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wendell kling, illustrator. The exciting drama of 

his work reveals his unusual insight into the true appearance 

of human emotion. . . and demonstrates his outstanding 

ability to portray it. In both advertising and editorial art— 

figure and otherwise—his illustrations are interesting, alive, 

and extremely popular. kling, one of America’s top 

illustrators, is associated with kling studios in chicago 

—another outstanding artist on our staff. 
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#1 X-ACTO KNIFE—60¢ #3 X-ACTO PEN-KNIFE—$1.00 
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#5 X-ACTO KNIFE—$1.20 #2 X-ACTO KNIFE—60¢ 
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You can draw with a knife. X-acto knives are im- 
portant drawing tools used in many media—silk screen, 
montage, friskets, scratchboard, linoleum biocks, etc. 
And the ¥-acto knife is also constantly at work for 

The variety of blade shapes makes X-acto the “knife 
of many uses”... by changing blades in 2 seconds, 
you have a keen, factory-sharp knife. 

TON i FicA LO Fe y+ % acto you in cutting, trimming and mat making. 

Send for booklet *‘12 Technics for Artists’. ..‘' include 10¢ 
to cover postage and handling. (Illus., 28-page X-acto Cat- 
alog—20¢). 

48-41 Van Dam St., Ll. 1. C. 1, N. Y. dept. k 3 
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James Bama is a versatile 

artist familiar with all painting 

media. His character illustrations 

have a fine human quality and are 

painted in an unsurpassed manner. 
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WHY VOTE? 

ARTHUR T. LOUGEE 

In this issue of Art Director and Studio News appear listings, 

biographies and professional information on the candidates 

for the 1954 Art Director of the Year Award. The purpose 

of this editorial is to urge all NSAD members to study the 

information regarding the candidates and to be sure to cast 

a vote. 

I can speak very feelingfully of the significance of this 

award from the standpoint of the recipient. For an art director 

there is no professional recognition more to be valued than this. 

There is, however, a greater significance to the voting of 

this award than the glory it affords any one person. The real 

import of membership voting is not so much the assessment 

of individuals as the evidencing of a responsive membership. 

The Award seems to me to be above all an outward sign 

manifesting the existence of art directors as beings, of art 

director clubs as organized groups and of the NSAD as a 

national society. The Award is the proof of the being of the 

art directors who give it—in Cartesian paraphraseology, “We 

think, and vote; therefore we are.” It notifies the world at 

large, not only that there is an Art Director of the Year, but 

that there are Art Directors, year after year. It is this attesta- 

tion to selves, clubs and profession which is of prime significance 

when AD’s cast their votes for the 54 Award. 

Therefore each member should play his part this year by 

voting, not only to honor a member of the profession, but 

also to reaffirm the very fact and importance of art direction. 
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If you’re seeking a light, deft touch, 

Bob’s gay, whimsical style merits your 

consideration. May we show you more? 

headquarters for automotive art for 26 years 

LA DRIERE STUDIOS INC.., 1700 cavitiac Tower, DETROIT 26, MICHIGAN 
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High-plane ads pay off 
The management and policy of the Miller 
Brewing Company is on a very high plane. 
They believe in quality—not only in con- 
duct, in character of their buildings, but 
their facilities are the very finest and most 
beautiful. They believe in wholesomeness 
of approach, in earthiness, in dignity and 
prestige. They do not believe in violating 
or irritating the hospitality of the American 
home, whether it be through the medium 
of magazines, radio or television. 

It is a fact that their product is of ex- 
treme high quality, for the Miller Brewing 
Company uses only the finest of ingredients, 
the best and most modern facilities, with 
complete sanitation. This brewery is known 
for its tile interiors, its beautiful chrome 
fixtures and copper kettles—where quality 
is maintained and doubly controlled 
throughout the entire plant. Their build- 
ings have been built with civic pride in 
mind—beautiful in appearance and _ sur- 
rounded with landscaped gardens. 

Because of the high quality of manage- 
ment and product it was felt that the ad- 
vertising should naturally radiate it; and it 
could be done honestly and with a feeling 
that whatever we say regarding the high 
quality is true. Our client and this agency 
definitely feel that the American public 
also has an appreciation for the finer and 
more wholesome approach to advertising. 
Many art directors for years have advanced 
this idea, and the success of the Miller 
Brewing Company is definite proof that 
this is true—that the American public does 
appreciate quality. Therefore, we try to 
radiate quality in all of our advertising 
endeavors. 

You may also be interested to know that 
we receive a tremendous amount of fan 
mail on these ads—all speaking very highly 
of this type of approach, and it is true 
with both men and women. Naturally, we 
have some definite reasons for everything 
that goes into these ads, and it is interest- 
ing to note the amount of mail we get 
referring to the unusual things. As an ex- 
ample, in the Christmas ad we have the 
old fashioned stove which has created a 
bit of favorable comment. This is true with 
so many of the other props, not excluding 
the gowns. We use the very finest of 
models, and our fashions are carefully 
selected. 

You might ask as to whether or not it 
pays—the Miller Brewing Company has 
always been behind in supply—the demand 
has exceeded the supply even though they 
have added on to their buildings in the 
amount of about $36,000,000. The fact 
that our ads are quite different than any 
of our competitors in itself has value be- 
cause of the originality and styling. It is 
also interesting to know that they have a 
cross-section appeal because the average 
housewife today is interested, not only in 
the serving of foods, but in the other ele- 
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RETOUCHING 

ISA 

MATTER OF 

DIRECTION 

North, East, South or West, the 

tools of the retoucher are basic- 

ally the same. The difference between excellent and unsatisfactory 

retouching is easily recognizable. The reason Boyan & Weatherly 

is able to produce superlative retouching day in and day out is 

recognizable too — it is the result of direction. 

Goodhue Weatherly, one of the country’s finest retouchers provides 

that direction to a most competent and versatile staff of retouchers. 

For consistantly fine retouching, 

, Gloria Orsenigo - Helen Hubel » George Lynch 

CONTACT: Ken Powers « Goodhue Weatherly » Joseph Boyan 

Complete facilities for Layout, illustration, mechanicals. 

BOYAN & WEATHERELY, Inc. 

Plaza 8-1110 525 Lexington Avenue -> 
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L. to R. Squibb - Abbott Laboratories 
Famous Artists Schools - John Wanamaker 

1. J. Becker Studios 

every branch of photography 

controlled Flexichromes 

associates; 

480 Lexington Ave. | New York 17 | * Georg Blackwell 

call EL 5-3696 for our representative, . Murray Duitz 

letters 

mcats of the ad as well. We have two or 
three identifications in the ad—its unusual- 
ness, the fairly large bottle which does not 
detract too much from the illustration, and 
our logotype which is quite apparent. It 
naturally takes courage to run advertising 
endeavors of this type, but we strongly feel 
that there is much still to be done to bring 
advertising in general up to a higher level. 
Quality advertising has been discussed for 
years by art directors, and I believe the 
success of these ads is proof of better adver- 
tising results. We also have proof and ex- 
amples of this in our television and sports 
advertising as well. 

C. A. Mathisson, 
President, 
Mathisson and Associates, Inc. 

Cover Designers 

Artist-designer Arnold Fujita, born in 
Los Angeles, California—27 years old— 
bachelor. At 19 went to New York City 
where he served as an apprentice in a 
silk-screen factory and then went into 
aircraft drafting. For 2/2 years he served 
in the army where he did artwork in 
training aids. He returned to Los Angeles 
and free lanced as a window designer and 
graduated from the Art Center School at 
Los Angeles after 3% years. His first 
agency experience started in the bull-pen 
at Abbott Kimball Co., Inc., in Los 
Angeles and later at Hal Stebbins, Inc., 
Los Angeles. Moving to San Francisco he 
free lanced at Staniford Sandvick Studios, 
and for the past year has been employed 
as an Art Director at Foote, Cone and 
Belding, San Francisco. 

Photographer, Barney Vogel was born in 
Chicago, and educated in New York City. 
Social Science major in college. Photo- 
graphic schooling none, other than self 
taught until he got out of Army in 1945. 
Served an apprenticeship with local 
photographer and learned that there was 
a lot more to learn. Prior to War 2, 
worked on newspapers, in New York 
City, and Chicago 5 years. He now has 
his own studio in San Francisco. 

eer a TENT 

Art 



; 2 Fi ra Master of picture organization and drawing, 
Albert Dorne is recognized everywhere as 
one of the world’s foremost illustrators. This 

“DORNE picture appeared originally in Collier’s mag- 
azine. Reproduced by courtesy of Collier’s. 

ffi 
lf ALBERT DORNE IS ONE OF AMERICA’S 

12 MOST FAMOUS ARTISTS WHO WILL GUIDE YOU 

TO A SECURE, MONEY-MAKING rT career 

AMERICA’S 12 MOST FAMOUS ARTISTS 

Here’s Your Chance of a Lifetime to go further, do better, in 
advertising art and illustration. Here’s an opportunity to learn to 
apply to your own work the techniques developed by Albert Dorne 
and his famous colleagues. 

Commercial artists from coast to coast tell of amazing progress 
after just a few lessons in the Famous Artists Course. Send the 
coupon now for the free illustrated brochure that tells how you 
can be trained . . . right in your own home . . . in the proven 
methods of America’s 12 Most Famous Artists. 

Attention, Fine Arts Painters! Whether you've achieved “exhibi- 
tion” status or not, a whole new money-making career may await 
you ... in commercial art. 

Famous Artists Course 
Studio 41C, Westport, Connecticut 

Please send me your free booklet on how to get to 

7 
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| 
| 
| the top in art. 
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Mr., Mrs., Miss Age PLEASE PRINT 

Address 
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77 Park Avenue - New York 16-N. Y. 

MURRAY HILL 5-3386 
a bad 

business briefs 

January sputtered along for most New York 
and Chicago studios but towards the end 
of the month began to reflect fair activity. 
Other markets continued stronger and 
steadier, percentagewise. 

Although photography has done proportionately 
better than art in recent months, there 
have been a number of important per- 
sonnel shifts from studio to studio. And 
many a photoreporter has shifted over to 
the greengold pastures of TV. 

Color processors, on the heels of a big year, 
are off to a strong start in 54. Big and 
steady early year activity is encouraging 
most processors. 

Readjustment, not recession, is the word for 
1954, says William C. Sproull, President 
of the National Industrial Advertisers 
Association. NIAA Executive Secretary 
Blaine G. Wiley predicts the best year 
ever for industrial advertising. 

TV’s threat to other media is waning, say 
Newspaper Advertising Executives. At 
meeting they pointed to newspaper linage 
in 1953, which hit a record high, being 
4.1% ahead of 1952 according to Media 
Records. Same source notes automotive 
ads lead the pack with a 30.3% jump in 
newspaper linage. Increased use and im- 
proved color quality is expected to spur 
ROP figures to new highs this year. 

Magazines, too, prospered despite TV. Publishers 
Information Bureau shows ad_ expendi- 
tures reached an all time high in 1953 of 
$560,508,612, a 5.9% increase over 1952. 

In the face of these figures there is less alarm 
over what the effect of full scale color 
TV will be. Perhaps it will only stimulate 
more color in space advertising and pro- 
motional literature. 

Though advertising and art look ahead to a 
strong year, business generally is expected 
to fall off, temporarily, about 3%. This 
would mean a rise in unemployment from 
1% million to close to 3 million, says 
Research Institute of America, with 
shorter workweek and less overtime. It’s a 
drop, not a collapse. Upturn is anticipated 
by early 1955 or late 1954. 

Ar 
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“We never worry when Interstate takes the pictures” 

Says Al Sneden, Art Director 

BBDO Pittsburgh 

v 
BBDO Pittsburgh is constantly faced with the problem 

of getting quality photographs everywhere in the U.S.A. 
Al Sneden says, “Even when I can’t supervise the job 
myself, I have complete confidence in INTERSTATE to 
cover most any photography assignment for our clients. 
INTERSTATE has taken the time to learn our problems, so 
we seldom have a slip-up. I don’t have to: nurse-maid the 
jobs, we get frequent progress reports, deliveries are made 
when promised, and the quality of the work is high 
whether black and white or color.” 

nterstate 

photographers 

DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 

247 WEST 46TH STREET, NEW YORK 36, N. Y. 

ward . 
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Circle 6-4950-1-2 

For a typical assignment, Mr. Sneden simply calls us, 
outlines the problem, and tells us who to contact. INTERSTATE 
does all the leg work — arranging shooting dates, procuring 
models, briefing the photographer on necessary lighting 
and camera equipment, desirable camera angles, and client 
restrictions. 

If reporting coverage is needed, a qualified reporter 
goes along who knows how to extract meaty testimonials 
from the toughest customers. He has a complete report of 
product features, plus a questionnaire (both prepared by 
INTERSTATE. ) 

We cover any type of assignment: architecturals inside 
or out, the use of stainless steel in a paper mill or electrical 
cable in a coal mine, an aerial of a plant or bridge, a testi- 
monial or a detailed performance data case-history from a 
satisfied customer. All this, anywhere in America, in 24 
hours if you need it. Motion pictures and 3-D, too. 

2100 selectively-screened photographers and reporters 
are ready to serve you. So for quality photography or 
reporting the painless way, get in touch with INTERSTATE 
and make us prove we can do a job for you. 

INTERSTATE PHOTOGRAPHERS 
Division of 
INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
247 W. 46th STREET, NEW YORK 36, N. Y. 
ALEXANDER ROBERTS, General Manager 

(C0 Please give me more information about your service. 
() Have your representative call. 

NAME 

COMPANY 

I cnn caren ccicesccncncsunktainvincenenscnensconsvsncnecessinetee 

ADDRESS banmanoha Jetisanpiliaendss tp beeaalaneshavahedean taken 

CITY AND STATE. 



SCRATCHBOARD 

SUPPORTED BY A COMPLETE ART SERVICE 

— 

W. 44 ST.ILY. PHONE: MU 2.7952 
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tax talk 

MAXWELL LIVSHIN, C, P. A. 

Are Commercial Artists Subject to the New York State Tax 

on Unincorporated Businesses? 

Article 6 of the Unincorporated Business 
Tax Law declares what shall constitute 
unincorporated businesses and specifically 
excludes certain professions, namely the 
practice of law, medicine, dentistry and 
architecture. 

The New York State Income Tax De- 
partment has ruled that “a profession in- 
cludes any occupation or vocation in 
which a professed knowledge of some 
department of science or learning is used 
by its practical application to the affairs 
of others, either advising, guiding or 
teaching them, and in serving their in- 
terests or welfare in the practice of an 
art founded on it. The word implies 
attainment of a professional knowledge 
as distinguished from mere skill, and the 
application of such knowledge to uses for 
others as a vocation.” 

The Tax Department has stated on 
several occasions, that it does not regard 
the occupational activities of a commer- 
cial artist as the practice of a profession 
for which exemption is granted. However, 
these decisions have not been as definite 
as it would seem. Exemption has been 
granted to the “fine” artist. 

The Tax Department has defined the 
“fine” artist as one who strives for per- 
fection and creates something worthy of 
an exhibit. It says that the “fine” artist 
follows individual artistic tendencies 
when commissioned to paint a portrait or 
a mural. The commercial artist is, on the 
other hand described as one who usually 
works under the direction of his buyer 
and paints. in accordance with the buyer’s 
requirements and, in every sense, is in 
business to satisfy his customers, The Tax 
Department says that the works of a 
“great” artist increases in value with age, 
whereas a commercial artist’s drawings 
usually have little value after their com- 
mercial use. 

The following letters were written by 
an accountant for a commercial artist 
protesting the assessment of this tax by 
the New York State Income Tax Depart- 
ment and should be of interest. The Tax 
Department’s answers follow in sequence: 

Dear Mr. Livshin: 
I wonder if you could give me your 

advice in the following matter: 

I have been a free lance designer of 
books, etc., for many years. 

On June 19, 1952 I received a notice 
from the State of N. Y. saying that I 
was delinquent in paying the 1950 Un- 
incorporated Business Tax. I was assessed 
a sum, plus penalty, which I paid. 

At the same time I started a corres- 
pondence with the Bureau claiming ex- 
emption and refund, because I felt I 
should not be liable to such a tax. I said 
that, as an artist, I was as much a pro- 
fessional as an architect, and had less of 
a “business,” and architects are named 
among the professions exempted from 
this tax, under Section 386 of Article 16A 
of the Tax Law. 
My request was finally passed on and 

denied. I was advised that all I could do 
now was to ask for a hearing. 

Is there any way to avoid this obviously 
unfair tax? 

Yours truly, 
Consultant AD 

State of New York 
Department of Taxation and Finance 
Income Tax Bureau 
Albany 1, N. Y. 
Dear Sir: 

re: your letter No. AA-478833, dated 
June 19, 1952. 

You take the position that Mr. “X’s” 
activities constitute the carrying on of an 
unincorporated business, that subsequently 
any income derived therefrom is subject to 
the Unincorporated Business Tax. 

Mr, “X” cannot agree with your opinion. 
Taking into consideration the activities 

of Mr. “X” and also the definitions as ex- 
pressed in Article 6 “Professions” on page 
212 and page 213 of your “Unincorporated 
Business Income Tax Regulations,” I 
should like to say that Mr. “X” is not to 
be classified as a “Businessman” but he is 
a “Professional man.” 

Mr. “X” calls himself a “Designer.” He 
is an expert in typographical matters and 
—because of his extensive experience and 
knowledge in this specialized kind of pro- 
fession—his advice is sought by Publishers 
and Printers. 

He gives his advice in general and his 
own designs are in fact layouts. These lay- 
outs function in relation to the endproduct 
(produced by Publishers and Printers) as 
an Architect’s plan functions for a Builder. 

All the other requirements to be clas- 

(Continued on page 14) 
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Talent is the common denominator of all art studios. Intelligent direction of 

talent is a rarer ingredient, but it is essential to your satisfaction, for without 

it no studio can be dependable. 

This well-established, ably-staffed studio has earned an enviable reputation 

for complete reliability. 

If the services of your present studios leave anything to be desired, we 

i believe that you will find our standards exactly to your liking. 

Tosca Studios, 6 E. 46th St., N. Y. 17, MU 7-2172 

Call Tosca For Fast, Fine, Cerwice / 
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tax talk 

(Continued from page 12) 

sified as “Professional” are also met: 

All the income is derived from personal 
services; there is no capital invested in 
Mr. “X’s” profession except certain dis- 
bursements for professional books and 
certain supplies. Capital is not a material 
income producing factor. 
I, therefore, expect you to agree with 

me that Mr. “X” should be classified as a 
“Professional” and that you cancel your 
claim for Unincorporated Business Tax. 

Respectfully yours, 
Accountant 

Dear Mr. 
This will acknowledge receipt of your 

letter dated June 30th, 1952 relative to the 
above cited assessment. 

The Bureau notes your protest of the 
assessment against the taxpayer for Unin- 
corporated Business Tax in which you state 
that the taxpayer is to not be classified as a 
business man, but that he is a professional 
man and calls himself a designer. Also, 
that he is an expert in typographical 
matters in which he specializes. 

Under Article 6 of the Unincorporated 
Tax Law, the Statute, in declaring what 
shall constitute the Unincorporated Busi- 

Accountant, 

ness, excludes certain professions and is 
limited in its application to other pro- 
fessions. It excludes the practice of law, 
medicine, dentistry and architecture. The 
Statute also excludes from the meaning of 
the term “Unincorporated Business” the 
practice of other professions if more than 
80% of the gross income is derived from 
the personal services actually rendered by 
the individual, and capital is not a material- 
income-producing factor. Three things need 
to be emphasized in this connection. First, 
the practice of a profession must be in- 
volved. Second, more than 80% of the 
gross income must be derived from the per- 
sonal services actually rendered, and third, 
it must appear that the use of capital is 
not a material income-producing factor. 

In general, it may be said that a pro- 
fession includes any occupation or vocation 
in which a professed knowledge of some 
department of science or learning is used 
by its practical application to the affairs of 
others, either advising, guiding or teaching 
them, and in serving their interests or 
welfare in the practice of an art founded 
on it. The word implies attainment of 
professional knowledge as distinguished 
from mere skill, and the application of 
such knowledge to uses for others as a 
vocation. 

Since it does not appear that the tax- 
payer is practicing a profession as stated 
above, it must be held that he is subject 
to the Unincorporated Business Tax and 
the assessment is accordingly sustained. 

Remittance of tax should now be made 
in order to avoid the accumulation of 

(Continued on page 15) 
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with the extra interchangeable 
Point and feed section. For 
Broad Lettering or thin, fine 
Detail Drawing. 

e Flexible 14 Kt. Gold Point 
e Easy to take apart 
e Easy to clean 
e No Clogging 
e No Leaking 
e Guaranteed 

Beautiful, Standard Size Pen. 
Point is protected by retracting 
into barrel when not in use. 

COMPLETE WITH 
BOTH PEN POINTS 
AND FEED SECTIONS 

Only +7: 7 

Ask your dealer, 
or write for folder 

The MORILLA Gompany 
330 E. 23rd St., New York 10, N. Y. 
706 So. Magnolia, Los Angeles 5 

HARRY C. DECKER, INC. 

CARBRO & DYE TRANSFER 

FROM TRANSPARENCIES 

AND SEPARATION 

NEGATIVES 

« 

MU 5-4295 

404 Fourth Ave. - Room 1507 

RALPH TORNBERG inc. 

advertising photography 

1780 BROADWAY. CORNER OF 57TH ST. 

NEW YORK 198 e COLUMBUS 5-5864 tic 



tax talk 

(Continued from page 14) 

statutory charges, referring to the assess- 
ment number. 

Since no application for revision has 
been filed on Form 113 as provided for 
under Section 374 of the Tax Law, this 
letter is not intended as a denial upon 
which a demand for hearing may be sub- 
mitted. If you do desire further review, 
Form 113 must be filed within one year of 
the date of the assessment. These forms 
will be mailed upon request, or may be 
obtained at our New York Office. 

Very truly yours, 
Morton T. Valley 
Assistant Director, 
Income Tax Bureau 

Morton T. Valley 
Income Tax Bureau 
N. Y. Department of Taxation And Finance 
Albany 1, N. Y. 

Dear Sir: 
In reference to your letter of August 

22nd and on re-reading my accountant’s 
letter of June 30, 1952, I wish to amplify 
and possibly clarify my claim that I am not 
a businessman. 

I am functioning as a designer of printed 
material and in order to perform such 
services, had first to obtain knowledge in 
various fields. I was trained as an artist 
(lettering, drawing, painting, etc.) in order 
to make the sketches necessary for sub- 
mission to my clients, just as an architect 
makes sketches of his proposed buildings. 
Then I was trained as a printing expert, 
studying with various printers, engravers, 
etc. This enables me to convert my sketches 
into layouts and instructions to printers 
and engravers, who then in turn produce 
the printed material (books, booklets, mail- 
ing pieces, etc.) directly far my clients, 
just as an architect makes plans for a 
builder to execute. 

All my income is derived from my per- 
sonal services as an artist. I do not get any 
commissions. 

Capital (which in fact I do not have) 
is not an income producing factor. 

Yours truly, 
Accountant 

Dear Mr. Accountant, 
Reference is made to the above entitled 

matter, in which revision of the assessment 
notice was applied for on the grounds that 
your occupational activities did not con- 
stitute the carrying on of an unincorporated 
business. 

From a review of the facts as outlined, 
such occupational activities engaged in by 
you, cannot be considered to constitute the 
practice of a profession for which exemp- 
tion was permitted under Section 386 of 
Article 16A of the Tax Law, and therefore, 
it is immaterial whether such occupational 
activities represented personal services and 
capital was not an income producing fa7- 

(Continued on page 54) 
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McCULLOCH, DOYLE anp MCGOWAN 
2300 GUARDIAN BLDG., DETROIT 

Artists supplies for the agency, studio, 

and professional artist since 1897. 

Henry H. Taws Inc. 

1527 Walnut Street 

Philadelphia, Pa. 

Phone: RI 6-8742 

in and around 

BOSTON 

you can waste a lot of time 
chasing letterers, layout men, 
illustrators and cartoonists — 
Or you can call this really creative studio service. 

° * 
associated artists 
296 Boylston Street, Boston, Massachusetts 
COmmonwealth 6-7560 
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Advertising Art 

Design 

Illustration 

Lettering 

1005 STEPHENSON BLDG. DETROIT 2, MICHIGAN . TR. I-7554 

Tech Photolabs 

Quality 

Flexichrome Printers 

Save time 

with the right print 

Our technicians have made 

over 25,000 prints 

of all sizes 

MUrray Hill 3-5052 

14 East 39th Street 

New York 16, New York 

years experience i» 

COLOR 

CARBRG, OYE TRANSFER F.CLICHROME 
"special zing ” tage 

18 East 49th Street, New York 17 
Nicholas Langen, President Plaza 3-3911. 

the case of 

THE VERBAL CORRECTION 

report of the Joint Ethics Committee 

An artist was called by a studio on a 
Friday afternoon to render an illustration 
in full color. The job was needed for 
delivery on the following Monday morn- 
ing. He was given a thumbnail sketch of 
the illustration showing a design with 
four figures. 

The artist delivered the finished illus- 
tration on Monday and the studio re- 
jected it. The illustration should have 
contained the figure element repeated 
three times instead of four. This, the 
studio claimed, had been explained 
verbally to the artist on Friday. There was 
no way to correct the illustration and the 
studio man did the illustration correctly 
and sent the artist a check for 15% of 
the agreed price. 

The artist appealed to the JEC claim- 
ing that the illustration was done in ac- 
cordance with the sketch. He had returned 
the check for partial payment to the 
studio and asked for full payment on the 
grounds that he had completed the illus- 
tration in accordance with instructions. 

The JEC suggested mediation of the 
matter and brought the parties together. 
They brought the illustration, the sketch 
and also the final accepted illustration. 
There was no question of the validity of 
the studio’s claim that the four-figure de- 
sign was unusable when the reasons of 
the client were explained. 

In discussion, it was definitely a case, 
not of unethical procedure, but the old 
bugaboo of week-end rushes and verbal 
instructions. The artist admitted that he 
may have been told the change from the 
four figures of the sketch. On the other 
hand the studio man agreed that he too 
had made no pencil notation or given 
other written instructions. The studio sug- 
gested that they send a revised check 
to the artist, who in turn agreed to accept 
whatever they thought was fair. 

Obviously it is advisable not to give, 
and not to accept, verbal instructions 
when written instructions can be obtained. 

185 madison ave., nyc MU 5-5958 

Change of Address. Please send an address 
stencil impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Director & Studio News, Circulation 
office, 43 E. 49th St., NYC 17. 
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use HIGGINS VEGETABLE GLUE 

when you want things to stick FOR KEEPS! 

Here’s the perfect, extra-strong adhesive for 

sticking paper or cloth to paper, wood, leather, 

glass or metal. Fine for binding books and port- 

folios, making lampshades, scale models of sets, 

stretching drawing paper, etc. 

Ideal for Studio, School, Home Use 

Higgins Vegetable Glue is clean, 

smooth, sweet-smelling . . . extremely 

easy to use. Artists and craftsmen are 

constantly finding new uses for this 

stronger adhesive that stick things to- 

gether “for keeps”! 

AT ART SUPPLY STORES EVERYWHERE 

HIGGINS VEGETABLE GLUE [Rates 

Due to circumstances 

beyond our control* 

we are in a better position to 

execute your photographic problems** 

HBRENRY DRAVNEE 

214 EAST 415" STREET, NEW YORK 17, N.Y. » OXFORD 7-2166 

*The Gremlins (plumbers, electricians, etc.) have left our new studio. 

**If this sounds like a paid advertisement . . . it is. 

P.s. Have Trampoline and Tuxedo... will travel. 



THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD! 

CRAFIONE-YOU WIN! 

ee @ @ «6 
e ° The lightning*fag way to use Ben-day! 248 individual patterns! Processed on 

adhesive-backed, thin @auge, matt-finish acetate for better, cleaner NON-GLARE 

reproduction. Perfect for Guick-shading artwork for newspaper reproduction, direct 

mail pieces, posters, maps, Graphs, technical drawings, silk-screen process work. 

Standard (black) . . . and re@erse patterns (white). Just strip it on . . . burnish it 

down... and you see striking,effects in art... right at the start! FREE Craf-Tone 

pattern chart available at yqur Craftint dealer, or write direct. 

‘ a > 

Crarily -YOU WIN! 

a . ° 

e & Alphabets... Numerals ... Symbols... in all popular styles and type sizes! On 
2 

e © @ © trgnspmren’, self-adhering sheets. Just place... burnish down... that’s all! For 

smash headlines, for curving type, for every conceivable use and effect. Eliminates 
e 

® expensive tYpegetting and artwork lettering! Speeds copy preparation . . . saves 

a money for artists, Besigners, draftsmen, map and chart makers, layout and pro- 

: duction men! On maft-finish transparent sheets for better, cleaner, NON-GLARE 
6 ae 

. reproduction! FREE paftern chart at your Craftint dealer, or write direct. 

. * 
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© * 
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THE CRAFTINT MANUFACTURING CO. 

1615 Collamer Ave. © Cleveland 10, Ohio 
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POPAI exhibition set for NYC 

Designers and manufacturers of retail 
store displays will hold an exhibit at the 
8th Annual Symposium and Exhibit, spon- 
sored by the Point-of-Purchase Advertis- 
ing Institute, at the Hotel Statler, New 
York City, March 30, 31 and April 1. 

Two merchandising clinics for advertis- 
ing agencies will be an added feature. 
The symposium-luncheon will be held on 
Thursday, April 1, in the Grand Ball- 
room. 

Starch shows fame helps 

Daniel Starch & Staff, in a new study of 
testimonial ads, have ascertained that 
celebrity testimonials obtain higher read- 
ership than conventional ads. 

One hundred testimonial ads, from 
five consumer magazines, were used and 
matched with the same number of con- 
ventional ads of the same size and color, 
in the same publications and for the same 
products of the same classification. 

Specific implications are: greater ef- 
fectiveness is obtained when illustration 
predominates, when celebrity is shown in 
close relationship to product, when more 
than just his head is shown, when no 
name identification is needed and when 
comments made by celebrity are brief. 
Ads showing men with products for both 
sexes and women with women’s products 
got higher readership. 

Famous Artists announces 
new course, new faculty 

Al Dorne, president of the Famous Artists 
Schools of Westport, Connecticut, has 
named ten new faculty members for its 
recently launched Painting Course. They 
are: Ben Shahn, Stuart Davis, Doris Lee, 
Arnold Blanch, Fletcher Martin, Adolf 
Dehn, Dong Kingman, Ernest Fiene, Will 
Barnet and Syd Solomon. 

The Painting Course is a three-year 
course designed especially for the amateur 
painter. 

Art Director & Studio News 

Roberts promoted Frederick H. Rob- 
erts has been pro- 

moted to manager of production and 
distribution as well as art director of Shell 
Oil Company’s public relations depart- 
ment. 

Mr. Roberts joined Shell’s advertising 
department in 1932. He is a member of 
the National Society of Art Directors and 
the Art Director's Club of New York. 

Sales Aids Show date set 

Advertising Trades Institute has an- 
nounced May 10, 11 and 12 for its Sales 
Aids Show which will be held in the 
Grand Ballroom of the Biltmore Hotel, 
New York City. The first show of its 
kind, it will demonstrate the latest ad- 
vancements in services and products for 
the selling field; visual aids, displays, pre- 
miums, sales presentations, packaging, etc. 
For further information contact Thomas 
B. Noble, suite A511, 270 Park Ave., New 
York 17, N. Y. 

Display gallery opens 

Permanent Gallery of New Displays and 
Animations has opened in January at 
Walter Marshak, Inc., 30 Rockefeller 
Plaza, New York. 
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Publications bow; 
new Time mag due 

Time, Inc. will introduce its new weekly 
sports magazine August 7. The as yet 
unnamed magazine will be the same size 
of the New Yorker and will have an 
initial run of 500,000 copies. Though it 
will be primarily pictorial, it will carry 
more editorial material than Life _maga- 
zine. Staff has not yet been definitely 
established, according to acting art di- 
rector, David Rich. 

Admiration, The Negro Woman’s Fash- 
ion Companion, which bowed in January, 
is the first such magazine in its field. 
Published by Admiration, Inc., New York, 
format is 8% x 11 and circulation is 
guaranteed at 50,000. Art Director Clyde 
Gilliam buys fashion and _ short story 
illustration. 

Twin pocket-size magazines, Reward 
and Tops, have been introduced together. 
Reward is a true-crime mag described as 
bloodthirsty, and its mate, Tops, is a 
girlie-book of news features. Art director 
is Peter Raoul and he’s using mostly 
photographs for illustration. Publisher is 
J. B. Publishing Corp., 53 E. 34th St., 
New York. 

Automation will bow this spring. It 
will cover the complete science of auto- 
matic production. Editorial content will 
be directed to management, engineering 
and production personnel. Publisher is 
Penton, Penton Bldg., 1213 W. 3rd St., 
Cleveland. 

Book match competition 
stages 2nd annual 

Match Industry Information Bureau of 
New York City held its second annual 
Book Match Advertising Competition last 
month. In giving Joshua awards for win- 
ners the art director and designer receive 
full credit as well as the advertiser. These 
names will be announced with photo- 
graphs of the winning designs in April 
AD&SN. 



Second 

Society of Illustrators winners In the Best Illustrations of the Year contest 
conducted by the Society of Illustrators, 

Robert Fawcett won first prize with his drawing for Collier’s. Al Parker was 
second choice for a Good Housekeeping illustration. Third place went to Eric 
Blegvad for a Woman’s Day illustration. 

First Prize 

Third 

Design workshop 

begins at New School 

Book Design and Illustration workshop 
course is being added to the curriculum 
of The New School for Social Research, 
66 W. 12 Street, New York. Directed by 
Hellmut Lehmann-Haupt, workshop meets 
Thursdays at 8:30 p.m. The series will 
cover current book production and give 
practice in lettering, layout, elementary 
block printing, illustration, designing and 
binding. Class wili help to produce a book 
for a New York publisher. 

Chicago to exhibit book winners 

Fifth Annual Exhibit of the Chicago 
Book Clinic competition winners will be 
held at the Chicago Public Library dur- 
ing the month of May. 

Judging is being done in four cate- 
gories: trade books, textbooks, subscrip- 
tion and reference books, sponsored books. 
Standards for judging winners are de- 
sign intention, readability, illustrations as 
a reflection of content, production inten- 
tion, printing impression and register, 
and binding workmanship and materials. 

Hale lectures on anatomy at ASL 

Robert Beverly Hale is giving a series of 
10 lectures on anatomy at the Art 
Students League on Wednesdays at 8:00 
P.M. 

Remaining lectures are: March 17, 
the shoulder girdle and muscles which 
influence its movements; March 24, the 
shoulder girdle continued, the neck; 
March 31, upper arm, elbow, forearm; 
April 7, the hand. 

Individual sessions are 75c to members 
and $1.00 to others. 215 W. 57th St., 
re Ws Gi 

SF Artists’ club elects 

San Francisco’s Artists’ Club has elected 
Don Short, Walter Landor & Associates, 
president. Other officers elected were 
Roger Sheridan, Max Lamphers & Asso- 
ciates, and Robert Strohmeyer, Stroh- 
meyer Studios, vice-presidents, and Roy 
Smith, Smith & Evans, treasurer. 

Forum to discuss magazine design 

March Creative Plus Forum, sponsored 
by New York Artist’s Guild, will deal with 
“How Magazines Blaze U. S. Design 
Trails.” 

Two leading magazine designers are 
featured speakers: Merle Armitage, art 
consultant for Look magazine and Richard 
Gangel, promotion art director at Life 
and Time magazines. Carl Weiss, modera- 
tor, will analyze jobs and design oppor- 
tunities in the trade magazine field. 

Forums will be held at Wendell Willkie 
Freedom House, 20 W. 40 Street, New 
York, at 7:30 P.M., March 24. 

ENJOY 

nobody 

New type face 

Amsterdam Continental announces the 
arrival of Studio Bold, companion to the 
Studio series, designed by A. Overbeck 
for Typefoundry Amsterdam. In sizes 10 
to 72 point, Studio Bold is available from 
Amsterdam Continental at 268 Fourth 
Avenue, New York. 



In the recent 
Outdoor Poster 

Art Competition of the Art Students 
League, Lloyd Baker won first and third 
prizes and Arnold B. Wagner received 
the second award. 

ASL poster winners 

Contestants were members of Frank 
Riley’s commercial art classes. Shown 

above are Mr. Baker and Mr. Wagner 
with their winning posters. 

Judges for the competition were Arthur 
T. Blomquist, J. Walter Thompson; Har- 
old C. McNulty, BBD&O; Barney Schultz, 
Biow Co.; and E. V. Bright, Warwick & 
Legler. Mark B. Seelen, Outdoor Adver- 
tising Inc., served as consultant to the 
competition. 

Another Ru Windsor sds option a 
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Ad quality gives prestige Russeks has 
given full 

page, high quality treatment to a simple 
cotton dress that costs $12.95. Back- 
ground color, which is subtly shaded 
russet, is closely related to the browns, 
reds and yellows of all portions of the 
ad except the white dress which stands 
out strikingly. William Bell made the 
photograph and AD Ben Lichtenstein 
made the layout around it. 
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Code followed direct mail After de- 
livery of a 

question and answer message to 31 RCA 
executives, William H. Weintraub & Co. 
followed through with this Morse code 
reminder to the listed individuals. Code 
symbols mean RCA. Paul Rand, the AD 
behind the ad, says their switchboard was 
swamped with calls from people unre- 
lated to the message to find out what the 
symbols meant. 

Store ad winners announced 

The May Company, Los Angeles, was 
awarded the Retail Advertising Week 
Gold Cup by the National Retail Dry 
Goods Association in their newspaper 
advertising contest. First prize in the 
larger store category went to L. Bam- 
berger & Co., Newark, N. J., for their 
anniversary campaign. For the smaller 
stores Smartwear-Irving Saks, Roanoke, 
Va., took top honors for their institutional 
campaign. 

Contest was judged by results obtained 
as well as on the basis of copy and art 
approach. Work of the 18 winners 
was exhibited at the NRDGA New York 
convention in January. 

Much grey space Symbolic ring took 
up about 1/120th 

of the ad space, which was light grey 
with surprinted copy. Client was Security 
Mutual Life Insurance Company. Leon 
Karsakov of Bresnick Co., Boston, was art 
director. Marty Bauman (New York) 
photographed the gold ring. 

Kodak names salon winners 

Top Award, the George Eastman Me- 
morial Medal, of the 19th Kodak Inter- 
national Salon has been won by Louis J. 
Parker of the Rochester division. His 
photograph was of wind patterns in sand 
dunes, entitled “Desert Ridges.” 

Second award went to K. Harry Koller, 
also of the Rochester Kodak division, for 
his photograph of a sailboat ir quiet 
waters. 

The Salon is open to employees of 
Eastman Kodak Company throughout the 
world. 



Auto ads in high gear c) 
Most automobile companies are agreed 
on one thing this year. Sales and adver- 
tising efforts must be stepped up to com- 
bat possibility of sales slump in 1954. 
How some of the leading companies are 
introducing their new lines via magazine 
ads is shown here. Apparently the com- 
panies do not all agree on their sales 
pitch, which varies from manufacturer 
to manufacturer and price bracket to 
price bracket. Ford is stressing perform- 
ance; Lincoln is continuing to stress style 
and its “Designed for Modern Living” 
theme; Pontiac ad also has that modern 
living feel; Cadillac emphasizes style in 
its picture which features the car spread d) 
across two pages and just a color panel 
for a background with copy divided be- 
tween style and performance pitch; Nash 
shows four of its models in one ad, and 
Packard, showing one large car picture, 
features medium price in its headline. 
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e) a) Four models, one ad 
Art director—Arthur A. Surin 
Artist—Harry Nuse, 

Thompson Associates 
Client—Nash Motors 

b) New engine, performance .... 
Art director—Wallace W. Elton 
Artists—Remis Hamon, Al Baxter 
and Teasdale Barney 
Agency—J. Walter Thompson 

(New York) 
Client—Ford Motor Co. 

c) Glamour, speed in fleet of five 
Art director—Daniel W. Keefe 
Photographer—John Rawlings 

d) § 

e) | 
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Type Directors discuss 
typography and design 

‘What’s New in Magazine Editorial 
Typography and Design” will be the sub- 
ject of the March 16 meeting of the 
Type Directors Club. George Samerjan, 
free lance designer and painter and 
chairman of the 1953 AIGA Magazine 
Show, will moderate this visual presenta- 
tion of current usage and trends. Some 
of the material analyzed will be from 
the recent AIGA Show. 

March 30 Frank E. Powers, Type Di- 
rector, J. Walter Thompson, will moder- 
ate “What’s New in Magazine Advertis- 
ing Typography and Design.” 

April 6 the topic will be “What’s New 
in Direct Mail Typography and Design.” 
Led by. Eugene M. Ettenberg, .Gallery 
Press, other commentators will bé Robert 
Stumpf, Bruce Sweet, Robert Foster and 
Kenneth C. Pratt. 

Four book designers will join Joseph 
F. Weiler, typographic director of Bal- 
lentine Books, in a discussion of current 
trends in Book Design. This meeting, 
April 13, will be a visual presentation, as 
are all of the club’s programs. 

All meetings are 7:00-10:00 P.M. at 
Engineering Societies Building, 29 W. 39 
St, W.. ¥,:G. 

SOI presents awards 
Art students competition sponsored by the 
New York Society of Illustrators climaxed 
in the awarding of medals and cash 
prizes to nine winners, three in each cate- 
gory. A donation by Foote, Cone and 
Belding makes these awards possible. 

The PAL poster winners are: first 
prize, Joel Philip Myers, Parsons School 
of Design; second prize, G. Ray Wilson, 
Parsons School of Design; third prize, 
James A. Toomer, Art Career School. In 
the Greater New York Fund category 
winners are: first, Joan Lukas, Abraham 
Lincoln High School; second, Lawrence 
J. Orbach, Parsons School of Design; 
third, John Ammus, School of Industrial 
Art. First, second and third awards in the 
National Tuberculosis Association poster 
contest are: Dominick Arbusto, Art 
Career School; Theresa Cacciatore, Wash- 
ington Irving High Schoal; Dolores 
Ramos, Prospect Heights High School. 

Industrial Design debuts 

First issue of Industrial Design, a_ bi- 
monthly review of form and _ technique 
in product design, development and 
marketing, was out last month. This 154 
page magazine is 9 x 12, has a four-color 
cover, and several inserts of colored pages. 
Alvin Lustig is art editor. Industrial De- 
sign is published by Whitney Publications, 
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Agency—McCann-Erickson f) Year-ahead styling 

(New York) Client—Cadillac 
Client—Chrysler Corp. Art director—Glen J. Frost 

+ d) Stresses style Artist—La Driere Studios, Detroit 

Art director—Gerald Link ss 
Photographer—Richard Beattie 9) More modern living 
Agency—Kenyon & Eckhardt Client—Pontiac 

(New York) Art director—James E. McGuire 
1 Client—Lincoln Division, Artist—George Shepherd, Detroit 

Ford Motor Co. 
" pe en h) More horsepower 

e) 3-page announcement Art director—Lester Mange 
Art director—Mack Stanley Artist—Harold Fluke 
Artist—Rene Bouché Agency—D. P. Brother & Co., 
Agency—Mazxon, Inc. Detroit 
Client—Packard Client—Oldsmobile 
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Various jewelry ad approaches 

Cartier deviated from the glittering, 
sharp treatment of institutional jewelry 
with this new series of institutional 
ads. Bert Steinhausser (Albert Wood- 
ley Co., New York) conceived this 
complete change of key, the one with 
grain quality, photographed by Wil- 
liam Helburn, and the other similar 
but sharper high key story treatment, 
photographed by Richard Avedon. 

Another departure from the con- 
ventional jewelry ad is B. Altman’s 
fashion approach: without detail, 
loosely drawn, pale pink and from 
the woman’s point of view. Simeon 
Braguine, the AD, planned a full- 
color ad, but was too late and used 
the pink in such a way as to give a 
similar effect. Charles Kovec was the 
artist. 

LNA to exhibit in May 

tth Lithographic Awards Competition has 
closed on March 1. The opening exhibit 
will be held May 7-14 in the Vanderbilt 
Suite of the Biltmore Hotel, New York. 
Winners will be announced at the opening 
on May 7. 

As-is cameras 

Willoughby’s Camera Store, 110 W. 32nd 
Street, New York, is making available 
on an “as-is” basis cameras which need 
reconditioning. It is said that buying these 
and having repair work done personally 
saves considerable money. 

24 

NIAA urges audit 

National Industrial Advertisers Associa- 
tion has passed a resolution urging pub- 
lishers of business magazines and business 
papers to supply audited circulation fig- 
ures to both advertisers and agencies. 

Independent circulation audits are now 
available to all classes of publications, 
whether fully-paid, fully-controtled, or 
partially-paid and partially controlled. 
The committee strongly advises publishers 
to “re-examine past reasons for not using 
such audits and re-consider these reasons 
in the light of present availability and 
the desires of buyers of business adver- 
tising space.” 
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Record entries expected 

for New York’s 33rd 

The 33rd Annual National Exhibition of 
Advertising and Editorial Art and De- 
sign will be held at the Associated 
American Artists Galleries, 711 Fifth 
Avenue, New York, from June 8 through 
June 25, it was announced today by 
Suren Ermoyan, Chairman of the Ex- 
hibition Committee. 

Mr. Ermoyan, pointing out that the 
Exhibition will be a national competition 
of international recognition for the 33rd 
consecutive year, stated: “We confidently 
expect more entries this year than ever 
before”. Several changes and modifica- 
tions have been made which assure a 
broader, more comprehensive showing. 

The principal improvements include: 
Certificates of Merit honoring all en- 
trants whose work is hung in the Exhibi- 
tion, in addition to the national and 
international recognition which results 
from the reproduction of the work in the 
Art Directors Annual, published later in 
the year. 

Also, in every instance in which the ar- 
tist is honored, the participating Art Di- 
rector will also be equally honored. 

The list of classifications has been 
completely revised and modified. Com 
petition will be absolutely equitable with- 
in categories as result of a greatly ampli- 
fied list. Two-color pages, for instance 
will be judged with other two-color pages. 
four-color with four-color, small ads with 
small ads, and so on throughout the list 
of classifications. A new system of ballot- 
ing will provide absolute secrecy for each 
ballot cast. 

A panel of thirty-three judges has 
been drawn from the fields of Advertis- 
ing and Editorial Art, Design, Illustra- 
tion and Photography. Each of these men 
is outstanding in his field, and consistent 
with custom, has no other relation to the 
show other than to judge it. With the 
cooperation of this broad, competent jury, 
it will be possible to have Illustration 
submissions judged by a group including 
at least two prominent Illustrators, Pho- 
tography judged by a group including 
top Photographers, Design by leading De- 
signers, and so on. Deadline for submis- 
sions is March 22. 
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The Awards Luncheon will be held in 
the Grand Ballroom of The Waldorf- 
Astoria, Park Avenue at 50th Street, New 
York on the 8th of June. For further 
data, write or call the Art Directors Club 
115 E. 40th St., N. Y. 16, MU 5-4340. 

San Francisco elects Freeman Newly 
elected 

officers of the San Francisco Art Directors 
Club are: president, Robert B. Freeman, 
Charles R. Stuart Advertising; first vice- 
president, Ettore Firenze, Brisacher, 
Wheeler & Staff; second vice-president, 
Guy Street, Schmidt Lithograph Co.; sec- 
retary, Frederick J. Herschleb, McCann- 
Erickson Inc.; and treasurer, Walter T. 
Warde, Foster & Kleiser Co. 

Directors Detroit’s new officers Art 
Club of Detroit 

has elected its 1954 officers. Shown stand- 
ing is past president, William Johnson 
and board member Fred Peck. Left to 
right is William Connelly, board mein- 
ber; Robert Hungerford (Campbell- 
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Seattle exhibits: 

Fifth Annual Seattie Art Directors Club 
Exhibition will be held April 10-17 at 
Frederick & Nelson’s auditorium. In May 
the show will move to the Henry Art 
Gallery for an additional month’s show- 
ing. 

Work of the winners of 10 Dis- 
tinguished Merit and 20 Merit awards 
will appear in April AD&SN. 

Atlanta sponsors meet, exhibit 

Art Directors Club of Atlanta sponsored 
the Second Annual Business Art Institute 
and Exhibit at the Atlanta Division, Uni- 
versity of Georgia, January 29. 

Keynote address on the program theme, 
Art Materials, Methods and Techniques, 
was delivered by George Samerjan, con- 
sultant art director of New York City. 
Wallace W. Elton, NSAD president, was 
the luncheon speaker on Management 
and the Art Director. 

At the afternoon session O. C. Holland, 
advertising director, Interchemical Corp. 
of New York, spoke on Color and Ink, 
and Theodore J. Klaiss, Eastman Kodak 
Company Southeastern Technical Repre- 
sentative, talked about the Kodak Fluor- 
escent and Flexichrome Processes. 

Ewald), second vice-president and sec- 
retary; Ray Colby (Ford Motor Publica- 
tions), president; Leonard Anderson (J. 
Walter Thompson), first vice-president; 
Robert Andrus (Kenyon & Eckhardt), 
treasurer; Chauncey Korten and Alger 
Scott, board members. 

Atlanta ADs meet Shown at a recent 
meeting of the At- 

lanta Art Directors Club on use of 
photography in art direction is Hillary G. 
Bailey, public relations department, Coca 
Cola; J. Pat Denman, past president of 
the AD Club; and E. M. Lusink, now 
president. Photograph’ is of William B. 
Hartsfield, Mayor of Atlanta. 

chapter clips 

Boston: Such subjects as membership, fees, 
annual exhibition and awards, AD an- 
nual and disposition of scholarships were 
on the agenda of a recent meeting. Out- 
come has not yet been announced. 

Detroit: 5th annual “Printing to Hospi- 
tals” project was Detroit’s biggest project 
to date. This year cash awards were 
given at a big formal dinner. Joe Franz 
was chairman of the project. Studio 
management-art directors shindig is to be 
sometime this month. Awards dinner and 
6th exhibition is scheduled for April 28. 
Fred Peck of Grant is now editor of the 
club’s News Bulletin. 

New York: George A. Nelson Jr. of the 
Stevens-Nelson Paper Corp. told thé club 
about “Specimens”, their collection of 
the world’s finest art and printing papers. 
Copies of the volume were distributed to 
members. Last month, Henri Crayon, 
whose scope runs from chalk-talks to set 
designs for European operas, was guest 
speaker. Lounge exhibition (fine art) was 
by Willard B. Golovin and Robert Hack. 

San Francisco: AD Club and Artists Club 
(which comprises the SAAD) plan to be 
more individually active this year. Bob 
Bach, past-president was in New York 
last month and visited AD&SN offices; 
brought some excellent west coast sug- 
gestions. 



Art Directors clubs have named eleven outstanding figures ; 

in the art world for consideration for the 1954 NSAD 

Award. To help NSAD members select from these eleven 

the man they feel most deserving of the award, AD&SN 

presents biographical data, picture, and samples of current : 

work of each nominee. Ballots are being distributed to mem- 

bers through their local clubs. Candidates were nominated 

by the following clubs: Chicago, Cincinnati, Cleveland, 

Detroit, Los Angeles, Montreal, New York, Philadelphia, 

San Francisco and Seattle. 

award nominees 
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Robert O. Bach California born and 
trained, Robert Bach is AD for N. W. 
Ayer & Son in San Francisco and a 
past president and charter member of 
the Art Directors Club of San Fran- 
cisco. He studied at the California 
School of Fine Arts, where he later 
became an instructor, and also taught 
advertising design at the Honolulu 
School of Art. Mr. Bach has also been 

AD in the Philadelphia and Honolulu 
offices of Ayer. He is on the Board of 
Directors of the San Francisco Art 
Association, won an Award of Merit in 
the 1952 New York AD show and a 
Medal Award in 1953 plus numerous 
awards in San Francisco AD shows. 
His paintings have been exhibited in 
several West Coast museums, galleries, 
and private collections. 
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Lester Beall Ari director, industrial 
and interior designer, painter. Started 
pioneering use of modern art in advertis- 
ing in Chicago in 1933 and has always 
worked independently. Has_ restyled 
many publications and redesigned pack- 
ages for many concerns such as Mar- 
shall Field & Co., Ward Baking Co., 
The Simonize Co., P. Ballantine & Son, 

1954 : 

65,000 Gold Books Wil! Dig For You in 'S4 é 
' 

Stephen Bosustow That new look in 
animated cartoons that first appeared 
several years ago was developed by 
UPA (United Productions of America), 
of which Stephen Bosustow was 
founder and is currently president. 
Among his output is “Gerald McBoing- 
Boing,” Academy Award winner here 
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Pond’s Extract Co., E. J. Brach & Son. 
Is Consultant AD, United States Lines 
and is responsible for designing of all 
special promotion for The Glenn L. 
Martin Co. Is Art Consultant to the 
United States Air Force and to the 
Office of the Secretary of Defense. Is a 
member, National Arts Council of the 
United Nations. 

and in England. UPA also won New 
York AD club awards for TV commer- 
cials in 1951 and 1952, Los Angeles 
AD award in 1952, and an award for 
standards of excellence in audio-visual 
communication from the Institute of 
Design of Illinois Institute of Tech- 
nology. 
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Frederick W. Boulton /¢ is just 31 
years since Frederick Boulton joined 
J. Walter Thompson Co. Today he is 
Vice President and Director of Crea- 
tive Services for JWT’s Chicago office. 
Born 1901 in Mishawaka, Indiana, 
he studied at Chicago Art Institute, 
American Academy, Academy Julian 
in Paris and with several leading ar- 
tists. After a short spell with JWT he 
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left, in 1928, to form his own studio 
which he headed until 1931 when he 
rejoined the agency as AD. National 
accounts handled include Pennsylvania 
Railroad, Cream of Wheat, Swift « 
Co., Kraft Food Company, Parker Pen, 
Kellogg’s Cereals, Ford, Lincoln, Mer- 
cury, Nash and numerous others. His 
paintings have been award winners in 
numerous exhibitions. 

Walt Disney Native of Chicago, 1901, 
and attended Chicago Art Institute. 

Was a 
magazine illustrator before going into 

newsreel cameraman and a 

the animated cartoons business at Walt 

Disney Productions. Early Alice car- 

toons were soon followed by Oswald 

the Rabbit, Mickey Mouse, etc. Feature 

films followed his success with shorts, 
starting with “Snow White and the 
Seven Dwarfs” and last year with 
“Peter Pan.” Combination live-action 
and cartoon technique began in “Song 
of The South”. His most current works 
are “Rob Roy, the Highland Rogue” 
and “The Living Desert’, his first true- 
life adventure feature. 



Wallace W. Elton Artist, photogra- 
pher, and author, Wallace Elton is Vice 
President and Art Director, J. Walter 
Thompson Company, N. Y. He has won 
awards for posters for the past few 
years in Chicago and New York, is 
currently President of the National 
Society of Art Directors and Vice 
President of the New York Art Direc- 
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William Golden Creative Director, 
Advertising & Sales Promotion, CBS 
Television, he was born in New York in 

1911, educated in New York and Los 

Angeles. He worked for a lithographer, 

a photoengraver, several newspapers, 

and Conde Nast Publications. Mr. 
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tors Club. 
Born in Massachusetts and gradu- 

ated from Brown University, Mr. Elton 
specialized in art and photography. 
Before joining JWT he had been with 
N. W. Ayer and Lennen & Mitchell. He 
is author of “Navy In The Sky”, “Guide 
To Naval Aviation” and of numerous 
travel stories. 

Pa Avert 

Golden joined CBS in 1937 and ever 
since then his work has been prominent 
in the shows of the New York Art 
Directors Club. Graphis and Print 
magazines have shown his work here 
and abroad, and, since 1949, he has won 
awards every year in AIGA Printing 
For Commerce shows. 
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John A. Groen For the past ten years 
John Groen has been AD for Foote, 
Cone & Belding, Los Angeies, winning 
a score of national and regional awards 
for ads for Lockheed Aircraft Corp., 
Walt Disney Studios, Capitol Records, 
Cole of California, Catalina and many 
others. 

Born in Rotterdam, Holland, in 1915, 
his family moved to Salt Lake City 

Leo Lionni Designer, painter, writer 
and lecturer, Leo Lionni is AD of For- 
tune Magazine and design consultant 

to several companies and societies, in- 

cluding Olivetti Corporation of America 
and Parsons School of Design. 

Born in Amsterdam, Holland, in 1910, 
Mr. Lionni received a Ph.D. in Eco- 

nomics from the University of Genova 

Reducing neise in rodar 

where he attended school, designed 
theater lobby posters and department 
store windows. In 1939 enrolled in Art 
Center, Los Angeles, then became u 
free-lance specializing in lettering be- 
fore joining FC&B. He won the second 
award in 1952 and 1953 at the Annual 
Exhibition of Outdoor Advertising Art, 
and the George W. Kleiser Medal for 
outdoor advertising. 

~ 

EXAKTA 

in 1935. From 1931-1939 he painted, 
wrote articles on art and did advertis- 
ing design in Milan. In 1939 he joined 
N. W. Ayer in Philadelphia where he 
AD’d for Container Corporation and 
the “Never Underestimate the Power 
of a Woman” series. He has also de- 
signed posters, done magazine illustra- 
tion, won numerous awards and had 
several one-man showings of his work. 



Norman McLaren Tackling and con- 
quering the unusual is Norman 
McLaren’s specialty. Most recent recog- 
n.tion of his achievements in a special- 
ized field was the Oscar of the Academy 
of Motion Picture Arts and Sciences 
for his documentary short, “Neigh- 
bors.” Born in Scotland in 1914, he 
studied art at the Glasgow School of 
Art. His first abstract motion pictures 

i Paul Smith V.P. and creative director 
of Calkins & Holden, Carlock, McClin- 

1 ton and Smith, Paul Smith was born in 
Minnesota, went to University of 
Minnesota, started his ad career as a 
copy writer in Chicago and became an 
AD in 1929. Since then he has won 
28 major art awards and was twice 
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were made when he was 18. In 1941 he 

brought his skill to Canada. Three to 
10 minutes long, his films are made up 
of 7,000 or more miniature designs 

painted frame by frame on a reel of 

clear film. He also made stereoscopic 

films, creates music and sound effects 

by photographing hand drawn sound 

shapes onto the sound track. 

prees! etngee ech tos Fortress 
arminan Aevneg 

president of the Art Directors Club of 

New York. He has had 10 years with 
Kenyon & Eckhardt, 6% years with 

D’Arcy (in charge of Coca Cola ac- 

count), formed his own agency in 1948 

and merged with Calkins & Holden in 

1950. 
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Emphasis in the 12th National “Design 
& Printing for Commerce” show was on 
design. Show chairman William Golden, 
CBS Television AD, keynotes the show as 
follows: “A_ successful advertisement, 
one that fulfills the ambitions of the ad- 
vertiser, can and should be conceived as 
an art project that embodies only the best 
in design and typography. . . . The Insti- 
tute is confident that the winning ads will 
represent the best in design, and through 
that design, the best in sales appeal.” 

This year’s American Institute of 
Graphic Arts show was a double header. 
Part I exhibited the “50 Advertisements 
of the Year” as selected by jurors Will 
Burtin, Charles Coiner, and Jack Tinker. 
The “Design & Printing for Commerce” 
jury included John Anderson, Joseph 
Blumenthal, Marshall B. Davidson, and 
Robert Gage. 

Some of the pieces selected for each 
exhibit are shown on these pages. Show 
closed at AIGA New York headquarters 
March 12, will tour larger U. S. cities. 
Partial tentative schedule is: March 15- 
19, Philadelphia; March 15-19, Washing- 
ton, D. C.; March 20-27, St. Louis, 
October 1—February 1, West Coast. 

d) 
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a) Art director—George Tscherny 
Photographer—Midori 
Agency—George Nelson & Assoc, 
Client—Herman Miller 

Furniture Co. 

b) Art director—Matthew Liebowitz, 
Andrew Schmith 
Artist—Matthew Leibowitz 
Client—Sharp & Dohme, 

house organ 

c) Art director—William Golden 
Artist—Bob Cato 
Client—CBS Television 

Art director—Leo Lionni 
Artist—Leo Lionni 
Client—Olivetti Corp. of America 

Art director—William Golden 
Artist—Kurt Weihs 
Client—Omnibus, CBS TV 

f) Art director—James K. Fogleman 
Artist—G. Gersten, Blakely Studio 
Client—Ciba Pharmaceutical 

Products 

Art director—Will Burtin 
Artist—Will Burtin 
Agency—William Douglas McAdams 
Client—The Upjohn Co. 

Art director—Ralph Breswitz 
Photography—Irving Penn 

h) Agency—Hewitt, Ogilvy, 
ji Benson & Mather 

Client—Gourelli, Inc. 
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Problem: 

Basic objective of the by-now-well-known 
Hartog shirt campaign was establishment 
of the client’s brand name in an intensely 
competitive trade media. Even before art 
direction was established, the corollary 
objective from the point of view of the 
Carson/Roberts Agency was to execute 
the campaign on a limited budget. 

Background: 

Briefly, Hartog shirts were not too dis- 
similar from those of countless competi- 
tors. Price, fabric, design and workman- 
ship — all fell within the established 
brackets of the overall industry. The prob- 
lem was to establish brand recognition 
in the buyer’s mind. Sales, it was assumed 
correctly, would follow. ; 

Solution: 

Jack Roberts, Art Director on the cam- 
paign, used a once-a-month insertion in a 
bi-weekly media—Menswear. This partic- 
ular publication is devoted to ads selling 
merchandise. Stress is laid upon style, 
color, material upon showing the 
garment to the market. 

The Hartog series showed no garments. 
Instead, each ad appealed through the 
use of girl-art. A single copy line made 
a single point about the merchandise. In- 
stead of a cheesecake photographer, how- 
ever, Roberts chose Hal Adams, well 
known for his high fashion work; fashion 
lighting was employed in the shooting of 
each ad to soften the effect. Never was 
the girl naked. Instead she represented 
a provocative and highly unusual pin-up 

one that the average reader knew 

was different from average calendar art. 
For these reasons the campaign had an 
immediate impact. 

Simplicity in format was an integral part 
of this series which achieved continuity 
through the use, each month, of a man’s 
pipe in the picture. The presence of a 
male in the highly suggestive shots was 
thus implied but never stated. 

Each ad was themed to the time of year. 
For instance a shot of a nightgowned girl 
superimposed on an income tax form was 
headlined: “There is No Withholding 
from Hartog!” Another, which incorpo- 
rated the Easter rabbit in sophisticated 
line art, sloganed: “Multiply Your Profits 
with Hartog!” 

Results: 

Sales effectiveness of the campaign is 
stated by Hank Daniels, president of 
Hartog: “Our sales have increased over 
50 percent as a direct result of the 
Menswear series.” Of prime importance 
is the fact that Hartog salesmen have 
entree to any store, large or small, in the 
United States and Canada. Brand iden- 
tity was established overnight. The cam- 
paign has been discussed, parodied, des- 
cribed by syndicated columnists and ana- 
lyzed by seasoned advertising trade media. 

Reprints of the ads were also used in an 
end-of-the-year calendar. Thousands of 
requests have poured in for reprints. An- 
other series is in work for the comin 
year. Main point of the campaign, how- 
ever, may be summarized in its refresh- 
ing simplicity and attention-getting art 
direction a factor responsible for 
selling thousands of shirts without the 
description or visualization of a_ single 
one. 
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art director / Harry Zelenko 
artist / Harry Zelenko 
agency / Wm. D. McAdams 
client / Pfizer Laboratories 
art director / Harry Zelenko 
artist / Harry Zelenko 
agency / Wm. D. McAdams 
client / Pfizer Laboratories 
art director / Victor Trasoff 
artist / Joseph Low 
client / Pfizer Laboratories 
agency / Wm. D. McAdams 
art director / Victor Trasoff 
artist / Birger Roos 
agency / Wm. D. McAdams 
client / Pfizer Laboratories 
art director / Herb Lubalin 
artist / James Carraway 
agency / Sudler & Hennessey 
client / White Laboratories 

acceptable desirable 

new...for the 
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VICTOR TRASOFF, AD, WM. DOUGLAS MCADAMS 

The high level generally achieved in phar- 
maceutical advertising art is a reflection of 
two basic facts about this type of pro- 
motion: 

1. The Competition: Today the average 
physician in America receives more 
than fifty pieces of mail in a week. 
With so many manufacturers of 
drugs and related products fighting 
to gain the Doctor’s attention, the 
designer and illustrator are kept on 
their artistic toes developing arrest- 
ing devices. It is important to keep 
in mind, however, that a device in- 
tended to gain the doctor’s attention 
must “arrest” in terms which relate 
to the doctor’s professional expe- 
rience and problems. Irritant or 
noxious copy have little or no place 
in medical advertising. Similarly, any 
artistic device which gets a sympa- 
thetic response from the Doctor can- 
not be based on shock appeal alone. 

2. The Nature of the Message: The 
purpose of a piece of medical adver- 
tising is to induce the physician to 
prescribe a product intended for the 
treatment of his patients. The art 
must, therefore, not only arrest the 
physician’s attention—it must have 
an educational content as well. It 
must, if it is good medical advertis- 
ing art, work with the copy and help 
advance the sales message. To 
achieve this, a variety of approaches 
can be used. In some instances, a 
light, even humorous art treatment 
is permissible and effective; other 
situations may call for a more sober, 
considered approach—perhaps an 
anatomic illustration depicting path- 
ology. There is, of course, a wide 
range of techniques in-between these 
two. 

The medical advertising pieces here dis- 
played illustrate the wide diversity of ap- 
proaches found effective. As an interesting 
sidelight, the examples of advertising for 
the Doctor of Veterinary Medicine indicate 
that the same considerations hold when 
products are promoted for the treatment of 
disease in animals. The promotion of prod- 
ucts for use in the treatment of the sick— 
human or otherwise—employs advertising 
art which generally compares favorably 
with the best in other types of promotion. 
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Jobs, salaries 

JERRY FIELDS, DIRECTOR, JOBS UNLIMITED, 
ADVERTISING PERSONNEL AGENCY 

The shiny pants poverty of 1932 and the 
humiliation of hand-to-mouth living dur- 
ing the depression years has left Ameri- 
can business men in somewhat the same 
condition as a _ punch-drunk fighter. 
Everytime the pug hears a bell he comes 
out swinging. The minute sales start fall- 
ing off the American business man starts 
yelling “recession” and looking wildly 
around for an economic storm cellar. But 
the bell the fighter hears may be just 
the ringing of a cash register, and the 
recession the business man thinks he sees 
may just be the normal fluctuations of 
the business cycle. The country went 
through this same “fear” period in 1949 
and along with it went predictions of 
economists about the coming great in- 
crease in the ranks of the unemployed. 
In 1949 a leading business magazine 
asked us to comment on the job outlook 
for creative people. Our answer then is 
the same as our predictions now. There 
will be more good jobs available than 
good people to fill them. Management 
will not let its top talent go when things 
tighten up. If they trim their payrolls at 
all, they will trim off the marginal pro- 
ducers and the dead wood in their de- 
partments. We have found that nine of 
ten people we place in jobs are people 
who are working and who wish to change 
their jobs for any of the many reasons 
a worker wishes to change his employ- 
ment climate. Few of them have actually 
been discharged. 

Assuming that we are in for a “read- 
justment to normalcy” during 1954, what 
will be the outlook for the commercial art 
field? There is no avoiding the fact that 
what effects business generally will effect 
the advertising business specifically — 
and the art field more specifically. Every- 
one seems to agree that this will be the 
year of intensified “hard sell.” The imme- 
diate result will be an increase in amount 
and effectiveness of advertising pro- 
grams. It will mean more hiring in every 
art category by agencies, art studios and 
ad departments of companies. It will 
be a year that will separate the men 
from the boys as far as actual ability is 
concerned. A man will have to produce 
or else. By the same token, ad agencies 

will also have to produce results in the 
form of effective campaigns for their 
clients. We expect to see a great shifting 
around of agency accounts in 1954 by 
companies not satisfied with their sales 
figures. When accounts move, people 
move. So as an employment agency serv- 
icing the advertising field exclusively, we 
are looking to the biggest year yet in job 
activity. 

In an effort to get a clearer picture 
as to what is in store job-wise for the 
commercial artist in 1954, we sent a 
questionnaire to leading art directors and 
art department managers in various parts 
of the country. Here are the questions 
we asked and the answers we got: 

Question: Do you expect more, less or 
the same demand for art talent in 1954 
as compared with 1953? 

Most ADs agreed that there would be 
little change in their requirements for 
new people. 1954 is expected to see the 
same high level of employment in all art 
categories as in 1953. Most ADs remarked 
that they are always looking for out- 
standing talent and can always make 
room for an exceptional man. The art 
executive at an agency which is one of 
the creative leaders in the midwest had 
this to say: “We expect more demand. 
Though print budgets have been smaller 
in relation to total expenditure, due to 
the impact of TV, total expenditures are 
larger and print sems to be holding its 
own fairly well volume-wise. It is our 
observation, too, that there is a trend 
toward a realignment of the balance 
between print and TV. A case of history 
repeating itself with the same sort of 
adjustments that took place after the 
first hysteria of radio wore off.” 

A Chicago art director struck a more 
pessimistic note: “Present art talent will 
stay put,” he said. “New artists will have 
trouble getting placed.” 

Naturally a man with a job who feels 
that we are going into a period of de- 
pression may think twice before leaving 
his post. But few men quit a job before 
having something else lined up. 

Question: Do you anticipate a demand 
for any special kind of art talent in 
1954? 

where are they going and why 

This question brought out some of the 
most interesting responses. With everyone 
acknowledging that 1954 will call for the 
use of every available sales tool to move 
merchandise, almost everyone questioned 
stated that there will be a great demand 
for creative talent to prepare sales pro- 
motion, merchandising and other col- 
lateral material. This has been a long 
neglected area of creative activity be- 
cause agencies are not able to realize 
their 15% commissions for preparing this 
material. Consequently, they have pre- 
ferred that the client prepare his own 
collateral material in his own advertising 
department or at studios specializing in 
this kind of work. 

There is a very small pool of experi- 
enced art talent for sales promotion 
work today as most artists prefer working 
on national ads where they get greater 
recognition. Even though the emphasis 
will be on hard sell as far as space 
advertising is concerned, the designer 
will be able to utilize his skills during 
this period in preparation of sales kits, 
direct mail, merchandising pieces and 
point-of-sale material. Ad agencies will 
no longer be able to prepare a few space 
ads for a client and leave it at that. They 
will have to furnish his distributors, 
dealers and salespeople with every kind 
of advertising tool, and art talent will 
be needed to create these tools. For this 
service they will have to charge a fee 
for creative work over and above their 
production and art charges. 

Question: Do you expect any difficulty in 
securing any category of art talent? 

Everyone questioned agreed that top 
drawer art talent will be as scarce during 
1954 as it was in 1953. Agencies in 
Detroit, Chicago, Cleveland and Boston 
which picked up a considerable amount 
of business from New York, were ex- 
periencing and will continue to experi- 
ence the worst shortages. With New York 
being the center of art activities, many 
men are loath to pull up roots and move 
to another big town. If they moved, they 
preferred to move to small towns. 

One art department manager com- 
plained that he had trouble getting 
enough men into his department fast 
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enough when a new account came in or 
when a present one increased its appro- 
priation. Several art directors laid the 
blame for the continuing shortage of 
good art talent at the door of the art 
schools. One said: “There seems to be 
a definite shortage of young, well-trained, 
creative advertising art directors, so I 
can only answer this question by saying, 
yes. The art schools of the country don’t 
seem to be producing the well-grounded 
creative talent that I know must be pres- 
ent. It just has not been developed.” 

Question: Do you expect an increased 
demand for TV art talent? If so, what 
kind? 

Here we come into advertising’s new- 
est creative frontier. Here is a field where 
standards and techniques have not be- 
come rigid and where a man can be 
creative with a capital C. There are 
many new job classifications unique to 
the television field and there is no pool 
of trained talent to drawn from. It is 
the wise and perceptive art director or 
manager who knows how to take the 
skills of existing talent and convert them 
to TV functions. With the advent of 
color TV, still more classifications will 
become increasingly important. The role 
of the TV art director, package designer, 
stylist, set designer and make-up man 
will come to the fore. 

Art directors questioned all agreed that 
the greatest demand at ad agencies will 
be for story board men and animators. 
One art department manager wrote: 
“Yes, very definitely, there will be an 
increasing demand for TV art talent. As 
TV becomes of age, matures, and be- 
comes an increasingly potent selling tool, 
TV art talent will be in great demand. 
This field actually needs new specialized 
talents which are now being developed. 
This TV art talent must, however, be 
highly creative in visualizing selling ideas 
using the mechanics and tools of the TV 
medium.” 

Another said, “Yes, we expect TV art 
departments to fill out to a logical or- 
ganizational structure geared to high unit 
volume. They will need two types of 
personnel, we feel: fast layout men, par- 
ticularly talented on illustrative visualiz- 
ing; art directors, strong on managerial 
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ability, thoroughly familiar with TV 
problems and operation and with a good’ 
background of live shows and TV studio 
work.” 

Question: Will salary scales in the art 
department remain the same, be higher 
or lower? 

We received the greatest diversity of 
opinion on this question. Many felt that 
salary level would be stabilized along 
with the economy of the country. By this 
they seemed to imply that salary level 
might go down to more reasonable 
figures along with a corresponding drop 
in the cost of living. However, several 
ADs felt that salaries would go up gener- 
ally due to the upgrading of existing 
personnel and because of greater selec- 
tivity in the hiring process. Better quali- 
fied personnel will be taken on to do the 
harder selling job in 1954. These people 
will have to be paid in accordance with 
their worth in the market. Here, laws of 
supply and demand go into effect, and 
top men will demand and get higher 
wages. 

We have seen this process in action 
during the latter part of 1953. More and 
more employers have let their jobs stay 
open rather than fill them with mediocre 
talent. When the pressure of work became 
such as to demand that jobs be filled, 
salary levels were raised and a better 
calibre of applicant was submitted. We 
expect to have greater difficulty in plac- 
ing the mass of mediocre talent that al- 
ways clogs the job market, and at the 
same time find fewer and fewer good 
men for the many jobs that are always 
open. The removal of the excess profits 
tax will also see a definite tightening of 
the purse strings as far as bonuses, raises, 
etc. are concerned. 

Question: Do you plan on using more 
“design” art this year or will you be 
looking for “hard sell” layout and illus- 
tration? 

This question has already been an- 
swered by all the economic forecasters 
and business councilors. “Hard sell” will 
be the order of the day. However, many 
art directors felt that the nature of the 
account will dictate the technique to be 
used. The impact of collateral merchan- 
dising material colored this answer by 
one of the country’s top ADs: “Collateral 
material should give rise to an upsurge 
in design by virtue of its flexibility and 
by presenting more opportunities for de- 
sign than does a printed page. Increas- 
ingly competitive markets, however, will 
demand ‘strong sell’ and force salesman- 
ship to the point where there must be a 

wedding of the two. Perhaps we're really 
on the verge of lifting design apprecia- 
tion levels but we cannot overlook the 
fact that advertising’s job is to ‘com- 
municate’ with markets and to sell them. 
‘Design’ which communicates can also be 
‘strong sell’.” 

In spite of the highly competitive 
sales picture for 1954, some ADs held 
out for good design. Here’s a sample of 
that opinion: “This question can best 
be answered by those agencies who have 
accounts where “design” art can do the 
best job. The economy is stiffening; con- 
sequently, competition is becoming very 
great. So creative hard sell layout and 
illustration will be at a premium. This 
applies to advertising of mass market 
items.” 

Question: What is the outlook for art 
school graduates? 

This brought forth some emotional 
outbursts from ADs suffering from the 
lack of adequate young talent in their 
departments. Most replying that schools 
were not doing so good a job as they 
should and that the graduates were not 
prepared to take their place in a commer- 
cial art department. 

This is a complaint we have been 
registering for years. A major portion of 
New York art school graduates pass 
through our agency in the process of 
their job hunting after graduation. Yet 
we can place very few of them for they 
all seem to lack the basic ability to do 
fundamentals, such as paste-up, which 
is essential’ before any bullpen manager 
will take them on. It seems that the 
schools put the’ cart before the horse and 
let their students enjoy themselves work- 
ing on impressive four-color ads for Life 
or designing magazine covers for In- 
teriors instead of teaching them funda- 
mentals. A student may have great talent 
but he will rarely get the opportunity 
to display this talent if he can’t break 
into an agency or studio as a beginner 
doing basic things. 

Here's how onc art director summed 
this up: “If they could only get a solid 
foundation an:] could learn that this is 
not a ‘dreamy’ business, art school gradu- 
ates would have a great future. As you 
know, every creative agency has room 
for good young creative thinkers in art, 
copy, merchandising for TV. There seems 
to be a dearth of well-schooled, intelli- 
gent, creative, young aspiring art direc- 
tors. Why, I don’t know—and I think 
the art schools of the country are missing 
a great opportunity. Here’s for more art 
schools like Art Center in Los Angeles 
who are doing a good job.” 



Upcoming Artist 

Commereial experience plus a year’s 
travel in Europe proved the right mix- 
ture of practical work and inspiration 
for upcoming artist Alice Golden. 

A Cooper Union and Art Students 
League student, Miss Golden designed 
albums for Decca and was promotion 
AD for Helena Rubinstein. In June 
1951 she took off for Europe dividing 
four months in England, France and 
Switzerland, then spent eight months 
in Italy researching museums and 
churches. Since returning she has free- 
lanced for Seventeen, House & Garden, 
Woman’s Day, Esquire, and done some 
decorative package illustration and 
Christmas card design. 
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Carbro and dye transfer: when and why 

SAMUEL LANG, KURSHAN & LANG COLOR SERVICE 

In all my dealings with art directors and 
agencies, I have found that some of them 
do not know the actual difference be- 
tween Carbros and Dye Transfers. In 
most of these cases they actually mistake 
one for the other in the same way that 
Ektachrome and Kodachrome transpar- 
encies are very often confused. 

A Carbro print and a Dye Transfer 
print are both made from separation 
negatives. The similarity between the two 
ends there. 

With the Carbro, three tissue-thin 
images are made, each in its primary 
color and then superimposed on each 
other in register on a paper support. 
This results in a full color print composed 
of colored pigments. A Dye Transfer is 
made somewhat differently. Three gela- 
tine relief images are made which are 
subsequently immersed in three primary 
dyes. These are called matrices. Each 
color is then transferred on a gelatin 
coated paper which absorbs the dye, thus 
resulting in a full color print with the 
colors being composed of dyes. These 
matrices then can be re-dyed and trans- 
ferred again giving a second print without 
having to make up new matrices. As you 
can see, many prints can be made from 
one set of matrices with this medium, 
while with the Carbro process, only one 
print is obtainable without making an- 
other set of pigment tissues. 

Which shall it be? 

The problem has arisen in many art 
directors’ and production men’s minds as 
to when Carbros or Dye Transfers should 
be used. The only way for them to prop- 
erly determine the correct use of the two 
is to know the advantages and capabili- 
ties of both. 

There are some cases when the photog- 
rapher will shoot direct separation nega- 
tives, either with the one-shot color 
camera or separately (foods, still life, 
etc.). In this case, the Carbro has the 
distinct advantage over the Dye Transfer 
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since there are fewer color registration 
problems with Carbro than with Dye 
Transfer. The color images on a Carbro 
can be stretched or compressed, thus 
making registering an exacting but simple 
job. However, once the Dye Transfer 
matrices have been made, their original 
size cannot be changed. 

With certain subject matter, a Carbro 
gives the illusion of added depth due 
to the physical characteristics of the 
print. There are three distinct layers of 
colored pigment, one on top of the 
other, while Dye Transfer is a fusion of 
dyes on one layer, We have found that 
to the engraver, there is no difference 
between the two when making his plates. 

Carbro advantages 
There are times when strip-ins are 

needed and there again the Carbro, in 
most cases, has the advantage over the 
Dye Transfer. Since the Carbro print is 
actually tissue thin, a second print can 
be put on the same support as the first 
without a raised edge. The same can be 
done with a Dye Transfer although ex- 
pert retouching would be needed. In 
certain cases a Dye Transfer can be 
double printed without a raised edge. 
After one print is transferred onto the 
paper, another can be transferred on the 
same paper with a different set of 
matrices. 

On the other hand, a Dye Transfer 
has the advantage over a Carbro because 
of the variation possibilities. There are 
times when it is difficult to execute the 
idea and color values wanted by the art 
director and client. A good procedure 
to follow would be to give the client 
two or three prints of the same subject 
with variations of color, i.e., a normal col- 
or balance, a slightly colder color balance, 
and a slightly warmer color balance. 
Color contrasts can be controlled also, 
making variations innumerable. Naturally 
this can be done with Carbro too, but 
the cost is usually prohibitive. This is 
due to the fact that each time a print 

has to be made, a new set of pigment 
tissues have to be made. : 

On several, oecasions, when a Dye 
Transfer was to be used in an advertise- 
ment, a quantity of the same prints were 
needed for simultaneous reproduction in 
many cities. With Carbro, .the costs 
would have been so high as to make the 
undertaking impractical. However, with 
Dye Transfer, the job was economically 
feasible and quickly done. Because of the 
different process and materials used, a 
Dye Transfer usually can be turned out 
faster and cheaper than a Carbro. 

Local correction of color can be done 
by the color service making the Dye 
Transfer prints before they go to the 
retoucher. Most color laboratories have 
selective bleaches which they use to 
correct areas that are off color. This 
usually results in lower retouching costs. 
There are a great number of retouchers 
available who are familiar with the Dye 
Transfer print, whereas a few years ago, 
they were rather scarce. 

Trend to Dye Transfers 

Since the advancements made with the 
Dye Transfer process and the intense 
research and improvements are still going 
on, the Dye Transfer of the future should 
be of even greater quality than can be 
obtained today, There have been tremen- 
dous strides in automatic registration 
which have practically eliminated the 
problems involved in registering the 
matrices. 

On the other hand, Carbro prints, 
having been in existence a great many 
years, have seen little improvement in 
the past few years. 

In my opinion, Dye Transfer is gradu- 
ally replacing the Carbro for reproduc- 
tion uses. There are fewer laboratories 
making Carbro prints today. I feel that 
eventually, because of the lower cost of 
the Dye Transfer, more such color prints 
are going to be used in the future, as has 
been evidenced by the greater use of 
prints now, than ever before. 

4) 



Line effects from tone copy: If 
you ever want to make a_pen-and-ink 
drawing from a photograph, you may be 
interested in the new Kodak Tone-Line 
Process. 

The photographic technique produces 
a line drawing effect from a continuous 
tone image. 

Starting point is a sharply detailed 
good photographic film negative. No ad- 
ditional art work is necessary but when 
desired, details can be added by an artist 
or retoucher. 

A pen-and-ink style picture is pro- 
duced more rapicly than is usual for 
such drawings. Resultant line copy is re- 
produced without a halftone screen. 

The negative is combined with a 
positive of nearly equal contrast so that 
the positive acts as a mask for the nega- 
tive. When taped together, the set is 
contact exposed to Kodalith film. Spin- 
ning the printing frame or rotating the 
light source allows some light to work its 
way around the edges of the mask and 
negative, producing a line image on the 
film. 

This method is different from solariza- 
tion techniques in which the negative and 
positive are out of register with each 
other. Illustration shown was reduced 2 
from a Tone-Line print. 

Method is said to be rapid and low 
cost. For a booklet describing steps in 
the process and showing effects obtain- 
able, write for “Line Effects from Photo- 
graphs by the Kodak Tone-Line Process,” 
Eastman Kodak Co., Rochester 4, N. Y. 
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production bulletin 

Line effects produced photographically from tone copy 

by new process; gravure method promises better color 

fidelity and uniformity faster and at less cost. 

Gravure color better, faster: A 
new method of making gravure printing 
plates and cylinders promises color repro- 
duction more faithful to the original, 
better color uniformity in a wide number 
of publications, and savings in produc- 
tion time and cost that might amount to 
20 percent of present costs. 

Developed by Intaglio Service Corp. 
and called “Taglio Types.” the process 
works as follows: 

The corrected copper proofing plates 
are used to pull impressions on non- 
absorbent acetate or glass. The copper 
plate is made from a continuous tone 
positive and a gravure screen, or from a 
continuous tone positive and a halftone 
positive (for News Dultgen gravure). 
These acetate or glass impressions are the 
Taglio Types. They replace the contin- 
uous tone positives now supplied gravure 
printers. Taglio Types can be used for 
conventional or News Dultgen gravure. 
In the latter case the printer is supplied 
a set of screened positives, as before, and 
a set of Taglio Types. Since the Taglio 
Types are pulled from the copper plates 
which contain a screen, frosted acetate 
is attached to the Taglio Type to diffuse 
it and lose its screen, preventing a moiré. 
Advantage claimed is that the plate 
buyer sees a set of color proofs completely 
satisfactory to him, knows that further 
reproduction will be from material he has 
okayed, and that all publications will get 
identical material. This eliminates pos- 
sible errors of hand retouching under 
present systems. 

Reproduction from Taglio Types for 
gravure is analogous to letterpress repro- 
ducticn from such patented electrotypes 
in letterpress as Reillytypes, Royaltypes, 
or Atlantictypes. 

At present Taglio Types are being 
commercially tested in a few large plants. 
Time and cost figures have not been 
positively determined but it is hoped that 
this process will chop 20% off production 
time and costs. 

Esquire switches to Fairfield: 
Esquire magazine is now using 9/10 and 
8/9 Fairfield Medium for its text type. 
After studying some twenty popular faces, 
production director and vice president 
Gus Berkes and the magazines ADs chose 
the Merganthaler Linotype face because 
it reproduced well on all stocks and in 
all processes. It will be used in both 
letterpress and gravure sections. 

New decorative line ornaments, 

designed by Rael Cowan, have been made 
available by Photo Lettering, Inc. A few 
of the 50 Spring and Easter designs are 
shown here. Designs can be enlarged, re- 
duced, reproportioned and _ photograph- 
ically varied to meet layout requirements. 
Brochure showing new series is available 
from the company at 216 E. 45th, St., 
PD 2. 

Bi - metal offset plate promises 

longer runs, better quality: 

Lithengrave, a product of Printing De- 
velopments, Inc., is a bi-metal offset plate 
that is grainless copper on aluminum. 
PDI says Lithengrave plates are made 
faster, produce sharp tones, holds dot 
areas throughout entire tone range, uses 
less water and produces more uniform 
printing. It is a long life plate and can 
be used for re-runs where quality must 
match original run. 
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trade talk 

ART DIRECTION BOSTON: Dan Fox 
is associate art di- 

rector of William J. Small Advertising 
. .. CHICAGO: Charles O. Puffer Co has 
named Johy; Von Dorm AD .. . CLEVE- 
LAND: James ‘H. Soisson, art director of 
Penn & Hamaker, Bedford, has been 
elected a v.p. ... NASHVILLE: Harold 
Crellin, formerly of Griswold-Eshleman 
Co., is AD and production manager of 
McDonald & Haggard .. . NEW YORK: 
New members of the New York AD Club 
are David Davidian and Robert Sherrick 
Smith, both of William H. Weintraub; 
Howard C. Imhoff, Jr.. Doremus & Co.; 
William R. Bowman, Calkins & Holden, 
Carlock, McClinton & Smith; Ben Spiegel. 
Grey Advertising; Peter Edgar, Dancer- 
Fitzgerald-Sample; Robert J. Tucker, Mc- 
Graw-Hill Publishing Co.; and Anthony 
J. Vaccari, Corona, N. Y.... Toby Moss 
is teaching art direction, layout and de- 
sign at N. Y. Employing Printers Assn. 
evening sessions .. . Paul Newman is 
now art director at Kudner Agency... 
AD George Samerjan spoke at the Society 
of Business Magazine Editors in Wash- 
ington recently. Other speakers on the 
program were Admiral Lewis L. Strauss, 
chairman of the Atomic Energy Commis- 
sion, and Joseph W. Martin, Jr., Speaker 
of the House .. . Andrew Ross has been 
named AD at the American Broadcasting 
Company .. . Everett W. Hencke to An- 
derson & Cairns as senior AD and man- 
ager of the art dept... . Jules Helfant 
is AD at Danie) & Charles . . . Shell Oil 
Co. named Frederick H. Roberts manager 
of production and distribution as well as 
art director of public relations .. . Irene 
Charles, formerly with Butterick Patterns, 
is now creative and administrative AD, 
Daniel & Charles .. . Ralph Danziger, 
formerly AD for Norman D. Waters Adv., 
to director of adv. for the Toy Guidance 
Council, which is planning a $1,300,000 
promotion campaign . . . Melcon Tashian 
to K & Eas an AD... . PHILADELPHIA: 
Formerly with Clements Co., Nicholas S. 
Tridemas is now AD with Advertising 
Associates of Phila., Inc... . SAN FRAN- 
CISCO: Albert J. Camille to manager of 
the art dept. McCann-Erickson ... 
TORONTO: A. S. Furnival, formerly AD 
of Chatelaine Magazine, to Vickers & 
Benson Ltd... . 

ART & DESIGN BALTIMORE: Art 
Unlimited is a new 

studio located at 1221 Linden Avenue. 
Principals are Bill Finkelstein and Al 
Klevan, formerly of Newhoff-Blumberg 

. BOSTON: Lee W. Court, formerly 
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trade talk 

display manager of Filene’s, has joined 
with the firm of Ben Nason and R. 
Walker to form Nason - Walker - Court 
with offices at 1126 Boylston St. New 
firm will offer a national consulting serv- 
ice for retail merchants. manufacturers 
and advertising agencies .. . CHICAGO 
Richard C. Lewis, president of Dick Lewis 
Studios, has been elected president of 
the Assn. of Art Studios in Chicago . 
Martin, Boehnert & Associates, creative 
planning and production service, has 
opened offices at 612 N. Michigan Ave 
Principals are Walter B. Martin, formerly 
creative supervisor of Earle Ludgin & 
Co., and Kenneth G. Boehnert, formerly 
AD of Maxon Inc. . . J. Walter Thompson 
has established a fine arts gallery at 
their Chicago office. Collection is in- 
tended to boost middle western contem- 
porary artists and demonstrate that ad 
agencies appreciate fine art .. . CLEVE- 
LAND: Meldrum and Fewsmith has added 
Edgar Kestner and Richard Baker to its 
art department .. . DETROIT: McNamara 
Brothers added several new illustrators 
James Jackson, Elaine Havelock, Ted 
Kubit, Pauline Nopenon, Jack Barton. 
letterer, and designer James Dunne. New 
art rep is James Hadden . LOS AN- 
GELES: Designer Joe Young, repped by 
Falk-Raboff Gallery, has been commis- 
sioned by the architectural office of Wel- 
ton D. Becket & Assoc. to execute the 
true Italian mosaic mural for the City 
of Los Angeles Police Facilities Bldg. . . 
NEWARK: Sid Richards from BBD&O to 
Graphis Studics at 105 Halsey Street... 
NEW YORK: Henry Dravneek, N. Y. AD 
Club member; has re-opened his own 
studio at 214 E. 4lst St. Associated with 
him are Bill Stone and Hampus Morner 

A. I. Friedman, art suppliers, are 
celebrating their 25th anniversary ... 
Tom White. formerly at Thompson Asso- 
ciates, and Ric Grasso, illustrator, have 
begun operations as White-Richards Inc., 
270 Park Ave. Firm will represent artists 
and photographers and provide all-around 
art studio service .. . Frank Peter Piliero 
has moved his art studio to new and 
larger quarters at 38 E. 38th St 
Joe Micara appointed manager of Flexo- 
Lettering Inc. . . . Rapecis-Sipp, adver- 
tising designers, have moved to 48 W. 
48th St., CI 7-8056 . . . Ferber Presenta- 
tion Studios made a hit with their free 
lunch chits . . . Jorge D. Mills, photog- 
raphy, retouching and production con- 
sultant at 101 W. 42nd St., believes that 
by “constructive collaboration with AD, 
AE and others, the consultant retoucher 
can be of value as a liaison between 
agency and client” . Editorial changes 
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trade talk 

at McCall's are: John English, art editor 
since 1950, is now managing editor; 
Henry Ehrlich, former managing editor is 
now picture story editor .. . Caravan 
Gallery. is sponsoring a prize competi- 
tion in any fine art medium. Works are 
to be submitted March 29 & 30. No sub- 
mission fee . . . New bookstore and gal- 
lery at 33 E. 75th St. — Lucien Gold- 
schmidt .. . Walter Dorwin Teague Jr., 
Milton Immermann, Gordon M. Plez and 
Carl R. Conrad have been elected addi- 
tional partners in the industrial design 
firm of Walter Dorwin Teague Associates 

. . Robert G. Neubauer Inc., package 
design and merchandising art, operates 
in a new building at 234 Greenfield St., 
Fairfield, Conn., just off Black Rock Turn- 
pike exit of Merrit Parkway .. . Mitch 
Marconi and Bob Wettje now with Ralph 
Jaeger, Inc. as sales rep. . . Frank 
Bowling. head of his own art placement 
agency for several years, has joined 
Jobs Unlimited as mgr. of their art 
dept 

AGENCIES BEVERLY HILLS: Stiller- 
Rouse & Associates moved 

to larger quarters in the Buckeye Bldg. 
BIRMINGHAM: Keegan Advertising 

Agency to 908 20th St.,S.... CHICAGO 
Maryland Advertising Agency Inc. has 
been formed with offices at 8 S. Michigan 
Ave. Principals are Mary Guilbault and 
Evelyn Young. Agency will later affiliate 
with the Beattie organization . . . John 
M. Phillips and Jack C. Cherbo have 
opened their own agency, Phillips & 
Cherbo, at 56 East Walton Place 
CORPUS CHRISTI: Adcraft Advertising 
to Klee Square, 531 S. Water St... . 
DES MOINES: J. M. Hickerson, Inc., New 
York, has opened an office at 2021 Grand 
Ave., a move which consolidates two 
Des Moines agencies, the Blakemore Co, 
and Walter E. Battenfield Co... HOLLY- 
WOOD: Hadlock & Associates has been 
formed following the dissolution of Hut- 
chinson-Hadlock Co. 7564 Sunset Blvd 

. . MIAMI: Charles Anthony Gross Ad- 
vertising to Insurance Exchange Bldg 

MINNEAPOLIS: Jaffe Advertising has 
become Jaffe-Naughton-Rich. Robert W. 
Naughton is visual creative director and 
Sydney D. Rich is TV and radio director 

. NEWARK: Empire Advertising, spe- 
cialists in outdoor junior panels, moved 
to 266 Chancellor Ave. . .. NEW YORK: 
Harold A. Jacobs Co. moved from 225 W. 
57th St. to 510 Madison Ave. New phone 
number is MU 8-1646 ... Daniel & 
Charles to 185 Madison Ave. 
Powerad Co. now at 1170 Broadway 
Edwin Bird Wilson Inc. moved from 40 



CCA processes... 
Dye Transfer color prints for 
reproduction and exhibition 
thru 40x60” in size. 
Display Transparencies for 
exhibition thru 40x60” in size. 
Quantity dye transfer color 
prints for sales promotion and 
that “short run job”. 

| Today, you and your fellow art directors 

and production gers are spending 
more money for color prints and transparencies 
than ever before. Since quality is so important to you, 
we want you to know the priceless ingredient is basic to our service. 

] Joe Snyder and Gregg Usutegui have formed Color Corporation of America, 

nationally known for its many firsts in color, to offer you Exclusive Metropoiitan 
the finest color processing available to the trade during the past ten years. Distributors 

Gregg Associates 
666 Fifth Ave., New York 19, N. Y. 

Remember, when you want the finest think of COLOR by Color Corporation of America. 
The quality color service to the trade. 

photographic 
COLOR CORPORATION OF AMERICA 

laboratories 

P. O. Box 546, 610 South Armenia Ave., Tampa 9, Florida 
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"dress up" 

our paintings 
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Keep that 

“DIGIT 1D10T" at bay with 

GRUMBACHER 

TUFFILM" 

ARTISTS’ SPRAY 
Protect your artwork with this 

1 specially formulated, tough, 
non-yellowing fine mist fixative. 

Only $1.95 for a large full can 
at all art stores 

M. GRUMBACHER 

482 WEST 34th ST., NEW YORK 1, N. Y.. 

WITH CRESCENT 

Anniversary series 

MAT BOARD 
CRESCENT 
Ru 
BOARDS CHICAGO CARDBOARD COMPANY 

1240 N. HOMAN AVE., CHICAGO 51, ILLINOIS 
WRITE FOR SAMPLES OR SEE THE BEAUTIFUL ARRAY 

OF COLORS AND FINISHES AT YOUR ART MATERIAL DEALER TODAY! 
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X15244 . . . one of thousands of the pictures we 
offer at $15, with $50ff if you use our credit line. 

ew ‘em! 
with stock pictures from . 

UNDERWOOD & UNDERWOOD 
JIG E. 44, ——-- ~« 646 N. Michigan, Chicage 11 

Tel. MU 4 Tel. DEI 7-1711 
NEW SUARCTS . . EVERY MONTH 

BRANCHES 
ATLANTA LOS ANGELES 
Koulevard at North Ave. 1627 S. Broadway 
Vernon 1124 Richmond 7 -0234 
BOSTON . MIRNEAPOLIS 
244 Washington Street 122 South Sixth St. 
Capitol 7-3634 Main 2331 
CINCINNATI 
12 East 9th Street 713 Penn Avenue 
Garfield 1234 Court 1-6489 
DALLAS sv. 
2704 Cedar Springs 1006 Olive Street 
Lakeside 2725 Garfield 0932 
DETROIT SAN ee 
2241 Book eee 181 Second St 
Woodward 1-0746 Yukon 6- ry 

“PETE” CAPORINO 
Mer. Madison Ave. branch (52 St.) 

His 23 years experience, plus 
modern equipment and latest 
methods, give you quality stats 
in minimum time. For super 
stat service, call any RUSSO 
shop, PLaza 5-4700. 

F. A. Russo, Inc. 

ADVERTISING AND 
EDITORIAL 
ILLUSTRATION 

WELLINGTON HOTE 
TR AVE. one S50S. MVD 

trade talk 

to 52 ‘Wall Street . . . D. C. Smith now at 
329 Lexington Ave., was at 299 Madison. 
New telephone number MU 3-1460 .. . 
M. M. Horton Co., formerly at 67 W. 44th 
St.. is now located at 225 Westchester 
Ave., Port Chester .. . J. Gerald Brown 
Advertising has moved to 15 W. 44th St. 
and has opened an office at 234 Green- 
wich St., Hempstead, L. I... . Albert A. 
Kohler, formerly ad manager for Soft-Lite 
Lens Co., has opened his own agency at 
10 E. 49th St. Specializes in optical field 

. New Agency, Mahoney & Howard, 
has opened at 130 W. 42nd St. Principals 
are John Mahoney, formerly with FC &B, 
and Alan Howard, previously with BB&D 
... Admissions is a new paper published 
by Riedl and Freede Inc., 244 Madison 
Ave. They invite those interested in na- 
tional advertising, merchandising and 
publicity to get on their mailing list. It's 
a 4-pager with illustrated news of some 
worthwhile ad campaigns . . . BBD&O is 
new agency for Pal Blades .. . OAK- 
LAND: George E. S. Thompson to 339 
15th St... . PORTLAND: Showalter Lunch 
Advertising to 414 Alderway Bldg... . 
McMurphey & Webber has moved to 
3054 N. E. Glisan St. . . . Everett A. Mit- 
chell Advertising has opened in the Ter- 
minal Bldg. . . . PROVIDENCE: Bo Bern- 
stein & Co. has moved to larger quarters 
in the WPRO Bldg. . .. SAN FRANCISCO: 
Conley, Baltzer & Steward is new name 
of Conley, Baltzer, Pettler & Steward... 
TORONTO: MacManus, John & Adams 
Inc., Bloomfield Hills, Mich., has formed 
a subsidiary at 600 University Avenue 

. TULSA: White Advertising to Utica 
Bldg., 2010 S. Utica St.... 

ADVERTISING Kling Studios has 
PROMOTION promoted William A. 

Robinson to sales 
manager of the sales development divi- 
sion . . . Moise B. Bloch is upped to 
assistant to the president of Wemble, 
Inc., New Orleans. He will work on vis- 
ual merchandising and general sales prc - 
motions Recent appointments at 
Eastman Kodak: Paul R. Wentworth is 
assistant manager of package design 
division and Wendell M. Phillips to editor 
of Kodak Dealer News .. . George R. 
Titus to promotion director of The Wash- 
ington Times-Herald, was assistant AM 
in charge of sales promotion . . . Howard 
R. West from Los Angeles district sales 
manager to assistant director of adv., 
Northwest Orient Airlines, St. Paul... 
James Hernandez to manager of export 
adv. of E. I. du Pont de Nemours & Co. 

Inc., Wilmington . . . International Har- 
vester Export Co., Chicago appointed 
Leslie ‘Segersten supervisor of publica- 
tion advertising amd publicity, merchan- 
dising services. Formerly supervisor of 
sales promotion, he succeeds John W. 
Branta, now in that capacity in motor 
trucks division, consumer relations dept. 

. Peter M. Kayne and Ray C. Meinberg 
to co-managers of sales, advertising and 
industrial relations divisions, Martelo & 
Co., Detroit . . . R. P. Hogan from assis- 
tant SPM to co-ordinator of sales promo- 
tion and advertising, Kraft Foods Co., 
Chicago .. . John B. Daniels upped to 
AM at Minneapolis-Honeywell Regulator 
Co., succeeding J. D. Grant, now sales 
manager of the same Toronto subsidiary 

. George E. Sprague, merchandising 
mgr., is now also AM of Kendall Mills, 
Walpole, Mass. Lawrence Davis has re- 
tired from this position . . . Apt Show 
Mfg. Co. has named Lee Friend sales 
and adv. mgr... . Don Allshouse boosted 
to general ad manager of Copes-Vulcan 
jivision of Continental Foundry & Ma- 
chine Co., Chicago and Pittsburgh .. . 
Lloyd Rager to SPM 2f LeTourneau-West- 
inghouse Co., Peoria. W. E. Hendricks 
advanced to domestic sales mgr... . 
Sheldon Shaffer promoted to AM of Do- 
minion Electric Corp., Mansfield, O... . 
Richard M. Baker, formerly publicity mgr., 
to AM and SPM, Ansul Chemical Co., 
Marinette, Wis. . . . Edward J. Fallon 
appointed AM, Dixie Paint & Varnish Co., 
Brunswick, Ga... . Fred L. Gordon from 
SPM, Necchi Sewing Machine Sales 
Corp., to AM and SPM, Bostwick Labora- 
tories, Bridgeport, Conn. Robert 
Wexler has resigned as advertising pub- 
licity director, John Irving Shoe Corp., 
Boston At Clark Equipment Co., 
Benton Harbor, Mich., Colin G. Kennedy 
to AM and George M. Barnard to assis- 
tant AM of the construction machinery 
division .. . A. W. Stoddard from Syncro 
Corp., Oxford, Mich., to director of public 
relations and advertising, Detrex Corp., 
Detroit . . . Edward A. Gumpert, formerly 
AM at National Biscuit Co., now has the 
same position with evaporated milk divi- 
sion, Carnation Co., Los Angeles... 
Formerly with CBS-Columbia, J. Law- 
rence Leeson is now advertising and mer- 
chandising mgr., Peninsular Distributing 
Co., Detroit .. . Lewis L. Lacey upped to 
sales-promotion manager, White King 
Soap Co., Los Angeles .. . Eric P. Al- 
vord, previously AM, Morris Plan of Cal- 
ifornia, named adv. and publicity mgr., 
North American Securities Co. San 
Francisco . . . Bruce W. Wert, head of 



dye transfer 

color prints 

Professional quality at sensible 

prices from merchandise, trans- 

parencies, art work. Rush or- 

ders, small and large quantities 

made in our own laboratories. 

Complete color, black and white 

services. 

corona color studios 

37 West 47th St., N. Y. 37 

Plaza 7-1661 

To know the lotest and best in 
artist materials and equipment 

Newest Technique< 
Latest Equipment 
Finest Materials ss 
Special Offers 

Get your name on our ‘Palette Patter” 
mailing list. Simply write to: 

AKRTEST SUPPLY COMPAAY 

6408 Woodward Ave Derroct 

JOSEPH MAYER CO, Inc. 
artist's materials .. . sign painter and 
displaymen supplies . . . silk screen 
materials. Agents for The International 
Cutawl - Balopticon. 
5-9 UNION SQ. « N.Y.3 © AL 5-7644 

Kurt H. Volk, Inc. 
TYPOGRAPHERS 

228 East 45th Street 
New York 17,N.Y. 
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the media division, added duties of assis- 
tant manager of advertising and sales- 
promotion at Goodyear Tire & Rubber 
Co., Akron . . . Western Union Telegraph 
Co. promoted Joseph D. Johnson to di- 
rector of sales, services and advertising, 
succeeding A. K. Mitchell, who has re- 
tired .. . Maurice W. Rybeck to AM and 
SPM of Roaman's, was with I. J. Fox- 
Fifth Ave., New York ... G. Weldon 
Willis to SPM of the American Home 
Magazine . . . Changes at Penick & 
Ford, NYC, are Lewis E. Pierce to ad 
and promotion manager and Eugene J. 
Fitzgerald to his assistant . . . Bernard 
F. Flounlacker is now SPM, Enterprise 
Advertisers’ Service, NYC . . . John Sto- 
larz to AM and SPM of DeWalt, Inc., 
subsidiary of American Machine and 
Foundry Co., Lancaster, Pa. . . . Charles 
F. Bennett to The Best Foods Inc. as a 
product adv. and promotion mgr., was 
brand promotion mgr., Lever Bros... . 
David Abrams to SPM of J. N. Adams 
& Co., Buffalo was SPM at James Mc- 
Creery, NYC .. . Willard Storage Battery 
Co. appointed David A. Coulter director 
of sales and advertising to launch their 
new campaign ... Dale E. Hall to assis- 
tant ad manager of Libbey-Owens-Ford 
Glass Co. . . . Nestle Co., Inc., White 
Plains, named Donald Cady V-P. in 
charge of advertising and merchandising 
.. . Gilbert T. Karp to Eastern publicity 
and sales promotion manager of James 
E. Pepper & Co., Lexington, Ky., an affi- 
liate of Schenley .. . Louis Green to AM 
of Moly Motor Products Corp., was AM 
of Jason Corp., Hoboken .. . The Elmer 
P. Scott Co. Inc. named Bruce E. Stewart 
AM ... John F. Carter from Robert Win- 
ternitz to the ad promotion staff of Scho- 
lastic Magazines, NYC . . . Melrose Dis- 
tillers named Clyde F. Freeman national 
merchandising manager . . . Sy Rosen 
to AM and SPM of Flex-Let Corp., NYC 
.. . Fred Gregg promoted to director of 
advertising and sales promotion for 
Crosley division of Avco Mfg. Corp... . 
Talon Inc. appointed Frances Raftery 
SPM; she was with K & E... Jack 
Larned Jr. to Western ad manager for 
Hotel Management, Restaurant Manage- 
ment and Restaurant Equipment Dealer, 
Ahrens Publishing Co. . . . Frankfort Dis- 
tillers Corp., NYC, promoted J. Leslie 
Wells to general merchandising manager 
on the Four Roses and Paul Jones brands 

. Louis Tannenbaum, formerly with 
Macy's, is director of publicity and sales- 
promotion of Gimbels .. . Thomas J. 
Rurik is now VP. and SPM of Brown & 
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Where a MAT finish is 

desirable —try the new 

MATVAR-53 
ae 

MATVAR #53 
= An Achat es Mar || Oeyung Vorneah for 

Provides a durable mat finish for varnished 
or unvarnished paintings. Ready to use— 
easy to apply. A colorless, clear synthetic 
resin varnish, quick drying. May be used 
over oil, tempera, or water color paintings. 
At your regular artist material dealer. 

Write for technical data. 

F. WEBER CO. 
Manufacturing Artists’ Colormen since 1853 
OllL + WATER « TEMPERA « PASTEL 

Main office and factory 
1220 Buttonwood St. 

PHILADELPHIA 23, PENNA. 
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TRANSPARENCIES 
Largest file ot stock color for every purpose 

THE SHOSTAL PRESS AGENCY 
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Bigelow, NYC . . . Robert Voepel upped 
to SPM, Industrial & Engineering Chem- 
istry and Analytical Chemistry maga- 
zines, Reinhold Publishing Corp., NYC; 
Louis H. Shutte, Jr. to SPM, Chemical & 
Engineering News and Journal of Agri- 
cultural & Food Chemistry .. . Tyler G. 
Kaus from Macfadden Publications to 
promotion dept., McCall's .. . EK. F. Vogt 
to AM and SPM of Ritter Co., Inc., Roch- 
ester .. . Joe Chapman Lane Jr. io AM 
and SPM for Westinghouse Electric Corp., 
Elmira, N. Y. . . . Howard W. Ostrom to 
sales and ad manager and Leo E, Mur- 
phy to director of public relations, Mo- 
hawk Airlines, Ithaca . . . Mrs. Gloria E. 
Muench to AM and SPM of Daystrom 
Furniture, Olean .. . Phillip B. Hoppin 
upped to manager of adv. and sales 
promotion, air conditioning division, Gen- 
eral Electric, Bloomfield, N. J... . John 
H. Thomas to AM and SPM of Sloane- 
Delaware Floor Products, Trenton, N. J. 

Harry Gorman, formerly with Kings- 
ley Advertising Service, to AM and SPM 
of Moss Photo Service, NYC ... Fred A. 
Aston Jr. named to manage the general 
operation, package division and con- 
sumer sales and bFroker activities of 
Oakite Products, Inc. Michael J. Culli- 
nane to AM of the company ... Ralph L. 
Gates to AM and SPM of Wurlitzer or- 
gans, Tonawanda, NY .. . Ray D. Jordan 
upped to AM and SPM, commercial 
equipment department, General Electric 
Co., Syracuse .. . R. B. Port promoted 
to assistant AM and SPM, P. H. Hanes 
Knitting Co., Winston-Salem, succeeding 
R. T. Bean, now assistant general sales 
mgr., Congoleum-Nairn Inc., Kearny, N.J. 

Bernard Jeffs from Reed & Carnrick 
to director of advertising, Magnus, Mabee 
& Reynard Inc., NYC .. . John F. Claydon 
appointed director of sales, coated prod- 
ucts division, Carborundum Co., Niagara 
Falls, N. Y. . . . Joe Serkowich, AM, Le- 
Tourneau-Westinghouse, Peoria, named 
“Industrial Advertising Man of the Year” 
by Industrial Marketing Magazine. 

CAMPAIGNS ‘Strongest, widest and 
most diversified cam- 

paign in Ford Motor Company’s history 
has begun for its ‘54 cars and trucks. 
Newspaper ads up 30% and magazine 
advertising, 22% ... Parker Pen Com- 
pany has at last put a ball-point pen on 
the market. The Jotter will sell for $2.75 

. Bendix Home Appliances (Avco 
Mig.) wil] blanket the nation with its 
broadest-ever advertising coverage 
through 38 mags... E. L. Bruce Co., 

flooring, Memphis, begins its campaign 
in national and sectional business and 
consumer publications through Green- 
haw & Rush .. . “Make a House a Home” 
is Magee Carpet Company's theme for 
its heavy magazine campaign. Grey Ad- 
vertising has the account .. . Admiral 
Corp., Chicago, will spend $6,500,000 in 
advertising its refrigerators, freezers, 
electric ranges, room air conditioners. 
Magazines, newspapers and 24-sheet 
posters will be used . . . Holeproof Hos- 
iery. Milwaukee, plans a big spring and 
summer magazine drive through Weiss 
& Geller, Chicago .. . Berko Electric Mig. 
Corp., Queens Village, N. Y., has upped 
its 1954 ad budget 65% .. . Sessions 
Clock,: Forestville, Conn., is doubling its 
consumer advertising using magazine 
and TV... United States Plywood Corp. 
introduces its new Weldwood Presto-Set 
glue with heavy push in trade, wood- 
working and trade publications. News- 
paper test ads will be used .. . Canned 
Salmon Inc. began a 10-week campaign 
last month for salmon-macaroni casse- 
role. 5 promotion partners contributed a 
total of $1,000,000 . . . International Har- 
vester national campaign broke March 
13 in Saturday Evening Post. Heaviest 
advertising ever done for their refrigera- 
tion division, they will use newspaper, 
outdoor, TV, radio, and color theater 
trailers . . . Johnson & Johnson has 
launched its new oaby shampoo with 
consumer and trade publications ond 
p.o.p. displays . . . American Can Co. 
has broken qa magazine campaign tc 
highlight availability and advantages of 
canned foods .. . Weiman Co., Rockford, 
Ill., steps up its advertising for 1954... 
Dodge Division, Chrysler, Detroit, ex- 
pands advertising with radio and TV 
.. . United States Steel Supply Division 
upped its budget 100%. BBD&O Pitts- 
burgh is the agency . . . Joseph T. Ryer- 
son will continue its 6 figure ad budget 
as in 1953... Same with Chicago’s A.M. 
Castle & Co. .. . Procter & Gamble is 
boosting its new toothpaste, Gleem, for 
people too busy to brush their teeth after 
every meal (one brushing does it)... 
Amelia Earhart Luggage, Newark will 
use full-color in magazines and news- 
papers in April, May and June. Daniel 
& Charles handles their advertising .. . 
Hardhitting multi-million dollar program 
will strengthen the dairy market, accord- 

ing to sponsor, American Dairy Assn., 
Chicago .. . Wiliam G. Bell Co., Boston, 
is preparing a campaign for its Season- 
ing and Ready-Mixed Stuffing. NY, NJ, 
New England and Calif. newspapers will 

ane 
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clearly pictured, 
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pointed out, EASTERN 

stands a peer in the field 

STUDIOS 

NEW YORK 19, 

PLAZA 7-5090 

120 WEST 50 ST. 

PERGAMENT COLOR 

LABORATORIES INC. 

REPRODUCTION PRINTS 

DYE TRANSFERS 

DYE STATS" 

Ektachrome Processing 
and Duplicating Service 

20 E. 49th St., New York 17, N. Y. 
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be used .. . $1,800,000 3-year educational 
campaign sponsored by the Sugar Asso- 
ciation, Inc. wil] emphasize sugar in the 
balanced diet—will deal with obesity. 
Leo Burnett, Chicago is the agency... 
G. Krueger Brewing Co., Newark, will 
increase its newspaper advertising 15% 

. Roma Wine Co., San Francisco, will 
spend $1,500,000 nationally to introduce 

.. Pillsbury Mills 
newspapers, 

its new dripless bottle . 
is making heavy use of 
radio and TV, as well as premiums, to 
sell its Duff Cake Mix . . . CBS-Columbia 
will spend more than $1,000,000 for pro- 
motion . . . Bissell Carpet Sweeper Co. 
spearheads their heaviest program ever 
with introduction of Sweepmaster linc 
... At least $1,000,000 will be spent by 
Rhodes Pharmacal Co. on advertising for 
Imdrin . . . Anheuser-Busch will under- 
take its largest campaign. Spent $2,000,- 
000 last year on newspaper ads alone, 
and reports that Budweiser is world's 
largest selling beer. D’Arcy is the agency 
... New 5c cigar, Wm. Penn, is out by 
the General Cigar Co... . Exquisite Form 
Brassiere Inc. will make intensive use of 
national magazines as well as news- 
papers, through Grey Advertising . . 

PHOTOGRAPHY New York photog- 
rapher, Murray 

Duitz is conducting a course in motion 
picture techniques at Queens College, 
Flushing Daniel P. Rogers has been 
appointed NY metropolitan sales rep 
and art consultant by Bebell & Bebell 
Color Labs . . . Joseph Long of Al Gommi 
Studios, NYC, won the 2nd prize of $500 
in the pictorial color division of Ansco’s 
recent contest. This is Long’s third prize 
in a year ... Tony Venti. New York 
photographer, spoke to the Women’s Ad- 
vertising Club of Cleveland on “Current 
Photographic Trends in Advertising” . . 
For the first time in its 68-year history, 
Good Housekeeping used a photograph 
on its cover in February, a baby picture 
by Leo Aarons ... Chase Small has 
joined the staff of Charles Dixon Studio 
as director of sales and promotion “and 
as personal rep for Mr. Dixon . . . Paul 
Blacker, advertising and public relations 
photography, has moved to a larger 
studio at 124 E. 27th St., NYC Indus- 
trial Photographers Association of Michi- 
gan has been formed in Detroit... 

MEDIA Parade’s advertising is greatly 
increased this year over their 

record-breaking year of 1953... New 
eight-page weekly report to management 
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PRODUCTS FOR THE 

ADVERTISING ARTIST 

New! Rubber Base E-Z FRISKET 
Given up on prepared frisket products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on for long periods with- 
out injuring your copy. It 
comes to.you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 

No. 133-24" « 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 

TOMKINS TELEPAD 
Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 
$3.50 each $38.50 Doz. 

FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 

Continuous tone 
positives on glass 
or paper, photo- 
composing, etc. 
from art or color 

ncies, either 
facsimile or extensive 
alterations of color 

Ty hd COLOR 

LABORATORY 

149 WEST 54th STREET 

Circle 7-1747 

t continuities / comic strips / light illustrations 
: spots / comic books / booklets / tv story boards : 

DON KOMISAROW STUDIOS 

LAckawanna 4-1590 : 

1) WEST 42nd STREET, NEW YORK 36, N.Y. : 

How Aéverses U8 Photo- Reports 
Illustrated booklet describes how 
Sickles gets pictures and reports 

for Advertisers and Editors 
Send for free copy 
SICKLES 

Photo-Reporting Service 
38 Park Pl., Newark, N. J. 

MArket 2-3966 
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on business abroad due March 26. Edi- 
tor and publisher is Eldridge Haynes, 
New York . . . The Contractor, a new 
semi-monthly for plumbing, heating and 
air-conditioning, is being published by 
Walther Publishing Associates, Grand 
Central Terminal, NYC... 

TELEVISION Sam Ewing Agency. 
San Francisco has be- 

come Sam Ewing Television & Radio 
Productions .. . Morgan Greenwood to 
general AM of the Philco Corp., Phila; 
was AM of the TV and radio division 
.. . George M. Hakim has resigned as 
director of advertising and sales promo- 
tion, TV and radio division, Raytheon 
Mfg. Co., Chicago .. . Jack Trindl is 
continuity writer at Kling Studios Motion 
Picture-Television operations in Chicago 
.. . Robert Tucker to Calkins & Holden, 
Carlock, McClinton & Smith as radio-TV 
director .. . Art Napoleon has resigned 
as head of the TV commercial film pro- 
duction dept., Biow Co... . Monroe Men- 
delsohn, formerly with United Television 
Programs, is sales-promotion director of 
Guild Films Co., NYC ... At ABC, New 
York, Mitchell DeGroot has been named 
director of advertising and promotion of 
the TV network; Eugene Accas is head 
of the sales promotion dept. of the radio 
network... 

PRODUCTION Hugh A Scott. for- 
merly with the Port- 

land Oregonian, has joined Ray Car Ad- 
vertising to handle production and pub- 
licity . . . Don Rubin upped to PM at 
Burlingame-Grossman Advertising, Chi- 
cago... John R. McCann to assistant 
PM of Hicks & Griest, Inc. . . . Robert V. 

Breck, Eagle Photoengraving Co., Inc., 
has been reelected president of the 
Photoengravers Board of Trade of New 
York ... A. R. Welter, former PM, is now 
manager of research division, Hosler Ad- 
vertising, Peoria. James R. Wagner re- 

-es him as PM... 

TYPOGRAPHY Louis and Philip Kline 
have acquired 

Einnehmer & Taylor Inc... . Hal Zam- 
boni spoke at the New York Business 
Paper Editors Club on Practical and Vis- 
ual Application of Typography to Maga- 

trade talk 

zine Format... Something About Typog- 
raphy is a new 35-minute, 16mm sound 
motion picture film being released by 
the Canadian Assn. of Advertising 
Agencies . . . Arnold Bank is now located 
at 228 E. 45th St., VA 6-3556. He is de- 
signer of fine lettering, typography and 
printing .. . At the January meeting of 
STA, members made a tour of Container 
Corp. of America’s design labs and 
printing dept. . . . Haber Typographers 
Inc. has moved from 245 Seventh Ave., 
NYC, to 115 W. 29th St. Move doubles 
space, adds new machines and makes 
available new type faces . . . Imperial 
Ad Service has available for firms in 
NYC area their 1954 type specimen book, 
37 W. 47th St... . Aaron Burns, formerly 
with Empire State Craftsman, has joined 
The Composing Room, Inc., NYC, as a 
graphic arts consultant. 

EXHIBITS Associated American Ar- 
tists: thru Mar. 20, Paul. R. 

Smith, paintings; Mar. 22-Apr. 3, Ted 
Gilien, paintings; Apr. 5-17, Doris Lee, 
portraits of personalities and gouaches 

. Caravan Gallery: Apr. 5-27, Silver 
Jubilee Competition Exhibition 
Moore Institute of Art. Science and In- 
dustry, Phila.: March, Scalamandre Fab- 
ric Show; April, Walter Baum one man 

show ... Museum of Modern Art, New 
York: thru Mar. 21, Ancient Arts of the 
Andes; Mar. 10-May 2, Street Scene: 
Signs for Streets and Buildings, in collab- 
oration with Yale; Apr. 7-June 6, Vuillard; 
summer, complete Japanese house from 
Nagoya, Japan New York City Center 
Gallery: Mar. 3-Apr. 4, Print Show ... 

New York Public Library: thru May, 
Print Show, Durer to Klee . . . Photo- 
Lettering Inc.; The Alphabet Gallery, 
Tommy Thompson lettering exhibit . 

DEATHS William Cole Esty, chairman 
of William Esty Co., New 

York . . . Haydon Jones, Bridgeport, 
Conn., newspaper artist, formerly with 
New York Post and other newspapers 

. Ray O. Evans Sr., senior staff car- 
toonist of the Evening Dispatch, Colum- 
bus, Ohio .. . Samuel Warshaw, scenic 
artist and instructor at the Art Students 
League of New York . . . Charles D. 
Williams, former president of the Society 
cf Illustrators, New York... 



ae agentes peel 

You’re Invited to 

Kodak’s 1954 Showing 

oie] Hed | 

FOR 

ADVERTISING 

IF you sell or advertise anything, you 
will not want to miss this collection of 
the year’s finest advertising photog- 
raphy. 

Hundreds of examples from leading 
studios in all parts of the country 
will help you plan your own future 
work. 

Continuous demonstrations will 
also further your understanding of 
modern color photographic processes. 

Cities, Dates, and Places (hotels): 

PHILADELPHIA 

| 

March 9-11; Bellevue-Stratford | 
NEW YORK 

| March 15-19; Commodore 
BOSTON 

March 23-25; Sheraton Plaza 
TORONTO 

April 1, 2; King Edward 

| EASTMAN KODAK COMPANY 

) Rochester 4, N.Y. 

Joseph Torch 

ARTISTS' & DRAFTING SUPPLIES 

for the Studio Trade 
“The Best for Less''— Framing & Matting 

CHelsea 3-3534 147 W. 14th St. 
(Near 7th Ave.) 

JACK GOOLD 
STUDIOS 

80 Madison Ave. 
MU 3-0545 

illustrative & product 
photography 

HOW TO BUILD 
A PICTURE MORGUE 
OF AVAILABLE STOCK-PHOTOS 
wee Tuy § 3 00 

Year! "Sectete = 
Send for FREE Tussihech 2#3G 

EYE-CATCHERS, INC. 
207 East 37th St. N.Y. 16, N.Y. 

Art Director & Studio News March 1954 / 

what’s new 

WHITTLING MANUAL. “Whittling is Easy 
with X-acto” in a new and enlarged edi- 
tion with 34 new projects for the 
amateur whittler. Contains instructions in 
tools, wood, cutting techniques, finishing 
and painting. Available from X-acto, Inc., 
48-41 Van Dam Street, L. I. City 1, 
N. Y. 25c. 

TYPE CALCULATOR. Kit containing dial 
shows character count, per line, at any 
given pica measure for popular type 
faces. Includes illustrations of type 
faces. Designed by Hanly, Hicks & Mont- 
gomery. Available from Casgel Service, 
493 Foch Blvd., Mineola, N. Y. 

SALES HISTORY. Tools and methods used 
by salesmen throughout the ages. Starts 
with 2500 B.C. and traces the develop- 
ment of the salesmen to the present visual 
minded presentation. 40 pages. Educa- 
tional Department, Joshua Meier Co., 
163 W. 23 St., N. Y. C. 11. 25c. 

NEW PASTEL. Swan Pencil Co., Inc. an- 
nounces a pastel pencil, simulated colored 
charcoal claimed to do fine line work. 
Writes on any copy, blackboard; may 
be overlayed with fixatives; relatively 
powder-free. 221 Fourth Ave., N.Y. C. for 
further information. 

MATTE COLOR PRINTS. Bebell & Bebell 
Color Laboratories offer photographic 
color prints with matte surfaces which 
permit retouching and other manipula- 
tion. Costs 25c per print. 2531 Church 
Ave., Brooklyn 26. 

COLOR COMPOSITES. Bebell & Bebell Color 
Labs, Brooklyn, N. Y. offers a new photo- 
graphic service which is said to save 50% 
of normal stripping and layout charges. 
Art work or transparencies are scaled up 
or down, color corrected and masked, 
type is stripped in and all is together 
ready for use on one master transparency. 
Composites can be produced in sizes 
11 x 14 to 30 x 40. 

PHOTOCROPPER is a new instrument de- 
signed for all professionals in the Graphic 
arts field who prepare art, type and photo- 
graphs for reproduction. Produces ac- 
curate 4-side cropping. 

Tool is printed in 3 colors between two 
laminated sheets of transparent flexible 
Vinylite which will not burn or discolor 
with age as will acetates. $2.00 at art 
stores. 

YOU DON'T NEED A 

DICTIONARY FOR “‘A D” 

The “A”, of course, stands for Art 
—and the successful combination 
of creative ability and advertising 
design that is proven by distinc- 
tive work. 

The “D” is for Director — a per- 
son who knows how to manage and 
see that the work is done in the 
minimum amount of time. 

That’s the reason why more and 
more smart AD’s are using DOTS 
Veloxes. They know that they can 
save valuable creative ability and 
important time in turning their art 
work into engravings. And it’s in- 
expensive, too! 

For complete service and further 
information about your special prob- 
lems, just call Mr. Robbins, JUd- 
son 2-2278. No obligation, of course. 
It’s a pleasure to be of service. 

‘ D> ITS INC. 
115 W. 47th St. 
New York 36 

— our business is dots — 

WE'RE 

SQUARING 

THE 

CIRCLE 

Reo ss & 

s KK @© EP KK CD 

FROM 5 COLUMBUS CIRCLE, 
NEW YORK 19, N. Y. 
CIRCLE 7-1297 

MOVING 

TO 

1261 BROADWAY 

(At Herald Square) 



If it's Bound 

by Sloves 

it's bound to be ™ 

Outstanding 

call 

SLOVES 

portfolios 

NEW ee i 
IDEAS merchandise- 

presentations 

Algonquin 5-2552 

Fastest Service 
in Town 

MECHANICAL BINDING CO” INC: 601: WEST: 26 ST. NAY S1scy 

as 
ART PERSONNEL 
| RAIA JA Ie“ 

“Jobs Unlimited* places more 
art personnel than any other 
agency in America.” 
*advertising personnel specialists 
16 E. 50th St., N.Y. 22 © PL—3-4123 

Ppa BE A BETTER, MORE 
Via VALUABLE ARTIST! 

PHOTOGRAPHY 
Skill in specifying, evaluating, producing, using 
photographic art is a “must” for success in com- 
mercial art today. NYI’s famous low-cost, LEARN- 
BY-DOING method trains you quickly, easily at 
home in spare time. Earn as you learn from top 
photo experts. Big FREE book gives full facts. Our 
44th year. Write TODAY! Also regular or SHORT- 
TERM resident courses to meet your special needs. 
Approved for veterans. 

NEW YORK INSTITUTE 
OF PHOTOGRAPHY 
Dept. 7, 10 West 33 St., 

New York 1, N. Y. 

book notes 

UNIVERSAL PHOTO ALMANAC, Edited by Ralph 
Samuels. Falk Publishing Co. $2.50. 

Photography annual contains 13  illus- 
trated articles by well-known authorities, 
a section of prints by Life magazine 
photographers, a photo market guide, 
comprehensive formulary and data sec- 
tions and book reviews. 260 pages, pro- 
fusely illustrated. 

MODERN COLOR PHOTOGRAPHY, William P. 
Durning. Crown Publishers. $1.00. 

Student level explanation of color photo- 
graphic techniques in all types of modern 
color films. Detailed instruction for color 
work by artificial light or daylight. 

NEGATIVE RETOUCHING AND PRINT FINISH- 
ING, Ernest E. Draper and Norris Harkness. 
Crown Publishers. $1.00. 

For the serious amateur: negative re- 
touching, print spotting, toning, coloring, 
cropping, mounting, and titling. Amply 
illustrated to guide the student in pre- 
scribed techniques for improving photo- 
graphs. 

PERSONALITY AND COLOR, Fillette Mamy. 
Vantage Press. $2.50. 

Practical book of everyday use of colors 
in clothes, the home and the garden. 
Guide to coherent color expression of the 
individual. 

MANUAL OF TRAVELING EXHIBITIONS, Elodie 
Courter Osborn. Columbia University Press. 
$1.75. 

Booklet prepared by UNESCO as a 
guide to planning, packing and transport- 
ing an exhibition. Illustrates and describes 
ways of displaying various types of 
art so as to give the most advantage- 
ous effect. Appendices include general 
handling rules, insurance coverage and 
bibliography. Back of the book is given 
over to black and white illustrations of 
several exhibitions. 

THE RAPID COPY FITTER, Henry D. Gold, 20 
Birch Drive, Merrick, N. Y. $7.50. 

A fast and accurate type casting system 
which combines a type gauge with a 
series of charts listing a total of 355 type 
faces in lower case and caps. Gives name 
of foundry for each type face. 

PRACTICAL HANDBOOK ON HEADLINE DESIGN 
IN PUBLICATION LAYOUT, Kenneth B. Butler. 
Butler Typo-Design Research Center, Mendota, 
Wl. $3.75. 

Number two in a series of handbooks 
aimed to increase the scope of the editor’s 
work. Emphasis is on headline punch. 
Hundreds of illustrations. Lists pitfalls 
and urges use of good typography and 
brevity. 

AMERICAN PAINTING IN THE NINETEENTH 
CENTURY, Main Trends and Movements. John 
1. H. Baur. Praeger. $3.25. 

The changing way of life in 19th century 
America was reflected in the changing 
methods of expression in painting. This 
beautifully bound pictorial record of his- 
tory is presented by Mr. Baur, Curator of 
the Whitney Museum of American Art, 
in compact, liquid essays well illustrated 
in b&w by some of the most outstanding 
works of that period. 

MIES VAN DER ROHE, Philip C. Johnson, Mu- 
seum of Modern Art, New York. $7.50 cloth 
bound, $3.50 paper bound. 

A complete analysis and appreciation of 
the work of this contemporary architect, 
including all his own writings. Many 
photographs with descriptive text, a com- 
prehensive list of works and a complete 
bibliography make this second edition an 
authoritative reference. 

THE BURL IVES SONG BOOK, Ballantine Books. 
$5.00. 
115 songs from Burl Ives repertoire, pre- 
sented as he sings them, with words, 
music for piano and guitar, and color 
illustrations by Lamartine Le Goullon 
and Robert J. Lee. Brief text with each 
song tells of its origin. Book opens flat 
for use on piano rack. 

tax talk 

(Continued from page 15) 

tor. It is further indicated that such occu- 
pational activities were not engaged in as 
an employee. Therefore, under the circum- 
stances existing, such occupational activities 
must be held to represent the carrying on 
of an unincorporated business as contem- 
plated under Article 16A of the Tax Law 
and the tax imposed on the income derived 
therefrom was correct and in accordance 
with the provisions of the Statute. 

In view of the above, your application 
for revision or refund is respectfully denied. 

Please take note that, under the provisions 
of Section 374 of the Tax Law, this de- 
cision is final and cannot be reviewed 
unless a demand for hearing on Form I. T. 
114 is filed with the Tax Commission 
within ninety (90) days from the date of 
mailing of this letter. This form may be 
obtained by writing this office or the Dis- 
trict Office at 80 Centre Street, New York, 
N. Y., or 320 Schermerhorn Street, 
Brooklyn, N. Y. 

Very truly yours, 
Chester B. Johnson, Chief 
Revision and Refund Section, 
Income Tax Bureau 

wy 

Sab 
the 
sire 



Taal helm este! 

““UNIVERSAL’”’ 

CAMERA 

LUCIDAS 

Atr instrument of unexcelled quality... 

we guarantee that there is no finer lucida 

to be had. $65.00 Postpaid 

® Hand-made in France ® Nickel-plated brass construction 
® Reduces and Enlarges up to 36 times ® Twelve lenses for 

eliminating distortion ® Three telescopic slides 
® Cog wheel for precision adjustments ® Optically perfect prism 

© Complete with velvet lined case and instructions. 

4Q East 28 Street - New York 16, N. Y. 
MUrray Hill 3-2962-3 

TRADITIONAL 

Winsor ¢ Henin 

-QUALITY 

Series 7 

“ALBATA” 

THE WORLD'S 
FINEST 

WATER COLOR 
BRUSH 

Designers’ 

’ Superfine 

4 Gouache Colors 

Commercial Artists 
and Illustrators * 
will find these i. Ae ae 
colors superior to : * 
any poster or 
ordinary gouache 
color. A range of 59 
colors of extreme 
brilliance, priced 
right for general 

| teetillitten..t studio use. 

Finest Pure Red 
Sable Hair Brushes 
that possess great 
strength and long 

fine points. 
Available sizes 

000 through 14. 

DIRONE Photography 

902 BROADWAY, NEW YORK 10, N. Y. 215 EAST 37th STREET * NEW YORK 17 
Canadian Agents: THE HUGHES OWEN CO., LTD. © Head Office, MONTREAL VAnderbilt 6-1121 

Contact Walter Redmont 
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ART DIRECTOR & STUDIO NEWS 

bookshelf 

The AD&SN bookshelf makes it easy for readers 

to buy, at list price, the best books of current interest 

to the art professional and advertising manager. 

ANNUALS 

69. Graphis Annual of International Advertising 
Art 1953-54. Edited by Walter Herdeg and 

Charles Rosner. 734 fully captioned illustrations 
of the best in poster, magazine, newspaper, and 
direct advertising, as well as book jackets, album 
covers, trademarks, letterheads, packaging, cal- 
endars, Christmas cards and television. Printed 
in 6 languages. $12.50. 
45. Penrose Annual 1953, edited by R. B. 

Fishenden. A review of what's new in the 
Graphic Arts, general, technical articles, docu- 
ments, illustrations in color. Fine reference 
piece. $8.50. 
5. International Poster Annual—1952. Edited 

by W. H. Allner. Illustrates hundreds of 
carefully selected examples of the year’s out- 
standing poster art from 25 different countries. 
180 pages. $10.00. 
68. 32nd Annual of Advertising and Editorial 

Art. Published for the Art Directors Club 
of New York. Just published. A record of the 
best in American ad and editorial art and of 
graphic trends. A valuable visual swipe file. 
$10.00. 
70. U. S. Camera, 1954. Edited by Tom Maloney. 

A collection of outstanding photographs 
from all over the world representing every phase 
of phootgraphy. $7.95. 
41. Modern Publicity, edited by Frank A. Mer- 

cer. An international annual of advertising 
art with 600 illustrations from 27 countries. A 
visual survey of international ad art cross 
currents. $8.50. 

TYPOGRAPHY, LETTERING 

59. The Studio Book of Alphabets. 67 complete 
specimen alphabets, some type, some hand 

drawn, covering a wide range of styles. Foun- 
dries noted. $2.00. 
66. Three Classics of Italian Calligraphy. An 

unabridged facsimile edition of the writing 
books of Arrighi, Tagliente and Palatino, great 
16th century calligraphers. Introduction by Oscar 
Ogg. Bibliography by A. F. Johnson. Plates 
were reproduced from the original books in 
the Newbury Library. $3.95. 

19. 750 Designs, Borders, Backgrounds, Tints 
and Patterns, H. B. Coffin. All illustrations 

= be cut out or copied without permission. 
50. 

20. Idea File, H. B. Coffin. Shows wide variety 
of basic practical layouts for folders, 

pamphlets, self-mailers, etc. $1.50. 
50. 5000 Helpful Pictures of architecture, 

beasts, birds, flowers, fowl, fish, costumes, 
inventions, tools, weapons, musical instruments, 
and vehicles, foreign and familiar, present and 
past. $3.00. 

51. 3000 Pictures of Animals, Reptiles, Fishes 
and Marine Life. Photographs, prints, and 

drawings of hundreds of species. $3.00 

52. 3000 Pictures, grouped according to classi- 
fication from Agriculture to Zoology. In- 

cludes diagrams and dictionary style legends. 
$3.00. 

53. 3000 Photos and Drawings of Birds. $3.00. 

60. Picture Encyclopedia. 164 pages, 24,000 
illustrations, mostly line drawings, wide 

variety of subjects, legends. $15.00. 

71. Design Motifs of Ancient Mexico. Compiled 
by Jorge Enciso. 766 line drawings of 

ancient Mexican art. Designs based on flowers, 
birds, fish, animals, human figures, geometric 
forms. Black, red and green are used in draw- 
ings. $3.95. 

TELEVISION 

31. Designing for TV, Robert J. Wade. Text 
plus 200 illustrations tell TV artist about 

scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 

57. The Handbook of TV and Film Technique, 
by Charles W. Curran. A_ non-technical 

guide on film production costs, thods, and 
processes for executives and lay readers. Includes 
standards for programs and commercials, charts, 
diagrams and a glossary of motion picture 
nomenclature. $3.00. 

72. Television Advertising and Production Hand- 
book. Settel, Glenn and Associates. Com- 

prehensive, practical introduction to advertising 
and production in TV. Each chapter written by 
specialist in his field. Contains dictionary of TV 
terms and describes visual aids for TV. $4.50. 

75. Techniques of Television Production. Rudy 
Bretz. Textbook of television equipment 

and techniques. For production man, director, 
producer and workers in various departments, 
such as graphic arts and costume. Gives infor- 
mation in all phases of television production 
so that each specialty may function with more 
cooperation and understanding. $10.00. 

WINDOW DISPLAY, PACKAGING 
67. Package Design. Ladislav Sutnar. 545 

illustrations with brief running commen- 
tary. Emphasizes the force of visual selling, the 
marketing appeal of the soundly designed 
package. $9.75. 

58. The Drama of Display, visual merchandis. 
ing and its techniques, by Jim Buckley. 

Begins with simple, elementary designs and how 
they apply to the display of merchandise and 
includes an analysis of its mechanics, methods 
and techniques. Many illustrations supported by 
legends. $10.00. 

ART 

54. The Science of Color, prepared by the 
Committee on Colorimetry of the Optical 

Society of America. Traces the use of color by 
prehistoric man, through the Roman civilization. 
Technical and theoretical accounts of color, 
includes 25 color pages, diagrams and graphs. 
Excellent reference for students and profes 
sionals. $7.00. 

64. Art in the Ice Age by Johannes Maringer 
and Hans-George Bandi. Demonstrates pre- 

historic man’s mastery of color, design and form 
in his artistic expression. Profusely illustrated 
with color, b. & w. gravure, and line drawings. 
$12.50. 

65. Vatican Art by Karl Ipser. 160 illustrations 
of painting and sculpture of the Vatican. 

Explanatory captions. $7.50. 

73. Folk Art of Europe. Bossert. 72 plates in 
full color, 16 in half tones illustrating over 

1500 examples of design in textiles, tools, 
furniture, metal work, ceramics, embroideries, 
rugs. $17.50. 

76. Survival Through Design. Richard Neutra. 
A noted architect’s philosophy of archi- 

tectural design for the more human biological 
and psychological needs of our times. Advo- 
cates for the designer tangible observation in- 
stead of abstract speculation. $5.50. 

COPYFITTING 

42. Streamlined Copy-fitting, by Arthur B. Lee. 
58-page manual has character count for 

more than 1350 faces, including caps and small 
caps. All necessary scales on one master gauge. 
$4.95. 

GENERAL 

74. American Slogans, 1952-53. William Sun- 
ners. 13,000 slogans and phrases intended 

to help advertiser and agency determine what 
slogans are already in use and to give new 
ideas. Includes British slogans and others. Listed 
alphabetically under divisions with source of 
slogan in each case. Complete index. $7.50. 

77. The Burl tves Song Book. 115 songs, 
cream of Burl Ives repertoire, with words, 

piano and guitar parts, short comments on 
each song, illustrated in color. $5.00. 

ART DIRECTOR & STUDIO NEWS 
43 E. 49th Street, New York 17, N. Y. 

5 19 20 31 4! 

York City delivery. 

NAME & FIRM 
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Please send me, postpaid, the books corresponding to numbers circled below. 

42 45 50 51 

60 64 65 66 67 68 69 70 71 

3/54 All orders shipped postpaid. No C.O.D.’s. Add 3% sales tax with orders for New 

52 53 54 57 58 59 

72 73 74 75 76 77 78 

ADDRESS 

CITY. ZONE STATE 

Art 



" " 
.end Thermistors |-the most thermatty! sensitive resistor : i known to men 

THE 

PRINCIPLE 

At your service .. . the largest 
studio layout and design group 
in Detroit. Creative designing 
and layout rendering of the 

M c N A M A 134 A B R re) 7 H | > R Ss * highest order. Whatever 
your layout problem... 

re) f 1D) etroit advertisement, booklet, poster, 
display, etc... . we have 12 
highly qualified people to 
provide the solution. 

*LARGEST SUPPLIER OF ART TO THE AUTOMOTIVE INDUSTRY 

38TH FLOOR PENOBSCOT BLDG. * WOODWARD 1-9190 

Art Director & Studio News / March 1954 



FLATS FIXED 

—tires or bras — hidden vulcanizing or hand 

embroidery with photo-retouching by 

Forse SO. Mills 

101 WEST 42nd ST. © NEW YORK 36, N. Y. 
BRyant 9-9199 

Quality Art Materials 

A. 1. Friedman iw. 

20 East 49 St., New York 17 

Plaza 9-5400 

BRILLIANT/> ACCURATE/ LOW IN COST/ 
Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 

fo. Flan Helle uny 

designed to suit your ad 

CALL SAM ORVELL 

at Murray Hill 4-7020 
C/O HAMPTON -: 341 MADISON 

classified 

call Plaza 9-7722 

ART DIRECTOR, WITH BACKGROUND OF 
AGENCY, studio, and lithographic printing, 
desires position with a compact, medium- 
sized, creative organization. Age 32, college 
graduate. Please contact Box 1301, AD&SN, 
43 E. 49th St., NYC. 

SPACE — VERY ATTRACTIVE, comfortable, 
available for artists. Grand Central area. 
New studio, good deal. MU 4-3888. 

TOP LETTERER in Manhattan in need of rep- 
resentative on high commission basis. Box 
1202, AD&SN, 43 E. 49th St., NYC 17. 

PHOTOGRAPHER'S REPRESEN- 
New York 

WANTED: 
TATIVE. Fashion and commercial, 
midtown studio. PL 8-1330. 

TERRIFIC BUSINESS OPPORTUNITY 
for man with smart up-to-date samples of 
mailing pieces, catalogs, displays, etc. de- 
signed and produced by himself. OFFER: | 
Partnership with established Artists’ Repre- | 
sentative with name Illustrators and four 
salesmen. (Cash investment not essential.) | 

| Box 1302, AD&SN, 43 E. 49 St., NYC. 

ready reference 

to have your firm listed call PLaza 9-7722 

COLOR PHOTO SERVICES 

Max Jaikin 
Transparency Retouching, Color Assembly 
58 W. 57th St., N.Y. 19 Ci 5-9348 

Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 MU 7-2595 

Tulio Martin 
Transparencies 
58 W. 57th St., N.Y. 19 Ci 5-6489 

319 East 44th Street, New York, N. Y. 
Complete Custom Photo Service for professional 
photographers, magazines and industry 
* Developing, printing 
* Airbrushing, retouching 
* Studio Available 
If you have a problem 
Call Ralph Baum LExington 2-4052 

Davis * Ganes 
Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 
516 Sth Ave., N. Y. 18 MUrray Hill 7-6537 

LETTERING 

James D'Amico 
Comprehensive and finished lettering 
125 W. 45th St., N. Y. Cl 5-8087 

John N. Schaedler 
Lettering—send for free brochure. 
299 Madison Ave., N.Y. 17. 

SERVICES 

Way's Standard Viewers 
For viewing color in transparencies correctly 
William P. Way 
Chappaqua, N. Y. 

SILK SCREEN PROCESS 

Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N.Y. 3 OR 5-7 

Masta Displays inc. 
20 years leadership in silk screened 
posters and displays 
230 W. 17th St., N.Y.C. 

TYPOGRAPHY 

The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N.Y. 

Kline Linotyping Co., Inc. 
Proofs or Type for the Artist, Printer 
or Agency 
146 W. 25 St., N.Y. 1 CHelsea 3-3610 

MU 2-4448 

CH 2-3717 

JUdson 2-0100 

PHOTO REPORTAGE 

any event ¢ storywise VIP's 

JACK CALDERWOOD 

417 E. 61 « NYC 21 « TE 8-8429 

WHICH STUDIO PRODUCES )Y JOHNSTONE ond 
THE MOST ADVERTISING “\ CUSHING! 

CONTINUITIES? > 292 
MADISON AVE. 

NY. 17, NY. 
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125 WEST 45™ STREET 

COLUMBUS 5-6461-2 

+ KYYet 

NEW YORK 36, N.Y. 
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COLOR LABORATORY 

480 LEXINGTON AVENUE 
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SOOM, we'll be in our own building... 

at 56th St...read all about it...send for the new 

Fredman-Chaite's own news magazine for AD's 

very 
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