


CONSUMER BAIT 
a tantalizing 
In fishing for business, asfin 
the sport itsell, the lure is} 
paramount importance toa 
good catch. ! 

We'd like to hire out as “‘quide” 
to your product—to give it the 
kind of package bait which 
nets a good business haul. 

BROOKS & PORTER, ne. 
304 HUDSON STREET, NEW YORK 

CREATIVE STYLISTS 

AND MANUFACTURERS 

OF FOLDING CARTONS, 

COUNTER AND 

WINDOW DISPLAYS 







IF SCREW CAPS were tweflty times larger than they attally aré it would 

be a simple matter to deterryfine why some of {hem fit whiJe othergdo not 

Of course nothing’ would be gained making them theft large. But /. 

there is.an ingenigxfs machine which Seg “blows up” a 

to twenty times“its actual size. It then \sermits you to ‘Jéok through ‘''Ahe Spaque 

walls of je screw cap and checkNits fit in relation 46 the finish of the’glass con 

taipef, and the finish of tes ainier in péfation to a step graph. 

This machine is uferly hearttess. It pfesents a pic}dre of accuracy, or lack 

of accuracy, which shames the fnost acetrate plug orAcrew aauge, or any other 

method of-meastxing. a magfiine has beern/in Aaily use in Phoenix plants 

for afiumbeNocf years. The geCuracy of Phgehix £crew caps is checked — in fact, 

nd constryefion have beer_dictg#éd by this uncompromising machine. 

SSO rN METAL GAP OO 
\ 2444 W. SIXT N sT., CHICAGO :: 3720 FOURTEENTH AVE., BROOKLYN 

CT Cap—Flat Top C T Cap —Domed C T Cap—No Knurl 

APRIL, 1935 
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po —Sucsle CHoctless 

S er of a dacing Sloop 

e@The New REDINGTON Continuous Loading 

CARTONING MACHINE gives you that same feel- 

ing of smooth, sustained speed. @ It cartons products* 

\:9 ‘ from bottles to razor blades, collapsible tubes to jars 

without clatter or bang, without ugly, swinging arms 

—without cams. @ Loading is done continuously and 

. gently at one-fifth the high operating speed. @ Whether 

or not your product comes in several sizes, or includes 

ere a circular or other material, this Redington can help 

lower packaging costs. @ May we give you full details 

about this ‘Most Complete and Perfect Cartoning Ma- 

chine yet?” @ We'd like a sample of your product, too. 

F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, III. 

REDINGTON 
Continuous Loading 

CARTONERS 

% “If It’s Packaging—Try RedingtonjFirst”’ 

“THE CANDIDA” 

lying well over during one of 
the races of the Royal Har- 
wich Yacht Club’s Regatta 
at Harwich. 

4 Se a 4 
BE Soe — neon oe = sd on earn ay <a. 

» * “ Prd vy 

my a eset Ba se oti, 

. eee ie syee 

. ~ . ; 14 ‘ — . : ° . ; 1 . - 
High Speed Cellophane WRAPPING MACHINE Continuous Loading CARTONING MACHINE 

Fast enough to meet the most exacting demands. Compact, *For any cartoned product such as-drug and toilet prep- 

complete and durable—by far the finest ever built. “Easy arations, foods, candy, soap, razor blades. Mechanism 

Opening Strip’? device, and printed Cellophane design con- for high speed folding and inserting circulars optional. 

trol optional. 



KALAMAZOO VEGETABLE PARCHMENT CO. 
PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 
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pic 
— when we said “SAVE 259,” in our 

advertisement which appeared in the 

January, 1935 Modern Packaging. 

we stould 
have sate. 

UP TO 

OZ SAVING 
tity of your product, closes the liner top and seals 
the carton top and bottom. It will use any kind of 

Pneumatic’s method of making small package lin- 
ings, we said, saves 25; in paper cost. But actually 

it cuts the cost in half, because, while it requires 

25°% less lining paper by area, it requires over 50°; 
less by weight—and it’s by weight that you buy it! 

Yes, it saves you 50% in paper cost, yet gives you 

a stronger package, better protection for your prod- 
uct. The machine feeds and forms the carton, makes 

and inserts the bag liner, fills in an accurate quan- 

NEUMATIC 

lining paper your product requires—W ax, Glassine, 

Parchment, Waxed-one-side Glassine, or “paper 

back” Foil. 

Let a Pneumatic engineer prove these facts to you 

and also demonstrate the other outstanding advan- 

tages of our new Hi-Speed, Small Packaging Unit. 

Call the nearest Pneumatic office. 

PNEUMATIC SCALE CORPORATION, LTD. 

71 Newport Ave , 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; Sidney, N.S. W. and No. 41 Whitehall, London, S. W.1 

SCALE Lekipiing Machinery 
APRIL, 1935 5 



HERE is no place in packaging for inexactness. 

When a ship’s captain shoots the sun, he is 

seeking to locate his position, not just approximately 

but exactly. With sure and practiced eye he proceeds 

to do it, carefully and accurately. Technical men of 

every sort have the same passion for exactness. 

6 MODERN PACKAGING 

So it is with the basic elements of glass packaging, 

the closure and the container. The difference be- 

tween satisfaction and disappointment for the con- 

sumer is often measured in a small fraction of a 

thousandth of an inch. The most minute crevice in- 

visible to the eye may permit a product to leak, io 



evaporate or to spoil. Hence the vital necessity for tion activities on raw materials and on processes, 

extreme accuracy in closures and in glass finishes. you would appreciate more fully the extreme pre- 

cautions we take in every step of their manufacture. 

The Anchor-Capstan organization, makers of caps 

; ; ; We must be sure .. . if our closures and glass con- 
and glassware for those industries who package 

tainers are to function properly and give continued 
their products in glass containers, has a tremendous 

; satisfaction. You likewise must be sure... else you 
respect for the virtue of being sure. A quarter cen- 

. are gambling with reputation. 
tury of experience with the sealing problems of pack- 

aging products in glass has taught us its necessity. There is a feeling of security as well as a dis- 

tinct satisfaction in doing business with an_or- 

iy , ‘ ’ » Tork) : F -K o} ey. e . . 

Could you but watch the workings of our Engineer ganization as long established, as dependable, as 

ing Departments, our Research Staff, our Chemi- completely equipped and as careful in their recom- 

cal and Biological Laboratories, you would realize mendations as Anchor-Capstan ... and one as sin- 

more nearly the exacting care and the months of cerely anxious to prove its appreciation of any 

patient investigation that go into the design of our order, large or small, by rendering every possible 

products. Could you observe our testing and inspec- service within our power. 

Tue comBINeD FACILITIES and services of the Anchor-Capstan organization are yours 
SPARRING FP LIMA 

to command. If you are having packaging or sealing difficulties or problems, our tech- 

nical staff will be glad to work with you in solving them. Our laboratories are constantly 

studying various products axd the best methods of sealing them ... perhaps we can be of 

help on one of yours. Furthermore, we are prepared to suggest styles of containers, 

types of closures, appropriate decorations, a complete package design, if you desire. 

ANCHOR CAP & CLOSURE CORPORATION se CAPSTAN GLASS COMPANY se SALEM GLASS WORKS 

LONG FSLAND: CITY, Ne ¥s CONNELLSVILLE, PA. SALEM, N.S: 

| He GLASS CONTAINERS see CLOSURES 

He SEALING EQUIPMENT 

He RESEARCH se PACKAGE DESIGN 

Bi IR ee oe. 
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THE BEST 

Craqtelv(e 

Many manufacturers of large selling products have approved ”Ri i a e 

RIDGELO Clay Coated Folding Boxboard consistently for CLAY 

cartons — whether made by themselves or independent box 

makers. med Rot, cee -tep @:ter.¥ ae) 
Norwich is one organization that has done this, and so held 

to a standard of fine, attractive, well-printed cartons. If you 

have used RIDGELO, you know what this means.—If you 

haven’t, may we send you samples for comparison? 

Made at RIDGEFIELD, NEW JERSEY 

By LOWE PAPER COMPANY 

Representatives: — W. P. Bennett & Son, Toronto — A. E. Kellogg, St. Louis 

Pacific Coast Distributors: — Blake, Moffitt & Towne — 

— MacSim Bar Paper Co., Chicago 

Zellerbach Paper Co. 
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* Newest of the Arts 

HE KEY TO ECONOMY AND INCREASED PRODUCTION 

ARDING + ASSEMBLING + FASTENING « TACKING 

- ¢ © HERE’S THE STORY ~~ .~ 

CTAPLE craft 
— 

J “ NEWEST OF THE ARTS” 

it's positively brutal 
what a PRODUCTION MAN 
can do to Costs 

when he switches to STAPLES 

CME STAPLE CO.,1643-47 HADDON AVE.,CAMDEN, N. J. 



RESINOX (CORPORATION 
(SUBSIDIARY OF COMMERCIAL SOLVENTS CORPORATION AND CORN PRODUCTS REFINING COMPANY) 

MANUFACTURERS OF SYNTHETIC RESINS AND VARNISHES 
¢* ¢ 

PLANT NEW YORK CENTRAL BUILDING TELEPHONE 
EpGEWATER, N. J. 230 PARK AVENUE VANDERBILT 3-9300 

NEW YORK, N. Y. 

March 27th, 1935 

SE See 
Serene eum 

Attention: ~dooGRetind ther 

Dear Mr. Brown: 

We note from your favor of March 25th that you would like to 
make various molded articles, such as boxes, compact cases, and 

jigger caps from colored molding powders, but that you think this 

cannot be done owing to the slowness of cure of the various colored 

molding powders with which you are familiar. 

You will be interested to learn that there is available a com- 
plete line of Resinox molding powders in many colors all of which 

cure very rapidly. In fact, articles can be molded from these colored 
molding powders in just as short a time as would be required if a 

fast-setting black powder were used. 

Under separate cover there is being sent to you one of our 

Resinox color chains so that you may see the variety of colors avail- 
able. We are also forwarding five-pound samples of two of these 

colored molding powders so that you may make your ow molding tests 

and satisfy yourself as to the great rapidity with which these powders 

cure when molded. A test of these molding powders in your own plant 

will prove more convincing than.anything we can say. 

May we suggest that you carefully examine the articles which 

you mold from these samples of Resinox colored molding powders. Note 

their lustrous colors, their unblemished surfaces, and their truly 
beautiful appearance. 

Yours very truly, 

LL Yak 
CLG :M President 

ss RESINGX 
| Molding Restaa 2 Molding Compounds 

Laminating Varnishes 

MODERN PACKAGING 
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EMERSON DRUG CO. 

canvassed the country for its 
carton makers. 

THEN IT SELECTED 
A. CG. M. 

When one of the oldest firms in the phar- 

maceutical field decides to turn to cartons... 

when its production runs into the millions, 

annually ... vou can be certain that it will 

exert every possible care in selecting its 

carton maker. 

That A. C. M. was chosen is another indica- 

tion of the growing realization among 

leaders in packaging that this house knows 

how to make the most of fine board (coated 

in its own mills) and fine carton-making 

equipment. 

 BROMO-* 
SELTZER 

EMERSON’'S 

BROMO- 
SELTZER 

SS 
EACH OUNCE CONTAINS 

{BROMO} aera, 
EACH HEAPING TEASPOONFUL 

SELTZER} Sczmcs.,, 
FOR scar saronr 

| HEADACHES Pat dsr tb ae 
NEURALGIA ores 

EMERSON DRUG CO. 
BALTIMORE. MD. 

U.S.A. 

i BROMO-= 
\ SELTZER 

COPYRIGHT 1935 
BY 

EMERSON DRUG Co. 
: } 

Contrast the new carton family 
with the old Bromo-Seltzer 
wrap and you will see why Emer- 
son made the change. Contrast 
this carton with any you wish, 
and you will see why they speci- 
fied A.C. M. as their carton 
supplier. 

AMERICAN COATING MILLS INC. 
CARTON DIVISION 

FORMERLY ILLINOIS CARTON AND LABEL CORP 

ols AKon-Nero) ELKHART, INDIANA 

Branch Offices Wrigley Bldg., Chicago 

NEW YORK 

22 East 40th Street, New York City 



ABOVE—Packaging non-free flowing products 
with a PACKOMATIC semi-automatic carton 
sealer and auger type filler. Operating speed 
15 or more per minute. 

LEFT—Packaging semi-free flowing products with a 
PACKOMATIC Model PT Carton sealer and 
double unit net weigher. Operating speed up 

to 30 packages per minute. 

BELOW—Packaging salt with a PACKOMATIC 
Model 12 carton sealer equipped with an eight 

pocket volumetric filler. Operating speed 60 
or more per minute. 

There’s a PACKOMATIC Carton Sealing 

and Weighing or Filling machine which will 

better suit your requirements, regardless of 

product to be packed. 

We also make automatic weighers and 

fillers for bags and cans, as well as a com- 

plete line of packing room equipment, includ- 

ing Container Sealing Machines, etc. 

A PACKOMATIC ENGINEER WILL CALL UPON REQUEST—NO OBLIGATION 

ve: |PACKOMATIG 11 W. 42nd St. 
NEW YORK CITY 

cristae | PACKAGING MACHINERY 
SAN FRANCISCO, CAL. J, L. FERGUSON COMPANY, JOLIET, ILLINOIS 

MODERN PACKAGING 
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COST WENT Dow, QUALITY WENT uP 

WHEN THE STANDARD-KNAPP MAN PUT 
HIS FINGER ON THE WEAK SPOT... 

Today, in this plant, costs have gone down . . . production 
has gone up... because Standard-Knapp men are more 

At a large Eastern plant, a Standard-Knapp case-packer 

had been installed. Large savings were expected ... but. 

at first, they failed to materialize. 

The plant executives tried one expedient and then another. 
Finally they called in a Standard-Knapp engineer. Inch 

by inch, he went over the line . . . covered the whole thing 
two, three, four times. Then he noticed something. 

“Why was that roller removed from this conveyor?” he 

asked. ‘Oh that?’ they answered, **That’s so the cartons 
will turn over before reaching the packer.” 

Then he showed them how the change of a roller . . . small 
in itself...was slowing up the whole line... showed 

them how a more even delivery could be secured through 

another method. 

than machinery sales- 

men. With a record of 

practical packaging ex- 

perience ranging from 

eight to twenty-eight 

years, they are prepared 

to give you’ sound 

money-saving advice. 

This service is available 

. Without obligation 

- on twenty-four 

hours’ notice. Wire 

our nearest office. 
WRITE 

FOR THIS 
VALUABLE BOOKLET 

STANDARD-KNAPP CORPORATION 
43-27 33rd Street 

LONG ISLAND CITY, N. Y. 

420 S. San Pedro St. 

LOS ANGELES 

CHICAGO 
208 W. Washington Street 

189 Second Street 

SAN FRANCISCO 

1001 Society for Sav. Bldg. 

CLEVELAND 
909 Western Ave. 

SEATTLE 

Windsor House, Victoria St. 

LONDON, ENGLAND 

APRIL, 1935 



“Package Personality” is by no means an 

imaginary quality-—it is very real and very 

necessary. Through its magic charm, world 

markets are opened up for products that 

hitherto were classed as ugly ducklings. An 

old scouring compound makes the grade with 

the “400” because it is dressed in a new con- 

tainer—a “has been” tooth powder captures 

record sales because it has combined pack- 

age-appeal with its already well-known 

qualities —an overlooked headache tablet 
finds its way into millions of handbags 

charm in a dainty glass 
package’... 

because its lustrous, dainty glass container 

is easy to look at and easier still to carry. 

There —in short —isthe reason why Kimble 

Vials have taken first place as the most pop- 

ular package for drugs, perfumes, proprie- 

taries, cosmetics, and thousands of other 

products sold in small containers. They are 

light in weight, resistant to breakage, handy 

to carry, and convenient to use. Beautifully 

labelled and colorfully closured, they possess 

a natural charm and eye-appeal that create 

new sales and new profits wherever they go. 

Consult with Kimble 
on your packaging and 
sampling problems. A 

Kimble Vial will un- 

doubtedly fulfill your 
requirements. There are 

Kimble Vials for Drop- 
pers, Applicators, Goldy 

Seals, Shaker Tops, Re- 

Seal-It Caps, Metal and 

Bakelite Screw Caps, 

Slip Caps, and numer- 

ous other types of clo- 
sures for standard and 

special uses. 

KIMBLE ctass company 
NEW JERSEY. 

"There's personality and | 

F 

7 

VINELAND, 
NEW YORK ® PHILADELPHIA e 

CHICAGO e DETROIT 

>] <<< << <<< <<< < <<< 
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NEW! 
MULTICOLOR 

} RIBBONETTE 

A sensationally new development in 

tying materials --- Ribbonettes 

printed in two, three or four colors! 

In our regular Ribbonettes we have been able to 

furnish an almost unlimited number of designs 

and colors. With the addition of the Multicolor 

Ribbonette there is absolutely no package for 

which we cannot design a ribbon. A\ll shades---even metallics. * : . ‘ 

Let us make suggestions for your packages. 

RIBBONETTE DIVISION 

CHICAGO PRINTED STRING CO. 
2319 Logan Blvd., Chicago, Ill. . 55 West 42nd St., New York 

IBBONETTE 
By the Makers of Print-Ad- String. 

APRIL, 1935 



rs A SUN TUBE 

ae iy | [ ' | Distinctive; whige Beetle caps, on tubes containing 

! ; ' Harriet Hubbard Ayer world-famous cosmetics, mark 

the introduction of this plastic to the tube field. 

Available in light, bright tints... dark, rich hues... 

‘practically proof'against color “bleeding”. . . Beetle 

simplifies problems of tube decoration by achieving 

colorharmony between printed decorationand closure. 

SUN TUBE CORPORATION - HILLSIDE, N. J. 
CHICAGO, ILL. DETROIT, MICH. CINCINNATI, OHIO 

Harry Holland & Son, Inc. Harry Holland & Son, Ince. R. B. Busch 

400 W. Madison St. 1941 W. Fort St. 

ST. PAUL, MINN. LOS ANGELES. CALIF. 

Alexander Seymour Package Associates 

100 So. Ohio Bank Bldg. 1745 University Ave. 900 East 31st St. 



HERWIN-WILLIAMS adds the finishing touch 
The Ipana Tooth Paste collapsible tubes are produced and Sherwin-Williams finishing engineers are constantly 

the Sun Tube Company. Every tube is given the finish- aiding production ingenuity and costs on new jobs, and 

touch of Opex Clear Tube Lacquer. The fine lithography assuring uniform results on old. Stains... fillers . . . lac- 

ot only protected from soap alkali and acid reactions quers ... varnishes... enamels ... primers . . . sealers. 

he bathroom but its values are sharpened by the clear Both the finishes and the finishing engineers “cover the 

h gloss of the lacquer that protects it. In one of the industrial earth.” Be sure to utilize the products and serv- 

st efficient plants in America, Opex Lacquers are a part ices. The Sherwin-Williams Co., 101 Prospect Avenue, 

pxacting unit costs. ¢e Sherwin-Williams Industrial finishes, Cleveland, Ohio, and all principal cities. 

SEE THE SHERWIN-WILLIAMS FINISHING ENGINEER 

ERWIN-WILLIAMS PAINTS 
} INDUSTRIAL FINISHES 
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B. P. JOHN 
PORTLAND, OREGON 

B. P. John converts a log to a living room 
suite, all within one organization. This 
leading West Coast furniture manufacturer 
believes in complete control from raw 
materials to finished furniture. When pur- 
chasing finishes for wood products, they 
expect the supplier of these finishes to 
subject every ounce of material to thor- 
ough laboratory test. 

That’s just what B. P. John receives 
from Sherwin-Williams, and forthat reason 
this high-grade furniture manufacturing 
concern purchases 100@% of its finishing 
materials from us. Furthermore, its sales 
force stresses the fact that B. P. John uses 
Sherwin-Williams finishes exclusively— 
the best quality lacquers, stains and fillers 
obtainable. They also emphasize to their 
customers the extra value of finest quality 

. finishes, backed by the wide experience of 
the Sherwin-Williams research and tech- 
nical organization. This close codpera- 
tion has also led to definite production 
advantages—improved product quality, 
less finishing trouble, more dependable 
finishing schedules, while unit costs are 
well within an economical budget. 

FREEMAN SHOE 
COMPANY 

BELOIT, WISCONSIN 

To the shoe industry goes credit for far- 
reaching, practical demonstrations of the 
value of color in plant maintenance and 
production. Four years ago, the Freeman 
Shoe Company in the Mid-West and the 
‘E. T. Wright Co. in the East, recolored all 
machinery in their respective plants. Both 
jobs were done at practically the same 
time, with neither company having any 
knowledge of the other’s work. Both exper- 
iments have proved genuinely successful. 
The Freeman plant is a thrilling place to 
see and furnishes a remarkable example of 
ideal working conditions. Machines are 
in pastel green, blue, orange, cream, with 
some dangerous parts red. Eye strain has 
been lessened, and the whole plant is 
cleaner, more wholesome and more effi- 
cient as a result of this introduction of 
color. Furthermore, operators are more 
careful about keeping their machines in 
spic-and-span condition, assuring a min- 
imum number of rejects. The machines are 
finished in S-W Lustral Enamel, and the 
colors and finish are standing up—as is 
expected of any Sherwin-Williams paint 
product. 

_ | 
SHERWIN-WILLIAMS é 

¥ | 

MARTZ BUS 
WILKES-BARRE, PA. 

A few operating statistics of the Frank 
Martz Coach Co., largest independent bus 
system in America: 

Parlor Cars 
City Type Busses 
Coal Trucks 
Mileage (1934) 
Passengers (1934) 
Operation Hours (1934).. 304,000 

This means service, more service, and still 
more rough, tough service. Martz uses 
Sherwin-Williams Opex Lacquers and 
other automotive finishes for every job in 
its garages. “aidfenowd prove their 

3,000,000 

superiority in rait™snow, dust, sleet and 
heat—and prove it By showing longer life 
and fewer refinishing jobs. Sherwin- 
Williams engineers are lowering unit costs 
from hairpins to busses, toys to trains. 

KOOL 
CIGARETTES 

ATLANTIC CITY 

The Kool Penguins come skiing through 
the air above the boardwalk at Atlantic 
City—their electrical silhouettes vividly 
contrasted against the black of the night. 
To make that contrast as great as possible, 
S-W Kem Bulletin White is used to reflect 
the radiance of electric bulbs. Throughout 
the country, the brighter, more durable 
S-W Kem Bulletin Colors decorate thou- 
sands of bulletins of America’s largest 
advertisers. 

N 
] 

TOBACCO 
PLANTS 

Conditions within a tobacco plant a 
more than enough to try the patience of, 
any paint. Tobacco fumes have a high 
ammonia content that leads to quick yel 
lowing on the part of most mill white 
And, since high humidity is always neces. 
sary in the manufacturing process, cold 
weather causes a maximum amount of con- 
densation. At times, water actually runs ir 
streams from windows onto window 
ledges and wall surfaces. Add to these the 
constant possibility of mildew and fungi 
the impossibility of painting except in per- 
fect weather, and you have a big painting’ 
problem. 

Save-Lite, because of the wide experi 
ence of Sherwin-Williams engineers, is an 
excellent tobacco industry paint. Here is 
typical industry where special formulatioa 
is necessary—where the mill white must 
be made to fit the job. General Cigar Co., 
one of the largest operators in the indus 
try, standardizes on Save-Lite as the best 
paint for its problems. 

ERWIN 
COTTON MILLS 

ERWIN, N. C. 
Fe 

Sherwin-Williams has always been famous 
for exterior house paints. So naturall 
many large textile mills turn to us for help 
in keeping the homes of their employees ia 
the best of shape. Here are some of th 
excellent homes erected by the Erwin 
Cotton Mills, protected and beautifiec 
with Sherwin-Williams Paint. 

Sherwin-Williams Paint serves the textil 
industry’s special needs and assures th 
long life so necessary to low costs. Don’t 
overlook the fact that what applies te 
plant interiors also applies to mill villag 
property. Well painted homes are big aid 
to better morale and better work. 







“ILL TAKE 
THE ONE WITH THE! 
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On the bottle is shown 

a T&T Perfect-O-Cut 

Embossed Metal Foil 

label printed in red 

and blue on silver foil. 

Samples on request. 

BRIGHT FOIL LABEL CLUTCHES ROVING EYE 
The story of the T&T metal foil label illustrated above can 

best be told by th¥ letter from Hong Kong Food Products Co.: 

‘An astonishing jump in sales volume has followed the adoption 

of the beautiful metal foil label you designed and produced 

for our Hong Kong Chinese Foods. You have answered our 

desire for a package that would leap from the grocer's shelf 

and clutch the roving eye of the prospective purchaser. You 

have given us a label with true sales-creative power.” 

Investigate T&T Perfect-O-Cut Embossed Metal Foil labels. 

Clip the corner-coupon to request a generous assortment of 

samples. “Try them on” your own package. No obligation. 

1019M WEST ADAMS ST., CHICAGO ,“o" 
Offices in All Principal Cities 



SPECIALISTS IN PACKAGE LITHOGRAPHY 

The lithographic process is particularly suited to the manu- 

facture of labels, cartons and displays. Yet few lithog- 

raphers are equipped to provide a service keyed to the 

needs of the packagers. 

Michigan Lithographing Company is so equipped. It boasts 

a long record of successful experience, working for the most 

particular of packagers. It maintains a well-staffed art and 

design department, able to originate or to execute your own 

designs. Its plant is among the best equipped in the coun- 

try .... large enough to produce millions of impressions daily .... yet geared to 

the maintenance of constant quality. 

Before you specify or purchase labels, cartons, stickers, inserts, folders or displays 
... + Consult Michigan. 

MICHIGAN LITHOGRAPHING COMPANY 

GRAND RAPIDS, MICHIGAN 
MODERN PACKAGING 



The WISE POTATO CHIP BAG 

AND DISPLAY IDEA 

originated in the package 

development department of 

THOMAS M ROYAL & CO 

New nace - > Previous 
Package tee Package g ey g 

A marked increase in sales 

has been accomplished since 

the Royal Package Development 

Department suggested the new 

package and display idea. 

Send YOUR packaging problem to— 

THOMAS M ROYAL & CO. 
PHILADELPHIA USA 

NEW YORK CHICAGO DETROIT PITTSBURGH BOSTON 

ST. LOUIS MINNEAPOLIS SAN FRANCISCO DAYTON SYRACUSE 

FORT WORTH ATLANTA HOUSTON 



A Sale Package Containing Uni-wrap Capsules 

NE WV... 
AN ATTRACTIVE—ECONOMICAL 

SANITARY UNI-WRAP PACKAGE 

FOR YOUR CAPSULE PRODUCTS 

Miniature Sample Package 

The Uni-wrap method makes an ideal reminder package for The Iini . Galatea A ana [Seen oe i —* 5 sunning eons aici. This tas overs leans of te Sale The Uni-wrap Sealtite Capsule Package is formed by welding two 

package—at a very low cost. sheets of moisture-proof Cellophane around each individual 

capsule. This provides a perfect seal—assuring full protection 

for every capsule until used. 

Each capsule can be easily separated from the sheet without 

opening the rest of the package. Thus the user can take a 

single dose or a day’s supply without having to carry the 

entire package. 

Packaging is simplified because the capsules are assembled in the 

-artons in sheets instead of individual units. 

The Ivers-Lee Company, which has developed this packaging 

process, is equipped to Uni-wrap capsules in large volume, and is 

also prepared to complete your sales or sample packages if you so 
Volume Sampling Package 

the Uni-wrap method is desire. Otherwise mutually satisfactory arrangements can be 
ideal for educational sample distribution. The paper cover on 
the package provides plenty of room on which to tell your story. 

Attractive, ethical yet most inexpensive 

worked out to meet your requirements. 

Ivers-Lee Company 
215 Central Avenue Newark, New Jersey T CARD OFF HERE ¢ NO POSTAGE REQUIRED 

MODERN PACKAGING 
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The Egyptian Lacquer Mfg. Co. 
90 West Street, New York, N. Y. 

Gentlemen: 

Please send us further information about Egyptian 
Paper Coating Lacquer. 
We are particularly interested in a finish for 

(state type of work and 



No Postage 
Postage Stamp Will Be Paid Necessary 

by If Mailed in the 
Addressee United States 

BUSINESS REPLY CARD 
FIRST CLASS PERMIT NO. 2035 (SEC. 510 P. L. & R.) NEW YORK, N Y. 

THE EGYPTIAN LACQUER MFG. CO., Inc. 

90 West Street 

New York City 



THe show is about to begin. 
Overture . . . Curtain . . . SPOT LIGHT! 
No matter how beautiful and attractive the 

entire setting may be, that portion of the stage 
bathed in the bright glare of the spot light 
always stands out from the rest of the scene. 

And so it is on the stage of merchandising. 
The product that receives the most attention is 
the product that enjoys the spot light. 
EGYPTIAN Lacquer puts your product in 

the spot light! EGYPTIAN Lacquer is the 
new cellulose finish for paper . . . It is the 
same durable finish that is used on automobiles, 
furniture and many other industrial products, 

and is now available for Cartons, Labels, Dis- 

plays, Booklets, etc. EGYPTIAN Lacquer is a 
water-white finish that beautifies the package and 
lasts longer. It is unaffected by moisture, alkalies 
and alcoholic beverages. It dries almost imme- 
diately and stays dry . . . It never softens or 
becomes tacky . . . It does not scratch or mar 
easily. These and a host of other advantages 

make EGYPTIAN Lacquer the outstanding 
development in paper coating and will put your 

merchandise in the spot light. It will pay you 
to investigate today. The attached card is for 
your convenience. 

THE EGYPTIAN LACQUER MANUFACTURING CO. 
90 WEST STREET, NEW YORK 





ONLY PROTECTOID 
can make such attractive packages 

ONLY PROTECTOID 
can make such sales records 

Protectoid is so perfect a wrapping material that even 

we sometimes forget its other fine qualities. Then, 

along comes an opportunity to do something differ- 

ent...and Protectoid provides the basis for a set of 

packages that go-out-and-do-things in a sales way. 

Consider these puffs and daubers. Delicately printed 

Protectoid...combined with a few boxboard hoops 

produces, at low cost, a series of packages that 

women can't resist. Protectoid changes this product 

from a back-shelf stock item into fast selling, profit- 

able “specials.” 

The merchandising and design experts of our Protectoid 

Division can help you develop equally ingenious, 

equally successful solutions to your problems, for they 

work with a versatile material that is not only moisture- 

proof, shrinkproof, sweatproof, non-inflammable, grain- 

Packages shown through the 

courtesy of Parfait Powder Puff 

Co., Chicago, Hlinois. 

less and fully transparent but one that also accepts 

fine color printing and combines readily with all other 

packaging materials. Call upon us for aid. Address 

Protectoid Division, Celluloid Corp. 

PROTECTOID 
Trade Mark Reg. U. S. Pat. Of. 

is a Product 
of 

CELLULOPUE 
CORPORATION 
ESTABLISHED 1872 
10 E. 4Cth St., NEW YORK 

APRIL, 1935 



and the way its been moving | 

[LL NEVER 

NEED ANY MORE” 

Time for some high pressure selling? No. 

Time for some high powered thinking. 

What this salesman needs is sdeas. What 

this dealer needs is help. 

Modern salesmanship only begins with 
selling the dealer. The real job is to help 

the dealer sell the consumer. On his 
shelves are hundreds—even thousands — 

of items. To get the breaks, your product 

must make its own breaks — be so shrewdly 

priced, packaged, styled, displayed, mer- 

chandised, that it sells with little or no 

dealer dependence. 

We have noticed that, faced with a mar- 

keting or merchandising problem, manu- 

facturers of packaged goods have thought 
of the American Can Company as a logical 
source of help. They have realized, per- 

haps, that to build successful packages and 
point-of-sales displays we have had to 

know something about markets and con- 

sumers, and the whole broad field of retail 

merchandising. They have assumed that 
with our daily contact with many and 
varied marketing problems, we must have 
quite a bit of information. 

Our experience-background, our studies 
and other data, have been of value. Pos- 

sibly they can be for you. We suggest that 

you drop a line to our Sales Promotion 
Department. We should be glad to talk 
things over with you and contribute what 

we Can. 

AMERICAN CAN COMPANY 
230 Park Avenue, New York 

MODERN PACKAGING 

Why does American Can Company concern itself with 

problems of retail merchandising? 

Our reasons are the same as yours. We cannot sell more packages 

than you sell for us—yox cannot sell more than the consumer 

buys. The consumer is our common goal. 
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Mundet Duo-tone Closures were used 

on the Rux-tone mucilage containers in 

the First Prize Winning Family Group, 

All America Package Competition. 

DUO-TONE CLOSURES... 
with molded shell flange, offer the perfect sealing qualities of 100% pure 

cork ... plus the modern beauty of molded closures. » » The flange 

top, in smartly contrasting two-toned finish, is deep-molded to give 

——E ST 

oe 

? cameo-clarity to your decorative or trade mark design. » » This flange 

fits snugly over the lip of the bottle. The non-slipping grip is an exclu- 

i sive Mundet design that increases the serviceability of the closure. » » 

; Duo-tone Closures are sturdily constructed to withstand hard usage. 

4 In stock design, as illustrated, or with your special decoration. Black or 

; in colors. Write for free samples and information on Mundet Closure 

2 Service. 

- : MUNDET CORK CORP., BROOKLYN, N. Y. 

: Makers of Quality Closures, Corks & Crowns 

: BRANCHES IN PRINCIPAL CITIES 

T <j j 

F SOLID MOLDED FLANGE MOLDED SCREW CAP MOLDED SHELL FLANGE 

APRIL, 1935 
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IN AN ATTRACTIVE DISPLAY CARTON 

Probably your product is well packaged at this time. If not, you are 
working against heavy odds in your effort to build sales volume. 

But a good package is only half of the job. Even more important is 

the display carton which brings your product to your customers’ attention. 

Designing and producing individual packages and display cartons 
is our business. We have designed hundreds of successful jobs and 
produced millions of cartons. We will welcome an opportunity to 

consult with you about your packaging problems. 

CHICAGO CARTON COMPANY 
4200 South Crawford Avenue CHICAGO, ILLINOIS 

MODERN PACKAGING 



ain BYP Ae Sal 

PROTECTION 

Rd. Kittredge (= Company 





FASY REMOVAL 
Simply insert a coin, key or other flat article 

under cap indentation and twist. 

EXCELLENT RESEALING 
The cap is not destroyed or distorted in re- 

moval. It can easily be snapped back and stays 

there because it locks on. 

A SNAP AND IT’S ON 

CROWN CORK AND SEAL COMPANY 
BALTIMORE, MARYLAND 

WORLD'S LARGEST MAKERS OF CLOSURES FOR GLASS CONTAINERS 

CROWN CORK AND SEAL COMPANY, Baltimore, Maryland 

Send samples and prices on V PO Caps ............... Size 

Nr ne ans rig sss 13 va ac adioa wGecmwacataneusia es ; IES ois ucdeeedeicacs eet ae eee 
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You’ll find that cans made by R. C. 

Are built as good as they can be; 

And not to meet a certain price, 

To do those things that aren’t nice. 

To get real cans and service too, 

This tip will be a help to you; 

Don’t waste your time to scheme and plan 

Just phone or write the R. C. Can. 

R.C. CAN 
COMPANY 

9809 E. 14TH ST., 
KANSAS CITY, MO. 

26 MODERN PACKAGING 

MAIN OFFICE AND FACTORY 

121 CHAMBERS ST., ST. LOUIS, MO. 

RITTMAN, OHIO 

SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Lovisvilie, Memphis, 

Minneapolis, New Orleans, Omaha, Pittsburgh 

Oval, Oblong, Square and Round, 

Spiral convolutely wound; 

Or what your needs may be in cans, 

They all will fit in R. C. plans. 

When you’ve had cans that wouldn’t do, 

You’ve looked a large assortment through; 

It’s then when you will understan’, 

The value of an R. C. Can. 

It matters not how good you are, 

In buying cans at below par; 

The very best that you can get, 

Is honest value every step. 

The fact remains that price alone, f 

For lesser service can’t atone; 

The higher cost will be retrieved, 1 

Where honest value is received. 
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PACKAG 
STAPLE THINGS 

e tho NOVEL in their 

presentation to the 

trade. “Tailored” 

Packaging to fit the 

contents, and to lure 

consumer eye and 

purse! 

: These smaller types 

of closure all come 

within the day of a 

great PACKAGING 

SERVICE. They claim 

a special skill in 

dramatizing staple 

products e in giving 

WINGS to SALES! 

@ Have you some- 

thing that could be 

hastened into 

swifter selling 

currents? 

METAL PACKAGE CORPORATION 
ESTABLISHED 1909 

NKreolons 

110 E.42nw SI., NEW YORK CITY 
© One of America’s Largest Canmakers « : % 

iS, H 

SALES OFFICES AND PLANTS @ NEW YORK CITY @ BALTIMORE @ BROOKLYN ® CHICAGO @ BOSTON @ THE FISCHER CAN COMPANY DIVISION @ HAMILTON @ OHIO 
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WRAP WITH THE NATIONAL cuuinrty reo seventy 

PERFECT PACKAGES per minute AUTOMATICALLY APPLIED 

=--with Waxed or Transparent Cellulose Papers 

The National ‘“‘Cellophane or Wax Wrapping Machine,” now 
available in two sizes, offers the packager the utmost in flexibility 
combined with high-speed, fully automatic wrapping. It can 
handle one-piece cartons or two-piece boxes. The larger ma- 
chine is adjustable from a minimum size of 1144 X 2 X 3” toa 
maximum of 4 X 634 X 1114". The smaller model has a range 
from 4% X 34 X 134” to2 X 4 X 6’. 

Both occupy a minimum floor space . . . the larger being eight 

foot three inches wide and nine foot three inches long—the 
smaller seven foot six inches square. Both operate entirely 
automatically, requiring no operators or attendants and both 
use only one to one and a half horsepower 

Investigate these unusual, economical, flexible machines . . . 
developed by the same engineers who have perfected the entire 
National line. Write today. 

these machines. Write for our latest folder. 

NOTICE TO THE TRADE and users of ‘“*“NATIONAL”? machines—Bond Weighers, Scott Scales and 

Feeders, T U Transfers, Liners, Wrappers, Carton Sealers, and Cartoning Machines—bearing PACKO- 

MATIC name plates. When servicing and repair parts are needed, contact our home or branch offices 

as we always have been the only manufacturer and are now the sole manufacturer and distributor of 

NATIONAL PACKAGING MACHINERY CO. 
DIVISION OF 

UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 
459 WATERTON STREET, NEWTONVILLE 

BOSTON, MASS. 
New York Office—30 Church Street, Room 436 Chicago Office—53 W. Jackson Blvd., Room 447 

London Agent—C. S. Du Mont, Ltd., Windsor House, Victoria Street, London, England 







IRIAN GOGO GEGose Bosses SSeS swwny 

SYLPHRAP 
R.R. OLD GOLD 

(U.S. Pat. app’d. for) 

Rancidity Retarding...Fully Transparent 

It has long since been fully established that the increase in sales in an in- 

numerable number of products has been due to their being transparently 

wrapped because the articles so wrapped are fully visible to the buying public. 

ao 

Transparent wrapping in turn has been responsible for the advancement in 

late years of automatic wrapping, thereby offering a better looking, better 

wrapped package, and effecting a saving in packaging labor, floor space, etc. 

e 

SYLPHRAP R.R. OLD GOLD—transparent cellulose—was developed as the 

result of a country-wide demand fora fully transparent sheet of a color that 

would not objectionably distort the color of various products, and yet would 

protect the products so wrapped from the effects of certain light rays respon- 

sible for rancidity, fading, chemical changes, etc. 

SYLPHRAP R.R. OLD GOLD is the answer to that demand. It is made in 
plain greaseproof and moistureproof, the latter self-sealing with heat. 

8 

It is recommended for oily food products subject to rancidity, such as potato 

chips, coffee, butter, lard, cheese, oils, cereals, nuts, peanut butter, candies, 

baked goods, etc., also for preserving odors, flavors, and perfumes in the 

original blended aromas. : 

It is also recommended to the meat packing trade because the color does not 

bleed in water, oil or grease. It is acceptable to the B. A.I. 

Let us send you samples and prices and tell you more about this remarkable 

development. Comparative laboratory tests will be made where desired. 

PORATION 
treet, New York 

& 
Executive and S 

BRANCH SALES OFFICES Le ’ 3 DISTRICT AGENCIES 

201 Devonshire St. - Boston, Mass. 4 Blake, Moffit & Towne 

120 Marietta St. ° Atlanta, Ga. 4] First Street ° San Francisco, Calif. 

427 W. Randolph St. * Chicago, Ill. Pollock Paper & Box Co. * Dallas, Texas 

260 S. Broad St.* Philadelphia, Pa. EQUALITY SES ATTIRE Mi = Victoria Paper & Twine Co., Ltd., Toronto, Can. 
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MARCH MODERN PACKAGING 
which will be sent FREE to the first 

187 New subscribers who use this card 

The March issue of Modern Packaging was one of the most 
beautiful as well as one of the most valuable and instructive 

ever produced. Although there were thousands extra run, the 
supply is now almost completely exhausted. There are still 
a few to be had for those who act quickly. It is an issue that 
you will treasure and keep. 

Use the attached self-addressed envelope today and simply 
write across it—‘‘I want the March issue.” If yours is among 
the first 187 post-marked, you will receive the March issue, 

thereby getting thirteen issues for the regular twelve issue sub- 
scription price. 

MODERN PACKAGING 
425 FOURTH AVENUE, NEW YORK 

MODERN PACKAGING 







Order for New Subscription 
MODERN PACKAGING: Please enter the following 
New subscription and send bill for $5.00 to cover one year. 

Name 

Na a 
This is 

EE EE SR ed ee ee ee ee ee ee NOT 
>, * ry t~ 

. = an expiration 
ee | eee eee ee 

Products Manufactured 

Your position (or profession) 

CANADA-—$7.00 A YEAR FOREIGN—$6.00 A YEAR 



BUSINESS REPLY ENVELOPE 
First Class Permit No. 2656, Sec. 510, P. L. & R., New York, N. Y. 

MODERN PACKAGING 

425 FOURTH AVENUE 

’ NEW YORK, N. Y. 
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Molded re-useable containers have been so successful that many 

have ignored the vital factors of fine design and perfect molding. 

But, today, the novelty of the molded package is not enough. 

Consumers examine these boxes with as much discrimination as 

they do the merchandise they contain. 

Here at the Mack Molding Company, this condition was long 

All of the many millions of packages that have left 

our plant have measured up to the highest standards. .. both in 

design and in molding. 

Today, because of our unusually long experience in the molded 

container field, the Mack Molding Company is able to offer you 

sound advice, modern equipment, experienced and highly skilled 

engineers, designers and workers. We invite communications 

from packagers, requiring containers, displays or closures. 

MACK MOLDING CO. 
MAIN STREET 

Molded by Mack for Molded by Mack 
Gem Micromatic Razor for Schick Razors 

WAY NE, N. eRe 

Right and above: two 
of the many stock- 
mold boxes available 
through Mack Mold- 

ing Company 

APRIL, 1935 



HERE'S ALL OF 
TH! PEACHES— 

¥ NIT Tt COULD / 100 =o UNDERSTAND TAKE ONE fri IT—You DOWN TO MIND J I'M , 

KNOW I COULDN'T} MR.GELTZ-| GETT'N BIG in pion ai 
TIGHTEN THEM HE'S GOT | HANDS, TOO, WE'LL HAVE TO HAVE THAT TIGHT. AWFIL BIG | FROM OPENIN! 

/ HORSES We’LL HAVE TO HAVE 
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T.RWILLIAMS 
REG. U. S. PAT. OFF. BORN THIRTY YEARS TOO SOON, 12-22 } 

ee Te me Ne TIMES 

+ Suit = axe LE AWE CHANGED 
@ In December, 1932, before the Knife-Opening Cap was 
invented, many newspapers carried this cartoon. 

Now the above scene is ancient history. A closure 

that seals securely and removes easily—the new-type 
KNIFE-OPENING “G” CAP—is now available with 
suitable liners for packing all products which formerly 
used old-type screw-caps. Complete information from 

any branch office of Owens-Illinois Glass Company, or 
write The Closure Service Company, Toledo, Ohio. Note: 

This style cap (illustrated at left) won first prize in recent 

All America Package Competition. 

tHe CLOSURE SERVICE COMPANY 
TOLEDO, OHIO 

MODERN PACKAGING 
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THE INVISIBLE package 
7 ae et 

DIO and packaging have sort of grown up together but more or less 

strangers to one another. They are big healthy children now and 

ye they became better acquainted. They should be able to play 

ten in each other’s yard with mutual benefits, and with the promise of 

alble increase in prosperity to their fond parents who have sponsored 

wth. Let us see how the situation stands. 

ia Aion dollars will find their way this year into broadcasting channels. 

papery of another fifty million will be invested in programs, artists, musi- 

gis orchestras and the like, in order that you and I may turn on our radios 

Amost any time of the day or night and. be entertained. Programs are 

any day of the week. 

, it is natural to ask, are manufacturers willing to pour such vast sums 

oadcasting? It is no secret. The prime reason is to sell goods. 

Broa¥® ting is advertising in one of its most potent forms. The motive 

the merit his product to our attention under favorable circumstances 

while we axe a pleasant frame of mind to listen. At first, many of these 

were boring; some still are. Others are colorful, interesting 

Wn these we learn new things about every-day products and 

announcemé 

and clever. 

APRIL, 1935 33 
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new ways in which they may be employed to our personal advantage. We frequently are 

influenced to try a new product because of the inviting manner in which it is described 

and placed before us by the announcer of its sponsor’s program. 

What has all this to do with packaging? Simply this: the package is the sole medium 

of consumer identification for thousands of items advertised over the air and merchandised 

through regular retail channels. It is the only means by which a layman can distinguish 

similar products, one from another. I'll wager ten to one that if three leading brands of 

coffee were placed before the average consumer, in plain unidentified receptacles, he couldn't 

name one of them correctly unless he did so accidentally. The difference in appearance 

and fragrance of several brands of good coffee is so slight that only when they are in their 

familiar and respective cans and containers can the layman name the difference. The 

late Prince Matchabelli, once said to me in an interview, “If all cosmetics were packed in 

Jack Benny on his program urges us to look for the name Jell-O on the package. Rudy 

Vallee and Fleischmann’s Yeast have come to be inseparable in the minds of radio listeners 

identical containers, even the manufacturer himself would have the devil’s own job to 

identify his product.”’ 

Now, to get back to radio, and to understand the true relationship between packaging 

and response to this form of advertising, we must remember that when we are really listening 

to a program, we are in a receptive mood. Sponsors should remember that, too. F urther- 

more, we are in a visual frame of mind. We see, in fancy, the unseen drama which floats 

to our ears from the studio where actors do not act but merely read lines of cold typewritten 

script with such intonations of voice and allied sound effects that we become completely 

absorbed in the “‘action”’ of the play which we hear but do not see. Our own imagination 

© KKODERSE PACKAGING 
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supplies an individual scenic background and effects. 

We hear the muffled sounds of horses’ hoofs, and before 

our eyes we see them approach in a sweating gallop. 

Before we even hear the voices or action of their riders, 

we picture them bending low over the necks of the 

galloping steeds, with reins taut and their knees dug 

deeply into the horses’ ribs. We hear a woman’s 

scream, and instantly picture a damsel (always a fair 

young damsel) in distress. We listen closely to learn 

the cause. 

Another time, after listening to the amusing antics 

of Eddie Cantor and his magic hat, we hear the soft 

plaintive strains of Rubinoff’s music and picture him 

standing before us with his more or less naked head laid 

fondly against the violin on his shoulder. We settle 

back comfortably in our chairs to listen. We actually 

see him tremble to the rhythm of his own effort, and 

we like it. We are in a visual mood. Then, as the 

last soft notes drift into nothingness, there comes 

applause, then the sponsor’s announcer telling us about 

a new tooth paste of distinguished merit and per- 

formance. He tells us in detail what it will do for the 

life extension of our molars and cuspids. He explains 

it cannot harm the more delicate gums and tissues of 

the mouth. He informs us that it may be purchased 

at a reasonable price from our neighborhood druggist. 

And right at this point, he says, ‘““You will recognize 

the New Pebeco Tooth Paste by the red oval spot on 

the package.’’ Does this make an impression? Just 

try to get that red oval spot out of your mind. Instantly 

it becomes identified and distinguished from any tube 

and package with which you are familiar. If you have 

been sold on trying the product and go into a store to 

buy it, even if you have forgotten the name, you will 

remember the package has a red oval spot. 

I asked Dorothy Cocks, advertising manager of 

Lehn & Fink, Inc., makers of the New Pebeco, if she 

considered this important. “‘We do think this is an 

excellent idea,’’ says Miss Cocks, ‘especially in con- 

nection with radio advertising of new products—to 

include in the commercial announcement some descrip- 

tive phrase which will help the listeners to visualize 

the package.” 

I asked her if Lehn & Fink packages were designed 

with such identification in mind. ‘‘No,’’ she replied, 

‘Most of our items have been so long on the market 

that their present packages are a development of 

original package designs rather than new designs 

created with radio in mind. Our New Pebeco Tooth 

Paste package, for example, was designed in relation 

to the original Pebeco package with which the public 

is familiar. The red spot was added to the design to 

distinguish it from the regular Pebeco package which 

we are continuing to market.” 

Asked if she considered it worth while to redesign a 

package to give it radio personality, she replied: ‘‘It is 

quite possible that if we were launching an entirely 

new preparation we would package it in a way which 

would make descriptive identification easy. I think 

this would almost never be a fundamental requirement 
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Mary Small has changed her name to Little Miss Bab-O in order 

to more closely relate her program to name and package of her 

sponsor's product 



for a new package design, however. It seems more 

important for a package to have good eve appeal 

rather than ear appeal.” 

That is probably true, and it quite naturally follows 

that if a package is properly designed for display value, 

or eye appeal, as Miss Cocks terms it, it essentially will 

be blessed with some distinguishing design which a 

radio announcer can mention in his commercial in a 

manner to leave it indelibly impressed in the minds of 

his listeners. If any package has no such distinction, 

it should be redesigned. 

If a package has such identification and it is neglected 

in commercial announcements, are broadcasters getting 

full value for their investment in radio? To get the 

answer, let’s tune in on a few commercials which I will 

quote but briefly. 

Pick and Pat are on the air for Dill’s Best and Model 

tobacco. Remember, we are in a visual mood and see 

them, not: as two sportily dressed men about town 

standing before the ‘‘mike’’ grinning while they talk, but 

as two shiftless colored rascals lazing about in black 

face and overalls in the shade of a tree hung heavily 
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Ben Bernie, the old maestro and all his 

lads, tells us to look for the label on the 

Pabst Blue Ribbon bottle. Yowsuh! 

“The green and white Cellophane- 

wrapped package” is always referred to 

in Campana’s programs. Below is Ann 

Seymour of ‘The First Nighter”’ 



with Spanish moss. They work a commercial into 

their skit something in this manner: 

Pick tells about a woman who goes shopping and 

visits a drug store to get tobacco for her husband. 

She asks the clerk for the best, smoothest, most frag- 

rant tobacco he has in stock—then this conversation 

follows: 

Pick—‘‘Do you know what kind of tobacco that 

clerk sold her, Pat?” 

Pat—‘‘Do it come in yellow tins?” 

Pick—‘‘Yes! It sure do. What kind is it, now?” 

Pat—‘‘Is it wrapped in moistureproof Cellophane?” 

Pick—‘‘Yes! it is. Of course it is. Go on now, tell 

me the name!” 

“dj iy 

Pat—‘‘Has three generations of pipe smokers sworn 

by it?” 

Pick—“‘Yes! Yes! 

of tobacco it is!’ 

Pat—‘‘Has it got a fast growing brother named 

Model?”’ 

Pick—‘‘Yes! you doggone fool, but what is it called? 

Tell me the name!” 

Pat—‘‘i forgot the name.”’ 

Pick—“TI hope Mr. Dill forgets to send you a check 

this week.”’ 

Could any listener forget Dill’s Best or fail to visual- 

ize the care that goes into packaging the product? 

What is it? Tell me what kind 

It’s ‘‘the red and white can on the grocer’s shelf’ when Dick Powell sings for Campbell Soup Company 

Another Dill’s commercial announcement follows at 

the end of the program of which fifty-nine of the one 

hundred and five words are devoted to describing the 

appearance and utility of the Dill’s Best package. 

In ‘Hollywood Hotel,’’ sponsored by Campbell 

Soup Company, we find this appetizing reference 

which identifies its package, ‘‘Even the sight of the red 

and white can on the grocer’s shelf makes my appetite 

keener.’’ The remaining 250 words are devoted to 

dramatizing the health value of the product in the 

home. But the identity of the product has been 

established by the ‘‘red and white can.” 

Ben Bernie, in his entertaining and inimitable way, 

tells us about Pabst. He weaves it in and out of his 

program to leave a definite pattern on the memory of 

listeners with never a trace of resentment at the things 

he says. Furthermore, he never omits reference to 

the ‘“‘Blue Ribbon Label on the bottle’ which guaran- 

tees its quality. Then he adds, ‘“‘Look for the Pabst 

Blue Ribbon sign. You can have confidence in the 

dealer who displays it.’”’ Can’t you see that bottle? 

Don’t you believe dealers like this reference to their 

integrity and stability? Iam sure they do. 

Jack Benny urges us to look for the name Jell-O on 

the package and to be sure it’s Jell-O, but this doesn’t 

leave us with a very clear picture of the box in which 

it comes. 
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Yes, ‘it sure do come ina yellow tin,’” says Pat to 

Pick, and millions of listeners know he is speaking 

of Dill’s Best 

It is not my purpose in this article to commend or larity establishes the fact. Demands for strategic 

criticize radio commercials but rather to point out the spots on the air confirm it. Programs are built gener- 

advantages of thoroughly merchandised programs as ally in harmony with the products they hope to sell. 

apart from what may be considered simply as adver- Artists are chosen with painstaking care and due con- 

tising announcements. In other words, if radio adver- sideration for their radio popularity and genuine ability 

tising is worth one hundred million dollars a year to to entertain. Commercial announcements are written 

and re-written to awaken our interest in a product, 

establish a definite need for it in our daily lives and 

to create within us a desire to possess it. We are often 

told where our desire can be fulfilled—but in ten of 

the fifteen commercial announcements I have before 

me, no mention of the pack- (Continued on page 92) 

manufacturers whose product they wish listeners to 

buy, is there any sound reason why such advertising 

should stop just short of the point of real contact with 

the consumer (the package) at the point of sale? 

That radio advertising is successful, we will take for 

granted. Its constant increase in volume and popu- 

“The tooth paste in the red and yellow striped tube’’ has been used from the beginning of the Bristol-Myers programs, now being 

Town Halled by Fred Allen (and Portland) 
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NTIL recently aluminum foil was a chemical 

curiosity, produced in small quantities at great 

cost and used for chemical and metallurgical research. 

At the present time its production is a major industry, 

which converts quantities of aluminum numbered in 

tons every year, at prices and in thicknesses which 

permit its use on products sold in multiples of one for 
a cent. 

Aluminum foil is manufactured by the process of 

rolling between consecutively closer, polished cold steel 

cylinders, beginning with a molded slab three inches 

thick and ending with metal sheets as thin as 0.0002 

inch. A book of these sheets one inch thick would 

* Chemist, Reynolds Metals Company, Inc. 

Sample of molasses pow- 

der after a 20-day storage 
at 100 per cent relative 

humidity at 80 deg. F. 

Package is metal foil bag 

inside a _ metal-wrapped 

carton 

Graham crackers remained 

crisp and fresh in a metal- 

wrapped carton after 20 

days of severe tropical 

weather — 100 relative 
humidity at 100 deg. F. 

OIL PROPERTIES PROVED 

by ye ales the. 

number ten thousand pages. The extremely large area 

of foil thus produced, as many as fifty thousand square 

inches from a pound of metal, accounts for the com- 

paratively low unit area cost. Formerly, much alu- 

minum foil was used in the form of almost pure metal, 

but carefully guided research has resulted in the present 

large-scale production of fabricated foils. These are 

foils laminated to an endless variety of other materials, 

of which a list includes papers, regenerated cellulose 

products, cardboard, wood, cloth and steel. Adhesives 

have been developed to make possible these fabricated 

forms, which have become of great importance in 

modern business. Plain and fabricated foils are pro- 

duced in a great variety of designs and colors, the 
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Citrus fruits remain firm, full and glossy in Wheat germ was found free of infestation 

aluminum foil. Stored indoors for two after a 2-month exposure to the attack of 

weeks, oranges in metal bag lost 4 per cent several thousand fruit, grain and rice 
of initial weight weevils 

F 

I 

former by printing and embossing, the latter by partial ideal packaging medium is being described, since almost 

or complete lacquering. all packaged goods require types of protection which 

Aluminum foils possess physical and chemical are functions of one or more of the properties outlined. 

properties of tremendous importance to many indus- Probably the most important factor in package 

tries, but in packaging we are concerned to the greatest design is that involving either the retention of moisture 

extent with their physical properties. or the prevention of moisture absorption. Because the 

1. They are solid, continuous sheets of metal, im- foils are solid, continuous sheets of metal, they cannot 

pervious to water and gases, opaque to light and im- transmit water or water vapor; indeed, they show an 

passable to common infesting insects. entirely negligible figure 

2. They are ideal reflectors of radiant energy of all when tested by the cus- 
wave-lengths between the longest infra-red and the tomary method used for 

shortest ultra-violet. 7% determining the moisture 

A little thought will produce the realization that an transmission of packaging 

materials. Values have 

been obtained as low as 

0.20 per cent, requiring the 

use of an analytical balance 

to determine the amount of 

moisture transmitted 

through a square meter of R 

foil in twenty-four hours at 

100 deg. F., when the rela- 

tive humidity is 100 per 7 

cent on one side of the 

sheet, and 10 per cent on the other. 

Spoilage by light, as discovered by Coe,! is com- A 

pletely prevented by foil packaging, since all commonly 

encountered radiation fails to penetrate, but rather is 

reflected. Sensitized photographic plates in foil wraps 

may be exposed to direct sunlight without change. . 

The retlectivity of aluminum foil is of the greatest I 

value in packaging, since the eye is most easily at- 

tracted to the brightest objects, and because metals 

imply quality and value, the natural result of long 

association with them as economic factors in our wel- . 

fare. This property of reflectivity is also directly 

applicable to the insulation of packaged goods from 

1U.S. Public Service Pat. No. 1,880,813. 

Test packages are stored in living quarters of 
several thousand weevils to determine their 

susceptibility to infestation 

MODERN PACKAGING 



radiant heat. As the deadly glare of an open steel 

furnace is barely felt behind a sheet of aluminum foil, 

so is a bar of chocolate kept cool and firm under the 

summer sun. 

A selection of the results of actual tests of packaged 

products under the most extreme conditions conducive 

to deterioration will serve to show what may be ex- 

pected of aluminum foil as a packaging medium. 

Tests conducted under normal or even moderately 

accelerated conditions fail, in most instances, to pro- 
duce recordable changes, due to moisture loss or gain, 

light spoilage, or insect infestation, hence the necessity 

for such severe conditions. 

Comparative results of packages protected with other 

materials are not given for two reasons, because such 

comparisons are odious generally, and because those 

vitally interested in the examples given already know 

how present packages would classify in the same tests. 

Application No. 1 

Product: Potato chips. 

Packaging troubles encountered at present: Rancidity, 

caused by light, and softening, caused by moisture. 

After 3 minutes After 6 minutes 

Application No. 2 

Product: Skim milk powder. 

Packaging troubles encountered at present: Caking, 

caused by moisture absorption. 

Aluminum foil package selected as suitable: Paper- 

board carton 2 in. X 4 in. X 6 in. with waxed paper 

liner and outer sealed wrap of 0.00035 in. aluminum 

foil laminated to 30 lb. bond paper with wax adhesive 

metal side facing out. 

Tests: Exposure to air maintained at 95 to 100 per 

cent relative humidity at 100 deg. F. for 2 weeks. 

Results obtained: Milk powder dry, sweet and free- 

flowing. Total moisture absorption 2.00 per cent. 

Application No. 3 

Product: Prunes. 

Packaging troubles encountered at present: Excessive 

drying and hardening, due to evaporation of mois- 

ture. 

Aluminum foil package selected as suitable: Paper- 

board carton with inner liner of 25 lb. parchment and 

outer wrapper of 0.00035 in. aluminum foil laminated 

After 9 minutes 

Radiant heat is reflected by aluminum foil. These two cakes of chocolate were equidistant from the glow-heater, but one was behind a 

sheet of foil. The pictures were made at three minute intervals after current started to pass through the heater coil 

Aluminum foil package selected as suitable: Square 

bag 2 in. X 4 in. X 10 in. fabricated of 0.0005 in. 

aluminum, laminated to 24 Ib. glassine with water- 

base adhesive, using a water-base adhesive for side 

and bottom seams; metal side facing out. 

Tests: Exposure to radiation from a General Electric 

S-1 sun-lamp at 18 in. range at 90 deg. F. for 300 

hours. Sample exposed to air maintained at 95 to 

100 per cent relative humidity at 100 deg. F. for 

72 hours. 

Results obtained: Potato chips in perfect condition 

after the exposures. Total moisture absorption 

recorded 0.89 per cent. 

to 30 Ib. bond paper with a water-base adhesive, 

sealed with a water-base adhesive. 

Test: Exposure to air maintained at 10-15 per cent 

relative humidity at 100 deg. F. for 10 days. 

Result: Prunes soft, moist and tender, total moisture 

loss 0.52 per cent. 

Application No. 4 

Product: Grape-fruit, lemons and limes. 

Packaging troubles encountered at present: Shrinking, 

hardening of skin, discoloration and general deteri- 

oration. 

Aluminum foil package se- (Continued on page 88) 
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CARTONS 

EYOND question, the liquor industry must con- 

cern itself with the problem of packaging its prod- 

ucts. It is not to be inferred from this statement, how- 

ever, that the attitude thus far has been—nor is it 

likely to be in the future—one of /aissez faire, for, on the 

contrary, already much in packaging has been accom- 

plished, and there is a definite willingness on the part of 

many distillers, rectifiers and wholesalers to be ‘‘shown.”’ 

In all fairness, too, it should be said that the liquor in- 

dustry has faced a tremendous task—a complete recon- 

struction, in effect, in the working-out of a multitude of 

problems, many of which still remain in uncompleted, 

and in some cases, unsatisfactory form. 

There is scarcely the need to ‘‘make a case”’ for pack- 

ages. Their place in the structure of merchandising is 

too well known to require advocation. But there still 

exists the need to urge an understanding of the complete 

package and the extent of its performance. It is with 

the thought that the package should be given considera- 

tion in the liquor field in its entirety that MopERN 

PACKAGING presents the case of the carton—already a 

proven adjunct of the package in other industries. 

* The old days, as depicted above by John Held, Jr., are gone 

forever. But display windows in which cartons are featured 

(see below) can create effective consumer preference for liquors 
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IN THE LIQUOR FIELD 

Previous to Prohibition bottled liquors were not 

packaged in individual cartons, the usual method of 

sale being to display the naked bottles on the back of 

the bars. The only packaging factor given much con- 

sideration was that of protection, and, to this end, many 

bottles were wrapped in paper, while others were en- 

closed in corrugated sleeves. 

With the advent of Prohibition the distribution point 

changed from the saloon to the retail drug store, and 

this forced whiskey to be considered as a medicinal 

product rather than a beverage. Changed methods of 

pricing, displaying on shelves and classed with drug 

products, all influenced the packaging. Furthermore, 

modern packaging was just beginning to be recognized 

as something possessing potential sales values, and not 

considered, as heretofore, a necessary expense item. 

Since other drug store products were cartoned, it fol- 

lowed that liquor should be similarly packaged, and 

cartons came to be the rule rather than the exception. 

When the Prohibition regulations were repealed a 

great rush was made to get large supplies on the market, 

and there were two views regarding the use of cartons: 



WIAINER CORPORATION OF AMERICA 

REASONS 
WHY YOU SHOULD USE 
FOLDING CARTONS... 
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Display value and shelf convenience ot cartons are evident in this 

exhibit—one of the features in the recent packaging exposition 
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first, those distillers who had been operating during 

Prohibition, in the United States, continued the use of 

individual cartons, although on a much larger scale; 

second, the Canadian distillers, who had never used car- 

tons, saw no reason why they should do so now that 

they were opening operations in the United States. 

The balance of those entering the liquor business were 

divided in their feelings, some of them at first using 

them and later discarding them, and many others never 

used them at all. 

During the first six months of Repeal it was a mad 

scramble to get liquor on the market, with consumers 

anxious and willing to buy liquor regardless of the way 

it was packaged. The distillers were busy on so many 

other pressing problems that they gave little real 

thought to packaging. So long as there was a real short- 

age, and the market clamored for more and more liquor, 

why worry about the packaging? 

Then something happened to really arrest the atten- 

tion of the large distillers, who had been buying millions 

and millions of cartons, and made them ask: ‘‘Are indi- 

vidual cartons necessary and desirable in the marketing 

of our products, or hadn't we perhaps better save the 

cost of the cartons and invest that money in other more 

potent sales-promotional media ?”’ 

The rush of consumers for liquor couldn’t last forever, 

* 

Left: Colorful and appropriately designed, these 

cartons found unstinted acceptance from con- 

sumers during the holiday season. Below: Tissue 

wrap (left) serves to keep bottle clean; printed 

foil (center) displays and protects bottle; trans- 

parent bag offers protection against dust and dirt 



Left: A foreign package having excellent 
protective features and moderate display; 

right, foreign packaging which gives good 

protection but practically no display 

Left to right: Corrugated wrapper gives pro- 

tection against breakage and soiling; printed 

corrugated wrap permits limited display; 

splendid display in a wrapper with corrugated 

interior; an English package giving fine pro- 

tection to the bottle and with some attempt at 

display for consumer identification 

and it soon settled down to a price proposition, with the 

cheaper brands increasing in popularity, so far as con- 

sumers were concerned. The dealer’s set-up was that 

there were far too many who went into the business, 

without any thought of staying in it permanently and 

thus building solidly for the future. The competition 

between retailers centered on how low they could sell 

liquor, and naturally this went back to the distillers 

who were forced to find ways of selling liquor for less 

and less. A matter of 15 cents a case (as represented by 

the cost of cartons) took on an undue importance. Soin 

order to answer the dealers’ insistence for lower and 

lower prices, cartons were discontinued on the basis that 

they could get along just as well without them, and they 

had to reduce their prices to the trade or they could not 

sell their liquor. Added to this was the attitude of cer- 

tain states wherein they confined liquor sales to their 

own state-owned and operated stores. State provisions 

specified that the state tax stamps must be affixed to the 

bottle, and this meant opening up the individual car- 

tons, removing the bottle, affixing the stamp, and then 

replacing the bottle in the carton. This was considered 

a hardship and waste of time. Criticism being leveled 

at the state-store system of retail liquor distribution, it 

was natural that the directors should attempt to find 

ways of retailing liquors in state-stores at prices com- 

parable to independent stores in states adjacent, and 

since they could get lower prices for liquors not individu- 

ally cartoned, they naturally specified the omission of 

cartons to save that money, although it may be ques- 

tioned if any actual saving was passed on to the ulti- 

mate consumer. 

This describes, briefly, the situation to date and may 

help to explain why the preponderance of practice on 
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Right: Excellent display value plus good 

* protection is exemplified in these cartons. 

Note also tie-up of design with that carried on 

shipping container 

Below: Imported containers of molded 

* pulp offer novelty, attractiveness and pro- 

tection. They can be made in various forms 

to suit any shape of bottle 

* Below: Carton, open and closed, at left, 

combines excellent protective features 

with good display. The set-up box at the 

right permits use of effective lining and cover 

papers—a deluxe presentation for special 

occasions and products 

avian HART 
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the part of distillers is negative to the use of individual 

cartons. The exception to this is in the matter of 

Christmas packaging. Even the confirmed Canadian 

anti-carton distillers, such as Seagram’s, saw an oppor- 

tunity of dressing up their liquors, for Christmas gift 

purposes, and bought and used large quantities of 

Christmas cartons, which they: report were successful. 

The interesting conclusion, however, is that while they 

recognized the value of individually cartoning their 

liquors for Christmas sales, that for liquors sold 

throughout the balance of the year, cartons were not 

worth their cost! 

Unless it can be proved beyond any question of a 

doubt that cartons can accomplish some definite good, 

way and beyond their cost, the possibility of their ever 

being permanently used as a packaging method for 

liquors is hopeless! But let us turn to a consideration of 

the carton as an economic force in the better packaging 

and sale of alcoholic beverages. Several possibilities 

immediately present themselves for consideration: 

1. Economy: Federal regulations require that the 

tax strip stamp be affixed over the neck of the liquor 

bottle, causing it to be broken when the bottle is opened. 

As yet no machine has been devised to place this stamp 

over the top and down the sides of the neck of the bottle, 

and do it economically and satisfactorily. So distillers 

are forced to have long lines of girls placing these 

Federal strip stamps by hand, definitely limiting pro- 

duction operations, causing unduly high costs and, in 

general, not benefiting by modern mechanical means of 

doing things quickly, cheaply (Continued on page 74) 
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MATCHED MAKE-UP 

PATCHED MAKE-UP 
by Donald W, Shepheed 

OMEN are making a continual search for 

beauty aids which conform to their indi- 

vidual tastes and needs. Educational advertising 

has taught them the value of special treatment for oily 

or dry skins, and the necessity of correct make-up for 

various complexions from pink to olive. But there 

are many subtle shades of distinction which all women 

recognize. Types are not always definite. A brunette 

may have an ivory skin, or a blonde may not be 

entirely blonde in complexion. These many types 

require their own distinctive colors in powder, rouge 

and lipstick. 

Obviously, it is impossible for a manufacturer to 

market such merchandise in colors to match every 

variation in type. There are hundreds of subtle varia- 

tions in shades of color. Yet something of the kind 

seemed to be required if women were to be given an 

adequate variety of colors from which to make their 

selections. The problem has long been one of major im- 

portance and its solving is doubly interesting because 

it led not only to the Cara Nome chart, a device so 

simple that it can be understood at a glance, but it also 

led to an understanding of matched make-up and its 

many advantages over patched make-up. 

With the foregoing in mind, the United Drug Com- 

pany conducted a series of country-wide tests to ascer- 

tain the number of feminine types existent, and to de- 

termine their color requirements in make-up. The 

tests were conducted separately in many parts of the 

country and the results carefully catalogued and stud- 

ied separately before they were brought together for 

purposes of analyzing. 

During the course of these tests, hundreds of beauti- 

ful models were made up in many shades of lipstick, 

Matched Make-up. The ground tone is fair, the 

make-up harmonious, blended to the type—natu- 
rally rather than artificially—enhancing feminine 

glamour 

Patched Make-up. A splotch of light red on the 

cheeks—dark red on the lips—powder too dark 

for a fair complexion, detracting from natural 

beauty 
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‘Five Tones of Feminine Pulchritude’’ ranging from the light blond to the dark brunette. Each type requires its own companion make-up for 

natural blended beauty 

powder and rouge and the effects studied. Under the 

direction of Arthur T. Connelly, manager of the Toilet 

Goods Department of United Drug Company, the tests 

were continued until it was found that beauty aids and 

matched make-up could be produced to meet individual 

requirements in spite of the many types of women. 

An analysis of the results disclosed that, of the hun- 

dreds of variations in feminine complexions, five major 

types embraced nearly all of them. These are: bru- 

nette with olive skin, brunette with ivory skin, medium 

with creamy skin, Titian with fair skin, and blonde with 

pink skin. 

For example, a blonde with creamy skin is similar in 

coloring to a titian with fair skin. A woman may study 

herself in connection with the five types and quickly 

decide which complexion is hers. Color charts proved 

that certain combinations of hair and skin are almost 

identical in ground tone in varied types. Women, it 

was found, were quick to discern this when shown a 

gradation of colors from which to choose. 

Of course, many of the creatures are so lovely that 

they look well in anything, and these sometimes go 

about under the mistaken impression that they are 

looking their best merely because they look better than 

their acquaintances. A color chart, however, can 

quickly show them their error. Incorrect make-up, 

instead of enhancing natural beauty, is likely to look 

artificial and detract from the glamour of beauty. 

Harmony in make-up is like harmony in music; one 

discord will ruin a masterpiece. (Continued on page 57) 

Left: A beautiful girl with a lovely, natural complexion, blended with matched 
make-up. 

\ 
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Right: A mouth too red, far over-shadowing other delicate and 

natural features—the result of a patched or obvious make-up 







Glaser Crandell Company wins the juvenile vote with its 

use of this Mickey Mouse jam jar and penny bank. The pack- 

age ace lishes continuity of desire, re-use and a repeat r 

sale (a penny back for the return of two caps). Phote by 

Weetfield-Tillou and with courtesy of the “Phoenix Flame” 



Consumer preferences dictate 

the improvements to be found 

in the packaging of foods. And 

there is food for thought in the 

utilization of elosures which 

protect contents and add sym- 

: ‘ Fr t 
metry to the package assembly. ” —\btpsdimes 

Here are shown recent contri- - ; \ 

butions by well known compa- , 

nies. Snider Packing: Corpora- 

tion preserves the appeal of 

fresh garden beets. Richelieu is 

Sprague, Warner’s brand name 

for top quality. Hirseh Broth- 

ers signalize the introduction 

of their new quality line of 

Paramont pickles in distinctive 

packages. All are tuned to con- 

sumer preference in conven- 

ience, protection and appear- 

ance, being vacuum packed and 

sealed with Whitecaps 
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The new Mennen Vaeation Kit gives to 

the retailer for Spring and Summer 

what the Christmas Kit gives for the 

holiday season—a special package de- 

signed and priced to create more sales 

and boost profits ... International 

Silver Company’s specialty division 

adopts dual-use Durez box, molded hy 

Arrow-Hart & Hegeman. for its belt sets 

-.. Frank Condon designed the carton 

for Spaulding’s newest golf ball—flag 

red and blue, and gray on white clay 

eoated board 





BTO RELY ON ONE DEPENDABLE SOURCE OF SUPPLY 

- TOSURES 
o FOR ALL GLASS PACKAGES 

EITHER’ WOODEN OR 
CORRUGATED 



Florists are enthusiastic in their use of 

Exeell-O-Ribbon for decorative ties on 

corsages, cut flowers and flower pots... 

Barnes & Reinecke designed the dentist’s 

diagnostic instrument cabinet for the 

Burton Manufacturing Company—made 

by Ornamental Wood Packaging Com- 

pany ... “Spot Chaser’’—-it’s called the 

Daisy Spot Remover—serews on to any 

standard cleaning fluid can. Molded of 

black Durez with a red Beetle ring on top; 

designed and executed by Plastic Mer- 

chandisers, Incorporated 
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The Bree signature is significant on 

these cosmetic packages distributed 

by Gibbs & Company. Molded and 

metal caps by Armstrong, jars by 

Hazel-Atlas and bottles by Owens- 

IHinois ... Cooper & Shower modern- 

ized the Nelson, Baker & Company 

packages. Color molded caps replace 

the former black ones and harmonize 

with the new labels. Bottles by Owens- 

Illinois, caps by Armstrong ... Cold 

relief preparations in tubes with 

molded plastic caps. Tubes by A. H. 

Wirz and New England Collapsible 

Tube Co. Durez caps molded by Colt’s 



Originated by Frank Watson, the Da-Old- 

Egg box permits the poultryman to sell his 

eggs as strictly “day-old” eggs, direct to 

the consumer at premium prices. Boxes 

are loaded from the end with the aid of a 

patented rapid filling device ... The Huron 

Milling Company has successfully intro- 

duced its new Muffin Crisps in the package 

shown. Samples are supplied to the re- 

tailer for distribution to his trade and di- 

rect mailings are made to customers’ lists 

toasted 
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The Cara Nome display which effectively 

conveys its service and sales message—an 

excellent and attractive example of direc- 
tional testing applied to constructive mer- 

chandising 

e@VINNTo y= 

(Continued from page 48) 

Faulty stage make-up is a good example of patched 

make-up. A blonde must become a brunette. She 

uses a ground tone which makes her skin olive. Then 

the make-up. If she matches the make-up she looks 

well before the footlights. But if she is not expert in 

make-up she looks thoroughly artificial. 

But indiscriminate selection of make-up was not 

always the fault of the buyer. Women have been 

compelled to make a choice among many shades of 

powder, rouge and lipstick and it was partly with a 

view to curing this evil that Mr. Connelly conducted 

his tests and later caused the Cara Nome color chart 

display to be produced so that women could make 

proper selections. Women interviewed complained 

that the continual trying out of powders, lipsticks and 

rouges was not only an irritating waste of time, but an 

unnecessary expense. Yet it was necessary in that 

their selections were never quite satisfactory, and no 

self-respecting woman is satisfied with less than perfec- 

tion in her toilet. 

No matter how carefully women chose their make-up, 

the effect seemed never to be quite what they desired. 

The rouge did not match the powder, or the lipstick 

the rouge. Patched make-up was the inevitable re- 

sult. And until the United Drug Company tests were 

NYU ON: 
TH ACCESSORIES 

CARA NOME 

BATH POWDER 4480 
SOAD 50 

SACHET 400 

PEREUME tee 

TALCUM tyo0 

BATH SALTS — 80 

TOILET WATER ¥400 

ta 

completed, women had not had sufficient opportunity 

to avoid patched make-up. A new rouge would be 

bought which was recommended for a definite type, say 

a brunette. But when she put it on she discovered that 

it called for a new powder. Then another search for a 

powder, only to discover when she found it that she 

now required a different shade in lipstick. And this, 

though it matched the rouge or powder, seldom seemed 

exactly fitted to both of them. 

The tests conducted by Mr. Connelly showed that a 

large percentage of women had little skill in matching 

colors in make-up, although they were adept at har- 

monizing accessories to their dress. This was not en- 

tirely the fault of women. A pair of shoes and a 

handbag may be laid side by side and the effect studied. 

But it is somewhat more difficult to lay a complexion 

next to a box of rouge and stand aside to study the 

effect. This, by the way, is exactly what the United 

Drug Company has achieved in its Cara Nome display. 

But more about that in a moment. 

It was found, during the tests, that with a basis of 

matched make-up, the color scheme for the entire 

ensemble became much easier. Beauties who had been 

most fastidious in their dress were shown how much 

more ravishing they could be when their natural color- 

ing was enhanced with proper (Continued on page 98) 
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“Old Blunderbus,”’ an old-time imported bag-maker, in action. 
Though this machine is only two per cent as fast as modern equip- 

ment, it is still used for certain types of over-size bags 

This is the seventh of a series of articles planned to 

better acquaint the user of packages and package 

materials with the processes by which they are produced 

and with the factors that enter into their purcnase and 
specification. Previous articles have treated on Glazed 

and Fancy Papers, Glass Containers, Folding Cartons, 

Aluminum Foils, Tubes and Containers. 

In the present article we deal with the paper bag- 

an item of packaging that has seen a remarkable rebirth 

of public favor during the last few years. We are in- 

debted to the Thomas M. Royal Company for valuable 

aid in preparing the data contained on the following 

pages and for the photographs. 

HE bag is at once the simplest of all packages and 

one of the most complicated. Its simplicity lies 

in the fact that it is, essentially, a flat piece of paper so 

Workers call this the ‘‘tin-hat,’” a type of delivery equipment re- 

quired for modern equipment producing at a rate of a thousand a 

minute. The “‘hat’’ revolves, moving each bag out of the way 

folded and glued as to form a container. Its com- 

plexity lies in the variety of ways of achieving this 

folding and in the multitude of means developed for 

converting its plain surfaces into decorative, eye- 

appealing displays. 

Between the simplicity of the bag the grocer still 

uses for your purchases and the complexity of the 

package, as opposed to the packing bag, lies the story 

of a group of machines, which make paper and trans- 

parent cellulose turn somersaults faster than the eye 

can follow them. 

In the early beginnings of the industry printed paper 

bags—such as they were—were made from single sheets, 

printed and die-cut on flat bed presses and folded by 

hand at a rate of about a thousand a day. When, 

about forty years ago, the first machines were brought 

to America for automatically producing these bags, the 

|= materials 
| 
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The photo-electric cell or ‘electric eye’’ is an essential factor in all 

high speed production. Here we see one automaticaly control- 

ling the positions of the print on the folded bag 

speed mounted to the dizzy figure of a thousand an 

hour. If the term had been invented, old bagmakers 

would have grumbled about ‘technological unemploy- 

Multi-color automatic bags are printed in rolls, on rotary presses. 

Slip-sheet rolls are fed into the rewinding mechanism to prevent 

offset, then removed before folding 

commentary on the quality of its products and the 

sagacity of its mechanization policy. 

With speed-up in production has come the develop- 

PRINTED PAPER BAGS 

ment’’ as they watched these cumbersome, compli- 

cated pipemakers dreams rumble out their improved 

packages. 

Today it is not uncommon to run better made, better 

printed bags at a rate of one thousand a minute—a 

rate which would have permitted a single modern 

machine to replace every bagmaker in the country 

forty years ago. That the bag industry today em- 

ploys more people than ever before is a significant 

ment of a far wider range of bag-types. These group 

themselves roughly into three major styles: 

1. The automatic or self opening bag. 

2. The flat and square group. 

3. The satchel bottom style. 

A fourth type which may involve features of any of 

the others is the window bag, which is exactly what its 

name implies, a type of bag which combines trans- 

parent cellulose with any other paper to achieve trans- 

of packaging 
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Flat and square bags are printed and folded 
on one machine, shown in the center. At 

left is an aniline-ink printing unit; at right, 

one for letter press work 

Full-strip window bags are made by fabricat- 

ing a web from two sections of paper with a 

transparent section in between. This web is 

then folded into bag form 

MODERN PACKAGING 

parency and display of the contents while, at the same 

time, achieving greater strength or economy or both, 

than would be possible with an all transparent bag. 

Automatic or self-opening bags are invariably printed 

on rotary presses capable of applying two, three or 

four colors in rapid succession. The paper is allowed 

to dry in rolls, with slip sheets to prevent offsetting of 

the wet inks, before being placed upon the high speed 

bag forming machines. These are equipped with 

electric-eye localizing devices which automatically 

control the position of the printing on the folded bag. 

Materials used in the manufacture of automatic bags 

are generally strong white fibre, for better printing 

surfaces, although millions of bags annually are pro- 

duced with colored papers or kraft. In recent years, 

aluminum foils, mounted on a strong paper base, have 

also entered this field and are finding widened usage. 

Flat and square style bags differ in their manufac- 

turing processes from the automatic types in that their 

printing and folding-sealing operations are performed 

on the same machine. Both an,line and oil inks are 

used, according to the requirements of the particular 

job at hand. In some cases, in fact, both processes 

are used on the same bag. The machines, for this 

reason, are equipped with rapid-drying printing units 

which can be removed for replacement according to 

the process desired. The materials generally used in 

the classification of bags are varied, glassine, trans- 

parent cellulose, aluminum foils, waxed papers and 

bond papers being among those most common. 

In the case of satchel bottom bags the process of 

manufacture closely resembles that of the flat and 

square styles with the exception (Continued on page 91) 

* 

Left: Die-cut windows are applied by this 

machine which ‘“‘labels’ the transparent 

facing onto the proper point of the die-cut 

web. Below: Tin-ties, for coffee and other 

re-seal bags, are formed on this machine. 

Girls, working two to the machine, paste 

these to the bag tops at speeds running as 

high as 120 per minute 
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ELIZASe Ta 
ARDEN 

RESTYLES FOR 
TOMORROW 

— 

by Ie lei Nap es 

BOUT ten of the twenty or more restyled pack- 

ages which are included in the Elizabeth Arden 

line of beauty aids have reached the retail market and 

one cannot help admiring their ingenuity, freshness 

and subtle dignity which is becoming to a line so well 

known and so long established. This is the first at- 

tempt, since the company was organized, to redesign 

the line in its entirety. New packages frequently have 

been introduced. New prepa- 

rations have made their appear- 

ance in containers and wrapping 

distinctly their own, but never 

at any time has there appeared 

a whole new family of packages 

for Elizabeth Arden products. 

Since its beginning, the line 

has enjoyed phenomenal suc- 

cess. The name, Elizabeth Ar- 

den, has become known the 

world around and its associa- 

tion with youthful beauty is 

firmly fixed in the minds of 

American women to such an 

extent that any product bearing 

it is accepted as an authentic 

and dependable aid to beauty 

worthy of every consideration. ROE, 

Sales have consistently  in- MASQUE 

creased, and at no point in the SARAgern 

ee 

Instead of the more familiar folding- 

carton, Arden uses a set up box with 

the tube cap screwed over its re- 

movable lid. This method, while in- 

applicable to most products, provides 

a touch of expensive novelty to the 
Ardena Masque package 
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The counter display for Ardena nail polishes utilizes a wooden 

frame over which brilliant ribbed copper has been applied. A 

copper-colored mirror, with the Arden name applied to it in 

script, tops the ensemble 

history of the company has the business been more pros- 

perous and sound than it is today. 

Why then should the line be repackaged at this time? 

We are living in a period of rapidly changing atmos- 

phere and conditions. The world is no longer in a res- 

tive mood. Forward-looking individuals are filled 

with expectation; they are seeking that which is new 

and are finding it. Industrial design, unheard of a few 

years ago, has taught many of us to appreciate its in- 

fluence and value in our daily lives. It has helped big 

industry remain big and in many cases to grow bigger. 

Its application to modern packaging has demonstrated 

its dynamic force on sales, and the youths of today, who 

are the buyers of tomorrow, are keenly influenced by 

subtle appeal. 

The germ of incentive which probably prompted the 

Elizabeth Arden redesign program may be traced back 

about a year to an improvement on the Ardena Twin 

Roller suggested by designer Raymond Loewy, which 

adoption resulted in an almost immediate increase of 

more than a hundred and twenty per cent in its sales. 

The Ardena Twin Roller is one of women’s weapons 

against worrisome weight. Its original color was 

black, with black wood handles and red rubber massage 

element. It was as unlovely as it was efficient, yet its 

sales were considered satisfactory at the time. Mr. Vv 



Loewy’s redesign was simple. Without any change in 

the original shape, he gave the roller handles and bear- 

ing ends of white molded urea-plastic and changed the 

massage element from red to white rubber. With 

these changes the ensemble presented a more cleanly 

and sanitary appearance and became more inviting to 

feminine use. It was really a gesture in restyling rather 

than a true instance of redesign. 

Soon after this, Mr. Loewy had a happy thought 

about compacts and set it down in a visual sketch for 

Miss Arden to see. Through this design, she recog- 

nized his peculiar ability to visualize the future and to 

Illustrative of design applied to 

product, as well as package, is 

this reducing roller, which pro- 

duced a mounting sales curve 
when restyled from all black to 

glistening white. ..achieved 

through the use of molded 

handles and white rubber 

The purpose of the restyling was to create pack- 

ages which ten years hence would remain undated. 

All lettering, therefore, is simple and easy to read and 

has been reduced to a minimum. The characteristic 

Arden signature appears frequently as in most previous 

packages of the line. 

The traditional colors, Arden rose and pale lavender, 

are retained in many packages because of their long 

association in the minds of a highly valued clientele. 

The lovely hue of lemon yellow which distinguished the 

Lemonies Soap box remains the same except in the 

interior, which is now lined and partitioned in pastel 

green with black letters to offer a pleasing contrast to 

the soap, which is yellow. 

An original gunmetal paper has been developed to 

edge the boxes of Arden rose, and it does so with dis- 

tinction. Its metallic surface catches every highlight 

and reflects it inoffensively to attract attention to its 

dignified appearance. Boxes are all ivory lined, and 

Four different packages induce for different design solutions. . .yet a common note is carried through the 

family by the use of similar pastel colors and a partial similarity of lettering 

interpret its demands through the media of design and 

engaged him immediately to restyle packages for the 

Arden line as a whole. 

The keynote of the undertaking was to develop a 

style which was smart without being voguish. 

No element was allowed to creep into the design 

which could become outmoded in a few seasons. 

where interior lettering is used it is black. The base of 

the sachet box is of gunmetal which offers forceful 

contrast to the Arden rose (which is almost shell pink) 

winged cover hinged to the base. Its ivory lining is a 

splendid foil for the sachets which are developed in 

various pastel shades. 

Velva Cleansing Tissues (Continued on page 100) 
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EDITORIAL OPINION 

THE CONSUMER’S EAR-POINT 

Most radio listeners, we believe, have come to accept 

advertising “‘telk’’ as an expected accompaniment to 

any program sponsored by a manufacturer of retail 

merchandise. And this is as it should be, for certainly 

the product-sponsor is entitled to compensation for his 

expenditure. For this return he must look to sales of 

his product, and they cannot be created, through the 

medium of radio, without the spoken word—without 

the direct inference to product quality or other advan- 

tage. True enough, his selection of such considerations 

as program, artists, time and audience determines the 

popularity of the various presentations and so estab- 

lishes an acceptance for his sales message. But the 

latter must be introduced in a way that does not offend 

or create an impression of boresomeness if it is to at- 

tain its full effectiveness. There have been many in- 

stances where otherwise popular programs have been 

objected to because of an overindulgence in ‘“‘sales 

talk’’ by the announcer. Many a purchase has fallen 

through because of over-zealousness on the part of an 

enthusiastic salesman; many a printed advertisement 

has lost its purpose because of too much copy. 

Primarily, the radio listener desires to be entertained 

or enlightened. He or she reacts quickly and gener- 

ously to that which makes the greatest appeal to those 

desires. A recognition of such facts has resulted, in 

many cases, in a careful proportionment of entertain- 

ment and, shall we say, sales chatter as included 

in the average program. There still remains, however, 

a goodly number which are subjected to a turn of the 

dial when the sales bombardment commences. 

In the article “The Invisible Package’’ are presented 

several interesting facts and suggestions which we be- 

lieve will be helpful to manufacturers of packaged prod- 

ucts. If the package is to perform its full share of the 

sales work to be done for any product, it must be given 

every opportunity to function. Its part on the radio 

program, it seems to us, need consume but a fraction of 

the allotted time. Its description, a reference to its 

identifying device can take only a moment and offers 

no offense or disturbance to the enjoyment of the pro- 

gram. And the tie-up between product and package 

is definitely established in the mind of the potential 

buyer. By becoming ear-minded he becomes—at the 

store counter—eye-minded. 
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THE CASE FOR CARTONS 

Speaking at the Fifth Annual Packaging Conference 

in Chicago, Willian Guyer, sales promotion manager of 

Seagram Distillers Corporation, made the statement: 

“One of the moot questions in the liquor industry is the 

use of cartons. It has long been my belief that a con- 

tainer which is attractive in its own appearance requires 

no further embellishment, such as a carton. A carton 

serves no other purpose in my estimation than to attract 

the public in making a better eye appeal for the package. 

The use of cartons in the liquor industry, I believe, is a 

carry over of the use of cartons in other industries. 

This opinion does not apply, however, to the use of car- 

tons for special occasions. The use of Christmas car- 

tons for our packages was an economical step.... But 

for an all-around proposition, it seems inadvisable to use 

cartons in the liquor industry. One of the outstanding 

objections to the use of cartons for liquor packages is 

that the public comes to identify the product with the 

carton rather than the bottle which holds the contents. 

I endorse the use of cartons for special occasions but not 

as a steady diet.”’ 

The objections which Mr. Guyer mentions do not, 

however, constitute all of those which have been raised 

against the use of cartons by the liquor industry. Nor 

does his statement that a carton “‘serves no other pur- 

pose than to attract the public in making a better eye 

appeal for the package’ cover the advantages which 

may be obtained through the use of properly designed 

and well constructed cartons. 

It is our opinion that, with a few exceptions, the liquor 

industry has not as yet come to a full appreciation of the 

package and the part which it performs or can perform 

in merchandising. The industry has, for the most part, 

concerned itself with other problems, and while some of 

these have related to merchandising, a plan of sales, in 

which the package is given the opportunity to reach its 

complete effectiveness, is still in the making. True, we 

have seen efforts in the direction of improved design 

and construction as applied to the package. 

We sense in the situation a condition no different 

from that which other industries have had to face 

sooner or later: a realization that the completely 

planned package provides a most potent influence in 

competitive selling. And in the planning the carton 

has a definite place. 



THE CONTAINER CORPORATION 

NEW L | FINISH GUARDS 

THE BEAUTY OF YOUR PACKAGES 

This crystal-clear film for cartons improves appearance and 

adds protection. It intensifies and brightens colors. It is water- 

proof, washable, grease-resistant. It is stainproof, acid- and 

alkali-resistant. Lacquered surfaces do not chafe or stick. 

Age will not cause discoloration. Write for samples and data. 

CONTAINER CORPORATION OF AMERICA 
GENERAL OFFICES —111 WEST WASHINGTON STREET, CHICAGO, ILL. @ MILLS AND FACTORIES AT STRATEGIC LOCATIONS 
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HE re-designing of the Hoover line of containers 

for vacuum cleaners and accessories is part of the 

general design program being carried on by the Hoover 

Company. The cartons, shown in part in the accom- 

panying illustrations, provided a particularly interest- 

ing problem because of the variety of sizes and shapes 

to be given a definite design tie-up, their strict utility 

purpose necessitating the use of corrugated paper- 

board for shipping and delivery. 

The two sets of containers—one set for delivery to 

customer and the other for shipping—are both made of 

the corrugated board because of its durability and light- 

ness. The former containers were a rather drab khaki 

color with copy and insignias printed in black. Black 

Styled silhouette treatment in the redesign of the 

containers for Hoover cleaners and accessories 
makes a marked contrast between the new 

and old 
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OUSEKEEPING F OR 

H VER CLEANERS 

tapes were used for the handles. No attempt had been 

made to give them distinction of appearance through 

unity of design or to use design to obtain the maxi- 

mum amount of self-advertising. 

The new cartons are of a richer tan color with a 

slightly mottled effect. A deep brown was selected 

for all printing as well as for the handle tapes, and this 

treatment produced a more unusual and distinctive 

effect. Brown bands—narrow at the top and broad 

at the bottom and proportioned according to the vari- 

ous sizes and shapes of the cartons-——act as a common 

design denominator. Styled silhouettes of the various 

products contained in each carton are used as a deco- 

rative treatment. All copy, with the exception of the 

words ‘“‘The Hoover’’ is in simple block lettering. 

The entire design treatment is intended to give the 

line unity and distinction of appearance, and to get 

away from the ‘ordinary’ corrugated container look. 

These designs were created by Henry Dreyfuss. 
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ackaged on the S&S Filler and 

Sealer, soft drink powder, or any 

free flowing material, is accurately 

filled, tightly sealed and speedily delivered. 

One, two, or three filling units can be used 

with each sealer. 

A host of well-known users have made ) 

the S & S Filler and Sealer one of the | Production: 

most popular of packaging machines. 1 I 7 25 to 150 Units Per Minute | 

Convenient payment terms are available. 

Write for complete information. 

STOKE MITH © 
PACKAGING MACHINERY PAPER BOX MACHINERY 

Frankford, Philadelphia, U. S. A. 



oMmpentions 

PACKAGING 

Here are the 1934 All-America medal winners on display at the Wacker-La Salle Building, Chicago. Similar exhibits are being shown at 
various points in this country and abroa 

=—he ALL-AMERICA goes places 

HE 1935 Medal Award Packages are going places 

and doing things, if one can judge from the interest 

that is being shown by various organizations in the 

opportunity to display the winning entries in the 1935 

All-America Package Competition. Conservatively 

estimated, it can be stated that before the several 

exhibits return from their travels they will be viewed 

by at least a million interested spectators—to say 

nothing of many more curiosity seekers who will regard 

the packages in a less analytical manner. The pack- 

ages themselves will be ‘“‘doing things’’ in that they can 

and will serve as exponents of packaging principles, 

exemplifying those factors which have come to be 

regarded as necessary to produce consumer acceptance 

of packaged products. Previously shown to a limited 

number—in past years confined to a few exhibits at 

convenient points—the All-America, under the present 

plan of ‘‘putting it in circulation,’’ promises a more 

wide-spread interest than was heretofore possible. 

As this issue of MODERN PACKAGING goes to press, 

the itinerary of the All-America exhibits is as follows: 
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Art Week in Boston, under the auspices of the Boston 

Chamber of Commerce, April 8; Advertising Club of 

Boston during the week of April 15, and then to the 

Rhode Island Packaging Show at Providence—date 

not yet stipulated. 

A second set has gone forward to be shown in Omaha 

under the auspices of the Omaha Advertising Club 

during the week of April 16. Then to Des Moines, 

lowa, for display during the week of April 23 by the 

Advertising Club of Des Moines. A further scheduling 

of this set is for May 9 to 11 at the Advertising Affilia- 

tion Convention in Pittsburgh, Pa. 

A third group follows this itinerary: Baltimore, 

Md., under the direction of Alvin Epstein and con- 

current with the meeting of the Advertising Club of 

Baltimore, April 24; Atlanta (Ga.) Advertising Club 

week of May 6; Advertising Association of Houston, 

Texas, May 20; Advertising Club of St. Louis, Mo., 

May 28. 

On the Pacific Coast arrangements are being made 

for showings on April 24 at the San Francisco Adver- 
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HE NATIONAL BISCUIT COMPANY’S red N. B. C. 
Uneeda trade-mark has been a family guide 

to freshness and quality for over a generatioa. 
Throughout their diversified line of packaged crackers 
eight different Riegel Papers will be found, each playing 
its part in preventing breakage, promoting cleanliness 
and attractiveness, and maintaining oven freshness. 
The Riegel Mills offer the broadest line of packaging papers 
obtainable today. Any manufacturer of food products is 
almost certain to find among them the exact 
paper for his individual packaging need, whether it be 
protection, decoration, production efficiency or economy. 
Our 1935 sample portfolio is now ready. Write to 
Riegel Paper Corporation, 342 Madison Avenue, New York. 

PAPER*FOR® EVERY PACKAGING® NEED ~ 
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tising Club, May 14, Los Angeles Advertising Club, 

and June 23, Pacific Advertising Clubs Association, 

San Diego, California. Requests have come from 

other Western clubs—Advertising Club of Spokane, 

Advertising Club of Portland, Fort Wayne Advertising 

Club and Salt Lake Advertising Club, and schedules 

will be arranged to include them. In connection with 

the exhibits shown before the various advertising clubs, 

acknowledgment is made of the splendid cooperation 

given by the Advertising Federation of America. 

At a meeting of the Philadelphia Club of Advertising 

Women, held at the Poor Richard Club the evening of 

March 28, the Gold Medal packages were shown and 

an explanatory talk given by D. E. A. Charlton, editor 

of MopERN PackaGinc. Mr. Charlton will also speak 

at Baltimore on April 24 when the packages are ex- 

hibited before the Advertising Club of Baltimore. 

Two complete sets have been sent to England for 

exhibition there. One to the magazine Shelf Appeal 

and the other to Alan Rogers, recently appointed 

editor of the Packaging Review. 

EW display materials, improved printing proc- 

esses, and the intelligent coordination of these 

with good merchandising ideas is expected to bring a 

new era in point-of-sale displays that has long been 

hoped for in advertising and selling fields, according to 

F. A. Sunderhauf, manager of the merchandising display 

department of the Reynolds Metals Company. 

Pointing out that hit-or-miss methods of developing 

display pieces must be supplanted by careful planning 

by experts, Mr. Sunderhauf declared that too often the 

advertiser thinks it is sufficient to distribute a large 

number of pieces with an attractive color combination 

or picture. Frequently, he said, displays have been 

produced that were works of art, but too often poorly 

conceived pieces have been used which have caused 

the advertiser to believe that display advertising was 

too costly for the results achieved. 

PERPETUATING 

A CUSTOM 

| oe Easter, flowers, rabbits and eggs lave, since 

time immemorable, symbolized that season of the 

year. And each year we see the exercise of new in- 

genuity in the production of those associations which 

are connected with that festival. Perhaps there is no 

field in which application or development of such 

reminders is more apparent than that of packaging. 

Containers of every type, as well as wrappings, annu- 

ally make their appearance, more attractive and more 

ingenious than the year before, to bid for the consumer’s 

acceptance and tally up new sales records for the 

products which they carry. The possibilities of the 

“seasonal appeal’ that may be incorporated into such 

packages seem to be unlimited. 

Of the several to be found on the market this year, 

one of the most outstanding is that which is being used 

by the Prince Matchabelli Perfumery, Inc. As may 

be seen in the accompanying illustration, this attrac- 

tive container—molded of Beetle in each of five colors: 

white, blue, green, red and yellow—conceals, in 1-dram 

bottles, three of the now famous crown containers of 

that establishment. The perfume fragrances which 

may be selected are: Duchess of York, Princess Marie, 

Ave Maria, Princess Norina and Queen of Georgia. 

It was the intention of the late Prince Matchabelli, in 

the design of this Easter package, to so perpetuate an 

attractive Russian custom—and also that of provid- 

ing a gift appropriate to the season. 

Flattened at the base, the lower part of the molded 
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The Matchabelli Easter egg—A gorgeous 

container for a coveted product 

“egg’’ rests firmly wherever it is placed. The indi- 

vidual bottles are inset in a die-cut, velour-covered 

collar or disk that forms the top of a paperboard shell 

or box that fits snugly in the molded section and holds 

the bottles firmly in position. On the cover, in gold, 

is impressed the insignia of Prince Matchabelli products. 

With the perfumes and the shell holding them removed, 

the molded container becomes a convenient re-use unit 

for many purposes. For protection, each egg is packed 

in an undecorated set-up paper box. 

Here we have another instance of good merchandising 

in which the package, specifically designed, is used to 

create sales and build prestige for a line of products. 

The idea of the Easter egg is, of course, not new and in 

fact was used last year by the Matchabelli company. 

But in execution and in the materials used, the package 

is indeed modern, impressive and sales compelling. 

Responsible for its design and production is the Warner 

Brothers Company. 

Ce 



H beg new package of yours is certainly neat," said Grocer Jones to 
the boy out on the firing line ... and that's that. Just a new thought, 

a new awakening in the grocer's mind concerning the progressiveness, 
the vision, the quality, the selling energy of your product. But, what a 
pat on the back for any manufacturer. Orders come in from all fronts 
when new packages go out to the trade .. . especially if Heekin designers 
and lithographers intermingle the famous Heekin colors on seh and 
shape the package. Today's selling job must be planned and followed 
through. In your plans why not let Heekin prove its superior lithography 
... its lasting color effectiveness ...Why not? THE HEEKIN CAN 
COMPANY, CINCINNATI, OHIO. 

1 EE N CANS 
Wi tT H HARM QONIZE D COLORS 
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Planning for Moth Prevention 

N' ) DOUBT is left in the consumer’s mind as to the 

type of product contained in the packaging group 

shown in the accompanying illustration. The entire 

make-up tells at a glance that Mothozone’s purpose is 

the prevention and elimination of moths, their eggs 

and their highly destructive larvae. 

In preparing these new packages, the importance of 

color as well as design was carefully considered. The 

group is printed in deep red, this color being chosen for 

its significance in connection with the purpose of the 

product and for its general popularity in both feminine 

and masculine preference. 

The design for the entire ensemble is simple, making 

the copy easy toread. The bottles containing Motho- 

zone Crystal Spray are packed in attractive cartons on 

which is illustrated the bottle with sprayer attached, 

in actual use. The Mothozone Vaporizer is packaged 

in a round tin, utilizing die-cut holes in a specially 

counter-sunk top and bottom to permit the escape of 

the penetrating vapor which spells ‘‘Finis’’ to moths. 

The smaller can holds Mothozone Rings which can 

be removed from the container and placed wherever 

needed. A smart canister is used in packaging Motho- 

zone Crystals, another member of this moth-killing 

family. Die-cut holes at the top facilitate easy sprin- 

kling of the product. 

The unusual consumer reaction to these products 

illustrates the success which has met the introduction 

of these meritorious items when combined with well- 

planned packaging. 

The cartons, labels and canister wraps were designed 

and manufactured for the Mothozone Company by 

Brooks & Porter, Inc. Cans are made by Continental 

Can Company; canisters by Canister Company. 

This group offers an opportunity to establish the 

true definition of a ‘‘family of packages.’’ Frequently 

that designation has been applied to a group of pack- 

ages of a single type, such as cartons, which carry 

identical designs and differ only in the size of the con- 

tainers used. In this case we have different types of 

containers, and the carrying through of a common de- 

sign motif as applied to each—a true family group. 

Likewise does this hold good for a group of different 

products so packaged as to identify their manufacturer. 

Family resemblance is consistently carried out in these packages, de- 

signed to merchandise a kindred line of moth-prevention products. 
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EASY TO IDENTIFY 

Even a cup can recognize your product when 
it is packed in Maryland BLUE Bottles. Their 
brilliant color catches the eye and makes your 
product stand out on display above competing 

products. And the rich, royal BLUE suggests the 
high quality of the product within. 

It takes Color to sell goods these days. And 
we believe that Maryland BLUE Bottles are the 
most distinctive colored containers on the market. 
No wonder they have been adopted for so many 

famous products. 

Maryland sive Bottles and Jars are now 
available in many smart stock shapes and sizes 
as well as in special designs. 

We'll gladly send samples if you'll write telling us 

the nature of your product and the sizes in which it is 

packed. Maryland Glass Corporation, Baltimore, Mary- 

land. New York Representative: 270 Broadway, New 

York City. On Pacific Coast: Owens-Illinois Pacific 

Coast Co., San Francisco, California. 

Maryland Green Tint and Flint Bottles are 

of the same high quality as Maryland Blue 

MARYLAND 

BECAUSE THEY 

STAR D 

OUT 

7 BOTTLES 



Many sizes 
« - all wrapped by 

One Machine! 

ing our Flexible Wrapping machine because 
of the important production and merchandising ad- 
vantages which this extremely versatile machine offers. 

If your products are put up in various sized pack- 
ages, you may find it advisable to wrap all of them 
on this adjustable machine, instead of operating a 
separate machine for each size. 

In plants where the volume on one size is not large 
enough to justify machine wrapping, an adjustable 
machine may be installed to wrap all the various 
sized packages—thus obtaining the important econ- 
omies of machine production. 

With this machine in your plant, you can quickly and 
easily add new sizes to your line—either temporarily 

or permanently—without investing in new machinery. 

| ersten seer y of food products are adopt- . The F-9 offers all these advantages in the highest 
degree, because it accommodates the widest range 
of sizes. And you may use “Cellophane,” glassine, 
or waxed paper, all on the same machine. The ma- 
chine may also be built to use printed wrappers ex- 
clusively. If printed “Cellophane” is used, it is 
equipped with an electric eye which registers the 
printed design on the package. 

This is but one of our large line of machines used 
for a great variety of products and many difficult 
types of wrapping. 

Write for complete information 

PACKAGE MACHINERY COMPANY 
SPRINGFIELD, MASS. : 

New York . Chicago - Cleveland 5 Los Angeles 
Mexico, D.F., Apartado 2303 - Peterborough England: Baker_Perkins, 

Ltd. Melbourne, Australia: Baker Perkins Pty.,Ltd. 

PACKAGE MACHINERY COMPANY 
Over 200 Million Packages per day are wrapped on our Machines 
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CARTONS IN THE LIQUOR FIELD 

(Continued from page 46) and well. Now if these 

regulations could be changed so that a glued-end carton 

was used and the Federal strip stamp affixed over the 

end of the carton, such as is done with cigars and cigar- 

ettes, automatic filling machines could be used, this 

stamp-affixing operation performed at no cost and the 

savings alone would more than offset the entire cost of 

the cartons. If this condition were brought about, the 

distillers could uniformly use cartons, solely on the 

basis of their permitting economies in their packaging 

operations impossible for them today, even without the 

use of individual cartons. 

To date, at least one sealed-end carton has received 

Federal approval. This has openings on top and on the 

two sides to permit inspection of the Federal strip 

stamps affixed to the neck of the bottle; openings, with 

perforated lids for easy removal, in the back and bottom 

panels, the former to permit inspection of the re-use 

legend blown in the shoulder of the bottle and the custo- 

mary Caution Label affixed to the back of the bottle, 

and the latter to permit inspection of the bottle maker's 

and distiller’s permit numbers blown into the bottom of 

the bottle. Consistent opposition has met the idea of 

affixing the Federal strip stamp over the ends of the car- 

ton, rather than on the bottle, as now prescribed by 

Federal regulations. 

2. Protection against bootleg liquor: In the March 

issue of Review of Reviews appears an article “Repeal 

Has Its Headaches,’’ which clearly points out the de- 

sirability of curbing the activity of bootleggers. The 

author, Jo Chamberlin, sets forth the real reasons why 

there are bootleggers, how profitable it is for them to 

operate in ‘‘wet’’ states, and particularly what their 

activities mean in lost revenue to the Federal and State 

governments. 

While it is fully appreciated that the Treasury De- 

partment is being beseiged by hundreds of individuals 

and delegations with all kinds of ‘‘gadgets,”’ purport:ng 

to make it difficult for the bootleggers, it would seem 

that there is merit in the case of the glued or sealed-end 

carton, with the Federal strip stamps affixed over the 

end of the carton, which would have to be broken before 

access to the contents could be had. Add to this, the 

offer of the reputable carton manufacturers to take out 

licenses, imprint on every lot of cartons their license 

number and that of the distiller, and regularly report to 

the Treasury Department all orders and shipments, 

which would further be checked by reports from the 

distillers showing their receipts and shipment of cartons, 

and one is convinced that here is a method which will 

accomplish something. While no one is foolish enough 

to think that a determined and clever bootlegger 

couldn’t get around this, it would be troublesome and 

expensive, and to the extent that it cramped his style 

and profits might serve as quite an effective deterrent. 

To secure approval of a sealed-end carton with the 

strip stamp over the end of it will require Congressional 

action, but when it is considered that a half to three- 
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quarters of a billion dollars are being lost annually in 

taxes, isn't it time that our U. S. Treasury and Senators 

do something to retrieve some part of it? 

3. Building better retailers: Modern merchandising 

methods must replace the present chaotic price-chiseliny 

methods being indulged in by retailers for the good of 

the industry and the country. A large percentage of 

present liquor retailers must fall by the wayside, con- 

demned on their own inability to serve the public 

safely, satisfactorily and profitably. They will be re- 

placed by men who operate their stores along modern 

lines, utilizing all modern forces which will encourage 

sales, honestly, satisfactorily and profitably to every one 

concerned. And they will be the ones who will value 

cartons because of the following advantages: 

(a) Merchandising precedent: America has moved 

from a bulk market to a packaged market, under the 

leadership and education of modern merchandising 

minds. While our mothers bought their sugar and flour 

by the barrel, our modern housewives buy it by the car- 

ton. From tea to piston rings, from toys to facial 

creams, from surgical dressings to cigarettes, the prod- 

ucts preferred and bought by discriminating consumers 

come packaged in attractive, convenient folding car- 

tons. And sooner or later, these same consumers will 

show their marked preference for liquors attractively 

packaged in folding cartons. 

(b) Protecting the contents: The first step in packag- 

ing, as we now know and practice it, was an effort to 

bring America’s staple products from their producers to 

their consumers in their original freshness and attrac- 

tiveness. Attractively printed and varnished or lac- 

quered cartons protect fine bottles and labels from dust, 

fly specks, scratching, fading, possible deterioration and 

general unsightliness, without fuss or bother. Protec- 

tion against breakage is further facilitated, as any one 

will attest who has tried carrying several naked bottles 

against the same number in cartons. 

(c) Identification: A brand name on every package 

added a guarantee of origin and quality for the protec- 

tion of the ultimate consumer. It made national adver- 

tising possible and profitable for scores of manufactur- 

ers. It enabled retailers and wholesalers to build large 

and successful businesses by handling definitely known 

trade-branded and identified products, which repeated 

in sales because of the satisfaction secured. In this day 

of ‘“‘wild cat’’ and unknown brands the carton offers the 

legitimate distiller, wholesaler and retailer an oppor- 

tunity to identify his brands, and tell a story on them, 

which will satisfy consumers in their initial purchases, 

and bring them back for more. 

(d) Convenience: The carton meets all the require- 

ments of a neat, economical and non-identifying pack- 

age. There are still many people who dislike having it 

known that they are carrying a bottle of liquor, such as 

is readily apparent when it is wrapped either in a piece 

of brown paper or in a paper bag (such as used by State 

Stores). Cartons for either small or large units are con- 

venient to carry. They are readily opened and disposed 

of. They facilitate easy han- (Continued on page 82) 
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KIMP AK is soft and resilient, free from dirt and 

foreign substances. It protects finishes against mar- 

ring, guards against shipping damage and breakage. 

Because it is easily applied, KIMPAK saves time, labor 

and money in packing. 

No matter what your product, KIMPAK will solve 

your shipping problems. 

Let us send you FREE 1935 Portfolio of KIMPAK 

samples. Mail coupon to nearest sales office. 

KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 

Sales Offices: 8 S. Michigan Ave., Chicago 

., New York City 

MANNING-BOWMAN 

When the Manning-Bowman, Meriden, Conn., 

“Cook-All” is shipped to the customer, KIMPAK 

protects its beautiful chromium finish against 

scratching and marring. 

FREE! 1935 Portfolio of Kimpak 

! 

| KIMBERLY-CLARK COR- 
PORATION, Neenah, Wisconsin. 

| Address nearest sales office: 8 So. 
| Michigan Ave., Chicago; 122 E. 

42nd St., New York City; 510 W. 
6th St., Los Angeles. 

Gentlemen: Please send us the 1935 Portfolio of KIMPAK. 
MP-4 
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Joseph B. Short, vice-president of The Sillcocks- 

Miller Company, South Orange, N. J., died on March 

24 at his home. 

Triangle Ink & Color Co., Inc., has engaged the ser- 

vices of J. Fred Perfect, 2524 Edmondson Ave., Balti- 

more, Md., who will cover the Baltimore, Washington 

and Richmond, Va., district. 

The Richardson-Taylor-Globe Corporation has 

changed the location of its New York office from 501 

Fifth Ave. to 295 Madison Ave., where sufficient 

space is provided to display some of the company’s 

current samples. 

Hampden Glazed Paper & Card Company an- 

nounces the removal of its New York office to Room 

902, 60 East 42nd St., where, in enlarged and more 

commodious quarters, it is in a better position to ren- 

der service than ever before. The office remains under 

the management of James A. Leyden and John W. 

Thompson. 

M. S. Ireys, formerly advertising manager of the 

Reynolds Metals Company is now in charge of adver- 

tising on closures for the Armstrong Cork Company, 

Lancaster, Pa. Mr. Ireys succeeds E. V. Carlquist, 

who is now advertising manager of the Thermoid 

Rubber Company, Trenton, N. J. 

De Vaulchier & Blow, Inc., designers of products 

and packages, announce the association of Georges 
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Wilmet, a designer of 15 years experience in this line 

of work. Mr. Wilmet has designed for such firms as 

Armstrong Cork & Insulation Co., Du Pont de 

Nemours & Co., Peter Jackson, Ltd., American Dis- 

tilling Co., Chase Brass & Copper Co., Boyer Chemi- 

cal Co., R. H. Macy, ete. 

The Albert Paper Box Company, Inc., now at 142 

Harrison Place, Brooklyn, N. Y., announces its re- 

moval to Front and Main Streets. The new location 

will provide greatly increased plant facilities. The 

company will continue its sales policy of seeking to 

serve trade efficiently under its officers: A. L. Fogel, 

president and treasurer; G. J. Dubey, vice-president, 

and A. V. Fogel, secretary. 

George S. Heineman, Inc., has moved to larger 

quarters at 230 Fifth Ave., Suites 700 and 701. Tele- 

phone: Caledonia 5-4622. This organization special- 

izes in packages of both wood and leatherette, as well 

as paper boxes for various trades such as silverware, 

cosmetics, candy, clothing, woolen and other indus- 

tries. The company represents the S. K. Smith Com- 

pany who specialize in leatherette boxes. 

Container Corporation’s exhibit room, in its downtown 

Chicago offices of the company, offers an opportunity 

to display a few of the outstanding shipping containers, 

folding cartons, display containers and boxboards pro- 

duced by this company. The effect of the various 

types of containers shown in the chromium trimmed 

show cases is indeed striking. The backgrounds for 

the show cases have been finished in softly polished 

black. Effective flood lighting, and the clear glass 

shelves, permit the packages to be shown to their best 

advantages. Above the cases are shown by flood 

lights, photographic scenes in the production of board, 
shipping cases and cartons 

Robert Gair Company, Inc., through E. Victor Don- 

aldson, president, has announced the acquisition by 

purchase of the plant and equipment of the Andro- 

scoggin Pulp Company, South Windham, Maine. 

After April 1, the business will be operated by the 

Androscoggin Paper and Pulp Corporation, a wholly 
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owned subsidiary of Robert Gair Company, Inc. The 

resident management will continue unchanged un- 

der E. K. Mansfield. The Androscoggin mill is a 

modern paper board and ground wood pulp plant. 

Paul E. Hodgdon has been elected president and 

treasurer of the Deerfield Glassine Company which re- 

cently cleared its receivership. Mr. Hodgdon served 

as general manager, in charge of production and sales, 

from the time when the Deerfield concern went into 

the receivership four years ago. Since that time 

steady progress has been made, desp‘te the depression. 

Production difficulties have been overcome by careful 

selection and addition of new personnel, changes in 

methods and the modernization of equipment. The 

sales picture has been strengthened by a pronounced 

improvement in quality, but more particularly by the 

PAUL E. HODGDON 

development of several new lines. The main products 

manufactured by this concern are greaseproof trans- 

parent papers, envelopes and bags. 

Mr. Hodgdon, who is 39 years of age, has been asso- 

ciated with the paper industry all his life. He served 

several years with the Brown Company, both in 

Canada and this country, was eight years with the 

Eastern Manufacturing Company and came to Deer- 

field from the Munising Paper Company, of Munising, 

Mich., where he served as general superintendent of its 

pulp and paper mills. 

Charles N. Stoddard, of Greenfield, Mass., for the 

past four years receiver of the concern, retains contact 

with Mr. Hodgdon, as chairman of the board of direc- 

tors. Richard J. Doolin will be assistant treasurer. 

The Arabol Manufacturing Company has announced 

its fiftieth anniversary. In June, 1885, Messrs. Jung- 

bluth and Weingartner founded the company for mak- 

ing glues and pastes from cereals—adhesives that 

could be used without soaking and cooking and which 

would be free from the objectionable odors of animal 

glues. They leased a few feet of floor space in a build- 

ing on East 9th St., New York, and set up equipment 

to begin production in a small way. A sales office was 

also opened at 13 Gold St., New York. 

In a short time it was necessary to seek larger quar- 
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ters which were obtained on West 52nd St., New York. 

Then the increasing demand for Arabol products 

again made expansion necessary, and the present large 

plant at Brooklyn, N. Y., was purchased. The small 

Gold St. sales office was moved to 100 William St. and 

later to the present executive offices located at 110 

East 42nd St., New York. 

During this period offices were established in Chi- 

cago and New Orleans to accommodate the Middle 

West and Southern territories. Still later, a Chicago 

plant was erected. 

The next step was the opening of warehouses and 

offices in Boston, Philadelphia, San Francisco, Seattle 

and New Orleans. Now plans have been completed 

for a plant at San Francisco, which places the com- 

pany in a position to render exceptional service on the 

Pacific Coast. An export department was established 

with headquarters in New York, with an office and 

warehouse in London, England, and sales representa- 

tives in many foreign countries. 

Edward Weingartner remained as president of the 

company until the time of his death in 1917, at which 

time his widow, Mrs. L. M. Weingartner was elected 

to that office. A. F. Voigt, vice-president, is celebrat- 

ing his fiftieth year of service with the company and 

Henry Kohler is the present treasurer and secretary. 

Container Corporation of America on March 28 re- 

elected the following directors: Sewell L. Avery, 
president, Montgomery Ward & Co. and United 

States Gypsum Company; William R. Basset, part- 

ner, Spencer Trask & Company; J. J. Brossard, vice- 

president, Container Corporation of America; Henry 

B. Clark, representing the Sefton Manufacturing Com- 

pany interests; Wesley M. Dixon, vice-president, 

Container Corporation of America; George de B. 

Greene, New York investment banker; William P. 

Jeffery, partner, Jeffery Redmond Escher & Murray; 

Walter P. Paepcke, president, Container Corporation 

of America; A. M. Reed, manager paper division, 

Owens-Illinois Glass Company; and Stanley A. Rus- 

sell, president, Lazard Freres & Company, Inc. To 

fill the vacancy existing for some months, C. R. Me- 

gowen, comptroller of Owens-Illinois Glass Company, 

was elected to the directorate by preferred stockhold- 

ers, completing the board’s limit of eleven members. 

John J. Doheny has joined the staff of the Milprint 

Products Corporation, Milwaukee, Wis., where he 

will be in charge of the meat packing and dairy divi- 

sions, selling Revelation bags, wrappers and lithog- 

raphy to these industries throughout the United 

States. Mr. Doheny has been associated with the 

packing and dairy industries for over twenty years as 

food inspector of New York State; New York City 

Health Department; and for a number of years with 

the U. S. Department of Agriculture. Following that, 

he acted as sales manager of the Dixie Cup Co. in New 

York City, and more recently was in charge of the 

meat packing division of the Reynolds Metals Co. 
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Deep embossed metal seals and labels by Stanley 

are unmatched as a mark of identification and 

adornment—where the duty of your package is 

to reflect luxury, refinement, superlative quality 

in the product. We are also large producers of 

metal foil labels and seals for an endless variety 

of packaged products. Samples will prove the 

superior character of a Stanley label. Please 

write. 

THE STANLEY MFG. CO., DAYTON, OHIO 
New York Address: 200 Fifth Ave., Room 913 

A few desirable territories are open to salesmen, 
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WASHINGTON 

developments 

® The 1935 flower catalogs, as di- 
gested at the U. S. Department of 
Agriculture, show that there is no 
ground for the rumor that the new 
method of packaging rose bushes has 
flopped. Indications are that the 
coming year will see an increased 
use of the ‘‘Fertil-potted’’ device 
whereby two-year-old, dormant, 

budded roses are packaged in car- 
tons with roots firmly embedded in 
blocks of specially prepared peat 
moss. Evidence shows that the use 
of pictures in color on the special 
window cartons have helped the 
sale of the upward of 60 varieties of 
roses now put out in the protective 
packages. 

® The Government Laboratory or 
else a small plant operated by pri- 
vate interests in Hawaii will shortly 
begin the manufacture, from sugar 
cane bagasse, of the Alpha cellulose 
of which hints have already reached 
the trade. The promise of this 
process, which, thanks to cheap ni- 
tric acid, is said to produce more 
and better cellulose, is calculated to 

draw the attention of all packaging 
interests which employ transparent 
cellulose sheeting for wrapping or 
window purposes. D. F. J. Lynch 
will be in charge in Hawaii. If the 

product is of the high grade as- 
serted, plants will likely be set up in 
Louisiana and Porto Rico. 

® Marketing experts at the Depart- 
ment of Commerce, who are hipped 
on the strategy of reiteration in 
package copy as well as in advertis- 
ing campaigns, are pointing to the 
latest ‘“‘Sani-Fil’’ package as an ex- 
ample of picturization, coming and 
going. The size of the carton—7 X 
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12!'/, in.—has enabled Sani-Fil, Inc., 

of Boston, to poster the face and 
reverse with half tones of generous 
size showing a housewife accom- 
plishing easy disposal of garbage by 
means of the patented wire rack 
holding a leak-proof bag. 

® More or less under the surface, 
there are at work in Congress a right 
wing and a left wing on package pro- 
tective legislation. On the score of 
design protection, the conservatives 
are for tinkering up our present De- 
sign Patent law. The liberals want 
to start from scratch with a new De- 
sign Registration law. Some sort of 
cleavage obtains on food and drug 
legislation. One school of thought 
favors a completely rewritten Food, 
Drug and Cosmetic Act. The other 
school contends that the proper 
caper is to plug the holes, if any, in 
the existing law by means of patch- 
amendments. 

© Trade mark monitors at Washing- 
ton are saying that A. Stein & Com- 
pany has a neat solution for the 
prickly problem of so marking an 
article that the identification will 
carry along no matter whether the 
item is inside or outside a container. 
The new package for Paris Garters 
has the brand imprint on top and 
end of the box. Added to which the 
transparent cellulose window, nearly 
full length, exposes to view the trade 
mark on the article itself. The ex- 
perts see a new technique in this 
positioning of the package window 
at the trade-mark level. 

® Regulatory officials at Washing- 
ton headquarters are het up over the 
latest subterfuge in commodity iden- 

tification. The offenders are certain 
firms in California that are putting 
out hard ciders labeled as cham- 
pagne. The row is due to the fact 
that there is nothing in the copy on 
the main package to let the custo- 
mer into the secret that the product 
is merely apple juice. Compliance 
with the food law is effected by an 
inscription in small type printed on 
a strip-label attached to the pack- 
age at only one point. The enforce- 
ment officials say that the approved 
trick is for the salesman to deftly 
yank off the package rider, as he 
wraps up a purchase, leaving the 
package with nothing to show that 
the content is actually an apple 
beverage. 

® Since the Old Dutch people got 
out their sponge premium, in the 
silhouette of the familiar Holland 
maiden chasing dirt, various pack- 
agers have had an inspiration. Why 
not double padlock a cherished trade 
mark by obtaining a design patent 
on a replica employed as a con- 
tainer or anovelty? Nay, nay, says 
the U. S. Trade Mark Division, 
in turning down repeater applica- 
tions. A brand or badge-of-origin 
cannot be made the subject of both a 
trade-mark registration and a patent 
on design. 

Behold a_ packaging surprise 
among the discoveries of the 
Government field agents who con- 
ducted the current investigation of 
“Economic and Social Problems 
and Conditions of the Southern 
Appalachians.”” Wood workers in 
the Carolina mountains are revealed 
as the latest contenders for trade in 
re-use packages of art wood con- 
struction. Typical of the deluxe 
convertibles are the inlaid hardwood 
boxes, trays, etc., which are being 
produced in the district surrounding 
Bearwallow, North Carolina. 

® Talk about forehandedness. The 
floor plans of the huge new Annex 
to the Library of Congress at Wash- 
ington show that space has been 
allotted for prospective files of copy- 
righted designs. The joke is that 
Congress has not yet called into 
being the besought institution of 
Design Copyright. For that mat- 
ter, Congress has been in no hurry 
toso much as transfer the machinery 
of Print and Label Copyright from 
the Patent Office to the Copyright 
Division. Although the Commis- 
sioner of Patents has been sympa- 
thetic to the switch whereby all 
Copyright activities be consolidated 
under one roof. 



CONTINENTAL 
Assume This Part 

of Your Load 

Like most business men, you have many knotty problems which can- 

not be delegated to others. 

But PACKAGING... there’s a task that requires the services of experi- 

enced men trained in the art of translating prosaic facts about your product, 

its production and distribution, into terms of size, shape, design and sales 

appeal. There is a job that Continental can lift from your shoulders and solve. 

For 30 years Continental has been engaged in the creation of packages 

that sel]. An experienced representative nearby gives you ready access to 

the extensive facilities of the entire Continental organization. Feel free to 

call on him for help at any time. 

CONTINENTAL CAN COMPANY 
NEW YORK CHICAGO SAN FRANCISCO 
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CARTONS IN THE LIQUOR FIELD 

(Continued from page 74) ling in the store, ware- 

house, on the street and in the home. They carry no 

tell-tale finger marks of having been frequently 

handled if they are properly processed. They permit 

of ready examination of the contents prior to actual 

purchase. In the distiller’s plant they make possible 

the use of automatic machinery for the filling opera- 

tions, at a minimum of floor space, investinent and 

packaging cost. They conveniently meet the needs of 

large or small production. They offer the dealer a 

convenient and highly economical packaging method, 

without any special investment in packaging materials 

to increase his operating costs. 

(e) Visibility: The carton with its large surfaces 

makes an effective poster with maximum display and 

advertising value. It may be readily seen and read 

from where the customer stands in the store, saving the 

dealer’s time, and helping make the sale without sug- 

gestion or intrusiveness on the part of the dealer or his 

clerks for those consumers who Jike to make their own 

selections. On the counters, shelves, show cases and in 

show windows the large panels of the carton outshadow 

in visibility and legibility the smaller areas on labels. 

(f) Families of products: The carton offers a simple 

and highly effective means of utilizing this modern mer- 

chandising strategy of making the leaders in a line of 

products carry the lesser-known products because of the 

similarity of packaging. The same design, possibly 

varied slightly in copy or color, reproduced on cartons, 

immediately tells the consumer a convincing story that 

this gin belongs to the same family as that fine whiskey 

bought last week, because they are packaged in the same 

way, and thus satisfies her caution and encourages an 

immediate sale. 

(g) Better window and counter displays: Americans 

have been taught to make their own unaided selections 

in the self-service type of stores, and many there are 

who prefer this method of shopping. Because cartons 

are so much larger than bottle labels, and can therefore 

be so much more easily read, they offer very practical 

advantages for window and counter displays that sell 

merchandise. Cartons may be readily and attractively 

displayed, without fear of their tipping over, or made 

into attractive pyramids quickly and securely. When 

used with the naked bottle they “high spot’’ the bottle, 

very much in the same fashion that an intelligent and 

effective counter display directs the eye of the con- 

sumer to the product displayed. 

(h) Reduced retail store overhead: Cartoned liquors 

suitably meet all the requirements of practical retailing, 

in storage, handling, economical use of shelf space, on 

counters, show cases and windows. Since a retailer’s 

way of figuring his profits is on the number of times he 

turns his stock (his turnover), if he has fairly large 

quantities of saleable merchandise tied up in his win- 

dow and counter and show-case displays, this requires 

his carrying a larger inventory than were he to dress his 

windows, etc., with empty cartons and just a few actual 
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bottles of saleable liquor. Regular cartons are gladly 

supplied by distillers for window display, and giant car- 

tons are available, in order to enable retailers to operate 

their stores with minimum inventories. Varnished or 

lacquered cartons catch less dust and dirt than open 

bottles, and hence reduce the amount of help required to 

keep the shelf stock clean and presentable. 

(i) Advertis'ng tie-up: Because of the large printing 

surfaces available on the carton, it not only stipulates 

the product it contains, with the name and guarantee of 

the maker, but advertises other products made by the 

same manufacturer, thus serving the purposes of an ad- 

vertisement. It may suggest proper methods to use the 

product to secure satisfaction and repeat business. Car- 

tons lend themselves ideally to the needs of reproducing 

them in all the diverse methods of advertising being 

used. The carton also serves to carry inserts. 

(j) Reduced packaging costs: The carton enables the 

distiller to use automatic packaging methods, with their 

economies, as against manual methods. When distillers 

furnish dealers with liquors attractively cartoned, all 

that the dealer has to do to make a satisfactory package 

for his customers to carry on the street, without fear of 

dropping it or advertising to every one that he has 

bought a bottle of liquor, is to wrap it in a small piece of 

kraft paper and tie it with string or gummed tape. 

Summing up: The Federal Government’s interest 

should be confined to: (1) getting its due tax on every 

bottle of liquor; (2) facilitating inspection; (3) protec- 
tion of the health of all American citizens; and (4) driv- 

ing the bootlegger out of business, by making it too 

difficult, expensive or too easy to detect illicit liquors. 

The distiller’s interest should concern: (1) protecting 

his product; (2) reducing his packaging costs; (3) giv- 

ing him greater flexibility in his production operations; 

(4) helping build better retail distributors for the future 

of the industry and himself; (5) better advertising pos- 

sibilities, and (6) better identification of his name or 

trade mark so that he may profitably advertise it, and 

reap the benefits therefrom. 

The retailer’s concern is: (1) better display value for 

packages so that they will sell themselves faster and 

with less effort; (2) emphasis on something below low 

price; (3) lowered operating costs and higher profits, 

and (4) rendering a real service to his customers so that 

they will concentrate their liquor purchases in his store. 

And, in conclusion, it hardly seems necessary to point 

out that the consumer is, in the last analysis, the final 

judge. It is the fulfillment of his desires, the conforming 

to his wishes that make for his acceptance of such goods 

as are offered for sale. As each of the foregoing interests 

is served, adequately and properly, it can be expected 

that a proportional share will be passed on to the con- 

sumer, and the result will not be displeasing to him. 

For much of the information used in compiling this 

article and for the illustrations reproduced acknowl- 

edgment is made to E. A. Throckmorton, Container 

Corporation of America, Willard F. Deveneau, The 

Richardson-Taylor-Globe Corporation and R. L. 

Snideman, Carton Division, American Coating Mills. 



The “Cinati Filling Machine 
Easy to operate. No experience necessary. 

Fills six bottles at a time. Will discharge bottles 
automatically onto a conveyor. 

Quickly adjustable for different size bottles. 

Vacuum-operated. Will not fill your product into bad 
bottles—there is no drip, overflow, mess or waste. 

metal construction. No rubber hose to cause | 
trouble. Excellent for oil products. 

All 

| Entirely self-contained. Complete machine with 
supply tank, vacuum plant and motor occupies 

floor space of only 4144 x 2% feet. 

What do you fill? What types and sizes of bottles? 
Send for full information or samples. 

| THE KARL KIEFER MACHINE CO. 
| CINCINNATI 
| P. Jorgensen A. J. Sterling T. C. Kelly M. C. Finn 

311 California St. 225 Broadway, Room 1209 222 W. Adam St, 10 High St. 
San Francisco New York, N. Y. Chicago Boston, Mass. 

C. S. du Mont 
Windsor House, Victoria St., London, England 

With this machine--- 
—You can bottle 100 to 135 gross a day— 

—of any light or heavy liquid product— 

—into standard or sprinkler top bottles— 
—and do a neat, accurate job— 

—at the labor cost of one girl operator. 

Our line of manufacture includes a variety of paper 
cans and composite cans for insecticides, chemicals 
and various other food products. 

Cosmetic manufacturers will find our Tale and Dust- 
ing Powder Containers both attractive and eco- 
nomical. Made in a variety of sizes, they are 
readily adapted to colorful wraps—lithographed, 
printed or with raised printing. 

Let us help to make your package a sales builder. 

CROSS PAPER PRODUCTS 
CORPORATION 

THIRD AVE., AT 140TH ST., NEW YORK,N. Y. 

MARATHON 
OT powpé? 

we 
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EQUIPMENT AND MATERIAL 

NEW DEVELOPMENTS IN PACKAGING 

MACHINERY, METHODS AND_ SUPPLIES 

NEW LINOMATIC PACKER 

Recently announced by the packaging machinery 

division of the Franklin Steel Works, Joliet, IIl., 

and shown in operation at the Fifth Annual Packaging 

Exposition, is the new Linomatic Packer for the pack- 

aging of such products as ground spices, cocoa, malted 

milk, prepared flour, baking powder, jelly powder, 

pudding powder, face powder, cleanser powder, soap 

powder, chemical powders, starch, etc. 

Shown in the accompanying illustration, this pack- 

aging unit raises and lowers the can over the filling 

tube automatically, thereby producing an operation that 

is said to be practically dustless on any powdered mate- 

rial. The product is packed from the bottom of the 

container upward, and finishes with the proper accu- 

racy in weight without any check weighing or finishing 

stream. It is of continuous motion and it is equipped 

with an automatic safety stop so that there is no filling 

or spilling if there is no can under the filling station. 

One of these machines is operating on ground spices in 

the plant of the Wixon Spice Company in Chicago. 

The outstanding features of the equipment are: 

Quick action oil clutch in leak-proof housing; dust- 

proofed ball bearing pivots in movements of levers; 

combination mechanical and electric trip—no pitting 

of contacts—not affected by vibration; one-piece steel 

augers. Production is at the rate of 30 to 60 per 
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minute and only one attendant is required, to supply 

empty cans to feed conveyor. 

The Franklin Steel Works is an old established firm 

of 30 odd years of successful operation in metal special- 

ties. The packaging machinery division of the Frank- 

lin Steel Works was established in January, 1934, under 

the direction of W. F. Pitcher, treasurer and general 

manager of the Franklin Steel Works, with W. D. Jor- 

dan, for many years chief draftsman with the National 

Packaging Machinery Company, as the head of the 

engineering department. H. L. Hanson, who for 16 

years handled the sales of National Packaging Ma- 

chinery Company in the middle west, is directing sales. 

E. B. Elder, formerly president of the Elder & Robin- 

son Check Weighing Machine Company, was added to 

the force early in 1934. He assists in new develop- 

ments and also in the sales department. 

NEW FEATURES IN 
BOTTLING EQUIPMENT 

Exhibited for the first time at the National Wine 

and Liquor Show in Chicago was a capping machine 

of an entirely new design, manufactured by The U. S. 

Bottlers Machinery Company. This equipment pre- 

sents new features for the handling of the capping of 

bottles or any other type of container using screw caps 

of any kind. It is a fully automatic machine with 

built-in micromatic control, accomplishing results and 

production capacity on a two spindle machine only 

heretofore obtained on the larger and much more ex- 

pensive rotary machines. It is said to have a capacity 

of from 45 to 70 capped units per minute. 

The outstanding features of this machine are that, 

with this larger capacity, it has only two spindles or 

capping heads requiring adjustment when change 

from one size of caps to another is required, simplifying 

and speeding up this operation, and it has a built-in 

micromatic control for regulating speed of operation 

and capacity of machine, by means of a registering 

scale. The use of this type of control eliminates 

difficulty in synchronizing with other automatic equip- 

ment. This exclusive adjustment permits the setting 

of the machine in a few seconds to any speed desired. 

The micromatic control also operates in conjunction 



All 
30 to 60 PACKAGES 

PER MINUTE 

— 

e 
25%° OFF COSTS 

This new, automatic Linomatic Packer represents 

the last word in powder filling equipment. It 

provides high speed, consistently accurate, dustless 

operation . . . filling cans or cartons at a speed of 

from 30 to 60 per minute. Automatic controls 

insure stopping of the feeder mechanism if no can 

is in position. When can enters, feeder starts. Dust varied to suit requirement. Investigate this money- 
saving, time-saving machine today. Write us for proof ball-bearings insure enduring service and accu- 

racy. One piece steel augurs can be instantly changed, full information. 

without tools, for different sizes. Capacity can be * Including labor and shrinkage. 

NEW LINOMATIC PACKER 

FRANKLIN STEEL WORKS 
JOLIET (Rockdale) ILLINOIS 

ike NEW BLISS Power Lift Top Stitcher 

Will Stitch More Boxes per Day at Lower Cost 

Its almost entirely automatic operation enables your oper- 

ator to stitch many more containers per day than can be 

stitched on older types of Top Stitchers. 

Heavy containers can be raised and stitched as rapidly 

and easily as lighter containers, and with less fatigue to the 

operator, because the work table is operated by power. 

Table automatically stops at right position for stitching 

the container, a great time saver. 

Table can be adjusted to height of your conveyor or trucks 

for transferring containers without lifting. Saves damaging 

of containers before they are sealed. 

One motor operates power lift and stitcher. 

Equipped with BLISS Heavy-Duty Stitcher Head—the 

fastest, strongest and most durable Stitcher Head built. 

Let us tell you further how this new Top Stitcher will in- 

crease your production and lower stitching costs. 

Dexter Folder Company 
28 West 23rd Street, New York, N. Y. 

Bliss, Latham and Boston Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 

CHICAGO BOSTON ST. LOUIS 
117 W. Harrison St. 185 Summer St. 2082 Ry. Ex. Bldg. 

PHILADELPHIA CLEVELAND SAN FRANCISCO- 
5th & Chestnut Sts. 1931 E. 6lst St. LOS ANGELES-SEATTLE 

H. W. Brintnall Co. 
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~ FIBRE 

TIN ENDS, ROUND, SQUARE 

OR ODD SHAPED BODIES— 

STANDARD OR SPECIAL SIZES 

Whatever your requirements ... ten thou- 

sand to a million . . . Universal can fill your 

needs economically. 

Whatever the time limits . . . a few days or 

weeks .. . Universal can fill your needs with 

dispatch. 

As for quality, we use the best materials 

and assemble them with care. The result 

is a container of superior strength and ap- 

pearance. Universal Containers are the 

kind that stand up under all conditions, 

the type that work for you while in the 

consumer’s hands. 

We invite your inquiries and pledge you 

the cooperation of our designing staff in 

planning the final appearance of your fibre 

containers. Address— 

UNIVERSAL 
CONTAINER 
COMPANY 

FIBRE BODIED CANS 

ROCHESTER, NEW YORK 
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with the hopper 

attachment so 

that the feeding 

of various sized 

caps handled on 

this machine can 

also be readily and 

quickly adjusted. 

This company 

also had on exhi- 

= bition its C-8 vac- 

on one machine, 

requiring but one 

operator for both 

the container 

cleaning and filling operation which is fully auto- 

matic. This machine is also equipped with micromatic 

control for synchronizing speed of operation with 

other machines working in line. 

} uum filler with 

see a vacuum cleaning 
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NEW WRINKLE FOR SHIPPERS 

new strap retainer, said to be especially adapted 

A for use with conveyor systems or strapping 

tables where space does not permit the placing of any 

other type of equipment, has been developed by the 

Acme Steel Company, Chicago, for its product Steel- 

strap, used by countless firms for reinforcing boxes, 



packages, etc. As may be seen from the accompany- 

ing illustration, the coil of strapping lies in a horizontal 

position on a steel pan. Casters make it possible to 

move the retainer around easily. The tray is out of the 

way when placed under a conveyor or table. Particu- 

larly where space is at a premium, this handy and prac- 

tical method of keeping strapping always ‘‘on tap’’ has 

met with the approval of numerous shippers. The 

dimensions: 24!/, in. diameter by 9!/2 in. height. 

ROCESS NEWS is the title of a new house organ, 

issued by the F. J. Stokes Machine Company, 

Philadelphia. It is planned to issue this at intervals 

during the year, to supplement trade paper and other 

advertising done by the company. Text and illustra- 

tions point out various developments in new machines 

and methods in which the company is interested, as 

well as presenting actual examples of and suggestions 

for their application. 

HE U. S. Bottlers Machinery Company has just 

published an eight-page catalog illustrating and 

describing its new Twin Piston filling machine for 

handling semi-liquids and semi-solids such as mayon- 

naise, salad dressings, mustard, greases, ointments, cold 

creams, preserves, jams and kindred products. This 

bulletin, known as ‘““TPF-1,”’ 

to any one interested in the filling of such products. 

U. S. Twin Piston fillers have been in successful use 

by many outstanding producers for a number of years, 

will be sent upon request 

but many improvements have been made in their 

construction. They can now be obtained with a vac- 

uum cleaning head and unit built into the machine, 

which thoroughly cleans the containers immediately 

preceding the filling. Both the cleaning and filling of 

the container can thus be handled by one operator on 

one machine. These are also made with multiple pistons 

for handling several small containers at one time. 

A new fabric processed by the Westinghouse Elec- 

tric and Manufacturing Company has just been 

placed on the market. This material, a pure silk, is 

said to be completely waterproof although it contains 

no rubber. It is also claimed to be acidproof, heat- 

proof and will not stick, crack, harden or deteriorate 

with age. It is lightweight, translucent and available 

in a wide color range. 

This fabric, it would seem, offers many possibilities 

for clever packaging and is being used at the present 

time by a leading cosmetic manufacturing company 

for one of its products. It could also be used by a 

number of other firms whose products would be en- 

hanced by a transparent, waterproof, airtight, dust- 

proof and acidproof covering. The fabric also fits in 

with the modern vogue for re-use packages. Pouches 

made of this material are suitable for tobacco pouches, 

traveling necessaries, etc., after the contained product 

has been consumed. 

The sole distributor for Westinghouse processed silk 

is Harte & Wyle, 267 Fifth Ave., New York. 

One concern alone purchased 

14 BECK DEMI SHEET CUTTERS 
This concern, one the largest nationally known bakeries in the country, like all others interested in saving 

money selected our machine for its unfailing performance, accuracy in cutting and large output. Buy your 

wraps in rolls and sheet them on this machine which will earn its way as you use it. 

- ) 
The Jogger Table 
Really Jogs— 
With 4 Moving Wings 
It Can’t Help It. 

EVEN PILES 
SAVE TIME } 

hie CUT-REGISTER | 
ATTACHMENT (For 
Printed Material) This 
Little Hand Wheel 
Lets the Operator 
Control Speed of Ma- 
terial and So Keep the 
Cutting in Line With 
the Printed Register. : 

CHARLES 

This Machine Will | 
Handle Up to 3 Rolls } 
of Plain Material at a 
Time. 
How Can You Afford 
to Putter Along With 
Any Slower Method? 

— 

If You Wish, a Slitting 
Attachment & a 
Counter May Be Fur- 

nished. Write & 
We'll Tell You More! 

BECK MACHINE COMPANY 
TERMINAL COMMERCE BLDG. 

13th & Callowhill Sts. Philadelphia, Pa. 
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A “PLUS’’ BREAD BOX 

ECOGNIZING that there are many products 

which the average small store does not have 

facilities to stock or adequately display in its regular 

store fixtures, the American Can Company undertook 

expensive a package to supply with each shipment, 

since it has no definite reuse value and, repeat orders re- 

quire packing so as to be transferred to this sales unit. 

In order to simplify this, it was evident that it would 

be necessary to develop a package which would serve 

not only to transport and merchandise the product, 

but also find a ready purchaser after serving its purpose. 

The regular bread box, already manufactured by the 

company, was serving in this capacity, but if kept closed 

in the store the product naturally was prevented from 

securing a display sales appeal and many health regula- 

tions do not permit the cover to be thrown back and the 

contents exposed to the open air. The glass assembled 

in the cover accomplished all the results desired, 

besides converting the package into a unique bread box 

with a demand from the housewife at a price covering 

the entire container cost. 

FOIL PROPERTIES PROVED 

(Continued from page 41) lected as suitable: Simple 

square wraps of 0.0007 in. aluminum foil, large 

enough to completely cover the fruit. 

Test: Storage for weeks or months under normal shelf 

to develop a package that would not only serve as an conditions. 

economical transporting container, but a self container Results: Grapefruit: After storage for five months at 

sales and display unit. This, of course, has been done 60 to 70 deg. F at 50 to 60 per cent relative humidity, 

before in a measure, by means of ordinary round can the fruit had lost only 2 per cent of its original 

with a separate glass cover, but obviously this is too weight and was in perfect condition for consumption. 

A single worker with these Peters Junior Forming & 
Lining and Closing Machines can do the work of six 
people... producing 2000 to 2400 completed packages 
anhour. The Peters Junior Forming and Lining Ma- 
chine takes the flat carton shell and liner sheet, sets 
them up together. Both operations fully automatic. 
The Peters Junior Folding and Closing Machine 
closes the filled cartons neatly and uniformly. The 
two in tandem are in use today in many important 
plants throughout the country... saving thousands 
of dollars annually in many instances. 

For full information on this and Peters Automatic 
Forming and Closing Machines write today to— 

PETERS MACHINERY COMPANY 
General Office and Factory 4700 RAVENSWOOD AVE. 

CHICAGO,U.S.A. 
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Lemons: These lost only 2.00 per cent of their 

original weight after storage for one month at 40 to 

50 per cent relative humidity at 80 deg. F. and were 

in perfect condition for use. Limes: These lost 

2.50 per cent of their original weight over one month 

at 30 to 40 per cent relative humidity at 80 deg. F., 

and were in perfect condition for use. 

Application No. 5 

Product: Milk in bottles. 

Packaging troubles encountered at present: Lack of 

sanitation with plain disc closure, heating of milk 

and development of ‘‘cappy’”’ odor and flavor due to 

exposure to sunlight. 

Aluminum foil package selected as suitable: Envelope 

of 0.00035 in. aluminum foil laminated to 30 Ib. 

bond paper with a water-base adhesive of suitable 

size to slip over and cover the entire bottle. 

Test: Exposure to July sunlight in New York City, 

from 9 A.M. to 12 noon. 

Result: Milk in foil protected bottle free of ‘“‘cappy”’ 

odor and flavor. Maximum internal temperature 

82 deg. F. Maximum internal temperature in a 

naked bottle 100.5 deg. F. 

Application No. 6 

Product: Powdered molasses. 

Packaging troubles encountered at present: Caking 

and liquefaction due to absorption of moisture. 

Aluminum foil package selected as suitable: Aluminum 

foil bag, fabricated of 0.0005 in. aluminum laminated 

to 24 lb. glassine with a water-base adhesive, inside 

a cardboard carton 2 in. X 4 in. X 6 in., with an 

outer wrapper of 0.0004 in. aluminum foil laminated 

to 30 lb. bond paper with a water-base adhesive, 

sealed with a water-base adhesive. 

Tests: Storage under normal New York City shelf 

conditions for 20 days. Storage in air maintained at 

95 to 100 per cent relative humidity at 80 deg. F. for 

ten days. 

Results: Powder unaffected by storage; moisture 

absorption recorded 0.00 per cent. Powder dry, 

smooth and free-flowing, not sensibly affected; 

moisture absorption recorded 0.21 per cent. 

Application No. 7 

Product: Sliced dried beef. 

Packaging troubles encountered at present: Drying 

and discoloration. 

Aluminum foil package selected as suitable: Simple 

wrap fabricated of 0.00035 in. aluminum foil lami- 

nated to 12 Ib. tissue with wax adhesive. 

Test: Storage in refrigeration at 40 deg. F. for 25 days. 

Result: Beef in excellent condition as to color, appear- 

ance, odor and flavor. Total moisture loss 1.51 per 

cent. 

Application No. 8 

Product: Tea. 

Packaging troubles encountered at present: Absorp- 
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Ritchie-designed packages make that \7M 

sirtking FIRST IMPRESSION 

that greatly influences consumer sales, 

Ritchie does more than just design a package. 

Ritchie considers merchandising factors first 

. analyses your market, studies the condi- 

tions governing the sale of your product... 

and then creates the package which in every 

way is best suited to your individual needs. 

That's why packages by Ritchie are 

“PackaGes TuatT Sex.” And that’s why they 

often prove to be the deciding factor that 

prompts consumer preference amid a confus- 

ing array of competing products. Ritchie de- 

signers will be happy to offer their suggestions 

for a modern, sales-producing package indi- 

vidualized to your needs. 

Send for ‘PACKAGES THAT SELL” 
A style review of modern, sales-producing 
packages... many pages of striking, idea- 
giving packages... several prize win- 

ners, Send for it today. No cost. 

W. C. RITCHIE ano COMPANY 
PAPER BOXES + ALLIED PRODUCTS » FIBRE CANS 

8855 BALTIMORE AVENUE, CHICAGO 

MINNEAPOLIS ST. PAUL 

ST. LOUIS FT. WAYNE 

NEW YORK DETROIT 

LOS ANGELES 
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tion of moisture and foreign odors and flavors. 

| Aluminum foil package selected as suitable: Card- 

| board frame with unsealed wrap of plain 0.001 in. 

| aluminum foil. 

| Testis: Exposure to air maintained at 95 to 100 per 

| cent relative humidity at 100 deg. F. for 96 hours. 

Exposure to vapors of diacetyl in a closed vessel for 

48 hours. 

| Results: Tea not sensibly affected by the exposure; 

moisture absorption recorded 1.98 per cent. No 

diacetyl odor or flavor found by organoleptic tests 

in tea before and after brewing. 

| Application No. 9 

| Product: Protein bread. 

| Packaging troubles encountered at present: Drying, 

| hardening and mold spoilage. 

| Aluminum foil package selected as suitable: Wrap of 

plain 0.001 in. aluminum foil, with double fold on 

| side seam and twisted end closures. Loaf sterilized 

by heat after being wrapped in foil. 

| Tests: Storage under normal shelf conditions for 2 

| weeks. 

Results: Loaves in perfect condition as to softness, 

odor and flavor; no trace of mold. | 

| Application No. 10 
| | 
| 
Product: Candy cream mints. 

| Packaging troubles encountered at present: Drying, 

| hardening, bleaching and flavor changes. 

| Aluminum foil package selected as suitable: Square 

bag 2 in. X 4 in. X 8 in., fabricated of 0.0005 in. 

aluminum foil laminated to 24 Ib. glassine with 

water-base adhesive, sealed with water-base ad- 

hesive, with inner bag of 24 Ib. glassine. 

Tests: Exposure to radiation from a General Electric 

S-1 sun lamp at 18 in. range for 48 hours. Exposure 

to air maintained at 10-15 per cent relative humidity 

at 100 deg. F. for 5 days. 

Results: Mints entirely unaffected by the exposure. 

Mints soft, creamy, unaltered; moisture loss re- 

corded 0.67 per cent. 

Application No. 11 

Product: Peanut brittle. 

Packaging troubles encountered at present: 

liquefaction caused by moisture absorption. 

Aluminum foil package selected as suitable: Cardboard 

carton with wax-sealed wrapper fabricated of 0.00035 

in. aluminum foil laminated to 30 lb. bond paper 

with wax adhesive. 

Tests: Storage under normal New York shelf condi- 

tions for 25 days. Exposure to air maintained at 

95 to 100 per cent relative humidity at 80 deg. F. for 

25 days. 

Results: 

absorption recorded 0.03 per cent. 

not sensibly affected by the exposure; 

| absorption recorded 0.84 per cent. 

Partial 

Peanut brittle entirely unaffected; moisture 

Peanut brittle 

moisture 
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Application No. 12 

Product: Cracked whole wheat. 

Packaging troubles encountered at present: Insect 

infestation. 

Aluminum foil package selected as suitable: Square 

bag 2 in. X 4 in. X 6 in., fabricated with 0.0005 in. 

aluminum, laminated to 24 lb. glassine with water- 

base adhesive, metal side out, enclosed in a seal-end 

cardboard carton. Cardboard carton with outer 

wrap of 0.00035 in. aluminum foil laminated to 30 Ib. 

bond paper with a water-base adhesive and sealed 

with a water-base adhesive; metal side out. 

Test: Exposure to attack, in a closed vessel, by several 

thousand common grain weevils for 5 weeks, at a 

temperature favoring active propagation of the 

weevils, 

Result: No weevils, pupae, larvae or webs found in the 

packages after exposure. 

PRINTED PAPER BAGS 

(Continued from page 60) that changes are made 

in that part of the machine that provides the bottom 

folds to permit of the forming of the satchel fold. 

Printing in most cases is done at the same time as bag 

making. The most common materials used are glas- 

sine, transparent cellulose or foil. Because of the 

neat appearance of this type of bag and its ability to 

stand upright, it finds much favor among confectioners 

and manufacturers of specialty bulk merchandise and, 

in fact, wherever the product is to be displayed in an 

upright position. 

Any of the three major styles of bag can be made with 

} 

‘‘windows”’ of transparent cellulose. There are two | 

classifications of this type of bag. One, intended for 

use where great display is more important than strength, 

has a full strip window running from the top of the 

bag to the bottom. In this type the transparent 

material is applied to the full length of the paper web | 

before folding begins. The other variant type has a 

die-cut hole in the opaque paper web filled by a pasted- 

in window. Here, the strength of the all-paper bag is | 

maintained, with a great degree of product visibility. 

Another variant type of package is worthy of dis- 

cussion because of the wide usage of bags it has created 

among such trades as coffee packing. This is the 

satchel bag with a so-called tin-tie closure which permits 

of a tight seal and an almost infinite number of re- 

sealings. A special machine has been developed to 

fabricate these closures by folding and pasting a paper 

tab around a strip of tin. These are then pasted by 

hand to the finished bags. 

Because the printing of bags is a highly specialized 

branch of the graphic arts, most large bag plants 

maintain their own art, engraving, stereotyping and 

ink departments. Most large plants are therefore in 

a position to service the packager from the point where 

he decides upon a bag onward. 

Miller... 
WRAPS THEM ALL 

In “CELLOPHANE” or WAXED PAPER 

RANGE? . . . MILLER RAPID ADJUSTMENT 

MAKES ALL PACKAGES ALIKE . . . WHETHER 

YOU WRAP ONE SIZE OR MANY, USE ‘“‘CELLO- 

PHANE” OR WAXED PAPER, MILLER IS A 

SOUND INVESTMENT FOR SPEED... UTILITY 

. NEAT PACKAGES ... WITH MAXIMUM 

ECONOMY. 

@ WITH THE NEW MILLER SHEETING 

ATTACHMENT ROLL CELLOPHANE OR 

WAXED PAPER CAN BE USED. SEE 

ILLUSTRATION BELOW. 
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WRITE TODAY 

MILLER WRAPPING & 
SEALING MACHINECO. 
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TRADE BOOKLETS 

T is difficult to steel die stamp pyroxylin coated 

paper because the solvent generally used in the 

ink or bronze does not adhere readily and the ink then 

has a tendency to ooze out from the engraving with a 

smudging result. By using fine bronze powder with 

cellosolve acetate (or any solvent of high boiling point) 

has a solvent and a lacquer of medium viscosity, this 

difficulty is eliminated. 

The foregoing suggestion is given by the Hazen 

Paper Company, Holyoke, Mass., in connection with 

samples of Kidskin, a pyroxylin coated paper, water- 

proof and washable, which has been announced by that 

company. It is obtainable in various colors. The 

samples are die stamped so that an idea of the results 

obtainable may be had. 

LEAR, concise and practical is the new Brown 

Company publication entitled ‘‘Paperight—a 

Sampler of Strength Papers,’’ published to serve pur- 

chasing executives as a source of important information 

and file reference of the many industrial and printing 

papers manufactured by Brown Company, Portland, 

Me. ‘‘Paperight’’ will be issued at intervals of two 

months and sent out to all the leading industrial com- 

panies of the United States to accomplish four specific 

purposes: Show actual samples of Brown Company 

papers; describe the qualities of each paper to indicate 

its best use; give mill production information on sizes, 

weights, etc.; offer the wide range of special paper- 

making fibres and experimental mill facilities in develop- 

ing new papers for specialized needs. 

THE INVISIBLE PACKAGE 

(Continued from page 38) age or container is made 

other than perhaps to say it comes in a 65-cent bottle 

or a 50-cent box. 

One such announcement during an otherwise splendid 

program devotes 450 words to the superlative quality 

of the product and dramatic description of its use. 

The only mention of package is to say, “it comes in 

dainty guest boxes at 10 and 20 cents.’’ The product 

has enjoyed extensive radio advertising and I set out 

to find out how well it was known. Of the first twelve 

women asked (it is exclusively a woman’s product), 

ten couldn’t tell the color of the package in which it is 

sold, one thought it was pink, the other described it 

perfectly since she is a regular user. 

This may not prove a thing, but it leads me to believe 

that if I were a manufacturer spending thousands in 

radio advertising for a product of known quality, 

which was merchandised throughout the country in an 

attractive package, I wouldn’t hesitate, in my radio 

commercial, to tell listeners what the package was like. 

“When television attains its commercial popularity, 

tinted transparents. 

samples? 

42 Avenue L. 

| They won't break—but 
i Boy! Theydocatchtheeye! 

It’s not only eye-appeal, but the memory of the package that 
is gained by these modern containers. 

package—and Hycoloids offer any color in brilliant opaques or 
Hycoloids stand out among other pack- 

ages like Spring flowers in a drab lawn. 

COLOR FUL—UNBREAKABLE 

These labeled-when-made packages are ideal for all types of pharmaceuticals 
for many sanitary, dental and personal hygiene products, and for beauty accessories. 
The size, the shape, the style of closure and the colors are subject to your preference; 
the containers prove their utilitarian value, and their eye-appeal. 

HYGIENIC TUBE & CONTAINER CO. 
Newark, N. J. 

Color is part-of-the- 

containers 

Have you sent for 
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we can expect a constant panorama of packages.”’ 

(MODERN PACKAGING, February, 1935) I wonder! Or 

will the gentlemen at the microphone, who studiously 

avoid any mention of packages at this time, hold the 

packages behind their backs while they talk. Or so 

hold them before the screen that their identifying design 

will be carefully hidden from those who would willingly 

listen and look. 

Many sponsors of well-known programs agree to the 

advantage of package tie-in with radio commercials and 

I will quote briefly from their remarks. 

General Foods Corporation says, ‘‘We have included 

an identifying description in the broadcast of such 

programs as Jell-O, Log Cabin Syrup, Grape-Nuts 

and Maxwell House Coffee. To cite a specific example, 

during the broadcast of Grape-Nuts in connection with 

the Admiral Byrd Expedition, we had a premium offer 

involving the return of box tops. The package was 

referred to as ‘the friendly yellow and blue package’ 

in order to overcome any confusion in the minds of 

listeners between Grape-Nuts and Grape-Nuts Flakes. 

The results in this case were highly successful.”’ 

The makers of Life Savers believe package identi- 

fication in broadcasts is helpful and their package and 

product are designed with such identification in mind. 

Ex-Lax, Inc., says, “We have not felt the desirability 

of using words to describe our package, except the 

generality ‘“‘the chocolate tablets in the little blue box’’ 

which we use occasionally.” 

Colgate-Palmolive-Peet Company write in part, 

‘We certainly believe that wherever it is possible to 

do so visualization of the package of the product 

advertised in conjunction with radio programs is ad- 

visable and desirable—for example, on Super Suds we 

always refer to it as the ‘Big red package for 10 cents.’ ”’ 

Borden’s says, ‘“‘Our packages are designed primarily 

for good visual identification. We believe that the 

better the visual identification, the easier it is to de- 

scribe the package over the radio. We have made no 

comparative tests between programs mentioning the 

identifying mark and those not mentioning the identi- 

fying mark, and we cannot give any definite reply as 

to the results. It seems obvious that we could get 

better results when we can use a simple phrase or sen- 

tence to describe the packages.”’ 

Bristol-Myers Co. says, ‘“‘We feel that it is very im- 

portant to use some package identifying phrase in 

commercial announcements of radio programs. We 

have been broadcasting the program of the Ipana 

Troubadours for over nine years and from the very 

beginning we have used the package identifying phrase 

of ‘the tooth paste in the red and yellow striped tube.’ 

“It is rather obvious from our viewpoint that if a 

person fails to remember the name of the product and 

he does remember that it comes in a red and yellow 

striped tube, he can either see it on the shelf or ask 

the druggist for such a package.” 

Campana Corporation, makers of Italian Balm, add 

this word, ‘“‘We always refer to the ‘green and white 

| 
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SAVES YOU 

TIME AND MONEY 
@ By cutting the number of stops for coil chang- 
ing in half, and allowing more work to be done per 
day, the one-piece 10-pound coil of Acme 
Silverstitch is saving money for fibre box users. 

Speaking of economy—this stitching wire is so un- 
varyingly accurate in width, temper and thickness 
that stitching work can be faster and smoother. 

And this stitching wire, with heavy galvanized 
coating is so rust-resisting that often protection 

liners can be eliminated, and both inside packages 
and shipping cases kept free of rust blemishes. 

It's more than seven years now, since Acme Silver- 
stitch was introduced. Today, the majority of ship- 
pers prefer it. Try it at our expense. Tell us the size 
you use, and we'll send you a free 5-pound coil. 

ACME STEEL COMPANY 
GENERAL OFFICES: 2843 ARCHER AVENUE, CHICAGO, ILL. 

Branches and Sales Offices in Principal Cities 

APRIL, 1935 93 



Cellophane-wrapped package’ over our radio programs 

as we feel this has a very definite advantage.” 

B. T. Babbitt, Inc., writes, ‘We have endeavored 

to identify our package by having a character on the 

radio known as Little Miss Bab-O, which is an animated 

and vocalized trade mark.”’ 

Wrigley Pharmaceutical Co., makers of Wrigley’s 

Spearmint Tooth Paste, advise that results from pack- 

age identification in radio broadcasts are “proving 

good,”’ and add, ‘“‘We say in our broadcasts, ‘Look 

for the big orange and white carton bearing the signa- 

ture W. W. Wrigley.’ ”’ 

Rudy Vallee, for many years a creator and director 

of successful programs on the air, has this to say about 

packaging for radio: ‘‘I have always felt that colors- 

the assembling of them on a package, an advertisement 

or any form whatever—have a great deal to do with 

impressing or failing to impress the prospective cus- 

tomer. 

“Unquestionably, it would be of great help to certain 

products advertised over the radio for the announcer 

or radio salesman to call attention to the style of pack- 

age, making identification for the listener when he or 

she visits the store to purchase that much easier. 

“The phrase: ‘Look for such and such color, label 

and so forth’ has been overdone a bit, but I certainly 

feel that the package itself should be described when 

it has any intrinsic qualities that make it worthy of 

description.” 

Jessica Dragonette, pioneer in radio broadcasting 

with more than eight years of continuous experience to 

her credit, yet still in her early twenties, was asked to 

express her opinion, as a radio star and as a woman, 

on packaging for radio. 

“I believe products should be identified with an 

effective package, just as an individual is with a name, 

and a house with a number, or a street corner with a 

sign,”’ she replied. She also believes that radio com- 

mercial announcements should include some descrip- 

tive phrase or sentence to help listeners identify the 

product when they go where it is sold. She points 

proudly to the fact that her sponsor, The Cities Service 

Company, in its broadcasting continuity continually 

emphasizes the direction to ‘‘watch for the Black and 

White Cities Service emblem.” Although generally 

speaking Cities Service Company does not package its 

gasoline, the radio tie-in with the company emblem 

is nevertheless important to help listeners identify its 

service stations, and its pumps (which become the 

package), where its product is sold. 

All sponsors and directors evidently do not agree, 

however, and less than fifty per cent of the programs 

on the air today mention the package in a way which 

makes it easy for prospective purchasers to identify 

the package advertised when they go into a retail shop. 

Many point out to me that programs are designed 

as much for the purpose of maintaining good will 

among present users of their products as they are to 

attract and interest new users. Yet listeners are con- 

stantly being invited, teased, entreated, implored and 

THE COLTON CLOSURE: A new method of 

sealing a collapsible tube, eliminating the clip entirely 

and giving a more decorative appearance with greater 

security to the contents. It is completely formed on 

these new Colton Tube Fillers and Closers by making the 

two usual double folds, making a third fold in the reverse 

direction, and then securing and giving more rigidity to 

the folds by corrugating the folded end. Both sides of the 

tube have exactly the same appearance on the folded end. 

Adoption of the Colton Closure is an investment which pays 

you dividends immediately, through saving in time, labor 

and material. Nomoreclipstobuy. Noclipstock tocarry. 

No clip wastage. Noclipcorrosion. Nostops to replenish 

clip rolls. No maintenance expense on automatic clipping 

heads. Continuous production. Reduced overhead. 

Better appearance. Added security to the tube contents. 

We offer a complete line of automatic power-operated 

machines for producing the Colton Closure at speeds from 

40 to 120 tubes per minute. 
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urged to try this or that and, so long as they are, it | 

must be evident that new business constitutes at least | 

a part of the motive behind these vast expenditures in 

radio broadcasting. 

It is important in this connection to remember that | 

sales are not completed over the air. The actual ex- | 

change of product and currency takes place in some | 

retail establishment which is left to the choice of the 

listener and seldom mentioned except in a general way 

in the broadcast. 

If new business is to come from those unfamiliar with 

the product and the manner in which it is packaged, 

is it reasonable to expect listeners to try to visualize | 

something they have never seen? Or is it better to 

give them as complete a picture of the product and | 

what it will do for them, as is physically possible, and 

to imprint in their minds an indelible mark of identi- 

fication so they will at once recognize the product by 

its package when they meet it face to face. 

Isn’t it barely possible that a listener (or multiples 

of them) standing before a drug counter to purchase 

a tube of his favorite tooth paste might see displayed | 

before him a tooth paste, new and strange, except for 

the “‘red oval spot’ or the ‘“‘red and yellow striped | 

tube’ which he instantly recalls as a2 radio acquaintance | 

and decides to try for the first time? | 
Such radio identification costs the sponsor nothing, 

and whether or not he avails himself of his opportunity, 

the fact remains that consumers of packaged products 

receive their introduction to such products exclu- | DOES YOUR ~ ACK AGE 

sively through the packages. As with coffee, which I | 

mentioned in the beginning of this article, we differen- | 

tiate between tooth paste and shaving cream by the DO JUSTIC F 

individual containers in which we find them—naked | 

and unidentified they appear to the layman to be much | TO YOUR Dp RODUCT? 
alike. The same would apply to the difference between | 

cake and pastry flour, sugar and salt, cornstarch and | 

baking powder. 

By their package shall ye know them when ye seek | A product worthy of a place on the market 

to find them. res certainly deserves a package which will add to 
. In this connection there isa third party who is vitally | its value. Attractiveness is essential but when 
interested in what the radio announcer or salesman has | this feature is combined with practicability, 

to say about both products and packages. He is the | the ultimate of good packaging is reached— 

retailer in whose store the actual sale is made, or is it | LUSTEROID. 

made? | 

“I often wonder how many executive heads of large | Beautiful colors, attractively decorated. 
companies selling through the regular channels over- 

look the fact that the dealer is, more often than not, 

their only direct connection with the actual consumer; 

that he is usually the producer’s only representative in 

the locality, and his chief ambassador of good will. | 

Why, then, is so much time and expense devoted to | L U S . E R O i D 

creating him and so little to capitalizing him, and | 

catering to him?’ says Bernard Lichtenberg, vice- CONTAINER COMPANY, INC. 
president of Alexander Hamilton Institute (in the 

Nov. 1 issue of Printers’ Ink: ‘‘More Hail—and Less 

Farewell!’’). 10 PARKER AVENUE, WEST 
This quotation appears again in the January (1935) | 

issue of Broadcast Merchandising published by the | SOUTH ORANGE NEW JERSEY 

National Broadcasting Company in the interests of | 

Samples cheerfully sent upon request. 

Formerly Lusteroid Division of The Sillcocks-Miller Company 
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MAKERS OF 

KURLASH 

KURLENE 

LASHTINT 

SHADETTE 

No more lost sales for Kurlash Twissors because of ‘‘stock 
dumping’. Their product now lies in a neat formation on 
counters everywhere. ..and a colorful display card tells the 
story of its unusual advantages. 

Thesecret. A tiny, quickly applied and inexpensive Bostitch 
staple. The result ... fast mounting sales for a superior 
product displayed in a superior way. 

Bostitch holds the answer to your sales, display, theft and 
packaging problems. Our engineers have provided the suc- 
cessful solutions to literally hundreds of cases . . . many just 
like yours. They will gladly help you to achieve Bostitch 
advantages of display and economy. Clip the coupon for 
complete information. 

BOSTITCH SALES COMPANY 
East Greenwich, R. I. 

Please send descriptive folders on Bostitch fastening and 
merchandising methods. 

MP-4-35 

Name 

Address 
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effective selling by radio. It is so pertinent to the 

subject under study that I repeat it here. 

In this same issue of Broadcast Merchandising we 

find the results of intelligent tests made to determine 

the value of radio tie-in with the package at point of 

sale. Ray Hastings, with the Embassy Drug Store at 

2100 Walnut St., Philadelphia, in cooperation with 

manufacturers who are radio advertisers, made the 

following tests. An accompanying table indicates the 

results. We quote from Broadcast Merchandising. 

“In his letter, Mr. Hastings says: ‘These displays 

started August 12th and lasted 14 days for each test. 

Prices were not deep-cut as in so many stores. Taking 

the prices used on the counter display cards of Sal 

Hepatica and Ipana (which the Bristol-Myers Company 

suggest) and pricing our other items with the same 

percentage of cut, you can realize a fair margin of 

profit and still give the customer a decent break.’ ”’ 

“Eight radio-advertised products (see chart of re- 

SALES INCREASES BY TWO-WEEK PERIODS 

Test Periods, by Percentages 
Ist 2nd 3rd 4th 5th 

Pepsodent Toothpaste 70 . 135 28 140 
Pepsodent Antiseptic 90 a 83 15 105 
Sal Hepatica 105 : 97 32 134 
Ipana 95 . 115 43 124 
Pebeco 48 ‘ 32 10 78 
Hinds Honey & Almond 37 sf 55 8 72 
Lysol 54 : 63 15 68 
Eno 70 - 95 19 112 

* Normal sales. 

Ist Test Period results after two weeks’ display of each item and 
their accompanying tie-in materials. 
2nd Test Period results showed sales back at normal after none 
of these products or tie-in materials had been displayed in 
windows for two weeks’ time. 
3rd Test Period results indicated effect of replacing products and 
tie-in materials in windows. Sales up on ail but two items. 
4th Test Period results proved effect of radio personalities’ photos. 
Products were used in windows without photo (and the like) 
tie-ins. Sales showed decided drop. 
5th Test Period results showed what happened when photos were 
injected into window displays again. Usual products—but 
sales mounted higher than ever! 

sults) were put in the first windows on Aug. 12. The 

windows were kept in for a period of two weeks. The 

percentages of sales increase of each item were based 

on an average of sales over a period of three months 

preceding the displays. The first test windows con- 

tained photographs as well as displays showing repro- 

ductions of artists, etc. 

‘‘After two weeks, the windows were taken out, the 

sales of each item studied. All showed increases. 

‘For the second test period, Mr. Hastings decided to 

experiment by putting in none of these eight products 

or their related display materials. He wanted to find 

out if the displays produced any after-effects or carry- 

over which might be reflected in purchases. After two 

weeks, he had his answer. Sales returned to normal 

(to the point at which they were before any tests were 

begun). 

“Mr. Hastings put back all the items used in the 

first test windows when the time came for the third 

test period. Tie-in materials, of course, were replaced. 

Sales went even higher than during the first test except 



in the case of two products. However, realizing the 

nature of these items Mr. Hastings believes their show- 

ing was nevertheless good. 

“For the fourth test period, he decided to test his 

idea that ‘photos of stars, announcers, orchestras, etc., 

are surefire eye catchers for window shoppers and 

passers-by.’ So he removed the photographs of an- 

nouncers, stars and orchestras and left only the prod- 

ucts, set off with standard display materials. Sales 

showed a very decided drop from the high level of the 

previous test period—although still above the normal 

average. 

“The fifth and final test showed what happened when 

pictures of artists, etc. (used in tests one and three) 

were again injected into windows with the same 

products. Sales mounted higher than at any time 

during the series of tests! 

“The results of these tests drive home one of the 

most important truths of broadcast merchandising. 

As Mr. Hastings found from his day-by-day life behind 

the fountain and the drug counter, radio listeners are 

curious about and much interested in seeing pictures 

of the radio personalities they enjoy on the air. Some 

of the most popular stars in radio are featured in the 

splendid programs sponsored by drug and allied manu- 

facturers. To display pictures of these entertainers at 

the point of sale adds a vital link to the selling chain. 

Mr. Hastings says he believes these pictures of radio 

personalities are essential to effective point-of-sale 

Call Upon 

merchandising of radio programs, whether in the form 

of photographs or lithographed displays."’ 

This may appear at first as an antithesis to the sub- 

ject at hand. But is it? Or is it a more true evalua- 

tion of the radio merchandising picture as a whole as 

opposed to the single and possibly biased viewpoint 

before the microphone? 

On the one hand we have the radio announcer—the 

manufacturer’s representative over the air—who can, 

at his best, simply describe the product—tell what it 

can do—extol its benefits—create desire to possess it 

and tell his listeners where it can be purchased and, by 

package identification, give them a mental picture of 

the product advertised. At this point it is not possible 

to complete a sale. 

On the other hand we have the dealer—the manu- 

facturer’s representative at the point of sale. It is 

within his premise to make or break the sales as the 

prospective customer stands before his counter. It is 

not our desire to portray the dealer as hostile to the 

goods about to be purchased, but we must consider at 

this point the pressure of private brands—the ‘just as 

good’ items at a lower price and correspondingly greater 

profit to the retailer who is in business primarily to 

make money. 

Between these two stand the purchaser and the 

package. If the package has been adequately described 

and some mark of identification firmly imprinted in 

the consumer’s mind, substitution is not likely to occur. 

J e 
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for aid in your Adhesive problems, no matter what 
they may be. For the Upaco Laboratories possess 
hundreds of formulae, at least one of which was 
probably developed to solve a problem identical to 
your own, and Upaco Research Engineers stand 
always ready to develop a new formula should a new 
problem present itself. 
Upaco Adhesives are the finest these engineers can 
turn out. They are today meeting the exacting re- 
quirements of hundreds of box and carton plants and 
packagers everywhere. 

i 
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END WASTEFUL 
INEFFICIENCY 

WITH THE 

TRIANGLE 
COMBINATION PACKER 
and FINISHING WEIGHER 

What it does! It makes one 
Operation out of two because 
it packs and weighs—and only 
one operator needed. Handles 
any size bag or can up to 25 
Ibs. at the rate of 12 to 20 pack- 
ages a minute. Adjustments are 
extremely simple. 

RESULTS YOU GET 
This modern Triangle Packer 
and Weigher really gives you 
a combination of results never 
before possible—particularly at 
such low cost. N ust—ab- 
solute cleanliness—accuracy— 
high speed—flexibility—day af- 
ter day economy and no spilling. 
This machine usually pays for 
itself in six months. 

Many Users! 

TRIANGLE 

x . 
eFREEe 

Try this machine for 30 days at 
no cost, and see for yourself that 
it is exactly what you need. 

Use the Coupon 

Space does not permit us to tell 
you all the mechanical features 
of this great machine. But we 
have the facts ready to send to 
you. Let us tell you about its 
heavy construction; its low 
power consumption, its low 
first cost, its low maintenance 
cost, its ability to handle bags 
cartons or cans—all with equal 
ease and speed. 

Available on Easy Terms or Lease 

PACKAGE 
MACHINERY COMPANY 
907 N. SPAULDING AVE., CHICAGO, ILL. 

W" are in receipt of a letter from K. B. Aschen- 

brenner, Praha [X, Vysocany, Kralovska 570/- 

JII, Prague, Czechoslovakia, in which he writes that he 

desires to represent, in his country, producers of trans- 

parent viscose papers in sheets and rolls, also of other 

packaging materials and stationery. Those inter- 

ested should communicate with Mr. Aschenbrenner. 

SED in the filling of the Luxor package, awarded 

the All-America Gold Medal in the Collapsible 

Tube Group: filling equipment manufactured by the 

F. J. Stokes Machine Company. This mention was 

inadvertently omitted in the original announcement 

of that package as one of the award winners. 

N the announcement of the gold medal award in 

the Set-Up Box Group, the manufacturer of the 

boxes was stated as William Buedingen & Company 

whereas this should have read Wm. Buedingen & Son. 

MATCHED MAKE-UP VERSUS 
PATCHED MAKE-UP ; 

(Continued from page 57) make-up, and their dress 

and accessories made to harmonize. Obviously, when 

a woman selects a color scheme in dress, her first re- 

quirement is the ground work of make-up. To choose 

a dress and try to harmonize the make-up is going 

about it backwards, covering up natural beauty in- 

stead of enriching it. 

The last step in Mr. Connelly’s tests came after the 

five most distinctive types of women had been ascer- 

tained and it had been proved that these types em- 

braced nearly all complexions. It was now necessary 

to match make-up for each of them. Color experts 

applied many shades of powder, rouge and lipstick to 

each of the models chosen and the effects were carefully 

studied, tried and studied again, until all the experts 

agreed on the exact shades best suited to each model. 

The tests were now completed and the company was 

ready to produce and market merchandise to meet these 

specific requirements. 

The problem of displaying the merchandise in a 

manner which would attract and enlighten women was 

entrusted to Roland L. Baum, art director for the 

United Drug Company. Mr. Baum secured the co- 

operation of the American Lithographic Company in 

producing the Cara Nome display, pronounceda triumph 

in artistic and effective merchandising. 

Accompanying illustrations of the Cara Nome dis- 

plays (see also the front cover of this issue) show how 

4 Triangle Package Machinery Company i | the desired effect was gained. The large center panel 

\ 907 North Spaulding Avenue, Chicago, Illinois | is a complexion analysis and make-up chart. Here 

\ Please send complete details of the new Triangle Packer and Weigher. l Mr. Baum has had reproduced in full color the five 

SIR Hines van asinsFtnas nvannandaninsodngs raises yneintnenendntanniids I distinctive types of complexion shown at the top of the 

g Address I chart. Under each type is the description: brunette 

I City aoe escape rates voces A with ivory skin, etc., and illustrations of the matched 
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powder, rouge and lipstick in the correct color for the 

type. To make it even more simple, each set has a 

name—Duo Art is the name of the matched set of 

powder, rouge and lipstick for the Titian, Radience the 

name for the blonde, etc. 

A woman can study this chart and in a few moments 

identify her type and know her requirements. Now 

she can look at her own complexion, faultlessly made 

up, and know it is correct. She can see illustrations in 

color of the make-up and more than that, she can see 

the make-up itself. For in the bottom section of the 

display is the actual merchandise in transparent cellu- 

lose wrappers. She can follow her feminine inclina- 

tion to pick it up and examine its color. She can hold 

it next to the illustration above and kriow that it is the 

same color. In other words, she can examine her com- 

plexion and make-up without recourse to a mirror. 

A woman is immediately intrigued upon seeing this 

display and she at once becomes alertly interested in 

classifying herself and studying the probable effect of 

the matched set in make-up. The display is equally 

valuable to the sales person who waits on her. The 

Cara Nome display possesses much educational value 

for both, but perhaps its greatest achievement lies in the 

fact that through the color chart decisions may be 

made quickly. A glance informs both sales person and 

customer what matched make-up she should use. 

The Cara Nome display is suitable for either window 

or counter use and, lithographed in striking colors, at- 

tracts favorable attention anywhere, or in competition 

with other displays. The customer is delighted both 

with its appearance and with the educational measure 

which helps her to solve a problem of consuming im- 

portance to her. And the logic of Matched Make-Up 

versus Patched Make-Up is made immediately clear to 

her. She feels that she is receiving personal service 

such as would be accorded her by a beauty specialist. 

Here is a recommendation of proper make-up, backed 

by the sales person, and proved by the color chart. 

A side panel, illustrating dry and oily skin and dis- 

playing proper treatments, carries out the central 

theme, that of individual requirement and personal 

service. The other side panel shows tempting illus- 

trations of accessories for the bath. Both, like the 

larger center panel, display the actual merchandise 

which the customer can examine at close range. 

The discerning and fastidious woman will find it 

difficult to leave these displays without buying a 

matched set of make-up, and it is doubtful if she can 

refrain from making a selection of skin treatment and 

bath accessories. 

It is unlikely that many companies have ever at- 

tempted so ambitious a program as the tests conducted 

by Mr. Connelly for the United Drug Company, and 

the subsequent production and merchandising of the 

Matched Make-Up sets. Tests conducted before the 

distribution of the color charts have amply proved their 

attention and sales value. The entire program is a 

striking example of careful, intelligent thoroughness in 

carrying out details in packaging and display. 

Globe Design by lanelli Studio Base Design by Barnes & Reinecke 

A NEW WORLD 

CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut Street Chicago, Illinois 

Trans-oceanic airplane flights and short-wave radio broad- 
casts bring need for a world globe in every office and home. 

To meet this need, Rand McNally & Co., the largest makers 
of maps, atlases and globes in the world, offer this Silver 
Chrome Globe with Bakelite Molded Base. 

This globe is technically correct in every detail and is 
securely mounted on an attractive Molded Base of either 
black, mahogany or walnut Bakelite. 

A molded base was chosen because of its lightness, 
strength and beauty—because it harmonizes in texture and 
quality with the Silver Chrome Globe and so lends eye 
appeal with resultant greater sales. 

Our engineering design department is ready to cooperate 
with you on your problems of re-design, for bigger, better sales, 

7—~ faster in 
90% operation 

... and far more accurate 

than ordinary scales 
Our Model No. 233 shown below 
has been called the fastest and 
most accurate scale ever developed 
for commercial use. 
If you use scales for packaging, 
check weighing, batch-mixing or 
for any other purpose it will pay 
you to compare your present 
equipment with— 

EXACT WEIGHT 
Scales 

Manufactured by 

The Exact Weight Scale Co. 
1302 W. 5th Ave., Columbus, Ohio 
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Cut Your Roll 

Replacement 

Costs With. . . 

Sooner or later, high replacement costs may prompt 
you to try WALDRON Rolls. Then you will appre- 
ciate the superior construction and quality that gives 
more service hours from Waldron fan Rolls and 
makes them most economical to buy and use. Inquire 
about them now. The facts will interest you. 

Also Waldron Machines for Embossing, 
Coating, Printing, Combining, Crepeing, 
Saturating. 

CORPORATION 
Main Office and Works: NEW BRUNSWICK, N. J. 

Chicago New York Portland, Ore 

aS ere w 

Sas tap ee 
ee in 

A Perfect Host For 

Your Convention 
As one of Atlantic City’s finest and best managed Boardwalk 

hotels, the President is splendidly equipped to be a gracious 

and efficient host to your convention. Meeting halls, display 

rooms and private dining rooms combined with complete hotel 

service furnished to suit your occasion. 

Swimming Pool—Salt Water Baths—Sun Decks 

Bar, Grill and spacious Cocktail Lounge 

For Special Rate Plan and other information write to 

President 
ATLANTIC CITY, NEW JERSEY 
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Subordinating the trade name to the words ‘‘milk’’ and ‘“‘cream”’ 

creates suggestive selling, is the experience with the Hage ap- 

plied color milk bottles, among the first to appear on the Pacific 

Coast. A phrase, ‘“Make your grocer your milkman’’ on the back 

of each bottle is, we are told, a theme song with Hage’s, carrying 

this sales message into homes as well as making a favorable impres- 
sion on dealers. Design credit to Allied Artists, Associated Ar- 

tists and Norman W. Tolle and Associates 

ELIZABETH ARDEN RESTYLES 
FOR TOMORROW 

(Continued from page 63) appear in a rose colored flat 

box with letters of blue, and a perforated gunmetal 

tear-strip for opening. It is protected by a wrapping of 

transparent cellulose. 

Ardena Masque, a beauty preparation of the color 

and consistency of mud, appears in a rose colored tube 

with bands of gray shaded from deep to pale and bor- 

| dered at top and bottom with gold. Lettering on the 

tube is subtle gray, while on the box it is black. Other- 

| wise the box and tube are in close harmony of color and 

the black plastic closure protrudes through a friction 

plug of cardboard which supplants the conventional 

cover of the box. The Ardena Twin Roller is boxed for 

the first time in the new line. 

Perhaps the new compact and lipstick ensemble de- 

serves special mention because, since its introduction, 

it has been physically impossible to keep production in 

pace with demand. It is a huge success. The com- 

pact, with triple compartments, has an unbreakable 
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mirror of chromium. Its design is simple with mosaic- | 

like squares of black enamel separated by the gold be- 

neath. Its companionable lipstick case repeats the 

design but has a tiny emerald-like jewel which serves 

both as an ornament and as a means of opening the | 

container and bringing the lipstick into proper position 

to use. A color combination of ivory and gold is | 

available in the same pattern for evening wear. These 

ensembles are packaged in an ivory colored hinged box 

with gold edge and gold lettering panel on the cover. 

The inside cover is of gold and ivory with fitted tray. 

Beside restyling the Arden line of packages, Mr. 

Loewy has designed a new display stand for Arden Nail 

Polishes utilizing the natural advantages of polished 

copper as material. He has combined copper with one 

of the new Rosadore mirrors which reflects an illusion 

of Miami tan to any one who peeks in. The bottles 

used in conjunction with this display have been re- 

styled with new caps as well. 

Mr. Loewy’s method of visualizing small metal prod- | 

ucts or boxes is interesting and, so far as I know, 

unique. Instead of painting the object, he appliques 

bits of metal paper to a flat surface. They are cut in 

such manner and with such ingenious precision as to 

give true perspective, and their metallic surfaces give 

all the highlights of the finished object. From this 

visualization, the client can see almost exactly how the 

finished product will appear and the model-sketch can 

be turned over directly to the manufacturer who pro- 

duced models of actual size in the actual metal. Much 

time and many drawings are saved through this method 

and wherever it is practical it is used. Bottles, of 

course, are developed in the conventional manner by 

first sketching, then modeling of wood. Packages are 

created actual size from the materials chosen and let- 

tered exactly as they will appear when in production. 

His first step in any redesign project is to assemble a 

complete collection of all competitive products in com- 

panionship with which his new designs are tested and 

compared. In the case of Elizabeth Arden, the point 

in consideration was to not make dynamic changes, nor 

design explosive packages which pop out at you as they 

stand on display but rather to restyle the line along 

fresh smart lines in today’s tempo with many ‘‘to- 

morrows”’ forever in mind. 

The main thing and the most important was to choose 

colors and styles of labels which would not go quickly 

out of fashion. And to create new lettering that was 

decorative and more easy to read. To do this well, as 

many as fifty or seventy-five labels were frequently de- 

signed for a single bottle or box, but few of them ever 

found their way to the office of the client for approval. 

Mr. Loewy finds greater excitement in designing a 

Pennsylvania streamlined locomotive or a new Hup- 

mobile than in packaging. His engineering training 

would have it so. Yet, he admits that creating pack- 

ages and products for the pleasure of those who buy 

and use them is not entirely without romance, and like 

any true artist he thrills to the applause expressed by | 

increased sales in the objects of his redesign. 
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WHA’ 
is THIS The 

THAVE ? 
Preference 

of 

Women 
means much to manufacturers, 
distributors and retailers. 

And for many reasons women 
do prefer certain items in 
tubes. 

Would ws care to know why 
they do 

If you make or distribute a 
product that is used by women 
and is applicable to tubular 
packaging, drop Sir Nat a line. 

Suggestions, proposals, etc., 
made without cost or obliga- 

#¢ tion to you. 

NATIONAL COLLAPSIBLE TUBE CO. 
PROVIDENCE, R. I. 

New York Office: 331 Madison Ave., Tel. Murray Hill 2-0339 

CHICAGO.-C. J. EICHMAN CO. DETROIT-J. P. GIROUX CO. 

355 W. ONTARIO ST. 2970 W. GRAND BLVD. 
TEL. SUPERIOR 7939 TEL. MADISON 5727 

REPRESENTATIVES IN OTHER PRINCIPAL CITIES 
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CHICAGOS : 

MOST IDEAL LOCATION FOR EXHIBITS, Ht 
MEETINGS, CONVENTIONS f; lg H 

if 

Hotel Sherman has a tremendous appeal to the 
business man visiting Chicago because of its interest, 
its versatility, its splendid central location, its fine yt 
food and its moderate rates. 

Conventions and meetings of any size—whether large or ) 
small—find unusual features at Hotel Sherman. Available 
in the Exhibition Hall on the Mezzanine Floor are 33.000 by 
square feet of exhibit space. Full details on request. €q 

1700 ROOMS FROM{250 if j 
ij 

] HOTEL SHERMAN ik 
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STEINBACH 
PACKAGE MOUNT 
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SW The Ideal Tic-up of Package and Display 
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@ @ @ WISE MANUFACTURERS 

ee_y uon PEERLESS. 

Nupercainal ‘‘Ciba’’ is a new addition to the long list of medical products for which Peerless tubes 

have been specified. The Ciba Company, like many others in the field, realizes the great im- 

portance of perfect tubes and perfect applicators in insuring the proper and continued use of its 
products. Fora tube failure may mean not only the loss of a single customer but the displeasure 

of the physician whose prescriptions are the sole source of sales. 

Peerless manufacturing and inspection methods insure that high degree of perfection . . . permit 

the supplier of fine medicinal preparations to possess the same confidence in his tube which he has 

in'his product. Whether your product is sold through medical channels or through others en- 

tirely different, perfect tubes . . . tubes that outlast their contents, in structure and in appearance, 

are of major importance to you. Such tubes are the only kind that Peerless produces. 

PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 
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POWDER PACKAGE:1935 

Because it is more than just a container, cause it's part of the piece—and is not ap- 

this molded Durez box swings many a plied. They are strong, yet light in weight... 

sale for United Drug’s Cara Nome and their popularity with the buying public 

Powder. Its sleek, lustrous Durez finish...and its is unquestioned. If you'd like more complete infor- 

clean, neat design... will catch many a lady's’ mation on this modern Ye a Ci Ae 

eye. For it offers, in addition to the powder, an form ofpackaging, write /<. = ..~~/ which deals with the 
new anc intzresting in 

attractive accessory for her dressing table...just General Plastics, Inc. /@= = s:/ the pactssiny field, 
will be mailed to you 

enough of an “extra added attraction” toswingthe 350 Walck Road, North / > = = “= free every month if 
you'l/ just send us your 

hesitant lady toCara Nome. It'ssuchsales-appeal Tonawanda, N. Y. = name and address. 

that has made Durez packages so outstanding. 

mn * DUREZ-« Molded Durez boxes are permanent-their smooth, 

lustrous finish never dulls, peels or wears off,be- THE MODERN PACKAGING MATERIAL 

ATTRACTIVE, PERMANENT NAIL- A SMART LABEL ON A SMART JAR STOCK DUREZ JIGGER CAPS 
POLISH CASE Manicure items sell better, Ernestine Ames Co., uses a clever label treat- Increasingly popular with iiquor packers are 

ment on this new stock jar molded by Norton these attractive Durez jigger caps, produced 

Laboratories. The silver die-cut label harmonizes by Colts Patent Fire Arms Mfg. Co. These jig- 

SIN ak eeiied of Haas te cum conr- with the jar’s spherical shape and fits snugly gers-also make ideal dosage and measuring 

Retin - . : ee around the knob. Smooth, lustrous Durez jars caps for medicines, hair washes, etc. They are 

on- complete with tray, decorations, holes are idea: cream packages. They're attractive; threaded at the top and make their own seal. 
for bo: es and permanent finish. they're practical; they sell. The liquor is Walker's Seven Chimes. 

build repeat business when sold in kits. Boxes 

Must be attractive and permanent. The base 
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