shape to the top and bottom of the pack- 
age. Gummed seals are then applied to both ends to 
lend a finishing touch to its appearance. Until re. 
cently it has been necessary to insert these cardboards 
by hand at the time of packing although cellulog 
satchel bottom bags are now available with “built-in” 
cardboard bottoms. 

The idea of making double-walled or duplex bags is 

an old one, but has been applied to transparent bags 

only within the past year or two, due to manufacturing 
difficulties. 

The use of duplex bags has arisen almost entirely 
through a requirement for additional protective qual- 

ties. It has, therefore, found wide favor, particularly 

among packers of food products. In many cases, how- 

ever, the packer specifies the cheaper plain cellulose for 

the outer sheet—a maneuver which almost defeats itself 
where protection is the object. The unusual hygro 

scopic characteristics of plain cellulose may cause 

shrinkage or expansion which will spoil the appearance 

of such a bag. To get the full benefit of a duplex bag, 

both sheets should be moistureproof cellulose. Secon- 

darily, the need for extra strength has promoted the 

use of duplex bags. 

Combination or window bags continue to expand 

their field of usefulness where visibility and economy 

are essential requisites. There are countless papers 

that may be fabricated with transparent cellulose and 

converted into bags in any of the three major styles. 

Moistureproof papers are used with moistureproof 

cellulose to give complete moistureproof qualities to the 

finished package. Likewise ordinary papers are used 

with plain transparent material where keeping qualities 

are not important. The width of the window may vary 

from a narrow strip of cellulose in the center of a bag, 

to a wide strip spanning the entire front. It is some 

times extended to cover the front and sides providing 

only a narrow strip of paper on the extreme back of the 
package. Bags of the window type lend themselves 
beautifully to printing. Unusual and striking effects 

may be obtained by using brilliantly colored papers 
and contrasting inks for printing. Window bags afe 

preferred by many packers not only as a measure 

economy, but because they are easily opened and filled, 

and because less care is required in storage to keep them 

in good condition. 

Printing on cellulose bags is no longer in the exper 

mental stage. It is possible as well as practical to print 

on cellulose anything that one might expect to obtaim 
on ordinary paper, in color combinations up to four 

colors, and with the use of process plates and inks the 

possibilities are extended to a point where the results 

obtainable compare with the full color pages shown 

the present-day magazines. 

Must 



LUSTEROID VIALS AND TUBES 
6 The Featherweight Unbreakable Modern Container 

I re. Tablets, powders, pastes, cosmetic preparations and many 
ards other preparations are being sold in increasing quantities 

ulose in these attractive, economical and unbreakable containers. 
{t-in” 

Obtainable in a wide variety of colors, including pastel 
me shades and clear transparent—lithographed if desired. 

‘bags LUSTEROID containers are extremely light in weight, 
aie therefore effect a big saving in transportation charges. 

tirely They effect a considerable saving in packing costs and 
quali- breakage losses, due to their rugged strength and un- 
ularly breakable quality. 
how- 
sot Write for samples of sizes and styles suitable for packing 
‘itself your product. 
Ly gro- 

cause LUSTEROID 
rane CONTAINER COMPANY, INC. 

x bag, Formerly Lusteroid Division of 
con- 

4 the THE SILLCOCKS-MILLER COMPANY 

10 PARK AVENUE, WEST 

xpand SOUTH ORANGE, NEW JERSEY 
omy 

papers 
e and 

styles. pee below is actual D i S P L A y _ C R D 
eprool 

Ag MERCHANDISING 
e used 

ait BOOSTS SALES! 
ee If you manufacture any small articles of mer- 
7” chandise—such as lipsticks, deodorants, per- 
scl fumes, pharmaceuticals, notions, hardware— 
widing you can greatly speed up turn-over by fasten- 
-of the ing such items to small, attractive display 
aselves cards featuring the uses and advantages of the 

effects 

papers 
igs are 
sure of 
1 filled, 
p them THE MODERN METHOD OF FASTENING 

is being used by hundreds of manufacturers for 

expet- attaching their products to display cards. Mail the 

int coupon below for full information regarding this sim- 

a 42h ple, economical method of fastening. 
obtaitl : 

to fout BOSTITCH SALES COMPANY 
iks the East Greenwich, R. I. 
1 lil ee CCSD nn 

own if Boattch Sales Company, East Greenwich, R. I. MPAs 
send me free copy of “Guarding Against Profit Thieves” 

eee 
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GLAD RAG MULTIPLIES 

CHAIN STORE SALES 

HOROUGHLY convinced of the merits of its 

product—a polishing cloth—the Glad Rag Prod- 

ucts Corporation of New York felt that sales on 

this item were not what they should be. Aftera 

careful study it was found that the Glad Rag packages 

were getting lost in the shuffle, so to speak, on the aver- 

age chain store counter. They were even being mis- 

placed by store managers, finding their way to loca- 

tions associated with items with which they had no 

connection. So...according to Sidney E. Froehlich, 

of the Glad Rag Products Corporation: 

‘An analysis of our old package disclosed that it not 

only lacked appeal but also showed why sales were not 

forthcoming in expected volume. When on display 

this package lost what little effectiveness it had because 

we tried to say too much, including directions for use, 

on the face of the package and in type that was all 

about the same size. This confused the purchaser’s 

eyes—nothing stood out boldly for her first attention— 

all of which resulted, as we later discovered, in a fatigu- 

ing sensation. 

“The new design, which was planned and developed 

by Edwin H. Scheele, is very refreshing and attractive 

on display. It unmistakably tells a story to the pur- 

chaser as well as the store manager. The store man- 

agers now know where to display our product and the 

purchaser immediately recognizes what it will do for 

her. 

“The Glad Rag is packed in a transparent cellulose 

envelope. An accompanying illustration shows the old 

container, with its homely lettering in black and trade- 

mark in red, in contrast with the new which employs 

three colors instead of two.. The trade-mark, while 

basically the same, has been redesigned in better pro- 

portions and balance and the circular section is now a 

solid red with the product title in white. The double 

headed arrow which calls attention to the new slogan 

that Mr. Scheele created for us is in a deep ultramarine 

blue with white lettering. The horizontal lines across 

the envelope and the checkered border star design are 

also in the same color combination. The small square 

at the bottom section of the envelope is in red with 

white lettering. The natural tan of the Glad Rag 

shows through the envelope and forms the background 

and major color of the package. The envelopes are 

supplied by the Thomas M. Royal Company. 

“The directions for use were relegated from the face 

of the package to a cardboard inserted in the back of 

82 MODERN PACKAGING 

the envelope. This idea also adds rigidity to the pack- 

age, making it more convenient to handle. 

‘‘What has happened to the sales of the Glad Ragis 

interesting and can be directly accredited to the new 

package. It has won a position in chain stores directly 

on or immediately adjacent to the silverware counters, 
as well as in the usual rag and cleanser section. Froma 

meagre listing of a portion of the New York stores, our 

new package design has brought us complete listings in 

all cities since its adoption in April of this year. ln 

fact, the Glad Rag in its new dress is now obtainable 
from Cuba to Honolulu as well as being exported to 

European countries with a special agent in England. 

It has gained for us cooperation to the extent of special 

counter and complete window displays. At a conserva 

tive estimate, our sales increased 60 per cent by the 
middle of June of this year and have been maintained 

and constantly improved since. Certain metropolitan 

chain stores that had averaged between 50 and 60 pack- 

ages a day jumped to 120 and 160 a day when the new 

bag was substituted. Other store locations re 

various increases, one of which showed an increase 

almost 100 per cent in sales. 
“An interesting sidelight is of the development aid 

progress made with another chain. This account ws 
opened with the old package and the sales were fait 
When the new package came out, we exchanged all of 

the old packages they had on hand for the new. Their 

sales showed an increase immediately and they wer ° 
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WHEELING STAMPING COMPANY 
Factory: Wheeling, W.Va. Representative: Geo. K. Diller 

B. E Stover, Sales Manager 90 W. B’way, New York 

ON MY WAY TO 
£ NEW YORK AND 

6 THE PICCADILLY 
at ee ie 

a\:: best hotel | know! 
Near everything, just ything, jus 
200 feet from Broad- 
way. Modern, hospit- 

able, and comfortable. 

| Like the Manager, 

like the rates —$2.50 

single, $3.50 double, 

for a room with bath! 

THE HOTEL - 

PICCADILLY 
So 45th St. « W. of Broadway * New York 

WILLIAM MADLUNG, 
Mag. Dir. 

MODERN PACKAGING 

pleased with the results that they tried out the product 

in twenty-five additional stores. The first store in the 

new group to receive the goods re-ordered three grog 

within ten days of the original order, the first order of 

one-half gross being a test quantity. In fact, in the 

early summer our new package placed us in a very tight 

and over-sold condition, causing our plant to work 

nights in an effort to catch up with orders on hand 

which far exceeded our expectations. 

“Our experience with the Glad Rag has convinced ys 

that a good quality product is not sufficient in itself to 

build sales for us as manufacturers. The product itself 

has not been changed and therefore a good portion of 

our added sales results can be definitely attributed to 

the new package design. However, on the other hand, 

we also believe that had the product not been of extra 

good value or that consumers had no use for it the im- 
proved appearance would not have helped us maintain 
our sales volume.” 

REPACKAGE? 
LOOK AT THE SALES FIGURES 

(Continued from page 41) 

“Why wait? Get your new package before the 

public as quickly as you can. Don’t wait until the 

old packages are sold. Take them back from the re- 

tailer and give him a chance to be up-to-pace at once. 

Selling in bulk is poor merchandising these package 

days. The contemporary buying public is color con- 

scious, mode minded, artistically more aware. They 

like watching the passing package parade. Business 

today is like a three-ring circus. The ring that has the 

best show draws the crowd. And the product that has 

the best package draws the sales!” 
So says Manager Harlow. He ought to know. He 

does know. All he has to do is to look at the sales 

figures! 

REMEMBRANCE ADVERTISING 
IN WOOD BOXES 

(Continued from page 54) food and other perishable 

types of products. 

Aside from the warmth and natural beauty of attrac- 

tively combined native and foreign fancy woods 

manufacturers are rapidly coming to realize the im 

portance of, and the lasting advantages of “remeltt 

brance advertising’’ as it may be applied to packaging 

their particular products. What better advertising 

could the manufacturer undertake, than to set aside 

definite portion of his advertising appropriation to 

change, improve or create an attractive package that 

will not only aid in spot-sales, but will serve in some 

other capacity in the homes or offices, long after the 

product has been used? For example, this attractive 

walnut fruit-cake box will unquestionably be found 

a variety of practical uses on the living-room tables, 

buffets or dressers, in countless homes, long after its 

delectable contents have been consumed. 
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UND BOOKS AND 
SOUARE DERBIES 

(Continued from page 48) work with the Cellophane 

people, who, I understand, also make dynamite, to 

. develop a new Cellophane adhesive for sealing such 
packages. Then when we wished to open them we 

could apply a match to the corner or set the package in a 

warm place where it would harmlessly blow itself open 

within a reasonable time, say two or three minutes. 

As “we, the people” begin spending our money again, 

we shall appreciate the many improvements, esthetic 

and practical, which designers and manufacturers have 

labored to give us. But let them all remember, there 

are those among us who prefer an old pine trestle 

table to a chromium manicure table from which to eat 

our humble meals. 

And that when we draw our chairs up to the fire to 

read our paper, we prefer the old fashioned comfort of a 

wing chair, where we can doze off after a few headlines, 

to those made from bent pipes which end abruptly in 

the middle of our back and are called modern. 

Round books, square derbies, heart-shaped spectacles 

and accordion-fold newspapers would undoubtedly 

find some followers. But remember the round playing 

cards. Too much of the players’ time was wasted look- 

ing for them when they rolled under the divan or be- 

hind the dining room door. 

* 

SOLKA—THE PURIFIED CELLULOSE 

AKING its initial appearance in the textile 

industry and applicable for the manufacture of 

many products, a new and interesting fiber produced 

from a cellulose base offers interesting possibilities for 

use in other fields, including that of packaging. This 

new material, designated as Solka, has been developed 

by The Brown Company of Portland, Maine, and con- 

sists of cellulose from which all of the impurities have 

been removed. In appearance the material is not un- 

like cotton. In this form Solka is being spun into yarn 

of exclusive characteristics. It is claimed to have un- 

usual strength, no shrinkage, little stretch, high ab- 
sorbency, fine smoothness and economical uniformity. 
Fabrics are then woven from the yarn, and it is possible 
'o coat the finished fabrics with pyroxylin materials, 
making them waterproof. 

Among the applications of Solka which have been 

made are the following: rugs; upholstery materials; 

Wearing apparel: shoe innersoles, counters, sock linings, 

box toes and upper stock; towels; facial tissues; pre- 
pared roofings, and printing papers. Directly in the 
packaging field is the application of Solka as one of the 

ingredients of urea formaldehyde and phenol resins as 
wed in molded containers, displays and closures. It 

may be expected that further extensions may be made 

into this latter field. 

LET US 
SOLVE 
THAT ADHESIVE 

PROBLEM FOR YOU 

If you are having difficulty in getting a 

good, strong, durable bond in the seal- 

ing of moisture-proof, transparent 

cellulose bags, wrappings, window 

cartons; or if you are confronted with 

any kind of adhesive problems whatso- 

ever, let us assist you in solving them 
once and for all. 

The services of our chemists and a well 

equipped laboratory are at your dis- 

posal. 

forex) UNION PASTE CO. 
wl, MEDFORD, Mass. 

ROADWOOD HCTE- 
PATEL A DELP EEA PENNA. 

== BROAD STREET AT WOOD 

Gi NnvOuUnCES 

that all rooms with baths except corner 

rooms, are priced at Two Dollars per day 

for each person occupying a room. Indoor 

parking space is available at twenty-five 
cents per night. The BROADWOOD HOTEL, 

containing every convenience and device 
for health, recreation and comfort (in- 

cluding Swimming Pool and Turkish 
Baths) to be found in any fine Hotel, 

Club House, Gymnasium or Convention 
Hall, extends to you a cordial greeting 
and hopes your visit to Philadelphia 

will be agreeable. The BROADWOOD 

HOTEL has accommodations for seven 

thousand persons. 

HORACE M. DOBBINS 
General Manager 
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$6 Couldn't be better" — was the hearty endorsement 

of the many vacationists who last year tasted the exhilarant 

pleasures at the Miami Biltmore, "Center of the Wintertime 

World." 

@ Even better, this year, and bigger — the Miami Biltmore's 

program of vacation activities and extraordinary courtesies for 

its guests . . . with more nationally important events in golf, 

tennis, aquatics, equestrianism, deep-sea angling . . more 

exciting social events, from chowder parties on the Florida keys 

to the National Horse Show and Ball . . 

tion service in sea-sleds for scooting down Biscayne Bay and the 

. additional transporta- 

inner waters to Key Largo, as well as the established schedules 

of Florida Year-Round Clubs guest transportation, by aerocar or 

autogiro, to EVERY point of interest and activity in this whole 

resort area . . . and membership privileges in each of the three 

sports units of the Florida Year-Round Clubs (Miami Biltmore 

Country Club, Roney Plaza Cabana Sun Club and the Key Largo 

Anglers Club) extended to you as a Miami Biltmore guest. 

@ When you register at the Miami Biltmore, you write your- 

self into a complete vacation, opening the doors to all the 

x be? 

pp. 

CORAL GABLES ° MIAMI ¢ FLORIDA 

CENTER OF THE WINTERTIME 

wer Comncemrved 

important resort pleasures, many of 

which can be enjoyed only at the 

Miami Biltmore. 

@ While the hotel's prices remain 

sensible, despite the amazing program 

of entertainment provided, there is 

that other consequential economy of 

being privileged to ride luxuriously to 

the races, the beach, the Florida keys, 

the shopping and theatre districts, 

without its costing you a cent... 

saving you on this item alone prac- 

tically the amount of your hotel bill. 

@ Who's afraid of the big, bad 
winter—when he can lighten his heart 

and rejuvenate his body with “the 

most amazing vacation ever conceived" 

and do it on his modest stay-at-home 

budget? 

OPEN OcT. 28TH TO JUNE 30TH 

FOR INFORMATION, LITERATURE 

AND RESERVATIONS ADDRESS 

THE HOTEL DIRECT OR SEE 

YOUR TRAVEL AGENT 

worRtLbD 
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Prepress aluminum tubes are daily 

proving to be powerful sales aids in the 

merchandising of innumerable products. 

Being exceedingly pliable, easy to press 

and fold—and yet possessing excep- 

tional strength and toughness — these 

tubes build up sales volumes by induc- 

ing repeat purchases. 

They are economical, too. Their light 

weight effects economies in packaging, 

handling and transportation. 

Investigate their many advantages and 

economies. Samples sent on request. 

PEERLESS TUBE COMPANY 

MEMBER 

WE DO OUR PART 

PEERLESS TUBES PRESERVE 

AND OUTLAST THEIR CONTENTS 



Holiday Sales 

Here’s conclusive evidence of the selling power of molded Durez boxes. Last Christmas 

Pioneer Suspender Company doubled their belt sales—merely by packing them in a red-and- 

black Durez cigarette box package. . . . This year Pioneer plays a sure bet again. It’s another 

Durez box, perfect for cigarettes, with a Butler Silver finished hinge-top. Lustrous black 

Durez and gleaming metal—rich-looking, sturdy, permanently bright. . . . Durez boxes can do 

similar things for your product—the year around—whether it be hosiery, drugs, cosmetics, 

perfume, pipes, manicure sets, pens, watches. They’re light, strong, colorful, non-fragile, and 

can be made in any shape, any size, any style. They add immeasurable value to your product. 

+++ For further details, write General Plastics, Inc., 211 Walck Rd., North Tonawanda, N. Y. 



Packaging for Beauty 

means Packaging in 

PLASKON 

When the International Radio Corporation decided 

to produce the smallest radio of quality, they were 

led, inevitably, to the use of PLASKON. No material 

so ideally enriches and accentuates the beauty of fine 

design. The wide range of PLASKON colors permits 

a perfect harmony with any color scheme. And the 

strength, durability and acid-resisting qualities of disposal. 

TOLEDO SYNTHETIC 

PRODUCTS, Inc. 
TOLEDO, OHIO 

Molded by CuicaGo Mo pep Propucts Co. 

PLASKON insure cabinets unharmed by use. Specify 

PLASKON for your molded containers, closures, dis- 

play stands and other devices. Your molder will 

gladly show you samples and give you any addi- 

tional information that you may desire. The services 

of our technical and designing staffs are also at your 


