
A
R
T
 
D
I
R
E
C
T
I
O
N
 

featuring: The 36th Annual National } 
, 

, ; Annual Na editorial art and design and the na V ual C'an mun?) y { 
N rectors Club of New York 

ks 
- 
K 

© 
a 
«J 
l 
a 
a 

Q 
ie 
Zz 
4 
D 

LIBRARY 

ORGIA STATE COXLEGE 
QF 

Ad DUS TRAM 

ot, & & 

uve” panyoiy :ojoyd ‘sazpi208s y ua}/ag UDA : UBISEp 



et EPS 

_ 

Halfway between the lens and the public, your photograph often 

meets @ formidable challenge: the retoucher. In the hands of unskilled or tasteless 

ftouchers, even the finest photograph can be reduced to mediocrit 

Everything depends on the mind behind the airbrush. 

ichine. Photographs processed by our retouchers are faithful to your ? 

purpose in every detail. Wet ve tr 3 very valuable feature of our studio services 

=~ Gussin-Radin Studios, me. 

new york's only complete pnotographic and service tud ¥ y t ‘ ye fie» r ret ve x's etterin Plan ar-| ais 
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THE MAGAZINE OF CREATIVE ADVERTISING © OFFICIAL PUBLICATION OF THE NATIONAL SOCIETY OF ART DIRECTORS 

ART/DESIGN PACESETTERS — ag 
36th annual exhibition, New York ADC 95 

“REND OR FASHION ... DOES IT MATTER? STA picks the best in Chicago area 110 
Tops in Kansas City 113 

\Ds, like other admen, try to be ever alert to contemporary ART DIRECTIONS 

cechniques. But could it be possible that sometimes we try Birds I've known, Harry & Marion Zelenko - 

coo hard to be up-to-the-minute? sainaat Wath eoeeeiibcibiin, Pesan’. “8 
Being fully contemporary may be the most important Visual vitality 

thing for an ad, so that it speaks visually to the market in Do formulas replace ideast, Stephen Baker 168 
the manner to which the market has been conditioned by DESIGN & REDESIGN — 
new sntiog, cman design, product design, textile Maced. wpe tawdiias beug oat a 

Nevertheless, there seems to be a straining to note every pengerss = a 6 
variation from what happened yesterday and to worry it into a pe Fahne inne hg ak 40 
a trend, or at least into a fashion or fad, and to ride it for Research supports the AD, Pierre Martineau 74 
all it’s worth. Consider the use of color in display type, such PRODUCTION BULLETIN 32 

‘ as setting alternate lines of a headline in red and blue, or 

alternate letters in different colors. Muni rates 3s 62 
You have seen some very effective ads and editorial pages Skelly Terman 17 | 

. handled this way... some titles in Seventeen magazine, for — Span See zs 
example, adding much charm and visual vitality to the page NEWS & VIEWS | 
by such use of color in type. You have seen some fashion ace eas Pe 

ads, in which the colors used for the type coordinated with Coming events i | 
the colors of the products illustrated, adding to overall im- Talent recruiting 
pact and design coordination. But you have also seen color ewes eg a4 
used for nothing but its own sake, for sheer stop-ability, In Philadelphio 118 

resulting in a visual hodge podge without adding to message bap Co = 
effectiveness, in fact detracting from it. What's new 128 

Pe the moral is that it isn’t the device that counts. Art Directing, an important new book 136 
It isn’t simply a matter of seeing someone use a device and ial a 
then using it yourself to make your piece in tune with the TRADE TALK 138 

“new” style. The important thing is that the design solution SERVICES 
of an ad derive from the communication and sales problem Bookshelf ‘% 
and that any devices used be definitely used to add speed, Ready reference, classified 148 
power and appeal to the main point of the message. 

The striving for contemporariness, for hitching on to the Pubichesl Den pawn - Editor: Edward Gottschall | 
latest fads or trends in visual communications, should fol- Designer: Ken Saco * Assistent Publisher: Howard H. Fogel 

low a clear analysis of the message. The message should not Editorial Asst: Ann Cohen * Advertising: Ralph Tonner, Jr 
be forced into any format, old or new. And perhaps we pani tos ncelon «Fanaa lavage rp | 
shouldn’t worry quite as much as we do whether a visual Kirstie, Reston, Mert tir ‘Chsuge, Lon Rabe, Cicimal | 
device is a genuine trend or a passing fashion, but only eoeed homes Rech Loe Angel, Marte ‘Wiig, Soe 
whether it is the best device suited for the problem at hand. e Montreal, Aw Clos, Moai, Tom “ Yorn tower 

— Teronto, Leslie Trevor; D. C.,.Chuck Behrens. 
NSAD OFFICERS: Roy W. Tillotson, New Yor Robert Bach, 

Direction, published monthly by Advertising Publications Inc., ; Secretary:Treasurer om 
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New Monsen Type Selects 

shows combinations 

at a glance 

Now, in a matter of seconds, you can see exactly what type 
faces combine most effectively ... how many characters there 
are to the inch . . . how lines look when leaded . . . the appear- 
ance of italics... how light, medium and bold faces compare 
...and other characteristics that enter into type specification. 

For the Type Selector, Monsen has selected the 24 most used 
body faces and 24 most used heading faces in advertising and 

. printing—those preferred by leading art directors, designers 
ag and typographers. Of course, if you need other type styles, 

there are more than 750 of them at Monsen, ready to serve you. 
This book is a ‘“‘must’’ for the desk of all who work in the 

graphic arts. It will save many hours of searching and wondering. 

| 

owt y 
‘e4 

ONLY ONE DOLLAR —(o those who buy or specify type. Clip 
a dollar to the coupon below or your company letterhead and 
mail it to your nearest Monsen office. A copy of the Type 
Selector will be sent to you promptly. 

MONSEN °°" 

Washington 5, D.C. 
806 Fifteenth St., N.W. 

Los Angeles 15, Calif. Chicago 11, lil. 
928 South Figueroa St. 22 East Illinois St. 

Please send me a copy of the Monsen: Type Selector. | am enclosing 
one dollar ($1.00). [)! buy [1 specify typography. 

Name 7 ———— le 

Company ec Pi a ee a ee cael 

Address mB easter 

City Zone _ —_— ee 

business briefs 

Wow is the word for latest data on ad agency 
billings reported by Advertising Age 
. . . § agencies in the over $200 million 
bracket (JWT, McCann-Erickson, Y&R), 
34 over $25 million and 77 with $10 
million or more in billings. While this 
data does not represent agency income 
nor is it a measure of agency ability, it 
is an index of industry growth. Agency 
profits, both before and after taxes, show 
a slight growth after several years of 
decline. 

Consumer buying power is one of our princi- 
pal gauges of where we are headed 
economy-wise. AMA reports even manu- 
facturers of industrial goods watch con- 
sumer buying power as an indication of 
where their business is headed. In this 
regard, FRB data shows employment 
at about the same level as a year ago, 
with slight increase in the unemployed, 
average weekly earnings inching ahead 
month by month, and the consumer 
price index likewise moving up. If the 
latter outruns earnings, actual buying 
power will fall, and that is a concern 
now. It is all well and good to step up 
advertising so that consumer dollars 
will be spent on goods and services but 
if consumer buying power falls, due to 
either falling income or rising prices, 
advertising’s effectiveness will be limited. 

Greatest pressures on rising prices are from 
rents, services, medical care, transporta- 
tion. For a while rises in these items 
were partially offset by declines or line- 
holding in food, apparel and other 
basics, but with them inching up again, 
the entire price level is slowly but 
steadily on the rise. 

Government spending, which keeps taxes at 
high levels, also keeps the squeeze on 
consumer buying power. Business men 
not only would like to see their own 
taxes cut, but also those of their cus- 
tomers. And business taxes, too are the 
consumers burden in that they are 
passed on in the form of price rises. 
The combination of rising prices and 
high taxes may yet hit what seems to 
be a strong economy on its Achilles heel 
—buying power. The current strength of 
advertising, as reflected in the huge and 
growing agency billings noted above, is 
based on the assumption that people 
are able to buy but have to be encour- 
aged to spend. Should the ability to buy 
dry up, our advertising business may 
find itself in a very different and less 
happy position. ® 
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Some plain talk 

from Austin Briggs 

about studying Art 

at home... 

THINK that most artists who feel the need for 
more art study don’t realize that the only practical 

answer to their need is home study. The practicing 
artist just can’t afford to spend his time going 
to and from and attending classes during his 
valuable working hours. But hours spent with a 
“morgue” and clips alone don’t make the brilliant 
performer. It’s the knowledge and thinking that 
go into producing creative pictures that separate 
the men from the boys in advertising and 
editorial art. 

That’s why home study with the Famous Artists 
Schools makes so much good sense for the artist 
who wants to move up. Here, in one school, you 
benefit from the combined creative know-how and 
skill, the techniques and short cuts of America’s 12 
Most Famous Artists. You work in your own home or 
studio—as fast as you want and when you want. 
We don’t work overnight miracles. But the Famous 

Artists Career Course gives you the most return 
for your time. And that makes it the easiest thing 
you can do to help your talent and skill to mature. 

If you work for a living... if you’d like to 
earn a better living through better pictures... 
write us today. 

Westport, Connecticut 
tm ee ee ee ee ee 

i America's 12 = FAMOUS ARTISTS SCHOOLS, studio 13. Westport, Conn. 
I Mest Famous Artists Please send information about your professional training in: 1 Sisceasn Choate y professional training in: 

Jon Whitcomb () Commercial Art and Illustration 
| Al Parker Fine A inti 

Stevan Dohanos C ae rts Painting 
Harold Von Schmidt rtooning 

i 
i 
i 
1 
i 

Peter Helck 4 

i 
1 
i 
i 
a 

ye | Fred Ludekens NAME AGE 
Ben Stahl (Please Print) 

Robert Fawcett 
Austin Briggs 

| Dong Kingman 
Albert Dorne cITY __ ZONE, STATE. 

( enenanananenenenanenanananabananasesanenanaeenanaeaseseeeeanee 

ADDRESS. 

Art Direction / The Magazine of Creative Advertising / February 1957 7 
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CHARLES SCHRIDDE was born in Chicago thirty-one years ago. He 
acquired bis art education by virtue of a scholarship at the 
American Academy of Art. Later he studied at the Chicago Art 
Institute. Except for a two-year hitch in the Navy during 
World War 3), Charles has worked as an illustrator in Chicago, 
Dayton, and now in Detroit. Charles is a sports car enthusiast, 
plays tennis like a pro, and enjoys swimming. He is a bachelor 
and shares an apartment with a fellow artist. 

a ee eee 

ee atta 

Versatile ... prolific ... talented! 

Charles Schridde is a young illustrator who has been enjoying 

a steadily growing popularity. He works with a sure confidence, 

no matter what the assignment. As a consequence, he turns out 

ee EN ee ae ee) ae oe 
incredible amounts of work. 

Although he is a painter of considerable accomplishments, be 

is perbaps best known for bis line work, which is delightfully 

spontaneous and exciting. Jt is no exaggeration to say that he 

does far more of this than any other Detroit illustrator. 

The illustration staff at McNamara Brothers, Inc. is large, 

offering a wide range of style and technique. We are proud 

to bave men like Charles Schridde with us and we derive 

a great deal of satisfaction in watching the rapid progress 

of bis career. 

McNAMARA BROTHERS, INC. 

38th Floor, Penobscot Building e Detroit 26, Michigan 

WOodward 1-9190 

Largest Supplier of Art to the Automotive Industry 



Sometimes cool complacency 

soothes the savage beast . 

« « sometimes 

just good 

photography 

HENRY DRAVNEEK ASSOCIATES now at 

TONY VENTI STUDIO 

152 E. 40 St. N.Y. 16, N.Y. 

Tel. MU 3- 5048 

MU 3- 6564 

letters 

Oops! ... 
In the March article on letterheads, I 
noticed that I was credited as the de- 
signer of a wonderfully conceived house 
painter’s letterhead. Tony Palladino, 
not I, was the designer. 

Bob Gill, 
New York 

It’s Literagraphic 

We were glad to see our new studio 
listed in your February Buyer’s Guide 
issue noting our services as creative, 
design, direct mail, illustration, layout, 
mechanicals, posters, retouching and 
service—but—our name was mispelled. 
We are a complete art and service studio 
and our correct name is Literagraphic 
Advertising. We offer a group of artists 
of varied styles and techniques. 

John T. Garatti, 
Chris Lardas, 
Literagraphic Advertising, NYC 

Very informative 

Your editorial on Art & Photography 
survey was very informative, especially 
in connection with advertising agency 
buying and manufacturers, as well as 
producers of point of purchase mate- 
rial . . . I might add, that a host of 
new art agencies have sprung up in the 
last 7 years while I have been out here. 
Just signed a contract with Copely 
Newspapers to handle Special Editions 
Art thru Lou Murray Public Relations 
Services of Long Beach, and joining 
AAAA agency recently from St. Louis, 
The Ross Advertising Agency, Beverly 
Blvd., as Art Director. 

So-0-0-0 . . . it looks like this layout 
artist is getting set for bigger things. 

Since January, I have handled decals, 
ad layouts for Fairchild’s West Coast 
Representatives, also Meyercord Decals, 
and modern packages, along with spe- 
cial promotional material for Deson 
Mfg. Co. of Montebello, the country’s 
only producer of bronzing of children’s 
first pair of shoes (that’s interesting to 
note). 
The February issue was different than 

last years, but I still have found it inter- 
esting, and noted with pride a lot of my 
former buddies in N. Y. operating on a 
larger scale . . . they, too, might like to 
get a squint at what I am doing .. . 

Incidentally I hope to market a new 
booklet . . . called “Just For Laffs” . . . 

Ted Shargel, 
Whittier, Cal. 
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DRAWING. JOHN ROMBOLA/PHOTO WINGATE PAINE/A.D.- EDWARD ROSTOCK 



@ Whether your taste runs 

to blondes, brunettes, or 

redheads... most impor- 

tant is the way a gal is 

“put together". @ We also 

feel this way about type. 

Whether it's Baskerville, 

Beton or Railroad Gothic, 

Haber Typograph 

it's the way these types 

are used with relation to 

spacing, design and color 

that makes the difference. 

And when you buy type, 

you buy, too, the good 

taste and discernment of 

your typographer. That is 

ag re 

why, here at Haber, fully 

trained men are employed 

in the art of typography 

around the clock, putting 

the “parts” together with 

utmost care. So why not 

call on us, surely we must 

have just “your type". vv 

Wew York 1. 



Rapid Typographers 

Rapid Film-Lettering 

mechanicals % 

F DAS PEE SIRF TD HEEROMA PE ean 

ROY HORTON STUDIOS L] 

145 east 52st. n.y. plaza 3-4914 
aie A 

coming events 

Apr. 21-June 26 ... AMA Packaging Clinics: 
Apr. 29-May 1, San Francisco Control of 
Under- and Overfill in Packaging Lines; May 
15-17, New York, Equipment and Materials 
for Flexible Packaging; June 12-14, New 
York. Preparation of New Packaging Mate- 
rials for Marketing; June 24-26, New York, 
Packaging Research. 

May 27-June 7 . . . 36th Annual Exhibition, 
New York club. Waldorf-Astoria. 

May 28-29 . . . 2nd Annual Visual Commu- 
nications Conference, Waldorf-Astoria. 

May .. . exhibit of the Nashville Art Direc- 
tors Club. 

Museum of Modern Art. NYC ... May 22- 
Sept. 8, Picasso, his most important exhibi- 
tion in this country since 1939. 

May 13-25 . . . Baltimore Art Directors Club 
7th Annual Exhibit, at the main Pratt Library. 

May 14-31 . . . 3rd Annual Exhibition Twin 
Cities ad art, Minneapolis Institute of Art. 

May 16... . Fourth annual advertising con- 
ference, University of Michigan, Ann Arbor. 

May 19-June 2. . . 3rd annual Painting of 
the Year sponsored by Atlanta Paper Com- 
pany, galleries of Atlanta Art Institute. 

May 25-June 16 . . . 9th Annual Exhibition, 
San Francisco Art Directors Club, De Young 
Museum, Golden Gate Park. 

Sept. 6-22 . . . Annual Exhibition of the Art 
Directors Club of Atlanta, at The Atlanta 
Art Association's Great Gallery. 

Philadelphia Art Alliance .. . thru June 2, 
Filomena Dellaripa water colors, egg tem- 
peras, drawings; thru May 31, group exhi- 
bition, George Beach, Ranulph Bye, Joseph 
Crilley, Rita Fava, Neil Lieberman, Robert 
F. McGovern; thru June 9, Tamayo, oils. 

May 16 thru June 9, realist painters; May 17 
thru June 9, trends in Philadelphia sculp- 
ture. 

N. Y. Public Library .. . “Birds and Beasts”, 
a show of animals in prints. 3rd Floor Print 
Gallery. Covers 6 centuries of print making. 
Thru the summer. 

Art Institute of Chicago .. . April 15-July 1, 
Photography by “Chim” (David Seymour); 
April 18-May 26, Society of Typographic 
Arts show; April 13-June 16, Roy Weilgus 
African Collection. 

Baltimore Museum of Art. . . thru May 26, 
Baltimore Watercolor Club Show; thru May 
24, Landscape Architecture Today; May 21- 
June 2, Private Schools (elementary) Art; 
May 14-June 16, Portraits MEA. * 
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Reward 

for 

Intrinsic 

Merit 

You have convinced the toughest of all 

juries when your advertising convinces | 

customers to part with their money for | 

your product. If you believe, as we do, 

that only creative advertising achieves | 

outstanding results in to-day’s 

competitive market, we suggest | 

you investigate S&H “aa as asource 

of creative ideas, art “ St and design. | 

Ithas been our pleasure ¢: Fi fp share over | 

two hundred awards <e=s,\with leading — 

advertisers 
over the 

if Wy /}) past 
three 

years-and there isno @s>*/ charge for 

medals at Sudler & Neunessey. PL.1-1250 
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handsome is as handsome does... 

in any situation 

FORTUNE 

meets the demand 

This handsome, rugged type adapts to all situations. 
Fortune Light for text, Bold for subheads, and Extrabold for 
headlines allow you to specify a basic face for all-round use. 
Every size for every need. Available in light, 8 to 60 point; 
Bold, 8 to 60 point; and Extrabold,10 to 60 point. ,4, 

BAUER ALPHABETS, Inc. 
235 East 45th Street - New York 17. N. Y. OXford 7-1797-8-9 

This ad is set in FORTUNE 

CARBRO 

LANGEN and WIND 

18 EAST 49 ST. 

DYE TRANSFER TYPE C 

CARBRO PRINTS, INCORPORATED 

PL 3-3911 NEW YORK 17 

COLOR PHOTOSTATS DUPLICATE TRANSPARENCIES 

activity vs. 

passivity 

in advertising 

BY SOCIAL RESEARCH INC. 

A motivational research psychologist 
in Europe (Dr. Herbert Hentschel, 
FORFA, Braunschweig) recently noted 
that Europeans tend to be more “lov- 
ing” of their property than Americans. 
Europeans, he says, value possessions 
more for their own sake; feel stronger 
conscious pride in them; are more aware 
of the pleasures of their shape, color, 
existence, etc.—and the fact of owner- 
ship. They don’t, he points out, handle 
cigarettes with the carelessness of an 
American, who very often keeps the 
pack in his shirt pocket and more or 
less destructively fishes one out as de- 
sired or leaves the pack lying on a table 
or arm rest when he leaves. Americans, 
in this senses, are voracious—they are 
bent on consumption, and the satisfac- 
tions of ownership are likely to be in 
the ingesting, digesting, or wearing out 
—and often, we know, are incidental to 
other goals, including idleness or some 
form of indoijent activity. Good exam- 
ples are the trends in autos to power 
steering, brakes, seats, and windows; the 
woman who said of her friend, “Poor 
thing—her electric dishwasher is older 
than mine, and I really do think she’s 
jealous because, after all, she has two 
buttons to manage, and mine has just 
one—then everything is automatic!” and 
an engineer’s conviction (no matter 
how erroneous) that it is really exces- 
sive to expect a middle class adult to 
adjust to temperature changes. 

are autos impulse items? 

Dr. Hentschel’s comment allows us to 
speculate long and controversially on 
the differences between Americans and 
Europeans in natural and industrial 
wealth, incomes, values and standards, 
and subtle social customs. There is, how- 
ever, a lesson here pertinent to the crea- 
tive worker and the problems of adver- 
tising. And that is that the American 
has only modest energy to invest in the 
rituals of product examination (even 
automobile buying has been classed an 
“impulse purchase!”) and possessive 
pride. Not entirely true, but true 
enough that the advertising man needs 
to take it into account. Americans are 
interested in the consumption of prod- 
ucts far more than in the pleasures of 
possessing them, of contemplating or 



BOURGES color sheeg 

are matched to printiy 

inks. A complete cole 

spectrum, in both sola 

and tints. Create yo 

layouts, package desig 

_ and finished art wit 

colors you know the pr 

can match. Available 

leading art supply sta 



Look! You can render broad areas and fine details ’ 

(lettering like this, too!) with perfectly matching colors! 

~~ 

Joh 

Cof 

Now! A complete r
ange 2. a ‘ : 

of pastel sticks... ‘ : 

_with perfectly 
— 

: 

~ matching pastel pencils... 
- 

Pom 

Coas Eagle Prismapastels are a pleasure to use—re- 

sponsive, uniform, ideally suited to all pastel 

techniques! Terrific for layouts and lettering; e Pastel pencils that 

superb for fine art! And now you can get them HOLD THEIR POINTS for loads 

with perfectly matching pastel pencils—so you of lettering or fine detail! 

don’t have to switch into a different color 

when you want to work in fine detail! Ask e Non-crumbling pastel sticks— 

your favorite dealer about these new sticks and with edges that stay sharp longer! 

pencils—they’re the biggest art news in years! 

EAGLE Artomapasieé 

in matching STICKS and PENCILS 



PV EY 

You can get EAGLE Prismapastels 

(FREE SAMPLER, TOO!) 

from these leading dealers: 

ALABAMA 
Johnson & Malone Bookstore 

South College Street, Auburn 
Coffee Printing Company 

1122 Water Avenue, Selma 

ARIZONA 
Arizona Blueprint Co. 

333 North 3rd Avenue, Phoenix 
Fred Elquest and Son 

702 North 2nd Street, Phoenix 
Uptown Paint & Art Supply 

5034 North Central Avenue, Phoenix 
Buck Saunders Trading Post 

17 North Brown Avenue, Scottsdale 

CALIFORNIA 
Alhambra Office Supply, Inc. 

112 West Main Street, Alhambra 
Campus Text Book Exchange 

2470 Bancroft Way, Berkeley 
Duncan, Vail Company 

416 North Beverly Drive, Beverly Hills 
Paint & Palette, Inc. 

363 North Beverly Drive, Beverly Hills 
Pomeroy Art Supplies 

3811 West Magnolia Bivd., Burbank 
Canoga Park Stationery 

21616 Sherman Way, Canoga Park 
Frazee’s El Cajon 

225 East Main, Ei Cajon 
Gearhart’s Music and Art Center 

814-816 Olive Avenue, Fresno 
Village Paint & Art Center 

422 W. Commonwealth Ave., Fullerton 
Stanley Swain Art Supplies 

626 North Glendale Avenue, Glendale 
Kirwin Stationers 

37 Pier Avenue, Hermosa Beach 
Michael’s Artists Supplies 

6553 Sunset Bivd., Hollywood 28 
Pomeroy Art Supplies 

6412 Selma Avenue, Hollywood 28 
Coast Photo Supply & Blue Print Co. 

135 South Coast Bivd., Laguna Beach 

Take this 

to any Ol 

the dealers 

listed here 

tor your 

FREE 

SAMPLER 

eee 

Frazee’s La Mesa 
8272 La Mesa Bivd., La Mesa 

Woodman Stationers 
2107 Pacific Hwy., Lomita 

Fierce Bros. Paint & Art Co. 
341 American Avenue, Long Beach 12 

Ashley's Arts & Hobbys 
6236 West 87 Street, Los Angeles 

California Artists Materials 
2420 West 7th Street, Los Angeles 

Campbell's Book Store 
10918 La Conte Ave., Los Angeles 24 

Duncan, Vail Company 
637 South Olive St., Los Angeles 14 

Franklyn Artist's Supplies 
2326 West 7th Street, Los Angeles 

Gaines Paint Supplies 
4439 West Siauson Ave., Los Angeles 

Leslie’s Art Supplies 
2220 West 7th Street, Los Angeles 

Los Angeles City College Assoc. 
Student Store 

4501 Monroe Street, Los Angeles 
Marty’s Art Supplies 

2711 West 7th Street, Los Angeles 
Mel Whitson Stationers 

246 South Western Ave., Los Angeles 
Ted Gibson Artist Materials 

2940 West 7th Street, Los Angeles 
Underwood Supply Co. 

820 South Hoover Street, Los Angeles 
Hickson’s Gallery 

314 Manhattan Beach Bivd., 
Manhattan Beach 

Beverly Staty & Arts 
3532 W. Beverly Bivd., Montebello 

Carter Sexton 
5308 Laurel Canyon Bivd., 

North Hollywood 
Alberts 

4419 Telegraph Avenue, Oakland 
Flax’s 

2014 Telegraph Avenue, Oakland 
W. 0. Roberts 

319 13th Street, Oakland 

R. C. Color Store 
18281 South Hill, Oceanside 

Ucker’s Artist Supplies 
1501 East Colorado Bivd., Pasadena 

Hamlin Studio and Art Center 
4672 Cass Street, Pacific Beach 

Palm Springs Paint Co. 
378 South Indian Avenue, Palm Springs 

The Brown Shop 
190 East Colorado Street, Pasadena 

The Brown Shop 
2480 East Colorado Street, Pasadena 

Pasadena Artists Supplies 
1292 East Colorado Street, Pasadena 

Vroman’s 
695 East Colorado Street, Pasadena 

Bay Cities Paint & Wallpaper 
109 Emerald Street, Redondo Beach 

Kirschner’s Color Lab 
121 South Pacific Coast Hwy., 

Redondo Beach 
Paschke’s Gallery 

3633 Main Street, Riverside 
Elrod’s 

1016 14th Street, Sacramento 
H. S. Crocker Co., Inc. 

1201 K Street, Sacramento 
Cords Paint Store 

1916 Cable Street, San Diego 7 
Duncan, Vail Company 

364 Sutter Street, San Francisco 8 
Flax’s 

255 Kearny Street, San Francisco 
Morgan & Barclay Co., Inc. 

531 Mission Street, San Francisco 
Schwabacher-Frey Company 

735 Market Street, San Francisco 
Bradford's Hobby & Paint Headquarters 

408 West 6th Street, San Pedro 
Santa Ana Paint Co. 

420 North Sycamore Street, Santa Ana 
Mittel’s 

514 Santa Monica Blvd., Santa Monica 

(Listings cont'd on next page) 

TEAR THIS COUPON OUT: 

in perfectly matching colors... 

1922 SCARLET RED (14 LENGTH SAMPLE) 

2922 SCARLET RED 2915 LEMON YELLOW 2903 TRUE BLUE 
(% LENGTH SAMPLES) 

Available singly, 

or in sets of 

12, 24, 36, 48, or even 

full-strength 
colors. 

...the same colors 

you find in Eagle's 

famous Prismacolor 

‘¢ 
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(dealer listings continued) 

The Sherwin-Williams Co. 
411 Santa Monica Bivd., Santa Monica 

Sierra Madre Paint & Wallpaper 
35 North Baldwin Street, Sierra Madre 

Fleurettes 
9226 East Las Tunas, Temple City 

Bush's Van Nuys Stationery 
6314 Van Nuys Bivd., Van Nuys 

M. Flax 
10846 Lindbrook Dr., Westwood 

UCLA Students’ Store 
Westwood 

COLORADO 
H. R. Meininger —— y 

409 16th Street, Denver 2 
Spivak Art Supply Co. 

1024 17th Street, Denver 2 

ae OF COLUMBIA 
Federal Supply C 

1716 H Street N.W., Washington 
Geo. F. Muth Co., Inc. 

1332 New York Ave., N.W., 
Washington 5 

CONNECTICUT 
The Conlin Company 

60 to 72 Elm Street, Bridgeport 
Koenig Art Shop, Inc. 

147-153 John Street, Bridgeport 
Central Stationery Company 

80 Asylum Street, Hartford 
Enterprise Blue Print Co. 

88 Elm Street, New Haven 
Michel's Art Shop 

1058 Chapel Street, New Haven 
The Cranston Co. 

25 Broadway, Norwich 
Goldsmith's = 

90 Grand Street, Waterbury 
The Paint pesbet 

Sherwood Square, Westport 

FLORIDA 
Jack Carison & Co. 

29 North Garden Avenue, Clearwater 
Provost Office Equipment Co. 

304 Brevard Avenue, Coco 
Bell's Artist Supplies 
2623 Ponce De Leon Bivd., Coral Gables 

University of Miami Bookstore 
Merrick Building, Coral Gables 

Rae's Stationers 
253 Miracle Mile, Coral Gables 

Rex Artist Supplies, Inc. 
2263 S.W. 37th Avenue, Coral Gables 

Rudma Picture Co. 
1810 Ponce De Leon Bivd., Coral Gables 

Florida Office Supply 
407 North yh Street, Dade City 

Allen-White Co., Inc. 
2 West Indiana Avenue, DeLand 

Horton's 
122 North Second Street, Fort Pierce 

Chestnut’s Office Equipment Co. 
106-108 W. University Ave., Gainesville 

Malone's Book Center 
1712 W. University Ave., Gainesville 

Smith Office Supply, Inc. 
Hollywood 

ay Co. 
141 North Myrtie Ave., Jacksonville 

(Wholesale only) 
Lakeland Paint Cente 

118 South — Lakeland 
Tyler Office Supply Co., 

247 East Park Ree Lake Wales 
Associated Artists 

1822 Biscayne Bivd., Miami 

FOR 

FREE 

SAMPLER 

(as shown 

on previous 
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Barnett’s, Inc. 
228 N.E. 59th Street, Miami 

Barnett’s, Inc. 
134 N.E. 1st Street, Miami 

Mr. Foster’s Store 
33 N.E. lst Avenue, Miami 

Miami Stationery Co., Inc. 
8222 N.E. 2nd Avenue, Miami 

Seminole a and Printing 
North 7 — Miami 

Skagseth Stationery Co., 
3979 N.W. zit Street, Miami 

Skagseth as Co., 
7936 N.E. ti ‘avenue, Miami 

Skagseth Stationery Co., 
46 S.E. st ‘Street, Miami 

Barnett’s, Inc. 
1629 Washington Avenue, Miami Beach 

Handicraft Supply 
12470 N.E. 7th Avenue, North Miami 

Dussault Stationery Co.,inc. 
5822 Sunset Drive, South Miami 

Art Colony Shop 
26 West Ward Drive, Miami Springs 

George Stuart, Inc. 
133 East Robinson Avenue, Orlando 

The Dixie Store 
567 Harrison Avenue, Panama City 

R. Barry Art Supplies 
114 North Orange Avenue, Sarasota 

Bill’s Book Store 
107 South Copeland, Tallahassee 

Casson’s 
1326 South Adams, Tallahassee 

University Bookstore 
Florida State University, Tallahassee 

The Office Equipment Co., Inc. 
721-23 Florida Avenue, Tampa 

Tampa Photo Supply Co. 
0 Tampa Street, Tampa 

Florida Office nme 
171 West Central Avenue, Winter Haven 

GEORGIA 

74 Broad Street N.W., Atlanta 
Crest-Art, Inc. 

74 Broad Street N.W., Atlanta 
Miller’s Book & Office Supply Co. 

231 Peachtree gad N.E., Atlanta 
Southeastern Art Supply, 

8 North ay N. E., Atlanta 
Hodgkinson’s — 
Art & Engineering Supplies 

115 Clayton Street, Athens 
The McGregor Company Art and 
School Supplies 

Binder’s 

Athens 
The University Stores — 
University of Georgia 

Athens 

305 — 8th Street, Augusta 
Cecil Burdette 

3 East Court Square, La Grange 
Smediey a Co. 

oo Street, La Grange 
Friedman's Po ater 

116 Whitaker Street, Savannah 
Savannah Blue Print Company 

5 East York Street, Savannah 

IDAHO 
Boise Blueprint Company 

1009 idaho Street, Boise 

ILLINOIS 
Fox Valley Blueprint Co. 

36 South River Street, Aurora 
Co-op Book Store 

625-31 S. Wright St., Champaign 

University Book Store 
610 East Daniel Street, Champaign 

Artists’ Sm 
215 N. Wabash Ave., Chicago 

Brudno it one Co. 
601 North State Street 

(Cor. Ohio & State) Chicago 10 
Favor, Ruhi & Co., Inc. 

425 South Wabash Avenue, Chicago 5 
Flamingo Art Materials Service, Inc. 

12 East Grand Avenue, Chicago 
Flax Co., The 

176 North Wabash, Chicago 
Hallin, B. H. & Associates, Inc. 

605 West Washington Bivd., Chicago 
Horder’s 

Washington at Clark, Chicago 
Horder’s 

Wabash at Lake, Chicago 
Horder’s 

60 East Adams Street, 
West of Michigan, Chicago 

Horder’s 
Mart Plaza, Main Lobby, 

Merchandise Mart, Chicago 
Horder’s 

Ohio, East of Michigan, Chicago 
Near-North Guild 

56 East Chicago Avenue, Chicago 
Northwestern Drawing Supplies 

180 North Wacker Drive, Chicago 6 
Regent Products Co. 

251 East Grand Avenue, Chicago 11 
Sheldon’'s 

155 East Ohio Street, Chicago 
Warner's 
418-420 South Wabash Avenue, Chicago 

Wright College Bookstore, Inc. 
3551 Austin Avenue, Chicago 

Woodbury Book Co. 
125 North Vermilion Street, Danville 

Warner's 
806-810 Grove Street, Evanston 

The Bookshop, inc. 
~_— 20 East Cass Street, Joliet 

arner 
3 South La Grange Rd., La Grange 

Warner's 
109 North Marion Street, Oak Park 

Palette 'N’ Putter Shop 
205 Main, Peoria 

T-Square Commercial Art Materials 
07 West Main Street, Peoria 

S. A. Lawson Paint Co. 
508 East State Street, Rockford 

Simmons Office Supp!y & Equipment Co. 
626 East Adams Street, Springfield 

INDIANA 
Red Spot Paint & Varnish Co. 

110-114 Main Street, Evansville 
Fort Wayne Blue Print & Supply Co. 

Lewis at Clinton Street, Fort Wayne 
Bates Brothers 

201 North Delaware, Indianapolis 
H. Lieber Co. 

440 North Capital Avenue, Indianapolis 
Barton Reproductions 

714 South Adams Street, Marion 
Barton Reproductions 

1210-1212 S. Wainut St., Muncie 
Notre Dame Book Store 

Notre Dame 
om Inc. 

329 South tn eee St. South Bend 
University Book Stor 

356-360 State ‘Street, West Lafayette 

1OWA 
Standard Blueprint Co. of lowa 

410 3rd Avenue, S.E., Cedar Rapids 

Tear out this coupon 

bate Whe-¥.¢-Mcom-bah' 

dealer listed in this ad 

Des Moines Stationery Co. 
507-509 Locust Street, Des Moines 

KANSAS 
Capitol City Blue Print Co. 

Yo Kansas Ave., Topeka 
Gwinn Craft Sup. | 

142-144 North Market, Wichita 2 
Holidays, Inc. 

139 North Topeka, Wichita 

KENTUCKY 
Shumaker’s 

235 East Main wy Lexington 
Electric Blue Print & Supply 

635 South 5th Street, ‘Louisville 
LOUISIANA 

Dixie Art Supplies inc. 
532 Poydras Street, New Orleans 

A. L. Lowe 
407 Barrone Street, New Orleans 

Norton’s Art Supplies 
738 Poydras Street, New Orleans 

MARYLAND 
Regional Office Supply Co. 

7139 Wisconsin Avenue, Bethesda 
Mohican Engineering Services, Inc. 

853 Pershing Drive, Silver Spring 

MASSACHUSETTS 
H. R. Giger Ltd. 

12 Huntington Avenue, Boston 
Hatfield’s Color Shop 

163 Dartmouth Street, Boston 
George Smith 

35 High Street, Boston 

57 Franklin Street, Boston 
Ward's 

MacDonald's 
Corner Day & Central Sts., Norwood 

C. C. Lowell & Co., Inc. 
26 Mechanic Street, Worcester 

MICHIGAN 
Greens, Inc. 

240 S. Woodward Ave., Birmingham 
Gregory Mayer & Thom Co. 

167 N. Woodward Ave., Birmingham 
The Stilwell Press 

24604 Van Dyke, Centerline 
Dearborn Paint & Wall Paper Co. 

14339 Michigan Avenue, Dearborn 
Arrow Office Supply Co. 

5021 Woodward Avenue, Detroit 
The Detroit News Co. 

2200 E. Jefferson Avenue, Detroit 
Garth’s Artist Supply Co. 

1513 Broadway, Detroit 
W. W. Gimmy & Co. 

13023 West McNichols Rd., Detroit 
Lewis Artist Supply Co. 

6408 Woodward Avenue, Detroit 
Macauley’s, Inc. 

Northland Center, Detroit 
Macauley’s, Inc. 

2007 Park Avenue, Detroit 
Macauley’s, 

1255 Griswold Street, Detroit 
Macauley’s, Inc. 

Eastland Center, Detroit 
Service Office Supply Co., inc. 

3511 West Fort Street, Detroit 
Campus Book Store 

131-33 East Grand River Avenue, 
East Lansing 

Ferguson’s Art Shop 
Corner W. Second & Buckham, Flint 2 

Shattuck Company 
315 N. Grand Ave., Lansing 1 

Lakeshore Drafting Supplies, inc. 
416 State Street, St. Joseph 
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(dealer listings continued) 

MINNESOTA 
A. & E. Supply Co. 

212 West Superior, Duluth 
Royse! Paint & Art Center 

631 Front Street South, Mankato 
Art Materials Inc. 

315 14th Avenue, S.E. Minneapolis 
Artists Supply Co. 

2934 Nicollet Avenue, Minneapolis 
Artsign Materials Co. 

404 Marquette, Minneapolis 

31 North Meramac, Clayton 
Rex Clawson & Co. 

934 Wyandotte Street, Kansas City 
Morris & <a Associates 

5 Broadway, Kansas City 
Baders 

1113 Locust Street, St. Louis 
F. Weber Co. 

705 Pine Street, St. Louis 

NEBRASKA 
Standard Blue Print Co. 

1413-15 Harney Street, Omaha 
NEW JERSEY 

Bergen nee & Co. 
253 Main ‘Street, Hackensack 

Horsefield Brothers, Inc. 
14 Pine Street, Morristown 

Drafting a Inc. 
9 Central Avenue, Newark 

H. M. Troy Art en 
59 Halsey Street, Newark 

Triangle Blue Print Co. 
51 West Hanover Street, Trenton 

NEW YORK 
C. W. Keenan Inc. 

370 Fulton Street, Brooklyn 
Maizell’s Stationery & Art Supply 

1711 Kings Highway, Brooklyn 

Art-Mart, Inc 

Sidney Flax 
346 Livingston Street, Brooklyn 

S. Steinhauer & Sons 
356 DeKalb Avenue, Brooklyn 

Tremont Printing & Stationery Co. 
702 East Tremont Avenue, Bronx 

Graphic Arts Supply, Inc. 
37 Carroll Street, Buffalo 

East-isle Printing & Stationery Co.,inc. 
524 Mid Island — Hicksville 

Hicksville — Print Co., 
230 Old Country Rosd, Hicksville 

Riebes’ Brush 'n’ Palette Shop 
425 Walt Whitman Road, 

Huntington Station, Long Island 
Savoy Paint & Wallpaper Corp. 

153-11 Jamaica Avenue, Jamaica 
Fox & Sutherland, Inc. 

15 South Moger, Mt. Kisco 
American Blueprint Co., Inc. 

7 East 47 Street, New York 
Artists’ Supply Company of New York 

West 45 Street, New York 
Baden cnt Co. 

475 Broadway, New York 
Bee-Ko oe, = 

155 bast 44 Street, New York 
Irving Berlin, Inc. 

719 Eighth Avenue, New York 
Cloder Corporation 

177 Broadway, New York 
Commercial Stationery Company 

2 Rector Street, New York 
Concord Artist Materials 

190 Lexington Avenue, New York 
Crane Gallo — Supplies 

0 West « — New York 
Daniels stationery Co., 

245 East ry Street, New York 
Delsemmes = Materials, Inc. 

4 West 15 Street, New York 
Delta Brush Mfg. Co. 

119 Bleecker Street, New York 
Sam Flax 

40 East 28 Street, New York 
A. |. Friedman, inc. 

25 West 45 Street, New York 

E. H. & A. C. Friedrichs Co. 
140 West 57 Street, New York 

E. H. & A. C. Friedrichs Co. 
40 East 43 Street, New York 

E. H. & A. C. Friedrichs Co. 
37 East 28 Street, New York 

Gimbel’s Art Materials, inc. 
Broadway bet. 32 and 33 Sts., New York 

Glasner Art Supply Co. 
48 West 48 Street, New York 

Grand Central Artists’ Materials, Inc. 
45 Vanderbilt Avenue, New York 

Lewis Artists’ Materials, Inc. 
58 West 44 Street, New York 

New York Central Art Supply Co. 
62 Third Avenue, ‘New York 

Nobema Products Corp. 
141 Greene ee. New York 

Perry Printing . Stationery 
233 East 42 Street, New York 

Picwood Galleries 
587 Third Avenue, New York 

Richtone Artist Materials Co., Inc. 
1129 Sixth Avenue, New York 

Erwin M. Riebe Corp. 
149 East 60 Street, New York 

Sanlu Art Supply Co. 
1168 Broadway, New York 

A. Seltzer & Ce. 
5 Sith Avenue, New York 

Sol Art am... Co. 
149 West 23 Street, New York 

E. G. Soltmann, Inc. 
250 East 43 Street, New York 

Strathmore Stationers, Inc. 
435 Madison Avenue, New York 

United Artists Materials Co. 
32 West 53 Street, New York 

The Pelham Stationers 
45 Fifth Avenue, Pelham 

Standard Office Service Co. 
73 Richmond Ave., Staten Island 

Westbury Camera & Hobby Center 
276 Post Avenue, Westbury 

Cross County Art Center 
14 Xavier Drive, Yonkers 

NORTH CAROLINA 
Standard Office Equipment Co. 

175 North Second Street, Albemarle 
Scott Book & Stationery Co. 

140 S. Fayetteville St., Asheboro 
Talman’s of Asheville 

14 College Street, Asheville 
Alamance Book & Stationery Co. 

15 Maple Street, Burlington 
0. G. Penegar Co. 

176 W. Franklin Ave., Gastonia 
Wills Book & Stationery 

107 South Greene Street, Greensboro 
Mobley’s “Raleigh's Art Center” 

113 South Salisbury St., Raleigh 
Earle’s Office Supplies 

119 West Innes Street, Salisbury 
Sanford Book & Stationery Co. 

122 Carthage Street, Sanford 
Hinkle’s Book Store 

425 N. Trade St., Winston-Salem 
Watkin’s Book Stores, Inc. 

418 Liberty Street & Thruway, 
Winston-Salem 

OHIO 
Applied Art Supply — 
Division of Applied Art Academy Inc. 

910 North Main Street, Akron 
Metzger’s Photo Art Store 

52 East Mill Street, Akron 
Metzger Photo Supply Co. 

1091-1095 South Main Street, Akron 
Ashtabula Stationery Co. 

4738 Main Avenue, Ashtabula 
Baer’s of Canton 

320 Cleveland Avenue, N.W., Canton 
The Pounsford eye! Co. 

422 Main Street, Cincinnati 
L. M. Prince Co. 

4 West 4th Street, Cincinnati 
The Buckeye Office Supply Co. 

110 St. Clair Ave., N.W., Cleveland 
The City Blue Printing Co. 

1010 Euclid Ave. Bidg., Cleveland 

The Dodd Company 
1025 Huron Road, Cleveland 

B. K. Elliott Co. 
634 Huron Road, ae 

The Morse — Art Supply 
1312 Ontario Street, Cieveland 

Multicraft 
8617 Carnegie Avenue, Cleveland 

The Ohio Art Materials Co. 
2174-6 East 9th Street, Cleveland 

Wirtshafter’s, Inc. 
900 Prospect Avenue, Cleveland 

The H. Cole Co. 
82 North High Street, Columbus 

Bert L. Daily, Inc. 
126 East Third Street, Dayton 

Ken McCallister Co. 
314-316-318 Salem Avenue, Dayton 

Freo Ellery & Son 
173-177 South Main Street, Marion 

The Franklin Bang) & Engraving Co. 
226-230 Huron Street, Toledo 

Toledo Blue = & Paper Co. 
20 Superior Street, Toledo 

City Office & int Co., Inc. 
36 West Wood Street, Youngstown 

OKLAHOMA 
A & E Equipment Company 

121 N.W. Third Street, Oklahoma City 
Triangle Blue Print & Supply Co. 

314 South Cincinnati, Tulsa 

OREGON 
The J. K. Gill Co. 

S.W. Fifth & Stark Street, Portland 
Shannon & Co. 

317 S.W. Fifth Avenue, Portiand 

PENNSYLVANIA 
City Blue Print Co. 

932 Linden Street, Allentown 
Hess Bros. Art Materials Dept. 

Allentown 
Merritt Lumber Co. 

939 Hamilton Street, Allentown 

49 West Broad Street, Bethlehem 
Bob Day Art Supplies 

140 East Glensiae Avenue, Glenside 
The Brush & Palette Studio 

307 North 2 Street, Harrisburg 
Capitol Blue Print & Supply Co. 

212 Strawberry Street, Harrisburg 
L. B. Herr 

Carl's 

46 West King St., Lancaster 
Barclay Brothers, Inc. 

516 Sansom St., Philadelphia 2 
Central Art Supply Co. of Phila. 

1126 Walnut Street, Philadelphia 7 
Dieckhaus Stationers 

52nd Below Wainut, Philadelphia 39 
Gimbel Bros. Artists Materials Dept. 

Philadelphia 
Mercury-Stat Co. 

225 South 15th Street, 
Lewis Tower Bidg., Philadelphia 

Pennart 
223 Lewis Tower ae. Philadelphia 2 

Philadelphia Art Supply 
25 a ‘sh St Philadelphia 

Jos. E. Podgor Co., 
618 Market Street, Philadelphia 6 

Snellenburgs 
Philadelphia 

Henry H. Taws, Inc. 
1527 Walnut Street, Philadelphia 

Zinni Artists’ Materials 
1715 Chestnut Street, Philadelphia 

B. K. Elliott Co. 
126 6th Street, Pittsburgh 

Gimbel’s Art Material Dept. 
Pittsburgh 

G & W Leach Company 
109 oo Street, Pittsburgh 12 

A&B Smith 
633 Smith A eld Street, Pittsburgh 

Merritt's 
233 High Street, Pottstown 

Electric Blue Printing Co. 
440 Washington Street, Reading 

Wm. G. Hintz, Inc. 
838-840 Penn Street, Reading 

Merritt's Paints and Gifts, inc 
850 Penn ‘street, Reading 

Kuck’s —_ Art Shop 
120 ~?_~ Avenue, Scranton 

York Blue Print Co., 
25 East Philadeiphia Street, York 
RHODE ISLAND 

Block Artist's Materials Co. 
76 Weybosset Street, Providence 

C. S. Oakes Co. 
9 Thomas Street, 

383 Westminster Street, Providence 
SOUTH CAROLINA 

Fant’s Book Store 

Means Fine Art 
165 King Street, Charleston 

Rawls Bros. 
1715 Gervais Street, Columbia 

Palmetto Office Supply, Inc. 
380 = N.E. Orangeburg 

Knight Brothers, In 
107 North’ Main Street, Sumter 

TENNESSEE 
Gilman Paint Store 

8th at Pine, Chattanooga 
Spurling Printing & Office Supply Co. 

3752 Ringgold Road, Chattanooga 
Cooper Office Equipment Co. 

403 South Roan Street, Johnson City 
Copeland Office Equipment Co. 

107 West Center Street, Kingsport 
Knox County Book Co. 

711 Gay Street, S.W. Knoxville 
S. B. Newman & Co. 

617 South Gay Street, Knoxville 
Memphis = Print and Supply Co. 

119 Madison Avenue, Memphis 
Griffin Supply Co. 

155 Fourth Avenue, North Nashville 
TEXAS 

1305 Elim Street, Dallas 
R. M. Metcalfe Co. 

210 North Campbell Street, El Paso 
Johnston Art Supply 

1407 Main Street, Houston 
San Jacinto ate Print Co. 

1215 Fannin Street, Houston 
Alamo Art & Blue Print Co., Inc. 

506 North Presa Street, San Antonio 

UTAH 
Ogden Blue Print & Supply Co. 

2465 Kiesel Avenue, Ogden 
Salt Lake Blue Print & Supply Co. 

245 South State Street, Salt Lake City 
VIRGINIA 

Cooper-Trent Blueprint & Microfilm Corp. 
2701 Wilson Boulevard, Arlington 

Hill’s Art Supplies 
708 North Glebe Road, Arlington 

Sampson Paint & Color Co., Inc. 
57 Piedmont Street, Bristol 

Falls Church Stationers 
126 N. Washington Street, Falls Church 

J. P. Bell Co. 
816 Main Street, Lynchburg 

WASHINGTON 
Shields Book & ae 

411 West Lewis, Pasco 
Lowman & Hanford 

1515 Second Avenue, Seattle 
Sadier’s Art Supplies 

1407 Fifth Avenue, Seattle 
Seattle Art & Photo Supply Co. 

359 Roy Street, Seattle 
John W. Graham Co. 

707 West Sprague Avenue, Spokane 
Spokane Art Supply 

West 1025 First Avenue, Spokane 

WISCONSIN 
The Wisconsin Blue Print Co. 

17 West Dayton Street, Madison 
Artist & Display Supply Co. 

813 W. Wisconsin Avenue, Milwaukee 
Palette Shop 

762 N. Milwaukee Street, Milwaukee 
The H. H. West Company 

628 North Water Street, Milwaukee 

Anderson 

The Rush Co. 

EAGLE Ariimapasle€é 

in matching STICKS and PENCILS 
EAGLE PENCIL COMPANY * NEW YORK * LONDON + TORONTO «+ MEXICO « SYDNEY * BOGOTA 



CHARLES W. NORTH STUDIOS 

CHARLES W. NORTH STUDIOS, INC. 

381 4" AVENUE, N.Y.C 

MU 6-5740 

activity 

(continued) 

manipulating them. It is less motivating 
to an American woman to show her a 
beautiful, smiling dream girl hanging 
over a box of Tide (Tide may never 
have done this) than to show her a pic- 
ture of herself stepping out (i.e., con- 
suming) in a beautifully laundered cot- 
ton dress which shows the pleasure of 
action. What can an antique pipe say 
about a whiskey as eloquent as the 
active, experiencing feel of “Live a little 
—you’re earned it!” (courtesy of Old 
Forester). 

Repeatedly, qualitative workers in 
advertising research stumble across this 
point. Gasoline customers, says Dr. Wil 
liam Henry, couldn’t care less about 
long or short molecules: they want to 
go places. Bread buyers, according to 
Dr. Dichter, don’t want to be filled up 
with vitamins in some un-sensible way; 
they want, instead, to have the active 
feeling of the good smells they found 
in Grandma’s kitchen. Buying a salad 
dressing because it’s wholesome, because 
it goes on salad, because it will blend 
the flavors of ingredients, because it’s 
for salad:—none of these good reasons 
can suggest why women prefer Kraft’s 
French Dressing over By-Di-Byes’ Vege 
table Unguent. In tracking down the 
reasons, it’s inevitable that the motiva- 
tional research worker stumbles across 
the pleasures of consumption associated 
with Kraft, and that haven’t been 
tapped by the 1g exotic herbs of By-Di- 
Byes. 
The advertising man has learned, 

sometimes by bitter experience, that the 
interviewee’s agreeable “It’s pretty” says 
very little about the ad’s impact. In all 
too many ad tests, the interviewee hangs 
over the ad out of friendliness for the 
interviewer (sincere working girl that 
she is), tries to think of nice things to 
say about the ad, and consciously or 
unconsciously, works very hard indeed 
to remember something else good she’s 
known or heard of that brand. It would 
not be particularly damaging to ad test 
ing research groups to consider the judg 
ment “It’s a pretty ad” as a definitely 
negative response unless there is un 
equ.vocal evidence of immediate, irre. 
versible phantasies of desire or iden- 
tification. The incidents of lost positives 
would just about balance out the errors 
of misled judgment. 
What “goes” here is relevant to our 

discussion: a pretty ad is most effective 
if it is studied thoughtfully, if the prod- 
uct it presents is dreamt over and 
mulled in some phantasied pleasure of 
possession. “A pretty ad” may easily be 
static, like a landscape or a portrait. 
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LaDriere has the organization 
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and the experience 

A Direction / The Magazine of Creative Advertising / May 1957 

“<8 

Discriminating Automobile account Art Directors choose 

LaDriere year after year for quality and dependable service. 

This large, experienced staff guarantees the quality and 

service that has made LaDriere headquarters for quality 

automobile art for over 29 years. LaDriere Studios, Inc., 

1700 Cadillac Tower, Detroit 26, Michigan. 
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FASHION 

PHOTOGRAPHY 
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When you want outstanding fashion pho- 
tography, you need skilled photographers 
with creative ideas to serve you. United 
Press Studios, one of the fastest growing 
organizations in the East, offers both the 
quality and service to meet your demands. 

Regardless of your requirements, you'll 
find it pays to check first with U.P.S. Other 
national advertisers have already discov- 
ered this. Call Rita Hackett or Tom Rametta 
for an estimate. 

U NITED 

PRESS 

STUDIOS 

> 

461 EIGHTH AVE., NEW YORK 1 

PEnnsy.vania 6-8500 

> 

For: BB D&O 

sales presentations 

charts « slides 

booklets + brochures 

package design 

a complete design and production service 
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SMaAOS 

2 WEST 46th STREET «+ CIRCLE 6-9169 

activity 

(continued) 

Movement and a sense of participation 
don’t strike us primarily as pretty. Un- 
doubtedly, too, the sheer volume of 
present-day advertising plays a part, in- 
creasing the odds against impact unless 
the viewer or reader is unequivocally 
drawn into the material. 

Ads, then, need to be designed with 
this knowledge in the forefront of atten- 
tion. Ads which subsume (as many do, 
let’s face it!) that the consumer can be 
drawn into admiring silence and voyeur- 
ism:—these ads are often wrong. The 
consumer (man, woman, or child) can 
more easily be attracted by the active 
process of consumption, and the pleas- 
ures and rewards which ensue at that 
time. A well-stocked bulging refrigerator 
has less appeal than one hand reaching 
for a beer can or an apple on the second 
shelf. An outstanding instant coffee ad 
some years ago showed the crumbs of 
an already-eaten piece of pie and a half- 
finished cup of coffee. People drooled 
over that. 

There is a problem behind the adver- 
tising man here, of course. The manu- 
facturer (whose energy has literally 
gone into finding and producing prod- 
uct excellence) is often more like the 
composite European mentioned above— 
he appreciates his product even in non- 
use, just coming off the assembly line 
or out of the pressure cooker. He is 
convinced (quite rightly, it may be) that 
anyone who really knew what goes into 
his product, who really understood the 
excellences of its achievement, would be 
similarly impressed . . . At the other 
end is the uninitiated, voraciously con- 
suming public: and between them ad- 
vertising and creative men have to form 
a bridge of understanding and mutual 
respect. It is understandable that one 
or the other sometimes balks, refuses to 
go along with the other’s arguments 
and evaluation of the product. 

In a study of money some years ago, 
we were impressed by the number of 
people who see money as purchasing 
power, in a very active way. Money 
didn’t spell security or strength to them 
—it was a ticket to be cashed in at the 
threshold of innumerable “theaters”, a 
license to wade into the pleasures of 
consuming. In many ways, our experi- 
ence in testing products and advertise- 
ments agrees with Dr. Hentschel. The 
mass American mostly wants to con- 
sume: he cares less for contemplating 
his possessions, and is inclined to con- 
ceal it when he is otherw:se. In adver- 
lisements as in other areas, Americans 
are outstanding in their preference for 
action and the demonstration of action. 

* 



Effective advertising 

is the product of creativeness, 

craftsmanship, and 

coordination of the best efforts 

of many individuals 

COMART ASSOCIATES, INC., & East 52nd Street, New York 22, New York 

Serving clients who are leaders in their respective fields...clients who demand the 

best in copy, design, art, production...and at Comart have found it. PLaza 3-4130 
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4415—HIGGINS 
AMERICAN 
INDIA INK 
Waterproof 

Black 
The International 

Standard of 
Excellence. For 
general use. 

| ss HIGG 

4425—HIGGINS 
AMERICAN 
INDIA INK 

Non- Waterproof 
Black (Soluble) 
For fine line work 

and washes. 
Removable from 

plastic film by water. 

NS INK CO, INC. BaooK.yy. new your 

4435—HIGGINS 
ACETATE INK 
Waterproof 

Black 
For use on 

plastic film and 
water-repellent 

drafting surfaces. 

4445—HIGGINS 
SUPER BLACK 
Waterproof 
Drawing Ink 

An extra dense ink 
for art work with 
brush and pen. 

dealer for 4435 and 4445. 

Made in the 

same tradition, 

they furnish 

a complete 

answer 

to modern 

graphic 

needs. 

JOHN JOYCE STUDIO INC. 

PLaza 8-1815 480 Lexington Ave, New York I 

Illustration Fashion Still life rs Food 

Agency/Paris & Peart 
Account/Excelsior Frozen Meat 
Art Director/John Grubell 



LINE DRAWING/interpretive/distinctive 
AGENTS FOR: 

THOMAS HART BENTON 

WALLACE BASSFORD 

ARNOLD BLANCH 

HOWARD BAER 

AARON BOHROD 

POLLY BOLIAN 

COLLEEN BROWNING 

BERNARDA BRYSON 

JIM CARAWAY 

EDWARD CHAVEZ 

ADOLF DEHN 

OSCAR DE MEJO 

| MARION GREENWOOD 

: JOHN GROTH 

ROBERT WM. HINDS 

JOSEPH HIRSCH 

PETER HURD 

EZRA JACK KEATS 

DORIS LEE 

ROBERT J. LEE 

RICHARD LINDNER 

merci mserm sd ESTELLE MAAND DEL az ca 

TOM O'SULLIVAN AGENTS FOR ‘CREATIVE ARTIST 

RICHARD M. POWERS 46 EAST 80 STREET, NEW YORK 21 +» REGENT 7-504 
PRESTOPINO : 

RUTH RAY 

ANTON REFREGIER 

UMBERTO ROMANO 

MARTHA SAWYERS 

ARTHUR SHILSTONE , 

DON SIBLEY 

DANIEL SCHWARTZ 

-SUZANNE SUBA 

LAWRENCE BEALL SMITH 

| 

Please lelephone or write to 
Request Cross-Section 
Sample Book Showing Work 
of All Our Artists for Editorial, 
Book and Advertising Illustrations 
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4445—HIGGINS 
SUPER BLACK 
Waterproof 
Drawing Ink 

An extra dense ink 
for art work with 
brush and pen. 

Yeu have used 4415 
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JOHN JOYCE STUDIO INC. 

PLaza 8-1815 480 Lexington Avé., New York 1 

Illustration Fashion Still life rs Food 

Agency/Paris & Peart 
Account/Excelsior Frozen Meat 
Art Director/John Grubell 
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homage to... 

olumbia 

Columbia 

Columbia 

Columbia 

the brave and the free 

American and European graphic artists and type designers 

have hailed the introduction of Amsterdam Continental's 

new Columbia series, calling it— 

BRAVE... because it dares to remind us 

of the classic virtues of grace and readability 

FREE... because the widely-adaptable design 

is flowing, well-balanced, reads easily . . . 

is free of irritating quirks, 

while maintaining a strong, distinctive character. 

Available in hand-set type and Intertype matrices. 

AMSTERDAM CONTINENTAL 

TYPES AND GRAPHIC EQUIPMENT, INC. 

268 Fourth Ave., New York 10, N. Y. ¢ SPring 7-4980 

PHOTOSTATS 

AMERICAN 

BLUEPRINT CO 
7 EAST 47" ST Plaza 1-2240 

299 MADISON AVE MU 7-196] 

630 FIFTH AVE. CO 5-0990 
60 EAST 56™ ST. Plaza 1-2240 
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bulletin 

new color combination 

visualizer, improved decal 

adhesives, available ; 

faster color processing 

technique for newspaper 

is tested 

NEW COLOR CHARTS: To eliminate the 
guessing game in multi-color lithogra- 
phy the Lithographic Technical Foun- 
dation has developed a color chart 
showing 1760 colors produced by com- 
binations of varying strengths of four 
colors and produced with the inks, 
papers, and plant conditions that will 
be part of the actual job. This new, 
important and highly practical tool is 
primarily for use by industry craftsmen. 
But buyers can use it to advantage 
when working with the plant that pro- 
duced it, and will be reassured to know 
another step has been taken to stand- 
ardize color printing procedures so as 
to make the results more predictable. 

A simple chart has long been needed 
that is made with printing inks and that 
shows screened tints. Such a chart can 
aid in estimating what color values will 
be produced on the press sheet by dif- 
ferent halftone values on film or on the 
press plates. 

A good color chart must be compact, 
and easy to make as well as simple. 
It should have enough color combina- 
tions and values to minimize guessing 
in comparing the copy with the chart. 
At the same time, it should not have 
so many values that it takes too long to 
locate a given color. The colors shown 
on the chart should be organized so 
that the various hues are grouped. Fi- 
nally, all this information should be on 
one sheet. 

The LTF Color Chart meets all the 
important requirements for a good color 
chart, as well as providing a means for 



DESIGNERS 3 ART FOR ADVERTISING 115 WEST 45th STREET, NEW YORK 36, N. Y. 
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efficiency 

is experience... 

It’s the know how — 

like the efficiency based 

on experience at Lee 

Salsbery Studios — that 

produces the finest results. 

At Lee Salsbery Studios, 

skilled photographers, 

working in spacious 

quarters with superb 

equipment, guarantee an 

end product second to none. 

LEE SALSBERY STUDIOS 
937 F St.,N.W.« Washington, D.C. 

Phone 
ST. 3-1377 
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For Custom Color Reproduction . . . use 

REPRO-DY
E opin: 

‘« REPRO-DUPE 

color 
transparencies 

KURSHAN AND LANG'S IMPROVED PROCESSES THAT 

TAKE THE GAMBLE OUT OF COLOR REPRODUCTION 

REPRO-DYE 
A fine color print process using the DYE 
TRANSFER method of reproduction. These 
are the highest grade of color prints yet 
available with assured accuracy of match- 
ing your original art or color transparency. 

REPRO-DUPE 
Duplicate transparencies of extremely high 
quality with no loss of color or contrast 
and which match your original art or 
transparency as closely as is possible. 
The necessary retouching to maintain an 
accurate match with the original is in- 
cluded in the price. 

abbasselonemem Cotete, 

COLOR FILM PROCESSING 
COLOR PRINTS 
DYE TRANSFER 
TYPE C 
PRINTON 
FLEXICHROME 

Write today for your 
FREE Color Data 
Handbook ! 

> 

5 

DUPLICATE 
TRANSPARENCIES 
SLIDES — FILMSTRIPS 
COPYING ART WORK 
COLOR ASSEMBLIES 

ektachrome retouching 
DUPLICATES, ASSEMBLIES 

mildred medina 
8 EAST 48 STREET ¢ MURRAY HILL 8-0270 

production bulletin 

(Continued) 

standardizing -color printing. It shows 
1,760 different color combinations made 
with two, three and four colors. The 
different hues are grouped so that it is 
easy to find a color patch to match 
the copy. It is compact and can be run 
on one sheet. Much time and expense 
are saved by the lithographer being able 
to get standardized platemaking nega- 
tives or positives. 
The most important feature of the 

LTF Color Chart is that it has to be 
printed in the lithographic plant that 
will use it. 

A color chart has meaning only when 
it is produced under conditions that 
are known to the individual lithogra- 
pher and which are under his control. 
Charts that are printed in one plant 
and then sold for use in another plant 
can be misleading. The reason for this 
is simply that you can duplicate the 
colors shown on a chart only when you 
can also duplicate the conditions under 
which the chart was printed; and, these 
conditions usually vary widely from one 
plant to the next. 
The conditions in any one plant are 

also changeable. For this reason, it is 
wise to reprint the color chart periodi- 
cally. By making density measurements 
of the same known areas on the differ- 
ent runs of the chart, you can main- 
tain a continuous check on the plant’s 
operation. 

Since the chart can be run on one 
sheet, it is practical to run it with most 
of the different inks and papers that 
are used in your plant. If a new set of 
inks or different paper is used, or any 
one of a number of changes is intro- 
duced that affect color, the chart can 
be easily re-run. 
The chart is designed primarily for 

a 22”x29” sheet. However, all the im- 
portant information can be run or a 
1714”"x22l4” sheet for those plants not 
having larger presses. 

Although the major use of the chart 
will be by lithographers doing four-color 
process work, its usefulness is by no 
means confined to this type of work. 
Basically, the LTF Color Chart pro- 
vides for an orderly arrangement of 
combinations of any two, three, and 
four colors. 

Charts can be prepared using other 
combinations of process ink colors. 
Label printers, for example, would 
probably print their charts with dark 
blue instead of black as the fourth 
color. In fact, charts can be prepared 
that will combine any four colors of 
ink, process or non-process, on a given 



Visual impact is the 

result of the marriage 

of type and design... 

the typographer today 

is only an interpreter 

of the art director's 

esthetic values in the 

field of graphic arts. 

Beautiful art must be 

conceived and nurtured, 

worked and reworked. In 

order to achieve similar 

results with typography 

the same loving care 

must be taken. We can 

not rush a masterpiece. 

DAWSON YPOGRAPHIC SERVICE INC. OX 
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Pitt Studios 

offers 

a new addition 

in the Clark Building 
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to satisfy 

Pittsburgh’s 

growing demand 

for creative 

advertising art 

«e.. the same kind 

now being supplied 

by big brothers at 

4029 Bigelow Boulevard 

in Pittsburgh 

and in 

the Keith Building 

in Cleveland 
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(Continued) 

paper. Such charts can be of great help 
in fake color work or when pre- 
separated art is used as it is so exten- 
sively in the production of greeting 
cards. 

The LTF Color Chart is one of the 
most versatile ever available. It can be 
of use to just about everyone associated 
with color printing. 

Salesmen can use it with their cus- 
tomers. The customer can specify the 
color in a specific color patch and 
everyone using the same chart will know 
exactly what is required. 

Estimators can use it to determine 
the number of printings a job will re- 
quire. It will also show the effect of 
using different inks or papers so that 
the most economical way of producing 
the job can be determined. 
The camera department can use the 

chart to set up masking procedures for 
a given type of job and for estimating 
correct dot sizes for key areas in the 
separations. 

These varied uses of the LTF Color 
Chart are discussed in a book, by Jack 
W. White, currently being issued by the 
Lithographic Technical Foundation. 
Sets of negatives and positives are avail- 
able from LTF at $150 per set to mem- 
bers, $300 per set to non-members. The 
chart is the end result of LTF research 
by Frank M. Preucil, Bruce Tory and 
Edward Brody. 

MURRAY HILL BOLD: A heavier weight 
companion to the recently introduced 
Murray Hill, Murray Hill Bold retains 
the loose, casual appearance of informal 
letter style. Size range is 14 to 72 points. 
Face was designed by Emil J. Klumpp. 
Specimens from American Type Found- 
ers, 200 Elmora Ave., Elizabeth, New 
Jersey. 

NEW INTERTYPE SIZES: Specimen showings 
are available of 11 point News Gothic 
with Bold and 11 point Imperial with 
Bold. Intertype Corp., 360 Furman St., 
Brooklyn, N. Y. 

IMPROVED DECAL ADHESION: Type I Name- 
plate Decals adhere instantly and per- 
manently to any commercial surfaces 
including problem surfaces such as 
acrylics, polyethylene, unpainted metals, 
etc. Oversoaking in applying will not 
affect their adhesive qualities. Available 
in large quantity orders at present. 
Further data from The Meyercord Co., 
5323 W. Lake St., Chicago 44 Send 

(continued on page 132) 
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Yes, dress at 
up your presentations on 
Crescent matboard when you 
want clients to sit up and take 
notice. Crescent boards are 
yours for the matting in 69 colors 
and finishes — the favorites of 
art directors, display directors, 
designers, photographers, all! 

Write for free sample folders 
today. 

CHICAGO tre 
CARDBOARD CG. 5 QUALITY 

CARDBORROA §=1§240 N. Homan Ave. 
Chicago 51, Ilinois 
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FLUORESCENT 

3 OUT OF 4 THINK 

Advertisers and agencies all over the country know 
from experience that Sunbonded® DAY-GLO is the 
highest quality daylight fluorescent screen color you 
can buy! As a matter of fact, a nationwide survey 
shows that when users think of fluorescent color, 3 
out of 4 think first of DAY-GLO! And now it is priced 
lower than ever before...priced right for every 

on oR Riek. ar, 

FIRST OF DAY-GLO*®! 

So now there’s no reason to settle for market! 
imitations; no reason to settle for anything less 
than the best — genuine Sunbonded DAY-GLO! 

A new Switzer color guide makes it easy for you 
to specify Sunbonded DAY-GLO colors of your 
choice. For your free guide, write to Switzer Brothers, 
Iinc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 

SPECIFY GENUINE SUNBONDED DAY-GLO AND BE SURE! 



You're going places in your Sacony dresses! 
fim! your 10005 mover temnetind fretthens 

Ourofthieworld huaury, dowmto-carth cusy care 
etheots of 1005 | \ 

the ad & company prestige 

The Sacony ad and the Du Pont Nylon 
ad appeared in the Ladies’ Home Jour- 
nal during the past twelve months. Here 
are some of the analyses findings of 
readers’ responses from the Starch 
Reader Impression Studies. 

This was an instance in which inter- 
est in the product (nylon) and the 
prestige of the company (Du Pont) 
attracted more readers than the display 
itself. In fact, some respondents felt the 
major illustration might just as well 
have covered a mattress or rubber foam 
advertisement; they thought the smaller 
illustrations played a more functional 
role. Readers really wanted to know 
about nylon sheets and expected the ad 
to tell them everything. Good selling 
points for readers were the ease of laun- 
dering and the space-saving aspects of 
the sheets. Although not included in the 
copy, cost was a negative factor—readers 
either hoped the ad had included price 
information or concluded a nylon sheet 
would be too expensive. Speculation 
about how such a sheet would feel in- 
dicated that readers were not completely 
convinced by the copy that it would be 
soft. Their reservations about the nylon 
sheet stemmed from their conclusions 
about its lack of absorbency which made 
it either too “cold” or too “warm” for 

comfort. Some readers felt nylon would 
be best in the summer; others preferred 
it in the winter. One woman plucked 
the word “crisp” out of context and 
attributed a crisp feeling to the nylon 
sheet; another arrived at the term “slip- 
pery” to describe her notions about the 
nylon touch. Readers with the most 
favorable attitude toward the texture of 
nylon compared it with silk. This com- 
parison gave them the clearest image of 
the inviting luxury stressed in the copy. 

As for the Sacony ad readers were 
quite impressed with the illustration 
and the Ciella fabric which made pos- 
sible the wrinkle-free, quick-drying 
Sacony dress—a boon to ‘the traveling 
lady. They did not feel, however, that 
Sacony styling was on a par with its 
fabric. Young women regarded the 
styles as too mature-looking. Another 
objection to an otherwise effective ad- 
vertisement was the suggestion in the 
copy to call Western Union to find out 
where the dresses were sold. To act on 
such copy, a reader’s need for a prod- 
uct would have to be overwhelming. 
Most. women admit a certain amount of 
“laziness” and wish the advertiser would 
do the work. As readers of an advertise- 
ment they prefer the passive, you-tell- 
me role. * 
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NOTE ON FRONT PHOTOGRAPHY 
The cover photograph was made by Morton Goldsholl, Chicago Designer. 
He suspended a flashlight over his camera, pendulum fashion, and 
recorded the traveling image created by the light bulb when the lamp was 
set in motion. Each image was photographed separately by time exposure 
of 1 to 2 minutes and gelatin filters were placed over the lens to vary the 
colors as shown. The lens was stopped down to #/4.5for the yellow images 
and opened slightly for the blue and red. The designer's intention is to 
convey to the eye an exciting image created by geometry and motion, 
attempting to illustrate the words “SCIENCE + BEAUTY.” 

Typical Uses: 
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Wall charts Sales broadsides 

* F 

Children's books Flip charts 

> 

OF 

Catalogs 
Maps: roller mounted, 

folded and wall 

Manuals Hardbound book bindings 

Other Uses: Cookbooks 
Price sheets Posters 
Signs At -Totalalrer-im-lelelicer- lilo lar) 
Operation specification sheets Sales Presentations 

Tex-2 Lithographed in USA on Texoprint, 25 x 38—140¢ White, Plain Finish. 

tuiuTexoprint 

The incomparable plastic printing paper that brings 

new life and sparkle to color printing. 

Wil Ut ees 

Texoprint is a paper material impregnated and coated 

with plastic developed to produce excellent printing 

qualities with fast setting inks—for color process 

offset, line letterpress and silk screen. Texoprint's 

high quality and performance is the ultimate in 

plastic printing papers today. 

Texoprint opens a whole new field where durability 

can now be combined with finer reproduction quality 

at costs lower than cloth. For many items, Texoprint 

can replace cloth or add durability to other roughly 

handled printed items. For repeated folding or rolling, 

Texoprint will outlast ordinary paper many times. 

Texoprint adds snap and brilliance to printing and 

thus suggests many unusual end uses. It is important 

therefore that you make your own evaluations to 

determine if Texoprint meets your end use require- 

ments. We shall be happy to provide you with free 

samples for test purposes. Consult with your ink 

supplier for specific ink recommendations. 

Chaunteuiliis nine 

Matchless color reproduction 

Tear resistant, withstands rough handling 

No-fray edge 

Folds well in either direction; may be folded 
and refolded many times without flaking 

May be rolled and unrolled many times; 
resists curling, lays flat 

Cleans easily with a damp cloth 

Accepts adhesives 

Sewable 

Excellent dimensional stability 

High opacity 

Texoprint has a high degree of resistance 
to fresh and salt water, grease, oil 
and some chemicals. 

Try this test: Immerse Texoprint in oil or water. 

Notice how Texoprint shows little ill effect. 

Grade Information: 

Texoprint is now available in a range of colors and 
special finishes. 

Weight: Basis 25x38-80#, 1154, 140# 
Colors: Green, Blue, Canary, India, and White. 
Finishes: Plain, Box Calf, Levant and Linen. 

KIMBERLY CLARK CORPORATION 

For additional information or samples 
Write: Texoprint, Kimberly Clark Corporation —Neenah, Wisconsin. 



TALENT 

RECRUITING... 

it’s a major, profession- 

wide problem; here’s a five- 

step program to attract new 

talent to the ad art field. 

by Jay B. Peterson 

Author Jay B. Peterson is president of 
the Art Directors Club of Minneapolis 
and St. Paul and president of Kerker, 
Peterson, Hixon, Hayes, Inc. of Min- 
neapolis. 

There’s no doubt about it—we’re all 
aware of the increasing shortage of 
young blood coming into the adver- 
tising art field. 
We see it in the demands placed upon 

our time and efforts, in the declining 
number of art schools, in the growing 
difficulty encountered in hiring com- 
petent people. 

Today, as never before, the attraction 
of young creative talent exists as the 
most significant problem facing our pro- 
fession. But here we only observe the 
trend; to understand the problem we 
must be cognizant of the factors under- 
lying and surrounding the trend. 

In the beginning, art enjoyed, at best, 
a rather haphazard existence in advertis- 
ing. Since commercial art—particularly 
in its potentiality as a selling force—was 
rarely understood, little recognition was 
paid the artist. No concern was given 
the need for providing a growing supply 
of artists. 

But commercial art grew, as did appre- 
ciation of good design and layout in 
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A new proven approach 
to professional, large-size letter- 
ing or solid mass composition. 
STEEL BRUSH combines the 
flexibility of brush with the con- 
trol features of pen work to pro- 
vide faster fill-in . . . new textures 
... even ink flow with no splat- 
ter...no drip. Every job 

— completed with new ease... 
A iduall > , 

ben a a more speed! Write today or see 
plastic kit for lifetime protee- your art supplier! 
tion. 

NUMEROUS APPLICATIONS 
e Large poster e Auxiliary water 

lettering color brush 
e Opaque fill-ins e Palette knife 

Send six cents in stamps for 4 large e Poster color work for oils 
lettering instruction charts demon- e Store signs e Unusual textures, 1 
strating SPEEDBALL STEEL BRUSH uses. e Price tickets all media. | 
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Cc. HOWARD H U NT PEN CO., Camden 1, N. J. 
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Hand Lettered CLARENDON - with italic 
1065.7 1165.7 

Lettering ime 

Hand lettered outline 

Hand Lettered CLARENDON - with italic 
1065.8 1166.8 

design your 

Hand Lettered CLARENDON - with italic 
1965.10 166.10 

next heading 

A complete showing of this CLARENDON series, 

in one line specimens and sample heading 

arrangements, is displayed in the Lettering inc 

catalog (the catalog with the asterisk on the cover) 

CHICAGO -755 North Michigan Avenue 

INC DETROIT - 100 Delaware 

NEW YORK-|/9 West 57th Street 

=. antl Products of Duality Zeltered Headings PHILADELPHIA- 34 South !7th Street 

TORONTO - 220 Richmond Street West 
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(continued) 

advertisements. At first it might have 
been an adventurous agency or studio 
which produced an ad with a “different” 
kind of illustration—one we would call 
advanced in design. Consumers liked it 
and wanted more. Recognizing this new 
appreciation, advertising people were 
quick to fan it, and began producing 
more and more well designed ads. Now, 
consumers are beginning to demand 
quality work in the ads aimed in their 
direction. 

But the pinch is on. The industry 
has persisted in its apathy toward pro- 
ducing new artists. With creative art 
direction constantly increasing in im- 
portance, there are relatively fewer and 
fewer truly capable people qualified to 
receive the high salaries which that im- 
portance has warranted. We of the in- 
dustry have done next to nothing to 
help foster an adequate supply of such 
personnel. 

against art as a profession 

This is a result of pressure from other 
sources, for there has been a strong, 
persistent sentiment against art as a 
profession. For many people, the artist 
is still a huckster or a wild-eyed bo- 
hemian starving in a garret. Because art 
finds its expression through the use of 
one’s hands, many psuedo-intellectuals 
and educators have considered art below 
the level of true education. Those who 
honestly wish to enter art schools must 
face stiff opposition—both socially and 
educationally. Consequently, for many, 
art training has remained the domain 
of the maverick who is given busy-work 
to keep him out of trouble. And we 
have stood idly by and watched this 
noxious climate prevail. 

Since this atmosphere does prevail, 
despite consumers’ newly discovered 
appreciation of good art, many clients 
have put two and two together and 
arrived at five, often trying to dampen 
creativity in favor of technically perfect 
conventionality. It would be quite de- 
pressing, I’m sure, if we were to learn 
the number of people of true creative 
capacity who have been stifled by this 
attitude. Prospects of becoming a “hack” 
in the “bull-pen” have, no doubt, com- 
bined with the inherent opposition to 
be faced in going to an art school to 
discourage many promising young peo- 
ple from entering commercial art. 

The problem could have been solved 
long ago. The industry could have 
recognized the growing need for more 
creative talent and accepted a propor- 
tionate share in the responsibility of 
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The smooth, uniformly teceplive surface of Navajo Dext and Cove provides an ideal 

background for the finest letterpress and of fect. —aithful reproduction of sharp detail 

and hea vy solide... . peak performance on the press... and an outstanding printed sescell. 

Navajo y* 

and 

C over Mohawk pr: oS Ville 

VERMONT, A LITHOGRAPH BY ELLA FILLMORE LILLIE 



From pieces on Pisces, to the anatomy 

of a catalytic cracker, Kleb Studio is for 

all art—all ideas, copy too! For the 

agency, for promotion departments, for 

industry, for you. 

Call for a rep and samples. 

KLEB STUDIO 

3 West 46th St. New York 36 Circle 6-2847 

designed by R. Sutter, our type consultant 
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The PAASCHE V Airbrush is designed 
for artists, illustrators and photo retouch- 
ers. Double action finger lever controls air 
and color volume. icrometer adjuster 
provides quick setting from fine line to wide 
spray. Complete, $42.50. 
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The PAASCHE D 
HP compressor is 
efficient as well as 
economical. Delivers 
up to 30 pounds pres- 
sure. 110 V, 60 Cy. 
motor. $54.00. 

Se EO Se 

You’ll need a length of hose with cou- 
plings, PAASCHE number A4”-6’, and a 
AASCHE MT moisture trap. $6.94. 

PAASCHE easel-drawing boards can be 
used in either horizontal or vertical i- 
tion. A beginner’s airbrush instruction k 
accompanies every PAASCHE airbrush or 
send 50¢. Other books available are: “How 
to Paint with Air” by Knaus, $3.75; “The 
Airbrush Technique of Photo Retouching” 
by King and Slade, $9.50; ‘““The Complete 
Airbrush Book” by Maurello, $7.95. For 
complete information on these and other 
Paasche ly for artists request the 
Paasche Art Equipment Catalog from your 
nearest art supply dealer or write: 

PAASCHE Kirorush Company 
A DIVISION OF CLINE ELECTRIC MANUFACTURING CO. 
1909 W. DIVERSEY PARKWAY - CHICAGO 14 
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DESIGNED BY WILL BURTIN 

Craw Clarendons: Classic Creations with the 

modern touch, “Current and Choice” among craftsmen with type every- 

where. The two carefully balanced weights now available were designed 

for dynamic, modern typography. Never before was there a Clarendon 

family of such distinctive design and broad usefulness. This paragraph is 

set in Craw Clarendon Book. Your ATF Type Dealer stocks the Clarendons 

for prompt delivery. Just ask him for our specimen bro- 

chures, or write directly to the Type Division, American 

Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 

ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 



No more fixing! Magic Marker dries 

instantly ... absolutely cannot smudge. 

Bright, translucent colors. Waterproof. 

Indelible. Works on any surface—paper, 

wood, metal, plastic, glass, leather, 

overlays, gelatins. Highly recommended 

by ad agencies, studios, photo processors, 

schools, decorators, designers, display 

houses. Belongs on your taberet! 

WRITE FOR BULLETIN — 
“MAGIC MARKER IN ART!” Ti¢ at your art, 

. , stationery 9 colors: black, white, purple, green, or hobby store. 
blue, yellow, brown, red, orange. 

, Refills 39¢ 
West Coast slightly higher 

SPEEDRY PRODUCTS, INC. 
Dept. AD 1, Richmond Hill 18, New York Pat. No. 2713176 Foreign Patents Issued 

NEW COLOR............ 

ing greater JUDGEMENT on your part. 

They are all unique and serve a special 

requirement. Have you investigated the 

advantages of Flexichrome? We stand 

ready to serve you. 

WECO STUDIO - 14 EAST 39th ST. > MU S-1864 

talent 

(continued) 

producing new artists. On the other 
hand, art schools—which are much the 
closer to the roots of the situation— 
could have approached industry with it 
on a mature basis, rather than burying 
their heads in the sand in fear of being 
standardized or dictated to by outside 
commercial interests. 

But no one dared to take a step, and 
art schools which train the kind of 
people we need have gone unsung and 
unsupported. No concentrated effort 
has been made to find talent for them. 
Because agencies and studios have not 
moved in unison or singly to counter 
the condition, we are losing rather than 
gaining ground in the quest for more 
artists. And the pinch is on. Until we 
begin to promote our profession and 
accord it the prestige it deserves, until 
we deliberately begin to encourage 
young people into commercial art — 
recruit them, if you will—the pinch will 
continue and worsen. 

talent drought 
Assuming something effective is done 

immediately, it is estimated that we will 
not find relief from this talent drought 
for at least ten years. 

Disturbed by the situation, the Art 
Directors Club of Minneapolis and St. 
Paul, in conjunction with the Minne- 
apolis School of Art, has developed a 
possible solution which is currently 
being expedited by the education com- 
mittee. 

Designed to attack the problem on a 
bilevel basis—the individual school and 
the industry as a whole—the proposed 
solution is a program of five points. 

First step in the program is the estab- 
lishment of a system of scholarships and 
fellowships to be donated by cooper- 
ating agencies and studios. This system 
would provide industry with a direct 
method of materially aiding art stu- 
dents, and it would go far in encour- 
aging promising young people to enter 
commercial art. Fellowships would be 
offered as a direct incentive for top 
quality students, who already hold 
BFAs, to continue for MFAs. 

Second step would be the organiza- 
tion of a speaker clinic composed of 
volunteer practicing artists. Services of 
this clinic would be placed at the 
school’s disposal, and it would probably 
operate on three levels: general discus- 
sions on art as it relates to advertising 
and business; special lecture sessions on 
current phases of the curriculum; a 
work-shop experience in which the guest 
lecturer would pose a problem for mem- 



THERE’S ALWAYS AN 

ART DIRECTORS’ SHOW 

Art directors are as much in the limelight 

as movie stars. At least, their work is. 

They put on a show every day for mil- 

lions of people — via magazines, news- 

papers and TV. 

The measure of their success is, of 

course, sales. And that’s where SARRA 

contributes so much. Photographic illus- 

tration and television commercials by 

SARRA sell . . . and they always put on 

a good show, too! 

S
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Specialists in Visual Selling 

NEW YORK: 200 East 56th Street 

CHICAGO: 16 East Ontario Street 

TELEVISION COMMERCIALS ¢ PHOTOGRAPHIC ILLUSTRATION + MOTION PICTURES + SOUND SLIDE FILMS 
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aw The Push Pin Monthly 

Graphic, a newspaper 
for those interested 
in the graphic arts, 
invites subscriptions. 
It will contain essays 
and articles on art 
and experiments in 
design and illustra- : 
tion. The Monthly 
Graphic will be sup- : 
plemented periodi- 
cally by inserts of : 
unique visual interest. 
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Adams, Frank 
Addams, Charles 
Baker, George 
Barlow, Perry 
Barlow, Tony 
Boltinoff, Henry 
Caplan, Irwin 
Cavalli, Dick 
Darrow, Whitney 
Day, Chon 
Decker, Richard 
Dedini, Eldon 
Dowling, Dan 
Drucker; Boris 
Duffy, Ed 
Emett, Rowland 
Farris, Joe 
Goldberg, Herbert 
Goldberg, Rube 

Goldstein, Walter 
Hershfield, Leo 
Hoff, Syd 
Holman, Bill 
Hunt, Stan 
Irvin, Rea 
Johnson, Crockett 
Keller, Reamer 
Key, Ted 
Kraus, Bob 
Langdon, David 
Martin, C. E. (CEM) 
Mullin, Willard 
Nofziger, Ed 
O'Brian, Bill 
Owen, Frank 
Paplow, Bob 
Partch, Virgil 
Pascal, Dave 

Price, Garrett 
Price, George 
Quezada, Abel 
Rea, Gardner 
Reynolds, Larry 
Richter, Mischa 
Smith, (Claude) 
Smits, Ton 
Soglow, Otto 
Steig, William 
Stein, Ralph 
Syverson, Henry 
Taylor, Richard 
Thompson, Ben 
Tobey, Barney 
Tobin, Don 
Wiseman, Al 
Wiseman, Bernie 
Wolff, George 
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Circle 7-4251 

Cartoons And Humor For Advertising 

Kennedy Associates, Inc. 

141 East 44th Street, New York 17, N. Y. 

MUrray Hill 7-1320 



ENGRAVINGS ART & DESIGN 

LETTERPRESS 

SIGN OF DEPENDABILITY...AND QUALITY 

You can depend on Beck for outstanding printing and engraving. Leading 

advertisers, publishers and advertising agencies throughout 

the country have dealt with Beck with complete confidence for over half a century. 

The reputation they have helped us to build is one to be proudly 

treasured, and jealously guarded. You, too, can benefit from Beck’s years of experience 

and recognized skill. Yet you pay no premium for these plus factors. 

For COMPLETE printing and engraving satisfaction, regardless of the size of your 

order, trade at the sign of dependability . . . and quality. 

THE BECK ENGRAVING COMPANY, INC. 

Philadelphia 6, New York 17, Boston 16 
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your sketches? 

He will indeed, if you 

have created exciting 

layouts made with 

imported A.W.FABER- 

CASTELL pencils. 

For nearly two centuries 
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depending on smooth, 

graphite-rich Castell— 
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soft degrees, HB to 8B. 
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you and perfection? 

Get CASTELL—today. 
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Pencil Co., Inc. 
Newark 3, N. J. 
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(continued) 

bers of the class, then critique the class’ 
solution and compare it to the solution 
actually used. Each speaker, of course, 
would base his contribution upon his 
particular specialty. 

Third step would involve a plan for 
“on-the-job” training for students in 
agency art departments and _ studios. 
Since this phase necessarily represents 
a distinct imposition upon the _ indi- 
vidual firm, its success would depend 
directly upon industry cooperation and 
enthusiasm. One thing is clear: if this 
part of the plan is to be effective, it 
cannot be confined to “busy” or “hack” 
work but actually consist of pertinent 
activities under professional supervision. 
It would necessarily be administered by 
the school, which would be in the best 
position to coordinate the plan in terms 
of needs of students, current phases of 
curriculum and opportunities presented 
by firms. 

Fourth step in the plan would be an 
industry committee for counsel and 
advice on problems of curriculum and 
standards. This would be in the line of 
an attempt at keeping the school in 
touch with current needs and demands 
of commercial art, and it would prob- 
ably remain in a _ purely advisory 
capacity. 

This program is aimed at not only 
encouraging students to enter commer- 
cial art as a profession, but to provide 
for a long run increase in numbers and 
quality of such students as well. 
Composed of four Twin Cities art 

directors, the committee includes: Loren 
Herder, Knox-Reeves, Inc., counsel on 
curriculum; Ernie Turner, Campbell- 
Mithun, Inc., speakers’ clinic; Bob Con- 
nelly, B.B.D.O., Inc., on-the-job train- 
ing; Jay B. Peterson, Kerker Peterson 
Hixon Hayes, Inc., public relations. 
Scholarships and fellowships are under 
joint planning by the entire committee 
and Wilhelmus B. Bryan, director of 
the Minneapolis School of Art. The fifth 
step would take place once investiga- 
tion is seriously underway. Each of these 
men will form five-man subcommittees 
to continue study and later to supervise 
in each phase. ® 

Change of Address. Please send an address 
stencil impression from a recent issue. 
Address ee gee can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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by Harry and Marion Zelenko 

a morning 
dose 4 @ plus 

an evening 
dose 4 @ 

NICE BIRDS PVE KNOWN... 

or, a bird on the nage 

is worth two in the bush 

... provides 
24-hour relief 

of allergy 
symptoms 

1) In the inimitable Snyder style the cock crows on 
the drawing for a Ciba self mailer. 

going... 

4 " " 3) Uaciting color photos of sloe eyed macaw by 2) Reese Brandt’s real gone birds for Art Director Herb Lubalin. Leonard L. Cohen enhances “Guluges Meliiee” 

alhum cover of Columbia Records. 

Birds offer grand opportunities for cap- 
turing nature’s original design in two 
dimensional illustration. Most birds are 
wonderfully designed, so are the exam- 
ples shown here, although the designer 
birds who designed these birds have 
taken some liberties with nature, they've 
put a charm, freshness and individuality 
into their drawings. 

he Wheooo's and What's of T 

4) TV eyed owl designed by Carl 
Fischer and drawn by Ed Kap- 
lan for N.B.C. 

5) Egg crate and rough pencil chicken by Tom Courtos 
for Charm Magazine. 

6) Trade mark designed by Harry and Marion Ze- 
lenko for antibiotic Polycycline. 
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about cutting illustration board 

When cutting smaller sizes from 
larger sizes always make certain 
that the grain runs long. This in turn makes certain that 
the board is more rigid and stays flat longer. For this 
reason, never cut a 30" x 40" into two 20" x 30's. 
This tip to help you get the best results comes from the 
makers of the best boards... 

BAINBRIDGE fee 

The line most in demand by professi Is and teurs alike... 

ILLUSTRATION BOARDS @ DRAWING BRISTOLS @ MOUNTING BOARDS 
SHOW CARD BOARDS @ MAT BOARDS 

At all art suppliers in most popular sizes 

CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. 

There is no need for using 
clumsy and dangerous 
make-shift cutting devices 
when X-acto “change-a- 
blade” Artists’ Knives do 
the job better, faster, safer. 
Use an X-acto for stencils, 
friskets, silk screen, re- 
touching, mats, etching, 
scratchboard. Knives from 
30¢. See your art supply 
dealer. 

FREE! Latest Illustrated BUYING 
GUIDE for X-acto Artists’ Knives, Tools, 
Art and Craft Sets. 

Agency: McCann-Erickson, Inc. 
Art Director: Daniel Keefe 

Account: Talon, Inc. X-ACTO, INC. @ 49-97 Van Dam Street 
Long Island City 1, N. Y. 

PAUL WING STUDIO 
480 Lexington Ave., New York PL 3-9095 



The man in the picture is Dave Lind, art 
director, McCann-Erickson, Cleveland, 
Ohio. The headline we lifted right out of 
a letter he took the trouble to write us 
because he was so pleased with what DAI 
had been able to do for him. Actually, he 
said more, and we can’t resist quoting 
further; “I have such strong feelings 
about the gratifying results I’ve had in 
working with the members of your organ- 
ization that I feel compelled to write and 
say thanks. I don’t see how an art director 
(especially one located away from New 
York) can afford not to make use of your 
wonderful services.” 

What services does he mean? 
Well, Mr. Lind called DAI in New York 
on a Thursday in January. He wanted to 
look at the work of some very specifically 
qualified “name” illustrators for a full 
color, full page, national campaign. The 
next morning he was looking at the work 
of twenty top-flight illustrators, all of 
whom were right for his approved layouts 

price, technique, time, and subject-matter- 
wise. Many of them were assigned jobs. 

How is this possible? Simple, 
really, for DAI to do because we are the 
only clearing house of art and photogra- 
phy in the country. A unique file, contain- 
ing 30,000 sample proofs of the work of 
6000 artists and photographers, dry- 
mounted on keysort cards to insure accu- 
racy and speed in getting them to inter- 
ested art buyers. A national showcase 
where alert art directors like Dave Lind 
can shop. 

DIRECTOR'S 

ART 

INSTITUTE 
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In other words . . . DAI brings the 
entire art-photography marketplace to 
your desk pinpointed to the areas of your 
immediate interest. You get quick, com- 
plete, visible—and effortless—coverage of 
whatever style, subject and price range of 
art or photography you need at the mo- 
ment... with names, correct addresses, 
exact prices, and current availability. 

Why not try DAI on your next 
job? Why not be sure you have con- 
sidered all the possible talent you could 
use, instead of settling for the few. That 
way you get the right artist or photog- 
rapher and you know he is right because 
you will have chosen from the whole 
field of commercial art. 

For complete information about 
the Institute, its many membership 
services such as seminars, research re- 
ports, publications, employment service, 
and other advantages, please call or write 
the Institute. 
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JOBS UNLIMITED 

places more Art and Copy Personnel than any other agency’” 

jobs untimited / odverisng personnel specialists 16 eost SOth st., n.y.c p! 3-4123 

astest 

COPY-FITTER EVER! 
That’s what thousands say 

about the famous 
Haberule Visual Copy-Caster! 

Artists, ad men, printers, editors, 
students swear by it. Never 

At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 

HABERULE 
BOX AD-245 + WILTON + CONN. 

obsolete. Money back guarantee. 

sent free ...on request. 

QUALITY 
ART MATERIALS 
TS 

25 WEST 45 STREET 
NEW YORK 36.N ¥ 
CIRCLE 85-6600 

file but 

don’t forget 

SAYS F. H. ROBERTS, AD OF SHELL OIL CO.’s 

PUBLIC RELATIONS DEP’T. 

We are all familiar with how much time 
and hard work go into the creation of a 
piece of art work. There are the long 
hours at the drawing board .. . late 
nights with full ashtrays and cold coffee 

. missed dinners at home . . . seem- 
ingly endless discussions on the rough 
art work and comps . . . and finally the 
careful selection of an artist . . . check- 
ing the final cut and getting approvals. 

Then, when the job is finally printed 
there are other immediate problems to 
be handled and the art work that 
seemed so important just a short time 
ago is suddenly “dead.” 

But should it be allowed to die? Is it 
given to someone to “file in the stock 
room”? Is it piled on a shelf somewhere 
and forgotten, perhaps discovered later 
—by accident—badly damaged? Is part 
of it loaned to another department for 
some job and never seen again? 

If so, you’re in for trouble. Chances 
are, you'll be able to use the art work— 
or part of it—for some later job. If it’s 
gone, you'll have to do it over—a need- 
less waste of time and money. If you 
“know it’s in there somewhere”, you'll 
lose a lot of time just searching for it; 
you'll probably find it damaged, too. 

The answer is a good filing system for 
art work—one that enables you to store 
used work in some safe place, and get 
hold of it the moment it’s needed. Here’s 
how we handle the problem at Shell: 

In the stockroom, we have a section 
set aside for the sole use of the art de- 
partment. Here, we have specially con- 
structed wooden bins for filing our used 
art work. They are of different sizes to 
conserve space and are labeled according 
to the category of art work they hold. 

To locate specific art work, we keep 
a book in our office. It is divided into 
sections, covering every phase of our art 
work—motion pictures, Carol Lane pro- 
gram, refinery booklets, safety, etc. As 
each new job is started, it is given a 
job number and entered in the book 
under the appropriate section. This 
same job number is put on all type 
proofs, requisitions, photographs, and 
the back of every piece of art work pre- 
pared for the job. All art work is 
mounted and masked for protection. 

(Continued on page 63) 
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“Frere Jacques 

he, 
Bright as can 

An increasing number of satisfied ad managers, 

production managers, account executives, artists, and 

art directors are walking around with smiles on their faces 

and our little BOLD “song in their hearts!” 

The reason being that BOLD strikes a pleasant note daylight fluorescent colors. They screen more smoothly, 
with every kind of P-O-P, 24-sheet and display job... reduce cracking when overprinted and minimize paste 
on quality as well as economy of production. It’s really action in 24-sheet showings. Why not join the satisfied 
not surprising because BOLD Daylight Fluorescent chorus of BOLD “specifyers” on your next “bright” 
Screen Process Colors are the crowning achievement of idea. . . we need a good first tenor! (On special day- 
Lawter’s 16 years experience in the manufacture of light fluorescent color applications, contact Dept. SDF.) 

Consult your silk screen printer for 
belpful P-O-P suggestions 

® 

BOLD... cll yporbishtittad 

LAWTER CHEMICALS, INC., 3550 W. Touhy Avenue, Chicago 45, Illinois 

Newark, New Jersey « San Leandro, California 



Muni Lieblein 

UPCOMING ARTIST 

The signature “Muni”, which you may have seen recently on 
illustrations in promotions or ads for Parke Davis, Pfizer, Columbia 

Records, among others, belongs to Muni Lieblein. Muni is not a 
newcomer to the art field. He’s been free-lance designing for many years. 

But in the past two years he’s been doing more and more decorutive 
illustration in which he combines heavily opaque textures and lines 

over washes. Magazine illustrations and covers and title drawings 
for TV (NBC) have also used his work during the past year. Book 

publishers using Muni illustrations include Alfred A. Knopf, 
Bantam Books, Dell Publication, and Grosset & Dunlap. Muni’s work 

has been shown at the Museum of Modern Art and has won AIGA 
and DMAA awards. Abstract and experimental photography are his 

hobby and some of his pictures are in the permanent collection at the 
Brooklyn Museum and have been shown here and abroad. e 







SLUT 

n.c. Sanford associates 

= 

—— 

= B 

aed 

— 

— 

i 4 

art 

LEXINGTON AVE.N.Y.C 

MURRAY HILL 62068 RY. 3) 

filing art 

(Continued from page 58) 

Unmounted photographs are kept in an 
envelope containing a sheet of heavy 
cardboard. A large envelope (also with 
the job number) is used to keep all the 
art work together until the job is com- 
pleted. It is then filed—by job number— 
in the special bins in the stockroom. 

Before filing, we get a proof of the 
illustration — a photostat will do — and 
paste it on the back of a file card. This 
card has written on it the job number, 
job name, date job was completed, cate- 
gory of art work and the number of 
envelope in which the art is kept. The 
card also ':as a series of ruled lines on 
which are written the names of persons 
borrowing the art, what it is to be used 
for, the date borrowed, and the date 
returned. When the art is borrowed, a 
colored clip is attached to the card; it 
is removed when the art work is re- 
turned. 
We use a second set of cards to iden- 

tify and locate art work by subject mat- 
ter. All art dealing with service stations, 
oil rigs, or travel, for example, is filed 
under this particular subject, not the 
job name. Thus, if we need to locate 
old art work on oil rigs, we flip through 
all the cards on “oil rigs” rather than 
go through all the cards filed by job 
name, relying more or less on memory. 

Naturally, all art gets old and out- 
dated. It is a good idea to take inven- 
tory at least once a year. The depart- 
ment—or client—for whom the art work ie 
was prepared is consulted and the work 
is then re-filed or destroyed. If it is 
destroyed, a notation is made on the 
record card. 

To keep this filing system effective, 
it must be kept up to date. One person 
should be made responsible for the files; 
no art work should be removed without 
his knowledge, and all art work should 
be returned to him. 

Next time you’re working against a 
deadline and can’t locate a piece of art 
work that will solve your particular 
problem, remember the overtime, the 
cost of doing it over, the full ashtrays 
and cold coffee. A good filing system and 
someone to run it is what you need. 
NOW. 7 

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 Direction, Circulation office, 43 E. 49th 
St., NYC 17. 

offbeat 

any old beat 

Whatever your 

old picture problem 

Call Murray Hill 4-5054 

660 First Ave., New York 16, N. Y. 
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If a heavy black “coat” could cover every brush 

stroke in your art, while the whites are being dropped 

from a highlight halftone engraving—and if that pro- 

tective black “coat” could be tailored to optical ac- 

curacy—then highlight halftone printing plates would 

be perfect . . . puritanically perfect every time. 

The Fluorographic Process actually supplies that 

convenient black coat, but only during photography, 

when special optical equipment is being used at the 

engraver’s camera. At all other times, the art is 

just as natural looking and appealing as the lady 

of Coventry. 

The big advantage is the production of highlight 

halftone plates by optical means rather than by hand- 

masking or hand-opaquing. In that way, there is les: 

of that heavy, flat, mechanical feeling in the printed 

reproduction. All the crispness and texture and sparkle 

of the original art are maintained to the fullest capa- 

bility of modern science. 

Thus, fine reproduction is yours—consistently— 

simply by using Fluoro art materials, and working with 

a Fluoro-equipped engraver or offset platemaker. 

We'll be delighted to send you information on the 

simplicity of using Fluoro. Just tell us where you are. 

Printing Arts Research Laboratories Inc., La Arcada Building, Santa Barbara, California 
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ant DinecTiON 

Here are new officers 
of the new NSAD 

club in Spokane, Wash. From left: Keith 
Oka, president; Hal Bacon; Warren 
Gamble, seated, treasurer; Clarence H. 
Talbot, standing behind painting, is 
president of the Spokane Ad club which 
played host to the art directors at a 
special Artists’ Day meeting; Peggy 
Kromer, seated, secretary; and Don 
Nepean, vice president. The Art Direc- 
tors club held its Second Holiday Paint- 
ing Show as part of the Artists’ Day 
activities sponsored by the Ad club. 
Hal Bacon, past president of the Ad 
club, past chairman of the Artists Day 
committee, and Seattle’s associate edi- 
tor for Art Direction, was guest speaker. 

Artists Ed Tsutakawa, Eleanor Wol- 
ters, John Geraghty, Lloyd Carlson and 
Jack Rogers gave on-the-spot demon- 
strations of how to paint. 
The new club has 27 members, for- 

merly organized as the Spokane Com- 
mercial Artists. 

Spokane elects 

New York club 
appoints NSAD reps 

Two New York club members have been 
named their organization’s representa- 
tives to the National Society of Art 
Directors. They are Brad Thompson 
and Garrett P. Orr. Thompson, a for- 
mer winner of the Art Director of the 
Year award, is AD at Mademoiselle 
magazine. Orr, associate AD at Out- 
door Advertising, Inc., has been his 
club’s corresponding secretary to NSAD 
and a member of the executive board. 

Cincinnati awards 
two scholarships 

Betty Miller and David Phillips were 
awarded two cash award scholarships 
from the Art Directors club of Cincin- 
nati at the club’s April meeting. Miss 
Miller is a senior in the Applied Arts 
College, University of Cincinnati. Phil- 
lips, of Paintsville, Ky., is a fourth year 
student at the Cincinnati Art Academy. 
Sam Lipson, president of the Club, an- 
nounced that works of the scholarship 
winners and of the honorable mention 
winners were on display at the meeting. 
Guest speaker at the affair was Rudolph 
Czufin, vice president and AD of Gard- 
ner Advertising Agency, St. Louis. 
Czufin was the first president of the 
Art Directors Club of St. Louis. 

Portland show 
held in April 

Portland, Oregon's first annual Art Di- 
rectors Award exhibit was held April 
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15-19 at the Meier & Frank department 
store for exhibit to the public. Ed 
Mittelstadt, president of the club, an- 
nounced the show was the forerunner 
of future annual affairs for Portland 
and the northwest. Awards were made 
in 15 Classifications for advertising art 
produced in the Pacific northwest within 
the past two years. Show chairman 
Byron Ferris was assisted by his com- 
mittee advisors Jack Meyers, Bob Liv- 
ingston, Pat Shaylor, John Semple, 
Bob Huffman, Clive Davies and John 
Strejan. 

San Francisco club 
show May 25-June 16 

The Ninth Annual Exhibition of the 
San Francisco Art Directors Club will 
be held May 25-June 16 at the De 
Young Museum, Golden Gate Park, 
San Francisco. All final entries will be 
reproduced in the Western Advertising 
Art Annual. In addition to the usual 
certificates of merit awarded to all 
pieces selected for the show, and awards 
of excellence for pieces meriting that 
distinction in each classification, special 
prizes will also be presented. These in- 
clude the Foster and Kleiser medal for 
the best outdoor poster, the William 
Randolph Hearst Memorial award for 
the best newspaper ad, and the SAAD 
award, to be given for the best piece in 
the show. The SAAD award is decided 
by vote of the members of the Society 
of Artists and Art Directors. 

A special section and classification of 
the show, to be called Experimental Art 
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and Photography, is sponsored by the 
Artists Club of San Francisco. It was 
added to the show in order to stimulate 
new concepts and techniques having 
potential use in creative advertising art. 

Cleveland club 
holds fine art show 

The first fine arts exhibition was held 
by the Art Directors Club of Cleveland 
recently for a two-week period. On ex- 
hibit was non-commercial work in four 
classes: oil painting, watercolors, illus- 
tration—any medium, and photography. 
Purpose of the show was to give Cleve- 
landers an opportunity to see the fine 
arts work created by Cleveland's com- 
mercial art directors. Chairman Barron 
Hoffar was assisted by Herman New- 
hauser. 

Robert Robert West named 
NSAD secretary-treasurer West, vice 

president 
and executive art director at Sullivan, 
Stauffer, Colwell and Bayles, Inc., has 
been appointed secretary-treasurer of 
the National Society of Art Directors. 
He was initially appointed to fill the 
unexpired term of Cecil Baumgarten, 
who has moved to the Virgin Islands. 
West has now been appointed to the 
regular two-year term of the NSAD post. 
For the first time, an assistant secretary 
and an assistant treasurer have been 
appointed to help the secretary-treasurer 
in his duties, which have grown to such 
proportions that it was decided a three- 
man team was needed to adequately 
service the area of responsibility cov- 
ered by the secretary-treasurer’s office. 

Ed Wade, NSAD air force stamp 
chairman and art director at Parade 
Publications, has been appointed assist- 
ant secretary. His duties will be centered 
around new clubs which may qualify 
for membership in NSAD. Hoyt Howard, 
secretary-treasurer of Hoyt Howard, 
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Inc., consulting AD firm, has been ap- 
pointed assistant treasurer. His duties 
will lie in the province of the treasurer's 
office. 
NSAD officers will be voted upon at 

the annual meeting to be held May 28. 
The slate: James G. Sherman, Chicago, 
president. Clark L. Robinson, Cleve- 
land, first vice president. Marlowe Har- 
tung, Seattle, second vice president. The 
10th annual NSAD award, honoring the 
Art Director of the Year, will be an- 
nounced at the annual meeting. 

Nashville club A recent joint 
hears Albert Dorne dinner meeting 

held by the Art 
Directors Club of Nashville and the 
Nashville Advertising Federation was 
addressed by Albert Dorne, noted illus- 
trator and president of Famous Artists 
Schools. Here he demonstrates tech- 
niques to Sherma Pentecost, left, and 
Florence Sterna, past winners of the 
Nashville’s club’s Famous Artists Schools 
scholarship. Dorne, introduced by ADC 
president Harold West, showed a color 
film on how he paints a picture, and 
commented on current trends in visual 
communication. 

The Nashville club, member of the 
newly created Nashville Arts Council, 
will participate in the first annual Nash- 
ville Arts Festival to be sponsored in 
mid-May. The art directors are respor- 
sible for the design and production of 
the festival program. The club will hold 
the 1957 exhibition in conjunction with 
the festival. Harold West serves as gen- 
eral chairman of the art directors’ work 
during the festival and as liaison with 
the council. 

Minneapolis-St. Paul Members of 
club hears Ludekens the Art Direc- 

tors Club of 
Minneapolis-St. Paul and of the Minne- 
apolis Society of Art and Art Directors 
held a joint meeting recently to hear 
speaker Fred Ludekens, vice president 
and executive AD at Foote, Cone & 
Belding. With Ludekens (left) are Wes 
Marquette (center), SAAD president 
and second vice president of the Min- 
neapolis-St. Paul ADC; and George 
Rumsey (right), member of SAAD and 
ADC 

Third annual exhibition of the ADC 
and SAAD opened at the Minneapolis 
Institute of Art May 14 and will be on 
view to the public until May 31. Jury 
members included Warren Anderson, 
Earl C. Gross, Andy Armstrong and Don 
Stringer of Chicago; Charles Finesilver 
and Art Cooper of New York; and 
George Straub of St. Louis. Show pieces 
were entered in six art divisions: news- 
paper, magazine, trade periodical, book- 
let-direct mail, poster, and television. 
A number of civic groups will be invited 
to attend specially conducted tours 
while the exhibition is in progress. 

Milwaukee club show 
set for June 10-30 

Milwaukee AD club is sending an- 
nouncements of and invitations to par- 
ticipate in the club’s Fourth Annual 
Art Directors Show, to be held June 
10-30 at the Milwaukee Art Institute. 
Club meetings recently have featured 

Albert Kner of Container Corp., at the 
May 14 meeting, and Major Walter 
Buntrock at the April g meeting. The 
club recently toured the silk screen 
plant of Frank Mayer and Associates 
and were shown latest advances in silk 
screen printing. 

The club’s First Annual Forum on 
Careers in Advertising Art, held at the 
Milwaukee Art Institute, attracted over 
200 high school students and their par- 
ents who listened to five club members 
discuss ad design, layout, illustration, 
and the artists’s place in advertising. 
Samples were shown and refreshments 



were served. The club’s publicity pro- 
gram for this event covered daily news- 
papers, school papers, and radio disc 
jockey programs. Speakers included Wil- 
bur Johnson, of Baker, Johnson & Dick- 
inson Advertising; Frank Bercker of 
Bercker Art Studios; Ray Dennis of 
E. F. Schmidt Litho; and Ralph Cavan 
of Slater-Rost Art Studios. Robert Slater 
of Slater-Rost acted as moderator. Direc- 
tors of the program were Norman Morey 
of Barnes Advertising and Alfred Peli- 
kan, director of art in the Milwaukee 
public schools and a club member. 

Milwaukee art directors mourn the 
death of George W. Lewis, 42, a charter 
member of the club, who died recently 
after a lengthy illness. He had been 
prominent in advertising and had won 
top merit awards in the last three AD 
shows. Before establishing his own stu- 
dio several years ago, he had been on 
the art staff of Klau-Van Pietersom- 
Dunlap, Inc., Milprint, Inc., and had 
served as art director for the old G. Wil- 
lard Meyer agency. 

chapter clips 

Atlanta: President Timothy Galfas re- 
ports increase in attendance at recent 
meetings . . . Entry date for the club 
exhibit is June 1. 

Baltimore: Recent meeting was addressed 
by William T. Snaith, partner and 
president of Raymond Loewy Associates, 
New York . . . He spoke on Industrial 
Design, Its Scope and Area of New Ac- 
tivity .. . Program chairman was Harry 
Zepp, AD at VanSant, Dugdale & Co. 

Chicago: The Art Directors Club of Chi- 
cago and the Society of Typographic 
Arts held a special dinner meeting to 
hear Saul Bass, west coast AD and de- 
signer . . . Leonard Rubinstein was pro- 
gram coordinator . Dr. Burleigh 
Gardner, president of Social Research, 
addressed a recent luncheon meeting 
held by the club. His subject was Art— 
Its Meaning in Advertising. 

New York: June 15 is the date for the 
club’s Children’s Exhibit . . . Subject is 
Picnic . . . Club sends personal invita- 
tions to the children . . . The library 
has been reopened as an exhibition 
gallery . . . Recent exhibitors included 
Andrew Nelsen, King Rich, Everett 
Sahrbeck . . . There will be a showing 
of the work of Irving Trabich, begin- 
ning May 20, in the club lounge... 
Arrangements for the shows were made 
by House Chairman Jack Skidmore .. . 
Art Hawkins, who won the club letter- 
head competition, has held numerous 
offices in the club, was charter secretary- 
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treasurer of NSAD and is presently serv- 
ing on the Advisory Council . . . Ed 
Diehl and Henry Russell won honorable 
mentions in the contest... 
New members of the New York club: 

Robert M. Smith, nonresident, of O’ 
Fallon, lll., and AD for the U. S. Air 
Force Publications, St. Louis . . . John 
Graham, tv and radio promotion AD 
for NBC . . . Ernest Schwabe, AD for 
the W. T. Grant Co. . . . Joseph Eiser, 
AD at Lennen & Newell . . . Thomas 
Ruzicka, AD for the New Jersey Tele- 
phone Co. . . . Herbert Lubalin, execu- 
tive AD with Sudler & Hennessey . . . 
Harold Sosnow, AD with Lewin, Wil- 
liams and Saylor in Newark . . . Michael 
Wollman, AD with Lennen and Newell 
. . . William Golden, AD for CBS TV 
. . . Irwin Goldberg, AD for Ben Sack- 
heim . . . Louis Silverstein, AD for the 
New York Times promotion dept. 

Philadelphia: Ralph Livengood, account 
executive for Lippincott and Margulies 
addressed recent meeting . . . He subbed 
for John McDevitt, of the same firm, 
who couldn’t make it . . . Livengood’s 
subject: Motivation in Design . . . Walt 
Reinsel secures speakers for club meet- 
ings . . . Chuck Allen escorted students 
from the Charles Morris Price School 
through the recent club show, which was 
extended until April 26... Lew Roberts 
arranged an evening for art students 
and instructors at the show . . . Willi 
Allen acted as panel moderator during 
discussion part of the evening . . . Club 
reports membership now totals 212... 
Hard work that comes after the show, 
taking down of exhibits, done by Dave 
Nazionale. 

San Francisco: Club show this year marks 
the first time the club alone will be 
responsible for the show . . . Formerly 
the annual exhibitions have been spon- 
sored in cooperation with SAAD. 

Seattle: April was exhibit-and-annual- 
awards-luncheon month . . . The show 
was the Eighth Annual, and was held 
April 15-20 in the auditorium of the 
Bon Marché . . . Al Parker was guest 
speaker at the awards luncheon April 
16. The luncheon was also a joint meet- 
ing of the AD club and the Ad club. 

Washington: Recent meeting was addressed 
by Aaron Burns, director of design and 
typography at the Composing Room, 
Inc., New York . . . He’s also a free 
lance designer and consultant, instructor 
in advanced and experimental typo- 
graphic design at Pratt, member of 
AIGA, and chairman of the Experi- 
mental Workshop Committee of the 
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Type Directors Club . . . Club’s Eighth 
Annual Art Directors Show at the Cor- 
coran Gallery was held April 18-May 3 

- Roy Teller was in charge of the 
hanging committee . . . Trends in Visual 
Communication was the subject of the 
April 29 meeting . . . George Lohr and 
Joe Montgomery are the new corre- 
sponding representatives to the NSAD, 
replacing Jack MacLeod and _ Jack 
Hirose. 

New England agency William R. 
appoints W. R. Morrison Morrison, 

member of 
the New York Art Directors Club, has 
been appointed vice president and crea- 
tive director of Cooney & Connor, Inc., 
Worcester, Mass. Most recently he had 
been with the G. F. Sweet Co. of Hart- 
ford, Conn. and previous to that, he 
was assistant AD for J. Walter Thomp- 
son, New York, and creative director 
for Anderson & Cairns, New York. 

New fast film available 

The fastest photographic film in the 
world, designed for press, commercial 
and industrial photographers, is now in 
use. It is Kodak Royal-X Pan, a panchro- 
matic Type B (high green, low red) and 
is four times faster than Kodak Royal 
Pan. The high speed film makes shooting 
possible under lighting conditions for- 
merly unsuited to photography—night 
sports, factory interiors, etc. without spe- 
cial lighting and with short exposures for 
action shots. 

Ideal spectral quality 
in new transparency viewer 

New Kodak DeLuxe Transparency Illu- 
minator Model 2 is said to provide light 
that more nearly approximates ideal $pec- 
tral quality for transparency viewing 
than previous illuminators. It is suited 
to critical work, as required by profes- 
sional photographers, printers and plate- 
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makers and advertisers. Handles minia- 
tures up to 8 x 10s. 

‘The very ‘Fashionable’ wine 
glass of fashion’ = glass, bowl of which 

uses advertiser's 
product—mink—on model, and stem of 
which is formed by type selling mink 
jacket. Theme of richness suitable for 
subject is enforced by high style color 
photograph and design of page. Cam- 
paign for co-operating advertisers, Muta- 
tion Mink Breeders Assn. and Ritter 
Bros., is using “interesting, abstract 
shapes . . . (which) may refer to what 
is going on in the photograph.” Agency: 
Albert Woodley & Co. AD: William H. 
Didul. Photographer: Virginia Thoren. 
Typography: Adset Typo. Copy: Geor- 
gette Compton. Model: Betsy Pickering. 

Babies in demand 

Beautiful babies for magazine covers 
and ad illustrations are hard to find, as 
demand for them has doubled in the past 
few years, according to study by Doris 
Pinney. 
One of the countries leading baby 

photographers, Mrs. Pinney notes that it 
takes a lot of searching to find new 
models and “if we're lucky, a bby 
model will be good for six months.” 

The model agencies, Mrs. Pinney re- 
ports, cannot keep up with the demand. 

Characteristics of a good photogenic 
baby are a well-formed head, straight 
back, blue eyes, blond hair. Mrs. Pinney 
also prefers girls to boys. Baby models 
are paid $10.00 to $15.00 an hour with 
schedule arranged to suit the baby’s dis- 
position—usually posing after napping 
and feeding. 

Joint Ethics Committee— 
how to make contact 

If you have a problem for the Ethics 
Committee, put it in writing and mail 
to Joint Ethics Committee, P.O. Box 179 
Grand Central Station, New York 17, 
New York. Do not write or telephone 
individual committee members. 

Type high photos Use of three pho- 
ease design tos, type high, and 

2 colors, as well as 
uneven breaking points for color and 
art, not only make for interesting (and 
legible) design, but are necessary to 
campaign, and turn this ad design into 
one integrated piece of copy, art and 
campaign theme. First photo represents 
independent insurance agent, second 
and third photos represent top profes- 
sionals—doctor and lawyer. Campaign’s 
aim is to lift insurance agent into top 
professional level in public thinking. 
These ads are used by United States 
Fidelity & Guaranty in both popular 
and trade publications, as well as in 
mailings. Agency: VanSant & Dugdale, 
Baltimore. AD: Frank H. McElhaney. 
Artwork and photography: Mel Rich- 
man Studios, Philadelphia. Copywriter: 
Sy Levin. 

AN 

INDEPENDENT 

INSURANCE 

AGENT 

New TV techniques 
keep media fresh 

If you've been watching TV commer- 
cials and shows recently perhaps you've 
noticed some new visual techniques— 
new at least to TV. March’s AD 
noted Mobilux, the new live animation 
technique conceived by John Hoppe. 
Coca-Cola recently used silhouette pho- 
tographic effects combined with anima- 

tion. Nabisco TV spots and RCA Victor 
commercials have been using paper 
sculpture. A cyclorama rig makes it 
possible to get several different views 
of an object with one camera shot. 
Limbo photography makes it possible 
for objects to appear suspended in space 
against a solid black background. Other 
recent developments include new lens 
distortion effects and increased use of 
abstract art in motion. 

Salaries—ADs vs copywriters; 
well, what d’ya know! 

Surprised? ADs salaries equal or exceed 
those of their counterpart copywriters. 
Or did you know it all the time? Or 
don’t you believe it? Data is based on 
study by Ira W. Rubel in a survey of 
“What Ad Agency Jobs Pay” in a recent 
issue of Printers’ Ink. 
Among other things, the survey gave 

data on low, average and high salaries 
for copy chiefs, senior and junior copy- 
writers, executive ADs and ADs in 
agencies in each of six billing brackets. 

In four brackets executive ADs out- 
earn copy chiefs average salaries. In 
a fifth there is only a difference of $50 
annually. In all but one category ADs 
outearn both senior and junior copy- 
writers. 

The top salaried copywriters in the 
biggest agencies seem to outdraw top 
executive ADs. 

For instance: In the $1—5 million 
billing bracket, copy chiefs average $12,- 
023, executive ADs $12,326. Senior copy- 
writers average $8964, ADs $9632. Top 
copywriter salaries in big agencies is 
$40,000 vs $32,500 for executive ADs. 
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Sig + illustration Problem here was 
integration to emphasize that 

the advertiser’s 
name was that of a print dye works, 
not fashion house. But users of product 
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—dress manufacturers, for instance—are 
tied in. Solution was to use small space 
for dress illustration, highlight fabric 
printer’s name and the whole unusual 
design of color illustration, advertiser's 
sig and type, neatly integrated, with 
illustration shooting through letter O 
of Cranston. Design, heading in red or 
blue (“do you look at the fine print?”’) 
and first line of copy remains same for 
all campaign pieces. Agency: Daniel & 
Charles. AD: Irving Margulies. Pho- 
tographer: William Ward. Model: Mary 
Beth Hanley. Copywriter: Mary Harri- 
son. 

This “rebel in a union 
suit” was designed by 
Krupnick & Associates, 

St. Louis, for client Southern Comfort’s 
ad for Playboy magazine. Stopper photo 
plus stopper head catches the book’s 
reader, and once caught, he is supposed 
to follow the sugar-coated copyblock 
down through to the end—which fea- 
tures a free copy of party and recipe 
ideas, an extra aimed, as photo, copy 
(and product) straight at Playboy’s 
young bachelor readers. AD: Bob 
Ruther. Creative Director: Ray Arm- 
bruster. Photography: Shigeta-Wright 
Associates, Chicago. 

Offbeat ad 
to fit medium 

McNamara show draws over 800 

More than 800 ad folk jammed the 
McNamara Brothers Studio in Detroit 
to view an “Executives Exhibit.” The 
large crowd was drawn by a display 
aimed at helping agency and client 
executives understand creative art prob- 
lems. Original art, educational displays 
dealing with art and production prob- 
lems, plus about 2000 cocktails gave 
auto executives both a better feeling 
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and understanding of the role of art 
in advertising. Three teaser mailings 
plus an informative letter helped draw 
the record crowd. 
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Old South romance Double use is 
plus modern theme made here of 

illustration —art- 
work and photo—and of mood of ad— 
romantic Old South and those associa- 
tions, and modern man and his contem- 
porary associations—note use of modern 
furniture. Also note the photograph 
with extension into headline. AD Bob 
Ruther used steamboat painting by New 
York illustrator James Bingham for re- 
tention of previous recognition value 
used by product. But he used a soft, 
dreamlike photo adaptation to heighten 
contrast between that and the clean 
modern lines of male model, his clothes, 
and his furniture. Creative Director: 
Ray Armbruster. Copy: Joanne Gravely. 
Photographer: Studio Associates of New 
York, Fred Baker. Agency: Krupnick & 
Associates, St. Louis. 

Studio takes ad in daily paper 

Lee Salsbery Studios of Washington, 
D. C. took a full page ad in The 
Evening Star to welcome the photogra- 
phers attending the national conven- 
tion to Washington. This may be the 
first time a photo studio has taken such 
a large ad in the daily press. 
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Crowell-Collier employes 
ask jury trial 

Following the New York State Supreme 
Court’s denial of the Crowell-Collier 
Employes Committee’s motion for the 
appointment of a receiver to handle 
$3.9 million from the sale of C-C’s 
printing plant, the empioyes committee 
filed a note of issue which asks that the 
case be placed on the jury calendar. 
The jury trial will be scheduled pre- 
sumably when both parties report ready 
to go to trial at the time the jury cal- 
endar is called. 

FPG survey notes 
foreign scenes increase 

A recent survey by Free Lance Photog- 
raphers Guild notes that ektachromes 
of foreign scenes used in advertising 
moved up from 16th place in 1949 to 
seventh place in 1956. FPG takes this 
to mean an increasing interest in the 
international scene. The survey lists, 
in order of total times used, domestic 
scenes, babies, animals, pretty girls, 
children, sports pictures, and foreign 
scenes. 

William A. Smith 
wins AWS $1000 prize 

The Watercolor of the Year award, 
which carries with it $1000 and the 
Gold Medal of Honor, has been awarded 
to William A. Smith, Bucks County, Pa., 
well-known commercial illustrator whose 
work also frequently appears editorially 
in the Saturday Evening Post. He is 
president of the American Watercolor 
Society, sponsor of the award which 
serves as first prize in its annual exhibi- 
tion. The society’s Silver Medal, second 
prize in the exhibit which was on view 
April g-21 at the National Academy 
Galleries, New York, went to William 
Thon. Judges included AWS members 
Walter Biggs, New York; Herb Olsen, 
Westport, Conn.; and Harry Leith-Ross, 
New Hope, Pa. 
The show, including the prize win- 

ners and enough other show pieces to 
make up a 50-painting exhibit, is now 
on tour, with the first stop scheduled at 
the Frye Fine Arts Museum in Seattle, 
Wash. 

Westport artists 
elect Bernard Burroughs 

Bernard E. Burroughs, a commercial 
illustrator, has been elected president of 
the Westport (Conn.) Artists Associa- 
tion. Euclid Shook is outgoing vice presi- 
dent, and Ray Doney, Darien, Conn., 
new vice president. 
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Ad recall rise 
noted in packaging 

Trends evidenced at the annual con- 
vention of the Folding Paper Box Asso- 
ciation in Chicago included an increased 
use of packaging designed to recall 
product advertising to consumer. Gustav 
L. Nordstrom, executive director of the 
association, commented on this, perhaps 
the strongest trend noticed at the con- 
vention which included a folding car- 
ton exhibition and a “100 best pack- 
ages” listing. Nordstrom said this year’s 
winners showed that manufacturers are 
increasing the use of packaging which 
can extend the value of their advertis- 
ing. Many of the top awards, he noted, 
went to packages designed to aid ad 
recall at the point of purchase. This 
trend, he said, followed the supermar- 
keting practices of hardware, variety and 
drug stores. 

Other trends in packaging noted by 
Nordstrom: Multi-colored cartons fea- 
ture photographs of contents. Number 
of nonfood items, such as toys, soft 
goods and hardware, are showing in- 
creasing attention to good packaging. 
The growing importance of packaging 
was indicated, Nordstrom pointed out, 
by the increase of folding cartons sub- 
mitted in the competition this year, 
compared to the first contest in 1946. 
In '46 200 entries were submitted. This 
year the number totaled 9123. 

Laymen’s committee 
to award editorial cartoon 

The First Editorial Cartoon Award, 
sponsored by the Laymen’s National 
Committee, Inc., an all-faiths organiza- 
tion, will be announced June 1. Ervine 
Metzl, president of the Society of Illus- 
trators, is chairman of the judges com- 
mittee. The sponsoring organization 
promotes religious educational activi- 
ties. Theme of the cartoon is to be Sun- 
day School—Source of Spiritual Strength. 

New color film 
10 times faster 

Super Anscochrome, a new color film by 
Ansco, Binghamton, N. Y., is reported 
by its manufacturers to be 10 times 
faster than traditional color films. The 
new film is reported to be so color 
sensitive that it can be used to make 
color snapshots by light of an ordinary 
40-watt fluorescent tube or by daylight 
coming through a window. Its official 
exposure index is 100 with normal 
processing. This speed may be doubled 
to 200 by increasing the developing 
time. Basic exposure for Super Ansco- 
chrome is 1/500 second at f6.3, con- 
trasted to 1/50 second at f6.3 for con- 

70 

ventional type color film. The new 
product will at first be supplied only in 
daylight type, first in 120 size rolls and 
later in 20 exposure 25mm magazines. 

GLENHAVEN 

Poster technique A departure from 
for fashion ad the usual high fash- 

ion elegance in this 
color page for Glenhaven Suits. AD 
Norbert Haber designed the page with 
headlines in black and red—the large 
“you” backgrounding model Dovima is 
in red. Frank Bartuska and Milton 
Crown did the lettering for large type. 
Photographer: Bill Ward. Copy: An- 
drew Weiss. Agency: Webb Associates. 
This page is one of five in new cam- 
paign, all ads to use same design, only 
differing feature to be suited model. 

School of Industrial Arts 
to get new home 

New York’s School of Industrial Art, 
the city’s only specialized high school 
for professional art education, hopes to 
be in a new building by September 
1959. The school will be located at 57th 
Street & end Avenue, on the outskirts of 
the ad agency area. Curricula of the 
school covers advertising arts, display 
and theater arts, architecture, fashion, 
photography and sculpture and students 
have a choice of a straight professional 
course or a college entrance course. 

A large number of representatives of 
the advertising, art and graphic arts 
groups in the city have cooperated with 
the Board of Education and school offi- 
cials to make the new school a reality 
and to make its curricula in line with 
professional requirements. 

AD’‘s dilemma 
exposed by Franc 

The predicament in which art directors 
and commercial artists operate as a mat- 
ter of course is explored by Spencer 
W. Franc, vice president and art direc- 
tor, Klau-Van Pietersom-Dunlap, Mil- 
waukee, writing in a recent issue of The 
Torch, a Milwaukee publication. Franc 
bemoans the facts of a commercial art- 
ist’s existence: the fine artist “delineates 
his preference in his subject, his tech- 
nique, his esthetics, primarily to satisfy 
himself and his need for expression. 
Our ‘commercial artist’ illustrator, de- 
signer, packaging expert and photog- 
raper (a strange breed of artist that 
paints with light, chemicals and $25,000 
worth of equipment) etc., must please 
you ... ‘the buyer.’ If he doesn’t please 
you, he can’t eat and pay taxes. As 
a purely personal note, he can’t do both, 
just one or the other.” 

Franc goes on to extoll the commer- 
cial artist’s contributions to modern so- 
ciety—clothes, houses, furniture, books 
and type, etc., all were designed by 
artists. This is the answer he gave to 
a friend in quest of knowledge, to 
wit: What the hell good is an artist? 

Franc’s advice to AEs: Cooperate fully 
with your artist. Give him the problem, 
not the answer. Give him all informa- 
tion, agree on estimate first, try to be 
inspirational, give him reasons for crit- 
ticism. Franc neatly notes the impor- 
tance of the artist’s educational and pro- 
fessional background, necessary to com- 
petently judge art’s value, commercially 
and otherwise. But Franc’s gloomy con- 
clusion is that, all the foregoing not- 
withstanding, it is the commercial art- 
ist’s fate to continue in frustration, 
working to please vacillating clients 
who .. . etc. 

Terrytoons enlarge 
New Rochelle plant 

CBS Television Film Sales’ Terrytoons 
division is completing $300,000 worth 
of modernization at its New Rochelle, 
N. Y. plant. William M. Weiss, vice 
president and general manager of the 
animation studio, reports the three-story 
building has been altered to allow for 
expanding creative staff and for the 
addition of new sound and camera 
equipment. Most recent staff additions 
include David Tendlar, formerly of 
Famous Studios; Eli Bauer, of Ray Patin 
Productions, Los Angeles; Tod Dock- 
stader of UPA Burbank; Ray Favata of 
Academy Productions; and Jules Feiffer, 
from Transfilm. 



“The Creative Process” 
at U. of Michigan 

‘Theme of the 1957 Advertising Confer- 
ence at the University of Michigan, to 
be held at the Ann Arbor campus May 
16, is “The Creative Process.” The one- 
day symposium is sponsored by the de- 
partments of art and joyrnalism and by 
the school of business administration. 
James D. Scott is chairman of the 

conference. Robert Frost, Pulitzer Prize 
winner for poetry, will be luncheon 
speaker. The list of symposium speakers 
will include: George Samerjan, artist- 
designer-consultant and instructor in 
creative art and design at New York 
University. Robert E. Anderson, vice 
president of Batten, Barton, Durstine & 
Osborn, Detroit. Lewis F. Owen, asso- 
ciate creative director of McCann-Erick- 
son, New York. Walter Weir, executive 
vice president, Donohue & Coe, New 
York. Dr. Ralph W. Gerard, professor 
of neurophysiology at the University of 
Michigan’s Mental Health Research 
Institute. Jerome S. Bruner, professor 
of psychology at the Laboratory of 
Social Relations, Harvard University. 

Some thought-provoking 
enquiries about Aalborg Akvavit 

This practically all-type 
page for Akvavit uses 
varying faces, borders, il- 

lustrations, to lead reader through ex- 
planations (in humorous vein) of new 
and foreign product. This ad was re- 
ported successful as an ice-breaker and 
more type pages were planned for 
client Aalborg Akvavit by agency Bri- 
sacher, Wheeler division of Cunningham 
& Walsh, San Francisco. AD and type 
director: Calvin B. Anderson. Howard 
Gossage created ad and copy. Photog- 
rapher: Leon Kuzmanoff. Johnck & 
Seeger set type. 

Mostly type 
for Akvavit 
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Chicago Direct Mail Day 

The annual Chicago Direct Mail Day 
held April 3 at the Morrison hotel fea- 
tured a discussion of the campaign to 
launch Ford’s new car, the Edsel. Eldon 
Fox, advertising manager of Edsel, was 
keynote speaker. Charles S$. Downs, vice 
president and director of advertising 
and public relations for Abbott Labora- 
tories, acted as panel moderator for a 
group of direct mail experts who dis- 
cussed “The Edsel Problem.” The panel- 
ists included, for art and design, Stu 
Thomson of Grant-Jacoby Studios and 
Frank Rasmussen of Magill Weinsheim- 
er Co. Other speakers, aside from the 
group of panelists, included Wesley I. 
Nunn, advertising manager of Standard 
Oil of Indiana; Robert Palmer, adver- 
tising director of Kemper Insurance 
Group; Arthur E. Thode, advertising 
Manager of Construction Machinery 
Division; and W. Van Atta, managing 
director of Sears Book Clubs. 

AIGA magazine clinic 
to note unpublished ideas 

The May 22 meeting of the American 
Institute of Graphic Arts magazine 
clinic will be devoted to the “rich source 
of unpublished ideas” represented by 
drawings, photographs, layouts done on 
assignment but which remain unpub- 
lished. The magazine clinic will be held 
at 7:30 p.m., at the Willkie Memorial 
Building of Freedom House, 20 W. 40 
St. Admission is $1 for AIGA members, 
$1.50 for nonmembers. Reservations, 
which must be made in advance, may 
be placed by calling MU 3-3568. 
The clinic will include an exh‘bition 

of artwork done for specific magazine 
articles, advertisements, etc. Credit and 
other pertinent information will be 
included. 

Typography classes 
for ADs 

Informal workshop classes for art direc- 
tors are offered on Saturday mornings 
by Graphic Arts Typographers, 304 E. 
54 St. Classes begin at 10:15 a.m. and 
last until 1:15 p.m. A coffee hour semi- 
nar follows, at which ADs may compare 
notes on the day’s lesson and workshop 
experience. ADs will set type, learn the 
California Job Case, the composing 
stick, justify composition, set letter 
spaced lines optically and mechanically, 
and generally increase their familiarity 
with the composing room and the ma- 
chine composition departments. 

Reservations for the classes may be 
made by calling Dan Haberman at 
Graphic Arts Typography, MU 8-1222. 
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St. Louis ADs 
election results 

Josef J. Dettling, AD at Gardner Adver- 
tising Co. for 22 years, has been elected 
president of the Art Directors Club of 
St. Louis. Other officers named are Rob- 
ert S. Robison, first vp; H. Davis Clymer, 
second vp; Carl Klinghammer, secretary; 
Larry Weaver, treasurer; and executive 
board members Rose Bowen, Al Quin- 
lan, publicity director, and Milton Mild. 

First package design 
research seminar planned 

The first package design research semi- 
nar will be held at the Hotel Plaza, 
New York, May 21 and 22. Sponsoring 
firm of Lippincott and Margulies, in- 
dustrial design and package planning 
organization, in announcing the con- 
ference, noted that although there had 
been previous conferences on packaging, 
on design, on advertising research, there 
had been no effort to explore methods 
of research into package design specifi- 
cally. J. Gordon Lippincott, partner in 
the sponsoring company, said he felt 
that the personality of client company 
as expressed by packaging, effects of 
packaging on the buying public, sales 
potential of packaging, all are the 
proper study of package design special- 
ists. However, most research has dealt 
with testing results after the fact, and 
what is needed, he said, is a body of 
research information which will help 
designers in planning saleswise packag- 
ing. 

His own firm, he said, prefers to pre- 
sent three good designs from which the 
one to be used finally will be chosen 
after controlled testing. Principal job 
of the package designer is to emphasize 
the basic appeal of product, to make 
it more potent, Lippincott pointed out. 
He said packaging’s job today is to 
compete successfully in the modern 
marketplace — supermarket merchandis- 
ing which offers a superabundance of 
competing brands among which con- 
sumer must choose. Aim of the research 
design conference, therefore, is to even- 
tually provide package designers with 
research results which will prove help- 
ful in their specific problems. 

The May seminar will bring together 
leading marketing personnel and uni- 
versity psychologists, all specialists in 
consumer research. It has been planned 
so that merchandisers who doubt the 
validity of psychological research and 
academicians who “doubt the wisdom 
of certain advertising processes” may 
exchange views and resolve differences, 
Lippincott said. 

(continued on page 185 ) 



TUDOR GOTHIC why and how Life magazine is developing a 

Charles Tudor 

When Life installed a Protype machine. 
just a pencil’s throw from AD Charles 
Tudor’s board a few weeks ago it 
marked a milestone in the development 
of Tudor Gothic. Now available to Life 
in eighteen Roman and four Italic sizes 
on the Monotype at the Donnelley 
plant, the Protype now makes more 
weights, proportions, (and sizes) readily 
and economically available, and issues 
in an era of wider use for the new face. 

Just what is Tudor Gothic? In a sense 
it is News Gothic weighted. Why, with 
all the faces available, did Charlie 
Tudor (after whom the face is named) 
feel the need to develop a new face? 

In his own words, here’s why: “After 
all, the picture and heavily illustrated 
magazine is relatively new, as graphic 
arts history goes . . . about 25 years old. 
All the available types were primarily 
designed to work with other types rather 
than with pictures. Traditionally type’s 
job has been to fight the white paper, 
now its got to fight illustration areas, 
compete with illustrations for attention 
yet not pull away from the illustration 
either. Most type styles we'd like to use 
have either too much or too little color.” 

Life, from the beginning, has used 
Alternate Gothic #51 widely for story 
heads, on the contents page, as bold 
caption lead-ins. The cover logo is based 
on the Alternate Face. It was chosen, 
because of all the types considered, it 
seemed to have the weight that would 
hold up under the impact of the pic- 
tures and had a good character count. 

After working with the face for a 
while it was found, despite these virtues, 
to be fairly ordinary and was not very 
readable in smaller sizes. 

The function of the Gothic in Life 
is also to serve as a format face. It helps 
establish the magazine’s identity and 

personality and keep it distinctive. 
Though other types are used for change 
of pace as article heads, the basic edi- 
torial display face is the gothic. Its 
consistent use helps establish an edi- 
torial flow to guide the reader through 
the ads. The gothic face also has a news 
feeling to it as well good display size 
readability. It was preferred to other 
sans serif faces, such as Futura for 
example, because the latter was con- 
sidered too much of a drafting board 
letter, too visually static for a dynamic 
news publication. 
What has Tudor Gothic got that 

Alternate #51 or other gothics lack? 
It is the aim of the developers of the 
face to give it better readability in small 
sizes and to retain the charm and grace 
of the News Gothics but gain weight 
and color. 
The Tudor Gothic won't replace 

Alternate #51 completely, at least not 
right away. It will be used along with 
Alternate and the modified Alternate 
cover logo will remain unchanged. The 
logo, incidentally, was hand-drawn by 
Tobias Moss. 

Where will the Tudor Gothic be 
used? In display heads, in picture cap- 
tions, on the contents page. Caption 
run-ins which had been using Mono’s 
Gothic 66 in 7 point size are using a 
Mono version of Tudor Gothic in 
8 points. The new face, incidentally, 
is large on the body, and, if properly 
leaded, is readable in text blocks. 
Tudor Gothic was a gleam in Charlie 

Tudor’s eye ten years ago. He went over 
his problem with Ed Rondthaler (Photo- 
lettering Inc.) and Harold Horman 
(now heading up the Protype opera- 
tion). Sometime later they showed him 
specimens of a German face, Medium 
Jobbing Grotesque (Berthold), which 

did not quite fill the bill nor was it on 
the Mono. But a modified version of the 
German face evolved into Tudor Gothic 
as now used. 

Tudor’s goal was to have at his com- 
mand a complete “Family” of Tudor 
Gothics, from which he could select 
exactly the right face to satisfy at once 
the needs of copy, space fitting, empha- 
sis, and his own sensitive AD’s taste. 

After deciding upon the design of 
the square form, seven cap “G”s were 
designed to suggest the transition from 
the square to the extra condensed form. 
Tudor selected his proportions from 

these and at Photo-Lettering master 
plates were made of the square and 
extra-condensed forms, from which 
masses of copy in all sizes were set. 

It was by these settings that the effect 
of character, weight, spacing (or fit) and 
the readability were judged, approved 
or changed. The basic form was light- 
ened after testing for use in the run-ins. 
This weight also proved to be better for 
the contents page and text blocks. 

Three different master drawings were 
made for each form to provide optical 
harmony throughout the 5-60 point 
range of sizes. When complete in sizes, 
proportions, weights and italics the 
Tudor Gothic type family will be the 
largest ever projected, comprising, as it 
will, over 150 separate “members.” 
Tudor Gothic is on the Mono in 16, 

18, 24 and go point sizes Italic and 
5 point thru 60 point in the Roman. To 
quickly and economically get it avail- 
able in more sizes and weights, the face 
was drawn for the Protype. A Protype 
will be installed in Donnelley’s Chicago 
plant so that last minute corrections can 
be made to match copy prepared in 
Life’s New York office. A bold, extra- 
bold and a light are now on the Protype. 



new typeface for itself 

Since the machine is essentially photo- 
graphic, a wide size range is attained. 
Condensed and extended versions are 
planned. 

Another reason for Mr. Tudor’s inter- 
est in the Protype, and other methods 
of photographic type composition, is his 
belief that in the very near future, per- 
haps 5-7 years, film composition of text 
matter will be much more important 
than at the moment and a factor for 
Life to reckon with. 
The photographic Protype gives Life 

greater flexibility in getting just the 
weight ADs want. For the Tudor Mono 
faces, for example, the weight was estab- 
lished by the necessity for the 8 point 
lead in to the g point 875 Bodoni Book 
to be 714 set on the Mono system. 

A few years ago Mr. Tudor was en- 
courged to take the face off the shelf 
and put it into production by the de- 
velopment of the Photon, which prom- 
ised economical introduction of new 
typeface designs. However the Lanston 
Monotype people were interested in the 
design and cooperated with Life in its 
development and adaptation to the 
machine. 
What does all this mean to the reader 

or the advertiser? The change is subtle. 
Perhaps many readers and advertisers 
won't be directly aware of it, but they 
will read more easily and the ensemble 
type-picture page will be better com- 
posed. A small thing, perhaps, in the 
overall picture of the Life operation, 
but an example of how many years, how 
much thought and effort and money and 
talent go into even a seemingly slight 
improvement. Life’s greatness as a maga- 
zine stems from the managerial think- 
ing and the facilities which encourage 
such improvements as the development 
of Tudor Gothic. * 
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These seven Gs represent carefully measured 
stages of condensation within which the style 
identification and the evenness of visual color 
were maintained. By this means Mr. Tudor 
was able to choose the forms which were most 
immediately needed, with the assurance that 
they were part of an organized plan. Mr. Tudor 
now has at his disposal the weights shown 
below. 

The LIGHT tre 

Tudor Light (On Protype) 

This is the FO 
Tudor Medium (On Monotype) 

Also in the ITZ 

Tudor Med. Italic (On Monotype) 

LIFE EMPH. 

Tudor Bold (On Protype) 

To suit the § 

Tudor Extra Bold (On Protype) 

Alternate Gothic 51. This is eight point Scotch Roman 
on nine point body. This is Scotch Roman eight point. 

MONOTYPE 66. This is nine point Bodoni Book 
number eight seventy five. Bodoni is nine point. 

TUDOR GOTHIC. This is nine point Bodoni Book 
number eight seventy five. Bodoni is nine point. 



Pierre Martineau directs one of the 
largest consumer research organizations 
of any business in the country. He has 
been a foremost proponent of motiva- 
tion and communication research. He 
feels that modern advertising badly 
needs a better understanding of aes- 
thetics, semantics, and the way humans 
communicate by symbols. 

A motivation study on gasoline adver- 
tising which was done for us by a lead- 
ing psychologist from the University of 
Chicago highlights a great many prob- 
lems in communication which are sig- 
nificant for almost any advertiser. 
Rather than being just an exploration 
of gasoline, I see the study as scientific 
validation of many viewpoints the art 
director and creative people have argued 
for, but find difficult to substantiate. 

For instance, the obsession with tech- 
nical claims which is typical in many 
product areas is not communicating the 
way it should with the consuming pub- 
lic. Too much advertising effort about 
gasoline ends up as one set of chemists 
talking to another set of chemists. 

This advertising is overly rational. 
Management deliberately holds it at the 
functional level of use-meanings. As a 
result the whole product area suffers. 
People are emotionally involved with 
many products. The auto provides a 
striking contrast. Cars are intensely per- 
sonal, they provide an immensity of rich 
psychological satisfactions, there is deep 
interest in the new models and colors 
and designs. But gasoline is dull and 
uninvolving. The public attitude is that 
“It runs cars, what else did you expect?” 

This particular research stresses to me 
how many important advertising objec- 
tives cannot be openly approached with 
copy and logic. Instead they can be 
much more effectively achieved by the 
visual symbols operating at non-verbal 
and indirect levels of communication. 

Particularly it is true also in this age 
of product-sameness that brand distinc- 
tions in so many areas should revolve 
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around emotive and aesthetic subjective 
associations created by the art. Unfor- 
tunately too often the advertiser depends 
on rational argument through words 
and claims which the consumer's com- 
mon sense and experience tells him are 
just not true. 

To authenticate these findings, let me 
explain that the Chicago Tribune has 
sponsored a series of similar research 
projects in various product areas. They 
have been done by professional. con- 
sultants using the most advanced tech- 
niques from the social sciences. The 
Tribune has no axes to grind. These are 
the objective findings of the scientists. 
As a result, the studies have been wide- 
ly used by leading advertisers and 
agencies. 

line ch motivation for g 
In brief, this research set out to ex- 

plore the basic motivations involved 
with the choice of gasoline brands. 
What is personality of gasoline itself? 
Why does the motorist pick Brand “A” 
instead of Brand “B”? What is the most 
important characteristic of the service 
station as a physical entity? Do the color 
motifs and company emblems which 
are so prominently displayed operate 
as symbols with gasoline-relevant mean- 
ing? Or are they just so much “metal- 
wallpaper?” 

Furthermore, what about the adver- 
tising? Are the current appeals which 
mostly feature power and _ chemical 
superiorities the real key to choice- 
making in this area? On the basis of this 
research, the answer here is mostly 
“No.” 

The ordinary garden-variety of motor- 
ist is technically uninformed. Most of 
the abracadabra in the advertising so 
dear to the refiner’s heart leaves the 
motorist cold. He hasn’t the slightest 
idea what is meant by iso-butane, con- 
trolled volatility, and the alphabet soup 
of additives such as OPB 17, 5 D, MC 4, 
and “new miracle EXA.” 

His attitude is that these are just 

By Pierre Martineau, Director of Research and Marketing, Chicago Tribune 

gimmicks. He cannot actually detect any 
difference in his car performance, no 
matter what “wonder-potion” he tries. 
He feels that “gasoline is gasoline” be- 
cause the advertising is mostly operating 
at the level of logical claims which his 
common horse sense cannot accept. The 
words pretty much chart the same re- 
frain: “more power, higher octane, 
miracle additive, and won't freeze up 
in the winter time.” So what's different 
about a particular brand? 

The task of any advertising is to 
establish a conviction of brand distinc- 
tion in the consumer’s mind. No matter 
if the products are essentially the same 
in engineering or ingredients or service. 
This sameness prevails in many situa- 
tions today. Even if the consumer 
rationally believes one brand is prob- 
ably the same as another, good adver- 
tising can convince him that one brand 
is better for him than another. 

But gasoline advertising does not do 
this because of its over-reliance on copy- 
logic to create these distinctions. This 
research overwhelmingly shows that the 
consumer does not believe there is any 
difference in brands. Whatever distinc- 
tions exist are between types of gasoline, 
or between nationals and price-cutters. 
But not between brands. 

cigarette contrast 
Contrast this with cigarettes, for in- 

stance. The consumer rationally knows 
that each cigarette is tobacco and paper 
and maybe a filter. But the advertising 
has created a rich positive personality 
for each successful brand by building a 
halo of subjective meanings. Rare in- 
deed is the smoker who will accept any 
brand. He is emotionally attached to 
“my brand.” Like a sparrow fixing a 
nest, he pieces together various rational- 
izations which permit him to justify 
fervently why he smokes “my brand.” 

He even believes his own explana- 
tions. But clearly beneath the surface 
of his words about “taste” and “mild- 
ness” and “smooth-smoking,” the adver- 
tising is communicating at much more 
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important motivational levels. 
The point is obvious. As in many 

another field beside gasoline, powerful 
brand distinctions can be created by 
the various non-rational avenues of 
communication such as the visual sym- 
bols. Art, layout, color, style, typography 
are perfectly capable of building a tre- 
mendously desirable product image 
where the consumer rejects logic and 
word-juggling. 

Aside from the fact that he needs 
gasoline to run his car, what are the 
reassurances and satisfactions which the 
motorist is looking for? Not for techni- 
cal know-how, because he really doesn’t 
care what makes gasoline perform. This 
is not to throw out all the claims, of 
course. The consumer does want to 
think that his brand has quality physical 
components. But he doesn’t know what 
they really are. And they are not the 
basis of selection. 

Far more important to him in his 
choice-making of gasoline are these 
factors: 

1) The dependability and moral re- 
sponsibility of the company which 
will take care of this wonderful thing 
about which he knows so little: his 
automobile. Literally he selects a 
brand of gasoline on the basis of 
the company. 

2) The reliability, competence and 
friendliness of the station attendants. 

3) The ease, convenience and accept- 
ability of the stations. The station 
itself is organized by the public into 
an image on the basis of many rela- 
tive appeals. But the most positive 
attraction by all odds is cleanliness. 

How to convey these attributes? 
Dependability and friendliness can be 
the basis of strong loyalty to a com- 
pany—when and if the motorist is con- 
vinced this is really true. How can this 
state of personal confidence be achieved? 
By so-called institutional advertising? 

1 don’t think so. While there are 

Art Direction 

studies validate importance of the visual approach 

some instances where this has been ac- 
complished by such advertising, I be- 
lieve these factors can most effectively 
be established by indirection, by con- 
veying them via non-verbal approaches 
such as the visual symbols afford. I 
underscore the point that there are 
highly important human motive areas 
where we cannot operate acceptably and 
convincingly with words, particularly in 
advertising. 

Emotions, for instance. In the theater 
or in literature, yes. But in conversation 
or in advertising, for the most part they 
are taboo to discuss openly. I just don’t 
say to others how friendly I am, how 
morally responsible | am, how anxious 
I am to merit somebody’s strong loyalty. 
They wouldn’t believe me, they would 
feel uncomfortable, and they would 
think it very bad taste to put such 
things on the table for discussion. 

And yet it is perfectly acceptable to 
approach all these factors with art. Even 
while the copy logic talks product quali- 
ties, the visual symbols can speak elo- 
quently about the “company-station- 
attendants.” Convincingly, distinctively, 
and most effectively. The style of adver- 
tising and the art situations will express 
far more about the character of the 
company than word-superlatives will do. 

At the same time the visual symbols 
can inject some badly needed affectivity 
into this product area. Modern adver- 
tising blends mood and feeling associa- 
tions with rational sales appeals. Babies, 
dogs, pretty girls, seashores, mountains, 
lakes—we create a mood for the product. 
We show situations that the reader can 
project himself into, and will thereafter 
link his feelings to the product. 

But much gasoline advertising has 
strained out all these effects. It shows 
pictures of refinery stills, big oil cans, 
pumps, and insides of motors to demon- 
strate what will happen “if your gas 
won't pass the lead-fouling test.” No 
babies, no dogs, no peopie. Not much 
but a bread-and-water diet of technical 
mishmash. 

This desert atmosphere is further in- 
tensified by the chemical monikers hung 
on the brands. The merchandisers in 
so many other fields know the value of 
finding brand names with as much emo- 
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tive meaning as possible. Look at the 
auto models: Thunderbird, Starfire, 
Holiday, Country Squire, Bel Air. Swept- 
wing Dodge. By contrast the gasoline 
industry does it the hard way by stick- 
ing to pretty bloodless jargon: TCP, 
Super Permalube, Petrox, Power X with 
the X Chemical. 

All the more reason for injecting some 
feeling-meanings into the advertising via 
the art. The general lack of these sub- 
jective associations and _ psychological 
distinctions makes it difficult for the 
motorist to separate one brand from 
another in his mind. 

I said that the color schemes and vari- 
ous symbolic designs of the companies 
were studied to see whether they are 
expressive of meaning. A symbol is sup- 
posed to be a short-hand summary of 
meaning and feeling. In this area, how- 
ever, many of the symbols are floating 
around without any meanings. Few 
people know what the Phillips “66” is 
supposed to mean. Or the “HC” in the 
Sinclair sign. More importantly at the 
deeper psychological levels, too many 
company emblems lack any connota- 
tions. 

This isn’t true of all the designs. A 
few of them are more than triangles 
and circles. They do evoke very im- 
portant meaning. Which leads the study 
to conclude that almost any symbol is 
a potentially strong point of identifica- 
tion. What it needs is systematic asso- 
ciation with the most effective consumer 
appeals via the advertising. 

Here again is a task for the art direc- 
tor rather than the copy-chief. I think 
he is much better qualified to infuse a 
symbol with a freighting of significant 
connotations. It has to be done indi- 
rectly, working in the surround, rather 
than pounding out any such associa- 
tion with a head-on logical approach. 
This can be done very acceptably by 
tying the symbol into the art meanings. 

It certainly hasn’t been my purpose to 
use the gasoline advertisers as any 
target. But here as in many another 
field, I think the engineers and tech- 
nicians in management would do well 
to step aside and let the artists and 
creative people communicate much bet- 
ter with the audience. e 
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1) The unusual situation—a highly effective what are the currents in advertising thinking? 
way to build attention value, power, 

remembrance value without bombast. For 
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2) Long type lines, no headline, textype in - er 7 s . 
display ... designer Peter Palazzo is for individuality and vitality, why 1s 
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bine maximum type vitality with mini- 
mum loss in readability 

Today’s designer is on the SPOT... 
in the sense that he must combine in 
one piece such seemingly incompatible 
elements as Often the type is the illustration—here the 

S — speed names of the products form stacks of pills. 
P — power You needn’t stand on your ear to read them 

P' ‘abili since they are repeated with full readability 
O — omniabi ity in the copy. By Mel Richman Studios 
T — taste. for Mcrck-Sharp & Dohme. 

The ad, promotion piece, display, pba at gy ae er een 
package, TV spot, must communicate blue, forms profile of face, with the copy 
fast. Competition for the reader’s or message in one line at the nose of the profile. 
viewer's eye and time insist that the Copy starts off, “Right on the nose . . .” 
piece have such impact and clarity as See ee ee eee 
to stop the reader and make its key Sune and sistuve Gatagveted Gy Cnafeie 

a a Paccione at Grey Advertising. Text type ia in 
point simultaneously. Speed is an essen- display size and with extra long lines. 
tial of communication today. 

Power is another must. Power is an 
ingredient of speed. It is the element 
that gets the point across even though 
the reader is merely flipping pages while 
watching TV. Not so long ago power 
meant blatancy. With notable excep- 
tions, sheer blatancy today is not the 
rule. 

Omaniability is an expression of the 
versatility of the design—its ability to 
be used repeatedly, as visual theme and - 
variation, through an entire campaign, , 
in a wide variety of media. It implies 
a visual individuality making for rapid 
identification. 

Taste is the clincher that puts the 
AD on the spot. Today’s consumer is 
credited with having, or at least want- 
ing to have, more and better taste than 
his predecessors. This is part of the i 
so-called good living of our times. To 
appeal to the taste level the consumer / 

A. thinks he has, is a real challenge to the reports on: 
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Art Direction / The Magazine of Creative Advertising / May 1957 Talk 

RENIN DAYTD They 



cont’d 

visual communicator, a challenge not to 
talk down (as we used to to the 12-year- 
old IQ which everyone but ourselves 
was supposed to have) and not to talk 
too far over the heads of our taste con- 
scious market. Today we are supposed 
to flatter the buyer’s taste yet not lose 
him by being too arty. Just where this 
fine line is drawn is a real poser. 

power without biatancy 
The problem of combining the ele- 

ment of taste in the same ad with 
speed and power of communication is a 
challenge being met by mary ADs and 
designers. The result is power without 
sheer blatancy sales effectiveness 
without buckeye. 
Shown here are some pieces which 

successfully combine the four elements 
noted above. They reveal many currents 
in typographic design. The pieces are 
visually fresh and exciting. Which of 
the new currents they reveal will be- 
come main streams of design tomorrow 
—and which are passing fashions — re- 
mains to be seen. 

But at the moment all the new cur- 
rents are stimulating and suggest that 
the visual solutions to the problems 
posed by an increasingly competitive yet 
taste-conscious economy may usher in a 
new era of typographic usage—an era in 
which many long accepted notions and 
“rules” will undergo scrutiny and modi- 
fication. 

manufacturing obsolesence 
Today's economic atmosphere is char- 

acterized by high levels of employment, 
income, and buy power. There is a 
strong potential market for luxuries and 
the selling of luxuries is an increasing 
part of our problem. This is an era of 
great productivity. Despite strong buy- 
ing power and demand, supply is even 
greater, resulting in much competitive 
selling. Combine these last two facts and 
you have companies heavily competing 
to sell consumers things they don’t abso- 
lutely need—luxuries. In this sense the 
AD is part of a team whose job it is to 
manufacture obsolesence, to make a 
product that is still functional, that can 
still be used perfectly well, seem out- 
dated or outmoded — literally appear 
obsolete. 

Today’s consumer has an increasing 
amount of leisure time. This fact com- 
bines with an ability to afford luxuries 
to permit the consumer also the luxury 
of good taste. There is, consequently, 
more emphasis on taste—on appearance 
in product design for example, so that 
the appearance of an article is often 
more important as a sales stimulus than 
its function. 
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7) Tricky type handling with mirrorwise letters integrates 
with illustration to reinforce main point of the message. 
Designed by Art Kane at Irving Serwer. 

8) Large text type, all caps, printed in blue . . . 
type and illustrations integrate into a unit. 

)) The “leading” is in the tinting of alternate lines. 
Mel Richman Studios prepared this for Merck, Sharp & Dohme. 

10) All caps type in a jumpy line ties in with the shapes and 
pattern formed by the “windows” across the bottom of the 
illustration. Designed by Saul Bass. 

selling marginal differences 
This is also partly due to the fact that 

the functional differences between many 
competitive products is very slight. In 
this sense the manufacturer is selling 
on the strength of marginal differences 
in products and it becomes the job of 
the whole ad and promotion team to 
make the most of these marginal differ- 
ences or to sell in spite of them. Selling 
marginal differences and manufacturing 
obsolesence are currently leading to 
more stress on establishing a favorable 
attitude toward a product and a com- 
pany and have in effect called for 
greater emphasis on the appearance of 
the ad. 

living-room selling 
Still another peculiarity of today’s 

market is living room selling. This is 
almost a throwback to the days of the 
early Fuller Brush salesman. The sales- 
man’s personality was a critical factor 
in making the sale. Today TV is a mass 
market Fuller Brush man. Its personal- 
ity in the living room has a great effect 
on sales. This affects the tone of the 
TV commercials, the design of the prod- 
uct and of the packages shown. Manu- 
facturers have learned that their pack- 
ages must not be visually offensive in 
the living room— yet they must have 
sales power. Here is still another current 
of our time pushing us in the direction 
of upgrading taste in visual communi- 
cations. 
How do these considerations affect 

our thinking as advertising and mar- 
keting people? What are the currents 
and cross-currents in our sales-promo- 
tional minds? 

1. There is a current toward using 
more of a fashion approach in hard 
goods and other non-fashion advertising. 

2. We are appealing to the con 
sumer’s desire for better social status 
as well as to a functional need for the 
product or service offered. 

3- Somehow we must achieve more 
impact with less bombast. Visual effec- 
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tiveness must replace visual offensive- 
ness. Some approaches which add power 
without bombast to ads are believability 
of model, pose, situation, copy; a light 
touch to copy and/or illustration, more 
theme continuity, visually and in the 
copy; drama in the illustration; sheer 
intrigue of design; use of the unusual 
in the illustration situation. 

4. Increasing use of illustration not 
only as a better attention getter but to 
build remembrance value into the ad 
and to carry and impress the sales point. 
Increasingly, the picture is the copy. An 
extreme example of this current is the 
Daily News station poster campaign 
which has no type matter. 

5. To get more speed in ads, copy 
blocks are becoming shorter, more 
sharply written and aimed. Greater use 
of white space not only improves ap- 
pearance but tells the reader, in effect, 
“Oh, go on and read it, it will only take 
a second or so.” The reader is thus 
visually lured two ways—by making the 
ad so attractive and exciting that he 
will want to read it, and by making it 
seem easy and fast and painless to read. 

6. New devices, including new uses 
of colors in type, are being employed 
to boost readership and readability and 
get emphasis where it is wanted. 

7. There is a current swing toward 
combined institutional and fast-sell in 
one ad. We prefer the term “fast-sell” 
to “hard-sell” because the former im- 
plies the speed characteristic of 1957 
communication without the blatancy 
associated with former eras of intensive 
selling. Management is_ increasingly 
aware that the ad must not only sell 
goods today, but tomorrow as well. To 
do so requires a visual continuity and 
individuality. Some successful examples 
of this approach are the use of the “A” 
by Acrilan, the use of the shape of the 
merchandising tag by Avisco, Hatha- 
way’s eye-patch, Dunbar’s furniture in 
outdoor settings. 

At this point let’s consider a word of 
caution. This is a fluid and dynamic 
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situation. Many ads today virtually 
ignore all the above considerations—or 
stress some while ignoring others. The 
ads shown here point to some fresh 
currents of contemporary advertising 
but their techniques, considered against 
the great mass of all advertising and 
promotion, may be used by only a small 
minority of advertisers. These ads may 
be exceptions to general practice, but 
just because of that fact, somewhere 
among them are the stronger currents 
of tomorrow. 

How do all these considerations affect 
visual communications? 

1. The mood of much advertising is 
changing. There is some swing toward 
more entertainment mixed with selling 
to lure and hold reader’s attention. 

2. Selling is more emotional, less dry. 
As West Coast designer Walter Landor 
says, our problem is “To reach the 
heartstrings that release the purse- 
strings.” 

response intensity 
3. Ads are being aimed for stronger 

appeal for narrower portions of the 
market. A tremendous lesson in this 
regard is the experience of Piels beer. 
For all their smartness and appeal to 
a sophisticated audience, Harry & Bert 
Piel are definitely offensive, or at least 
silly, to much of the market. This fact 
is recognized in some of the commercials 
where the brothers discuss their own 
offensiveness. But their success is based 
not on how much of the market likes 
them, or has “seen” and “noted” them, 
but on how much of the market reacts 
strongly enough to them to go out and 
buy their product. Their technique is 
to powerfully appeal to a small percent- 
age of the market. They know they can’t 
sell everyone. A boost of a share of a 
market from 3% to 6% would be a 
tremendous boost and doesn’t require 
high “seen” and “noted” ratings. We 
might call the Harry and Bert technique 
RI — Response Intensity. RI may be a 
more meaningful measure of a cam- 
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Here’s a switch—the halftone is b/w, the 
top display line, “Shostakovich”, is 
multicolored—yellow, red, purple, grey. 
Designed by Jerome Gould. 

Even price can be sold in style—Magee 
carpet ad by Onofrio Paccione of Grey 
Advertising . . . contrast in size 
relationships of people to carpet and 
pennies provide visual effectiveness 
without visual offensiveness. 

Making the symbol work—Acrilan’s “‘A”’ 
is worked into the illustration by 
Bob Gage, Doyle Dane Bernbach. 

Type swatches—Bob Farber, Irving 
Serwer, uses red, blue, green and black 
in the large-type signature not only to 
add visual vitality to the ad but to reimpress 
the sweater colors. 

Process color dropout. Bob Gage at Doyle 
Dane Bernbach let the process halftone run 
into the dropout of his large type 
headline spreading the interest and color 
of the picture right into the headline. 

Multicolor type adds vitality to what 
otherwise would be “just another” 
fashion ad. Lines at bottom of ad are set, 
top to bottom, in blue, black, grey, red 
and green. By Art Kane at Irving Serwer. 

Sheer design with type, this ad for 
Gelvatex Coatings features house and 
tree made up of lines of red, blue and 
black type which lists dealers handling 
the Gelvatez line. Type is small, set 
vertically, but overall ad packs much 
intrigue. Designed by Louis Danziger. 

Multicolor lettering by Jerome Snyder 
adds charm to the type page, links in 
spirit with the illustration. 
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example: 

paign’s success than readership ratings, 
and may be the creative man’s answer 
to the seemingly unanswerable logic of 
high mathematical readership ratings. 

4. If today’s current is in the direc- 
tion of giving the visually exciting illus- 
tration or design more of the spotlight 
than the so-called weary words, this will 
be true only so long as words remain 
weary and visual treatment remains 
fresh and stimulating. Those who scorn 
new attempts at fresh approaches should 
bear this in mind. The very safeness 
and soundness of an old approach is 
often its worst enemy. 

multicolor type 
5. There's an increasing swing toward 

multicolor type. This, as with many of 
the other currents cited, is nothing new 
in the graphics world. Designers of some 
direct mail material, of record albums 
and letterheads have been doing this 
beautifully for years. But the technique 
is suddenly spreading into space adver- 
tising. 

readability first? 
Where does this lead us typographi- 

cally? 
There is a quiet revolution going on. 

Old rules are being reconsidered by 
many brash new minds. Most of these 
rules relate to readability of copy. Their 
eternal soundness, now being challenged, 
is based on the seemingly unanswerable 
argument that if it is written it must 
be read. If it isn’t necessary to read it, 
it shouldn’t have been written. If it 
must be read, it must be readable. 

The arguments provoked by this 
thesis are of the which-came-first-the- 
chicken-or-the-egg variety. Although 
there are some who deny the soundness 
of even this basic premise, there is a 
current in today’s thinking running 
something like this: “The copy must be 
read. Therefore it must be readable. 
But it is no longer necessary to pull out 
all the stops to assure maximum read- 
ability, particularly if so doing reduces 
readership by reducing overall appeal 
and lure. Sometimes it is necessary to 
compromise readability of a text block 
to build readership.” 

Translating this viewpoint into actual 
practice some designers today, still hold- 
ing to the objective of getting as much 
readability as the above compromise 
thinking will allow, are turning to new 
ways of achieving old objectives. For 
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1. Leading —the very name leading 
means the inserting of leads between 
slugs or lines of type to space out the 
lines to improve readability. The larger 
the type, in general, the more leading 
was deemed necessary. A_ liberalized 
interpretation of this thinking today 
realizes that the basic purpose is to 
avoid visual confusion or optical blend- 
ing of the lines and that this objective 
can be achieved with lines not only set 
solid but actually butted against each 
other. One way is to use different colors 
for each line or alternate lines. In a 
b/w ad, different greytones can serve to 
separate the lines. 

2. All caps copy is generally con- 
sidered less than ideal for readability, 
yet there is currently a swing toward 
all caps headlines and display copy. 
Here the designer uses all caps to inte- 
grate the type into his overall design 
and knowingly sacrifices a certain 
amount of readability to achieve a net 
gain via increased reader appeal of the 
whole ad. This is obviously a calculated 
risk. 

3. Don’t set type ragged left. This 
rule is based on the assumption the eye 
needs a reference point to return to so 
that it doesn’t repeat or skip lines. 
Violation of this rule is also a calculated 
risk, but is often done to integrate the 
type matter with the illustration and 
provide a more pleasing whole. Keep- 
ing such lines short, or use of leading 
or color devices may keep readability 
high yet permit the use of a free form 
text unit. 

4. Surprinting of type on grey or 
colored backgrounds is also risky busi- 
ness. Yet we see more and more of it. 
Why? Is it to achieve greater integration 
of all ad elements? Instead of the con- 
cept of an ad consisting of heading, 
picture, text and signature, we may be 
moving toward full integration. Many 
ads have no heading as such. In many 
the type is fully integrated with the 
illustration. Surprinting is one element 
in this move toward integration of ele- 
ments. 

5. The too-long line — The rules say 
the ideal line length is 40 characters, 
give or take a few. But many ads, and 
editorial pages, show lines with 80 to 
100 characters or more. Excess leading 
and other devices are employed to help 
the reader, but a check of ADs using 
these long lines finds them doing so 
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knowing that some readability will be 
sacrificed but doing so deliberately—to 
keep the type from competing with the 
illustration, to integrate with overall 
design or for a reason specifit to the 
ad at hand. 
The decreasing type areas in ads is 

accompanied by a shift in emphasis from 
readability devices to readership devices. 
The weakness in the readability empha- 
sis is its negativeness. It lacks appeal 
and lure. It merely makes it possible or 
easy for the reader to read but by itself 
this technique does nothing to make 
the reader want to read. 
How different, for example, is the 

folder recently done by I. Miller with 
black ink printed over solid black, so 
that the type is merely a shine on the 
black. It couldn’t be much less readable, 
but it was particularly effective because 
the use of this technique was related 
to the sales point, black patent leather 
shoes. The piece had an allure that a 
conventional piece would not have had. 
Reading was difficult but you wanted to 
read it. 

Since we have no electronic foolproof 
way of measuring net gain or loss in 
readership due to maximum allure vs 
minimum readability, we have to use 
our own intuitive sense of fitness for the 
job. 

larger text type 
Another current in typographic design 

is the use of larger text faces. Often the 
copy is cut almost to the bone and then 
set in display size type—14, 18, 24 points 
and sometimes larger. This puts new 
emphasis on letter form. The personal- 
ity, or lack of it, of a given typeface, 
mattered less than its color in mass when 
set in tight blocks of 6, 8, 10, 12 points. 
But in the larger sizes the letter form is 
noticeable and becomes part, with the 
illustration, of the overall impression 
given the reader. 

Also, because of the increased size of 
textypes, there must be greater care in 
letterspacing and in all of the niceties 
of fine typography. Copy blocks may 
contain less words than formerly, but 
greater typographic care and judgment 
than ever before is needed to make them 
visually effective. 

more layout flexibility 
While the liberalized interpretation 

of the rules of sound typography give 
the designer a flexibility that permits 

(continued on page 147) 
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digest of a film prepared by Lippincott & Margulies, Industrial Designers 

Motivation By Design is a slide film presentation 
produced recently by Lippincott & Margulies 
design organization. Its theme, presented in a 
friendly way, is the importance of just the right 
visual approach in establishing brand identity and 
moving the buyer to buy—the importance of 
design in advertising, promotion, packaging, 
displays, product design—literally every time a 
company presents itself to its market. The follow- 
ing article, based on the slide film, was prepared 
especially for Art Direction by L&M. 

The reasons why people react the way they do 
to the color, shape, size or feel of objects are only 
just beginning to be understood. But the fact 
that they do react—positively or negatively, 
consciously or unconsciously—appears indisputable. 

This is an attempt to point out some broad 
design principles which we believe influence 
buying decisions. 

Perhaps the easiest way to show the effect of 
appearance on consumer attitudes is by some 
examples. 

Here, for instance, is the old Nucoa package— 
a geometric, rather stiff design—and next to it, the 
new Nucoa package we designed recently. Before 
the new design was put on the market it was given 
a battery of tests. One was an examination of . . . 

ama a 
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. a selected group of women representing a 
cross-section of the Nucoa market. They were 
asked to try two new kinds of margarine in their 
homes. Each of them was given two cartons of 
Nucoa, identical in all respects except the package. 
One was the old package. The other was the 
proposed new package. 

A week later, each woman was asked, “Which 
margarine has the better flavor?” 

A large majority of the women said that the 
margarine in the new package was better—tasted 
better—even spread better. 

The change in appearance from old to new 
packaging did something to people who used the 
contents of the package. 

Another test was even more striking. 

Two hundred people were shown these four cans 
of coffee, painted brown, red, blue and yellow. 

The respondents were asked to smell the coffee in 
the can and then taste the coffee in each cup. 

They were then asked, “Which coffee has the 
best aroma? The best flavor?” 

Now the coffee in all these cans was exactly the 
same, and the coffee in the four cups came from 
the same pot. The only variable was the color 
of the cans. 

PRS 

WEAF 

We think it significant that 73% of those tested 
felt that the coffee in the brown can was too strang 
—that 84% believed the coffee in the red can 
had a richer flavor, that the blue can suggested 
a milder flavor and that the yellow can suggested 
a weaker coffee. 

This test clearly convinced us that the consumer, 
in decision-making, is strongly influenced by 
what he sees, and that skillfully executed product 
design can move the customer to choose your 
brand rather than your competitor's. 

Now every marketing man knows that any 
successful product must have three fundamental 
assets: style, price and engineering. But. . . 

. as Studebaker demonstrated, a product may 
be handsomely styled and still not sell. It may also 
be competitively priced and not sell. 

And it may be extremely well engineered without 
communicating this fact to the public because 
they are not expert and rarely “look inside.” 

So pleasing style, sound pricing and good engi- 
neering can all be present and still not result in 
a successful product. 

Successful product merchandising, we believe, 



depends on doing the basics well, and, in addition, 
applying strong leverage factors. To see what 
these leverage factors are, let’s dig a little deeper 
into the process of consumer buying. 

Here’s a family scene—not a particularly happy 
one—nor typical, we hope. 

Any purchase starts with the concept of need. 
This need can be actual or imaginary, physical or 
psychological, rational or irrational. But when 
the idea of needing something pops into mind 
of the consumer . . 

(Aa 

. . « he imagines himself buying it. He goes 
through a “rehearsal for purchases.” 

In coupling the desire to buy a product with a 
desire for a particular brand, advertising plays a 
large part. Of course, an ad can generate the 
need—the desire to buy in the first place, too. 
But the point is that advertising links the desire 
to buy a particular brand by stressing a feature 
or features that make this particular product 
superior. 

Now advertising can sometimes get the consumer 
to the point of sale with a well rehearsed purchase 
on his mind. But unless, in this happy situation, 
he identifies your product from among all others 
in its class, the money you have spent to promote 
and sell your product by advertising is lost. 

Studies have demonstrated that seeing is a 
conditioned process and that 80% of seeing is 
actually memory of something seen before, while 
only 20% is the immediate visual experience 
of seeing. 

Translated into merchandising terms, this means 
that the product itself, to the prospective pur- 
chaser at the point-of-sale is 80% recall of a prior 
experience: his own “rehearsal for purchase”. 
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In other words, your product must be recogniz- 
able as such. It must recall, visually and tangibly, 
the advertising stimulus that promoted the 
consumer's desire to buy. If it can do this... 



. the sale itself will be successfully con- 
cluded ... 

. and the customer will have 
this problem 

The most important single leverage factor in 
product styling is immediate recognition. Let's 
look at recognition more realistically in terms of 
your own experience. 

Here are three washing machines—all nationally 
advertised. Can you identify them? 

Here are the answers. 
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If you are not able to identify these machines, 
how do you think the shopper feels when con- 
fronted by rows of similar washing machines in 
the porcelain jungle of the average appliance store 
or discount house? 

And in case you think the problem is limited to 
major appliances... 

Look what happens when the customer gets to 
the toasters and small appliances. 

and when he reaches the radio section! 



Now, contrast this appliance with the examples 
already given. Most of you will correctly identify 
it as a General Electric refrigerator, in spite of 
the fact that this model has not been made or 
advertised in more than twenty years. 

And notwithstanding the fact that the Victor 
talking machine has not been on the market for 
almost half a century, many of you will recognize 
it immediately. The fact that it is part of a 
trademark that is very much alive today, does 
not alter the point. As a product, it is immediately 
recognizable. 

We've hit this factor of recognition hard because 
we feel it is the most important single contribution 
a designer can make to give a product competitive 
advantage. But no product can be designed around 
a unique appearance alone. 

Otherwise why not design a refrigerator that 
would carry a beautiful brass whistle on its top? 

From a standpoint of recognition alone, this would 
be a wonderful feature. Your refrigerator, as 
distinct from all others would be immediately 
recognizable—even in mass display situations. 

In your advertising, brand identity would be 
established at once, and the important visual 
association of the special feature with your brand 
name would be firmly implanted. 

It would be a natural for television. Not only 
could people see it, they could hear it toot. 
It would be a copywriter’s dream. 

In short, this highly recognizable special feature 
would be an asset in many ways. There is just 
one thing wrong with it . . . It would not sell 
refrigerators. 

It would not sell refrigerators because whistles 
have nothing to do with refrigerators. And any 
attempted association between the two would 
appear ridiculous to the public. In a word— 
it is not believable. 

Contrast our whimsical whistle with a much more 
believable design feature for a refrigerator. 
Frigidaire’s new “sheer look” refrigerator differs 
so sharply from other refrigerators by virtue of its 



square corners and straight, flat form that it has 
an immediate visual association. This is believable 
design because it means that this refrigerator 
is consistent with high-styled, built-in, modern 
kitchens. 

Sales 
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GE has learned, as every manufacturer must learn 
Wass a énign wert “ Cemennene, % ane sooner or later that in recalling the advertising 
anather inpertent factor in sales leverage. A that the consumer has seen—and in triggering the 
betievahie senture shouts ney & yaoduct do want action to buy—the recognizable believable design 
it fe eappeets @ Ce-ane & teat help te oo & of a product play compellingly important parts. 
better, or faster, or easier or cheaper. 

Let’s take a minute to see how the selection 
of a logical and believable feature works in 
actual practice: 

Now the selection and integration-in-design of 
one or more features that are both recognizable 
and believable is tough enough. But there is 
another problem occasioned by the periodic 
demand for “new” models. Here’s a picture of the Apex, the Universal, 

vacuum ‘i es ena be Lewyt pont wet yrs The fact that modern merchandising demands 
rosroeg a ee that products be given a “new look” every so often 
ee sets off an almost continuous design dilemma. 

For, we have established that recognition is 
extremely important in triggering the action to 
buy. And obviously the need for immediate 
recognition is diametrically opposed to the need 
for changing the look of a product. 

Four out of five people who have seen this picture 
identify the Lewyt cleaner first. And what makes 
it immediately recognizable is the special feature 
of the big wheels that help it do its job with more 
ease and convenience to the user. This special 
feature, incorporated into the design, satisfied the 
requirements of both recognition and believability. 

er ete ; @ rvec™ But there are successful solutions to this apparent | GENERAL 
contradiction. 

Adiwertioers 1 anufs ors are discoveri ' . ——— be a s = d : a One of the more obvious—yet most important— 
é ‘ 2C of paramou “a oh ; that immec — aes ion rn - a 6 GE ways of retaining brand identity in spite of 

mportance. Her example, is the 1 ' A importance coe . soy — ate = , model changes is the trademark, as applied to me. —- steals aasies vacuum—a radical and recognizable departure a nameplate. 
from all of their earlier machines. 

Trademarks like that of the Royal typewriter, 
featured in advertising and appearing unchanged 
on products from year to year do much to promote 
recall of advertising at the point-of-sale. 
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But trademarks, too, have their own rigid set of 
requirements. They must be immediately recog- 
nizable and they must be consistent wherever used, 
whether on giant billboards or small calling 
cards, on trucks, on packages, on nameplates, or 
on television. 

>» 6 

et 

Chrysler offers a dismaying example of how 
trademarks, as applied to a nameplate, may be 
misused. Here was their mark in 1947. 

Ay : 

On the front of the 1952 car, the Chrysler identity, 
established earlier, disappeared completely with 
a pair of wings like the Cadillac “V”. 

Two years later a crest was added to the “V” 
ee 

. in 1956, everything was different again. To 
make matters worse, this version was not related 
to the “Forward Look” symbol on which they 
had spent so much money. 

On the other hand, the Cadillac symbol is an 
excellent example of an identifying device 
consistently used. Here it is in 1947. 

And here it is five years later in 1952 

— = 

And here it is in 1956. Note that while it has 
changed slowiy, it has never for a moment lost its 
recognition value. 



Keeping the trademark the same year after year 
is one way to overcome the problem of model 
changes. But there is another—even more funda- 
mental than a consistent trademark. Some thing, 
or quality that identifies a product unmistakably 
should be built into the product itself. And it 
can be done. 

Using Cadillac again as our example, 
view of their 1952 model. 

Here’s the way it looked in 1949 

Here’s a 1956 model. During this whole period, 
although a new model appeared each year, 
the design itself said Cadillac. 

The firm’s long-term policy of building unmis- 
takable recognition into every car is paying off. 
Immediately it is identifiable, the “rehearsal for 
purchase” in the case of a Cadillac is easy. 
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To recapitulate, too many manufacturers have 
“me too” products. Products that look alike. . . 
that lack features that are outstanding in the 
sense of motivating a positive dynamic consumer 
response. 
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We believe that imaginative design and imagina- 
tive marketing start with imaginative management. 
We live at a time when soundly planned inno- 
vation pays off—innovation with a thread of 
continuity that builds a great brand name. 

Good design can express corporate imagination 
leadership and service—that is our goal at 
Lippincott & Margulies. * 



AN IMAGE... PROVOCATIVE ENOUGH... 

Author Allan Seide is creative art director at Beacon Advertising. Now 26, 
he’s been an agency AD and graphic designer for five years with work 
appearing in Vogue, Harper’s Bazaar, Mademoiselle, and Esquire. As a 
consultant AD he designs food and cosmetic packages and book jackets. 
A graduate of Pratt Institute, he designed the January 1957 cover for 
Art Direction magazine. 
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The art director of today is more than’ day and night. ‘ 
a “creative portfolio of layout gimmicks” Next, this image had to be projected . 
—he is an outpost of visual trends, into all media: T.V., newspapers, point I 
graphic innovations and market re- of purchase and direct mail. This was 
search data. His intuitive feeling for the basic strategy: to create a stimu- : 
design and his good taste, must join lating brand image and through repeti- g 
forces with a microscopic evaluation of — tion and integration, established a posi- I 
merchandising problems and a study tive identity for Burry’s products. \ 
of motivational research. These guides Once this philosophy had been de- c 
combined with an aesthetic response of fined, the agency’s creative team of art € 
“what feels right” not only are impor- and copy pitched into some wild “idea i 
tant in creating a graphic image that is__ sessions”, from which emerged a fresh a 
visually exciting, but one that has and exciting approach. r 
meaning and a relationship to the mer- As art director for this account, I 
chandising needs and character of the visualized an ad format dominated by i 
product. dramatic photography. Many factors j 

During the past few years, the Burry determine the character of a brand t 
Biscuit Corporation has more than image, however, visual stimuli play an r 
tripled its volume of sales. The basis important role in forming a consumer's \ 
for this success is a wonderfully pack- attitude toward a particular product. b 
aged group of quality products that A visual concept that was simple, direct 7 
have tremendous taste appeal, backed and powerful was needed. I wanted to P 
up by an aggressive management and a_ make the product an integral part of Cc 
creative advertising program. the “idea content” of the photograph, p 

The weight of millions of impressions and create an emotional setting that 
of Television 1.D.’s has achieved wide would trigger a definite pattern of in 
consumer recognition for Burry’s prod- human responses. People love kids, kids y 
ucts. The success in this medium and _ love cookies. These elements dramati- n 
the results of a market analysis by Bea- cally staged in a photograph were bound 0 
con Advertising Associates, Inc., agency to catch the eye, bring a smile to moms © 
for Burry’s, gave impetus to a new ad- and dads, and create not only a warm u 
vertising program of even greater scope human image of Burry’s products—but t 
and deeper market penetration. stimulate more sales. p 

The first step in the new campaign This entire visual concept was given \ tl 
strategy was to create a brand image new meaning and direction by an in- «) v 
that reflected Burry’s quality products  spirational piece of copy. “Baked Today 4 te 
in a warm, human and even whimsical Gone Tomorrow” suggested all the pone tomorrow 
way. An image that was provocative mouth-watering adjectives usually asso- . 
enough to stir the consumer out of his ciated with cookie advertising. In a pro- - 
apathy toward the myriad of screaming vocative and dynamic way these four tI 
advertisements that he’s subjected to words implied so much that any addi- 
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TO COMBAT CONSUMER APATHY 

how a stimulating brand image serves Burry’s ... 

why and how it was developed 

tional copy would have detracted from 
its impact. For boldness, simplicity, and 
adaptability to format, Alternate Gothic 
No. 3 was used throughout. 

Using this copy theme as an _ inte- 
grating element, many ideas were sug- 
gested that would create the warm 
human image we were searching for. 
We chose two enchanting children as 
our Burry personalities and with tal- 
ented photographer, Lewis Long, click- 
ing the shutter at the right moment, we 
achieved some exciting photographic 
results. 

Having successfully created the brand 
image, our next objective was to pro- 
ject this new “Burry look” throughout 
the entire campaign; newspapers, direct 
mail and point of purchase material. 
We integrated the dramatic photo and 
bold typographical design’ of “Baked 
Today Gone Tomorrow” into all these 
phases of the campaign, including a 
complete merchandising and dealer aid 
program. 

The most challenging problem involv- 
ing integration of the product image 
was in the medium of television. The 
media department strongly felt that our 
objective of repetition of brand image 
could best be achieved through a sched- 
ule that projected the most concen- 
trated number of Television impressions 
possible. With this aim in mind, and 
the past success that Burry’s enjoyed 
with 8 sec. I.D.’s, the agency planned 
to use I.D.’s exclusively. 

In order to achieve picture impact 
within this shortest of television com- 
mercial time, we developed a format 
that would capture the viewer's eye, 

sustain his interest and strike out with 
our sales message. 

One example of how we solved the 
problem of transition of one product 
image into television is the Chocolate 
Chip cookie commercial. The technique 
we used in making this transition of 
ideas to television can best be described 
by the following “Verbal Storyboard.” 

Opening Frames: 

VISUAL—lighting low key, close up of 
closed kitchen cabinet, box of cookies 
on top shelf. 

AUDIO—Voice over 
you hide them.” 

“No matter where 

Intermediate Frames: 

VISUAL—lighting high key, doors swing 
open, boy reaches for cookie box. 

AUDIO—Voice over “Burry’s Chocolate 
Chip Cookies.” 

Closing Frames: 

VISUAL—full frame close up of box 
and boy, super over picture — slogan 
“Baked today gone tomorrow” hold for 
three seconds. 

AUDIO—Voice over “Baked today gone 
tomorrow.” 

Although it’s too early in the cam- 
paign to determine net sales results from 
this new brand image for Burry’s, reac- 
tion from the trade has been quick and 
enthusiastic. On the store level, Burry’s 
integrated advertising campaign and 
merchandising program of dynamic deal- 
er aids have given impetus to greater 
display and promotion of Burry’s prod- 
ucts on the shelves. * 
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Norman Grant, Associate Director of Pro- 
duction, N.B.C. Mr. Grant is also responsible 
for the visual color control for N.B.C. 
programming. Mr. Grant will act as host. 

Edward Bennett, Supervisor of Scenic 
Design and Graphic Arts Dept. Also active 
in color television for the past 4 years. 

Reid Davis, Manager of Technical Opera- 
tions for N.B.C. and one of the earliest 
people involved in both, not only black and 
white, but color television. His main efforts 
today are dealing with color television from 
a technical point. 

to Highlight 

Visual Communications Conference, 

May 28-29 

TELEVISION IDEAS AND TECHNIQUES 

A special seminar on television will highlight the 1957 Annual Visual Com- 

munications Conference. The mode of presentation and wide range of ideas and 

techniques to be covered in the afternoon meeting will be unique for any group 

meeting, inside or outside of the television industry, according to Conference 

chairman William H. Schneider. He points out that some of the areas to be 

covered will be news to professionals in television. 

The television seminar in the afternoon of May egth, will cover current, future 

and projected techniques. The ideas and techniques will be applicable and of value 

to everyone who has a product or service to sell. All subject matter will be related 

to all levels and responsibilities in marketing. 

Opening the program will be the presentation of about go idea-subjects in a series 

of one-minute spots. Following these, three speakers in 15-minute explorations, 

will discuss programming, engineering developments and visual effects. Films, 

slides, personalities and actual objects will be used to dramatize the presentations. 

Following this, the balance of the program will be open to a forum in which 

eight prominent executives from the television and advertising industries will 

answer questions directed to the panel. The moderator will be Norman Grant, 

associate director of Production, NBC. 

Norman Grant, Associate Director of Production, NBC, will serve as the 

program’s chairman and will direct the flow of information and events. 

Some of the subjects to be covered will include: color television; educational 

television; movies for television; lenticular tape; electronic insertion; mural 

television; closed circuit; lighting as a creative art; vsual aids; new art forms; 

and advertising with demonstration. 

Mr. William H. Schneider issued the following statement: 

The ig57 Visual Communications Conference on May 28th-2gth is planned for 

those who work in the field of mass communications. 

Reaching an audience or a market is a group function. Writers, artists, and 

administrators must work together to create a message. If each member of the 
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group has an understanding of the big picture they will work in harmony— 

and the signal they transmit will be strong. 

This is especially important in view of the fact that a record ten billion dollars 

will be spent in 1957 to transmit messages from American business to the American 

people. Thus competition for attention will be sharper than ever. 

Modern research has found that the visual image is one of the most vital factors 

in the quick communication of an idea. Each speaker at the Conference is an 

expert. They offer an unusually comprehensive background for stimulating and 

rewarding talks on the art, science and organization of visual communications. 

The Art Directors Club of New York is proud to sponsor the 1957 Communications 

Conference in conjunction with the 36th Annual Exhibition of Advertising and 

Editorial Art. 

During the Conference, there will be an exhibition 
of the history of visual communications furnished 
by various museums. 
Conference procedure: It is impossible to deter- 
mine before hand the exact length of the speeches. 
However, enough time has been allowed in the 
morning and afternoon sessions to permit a ques- 
tion and answer period. In order to insure pleasant 
and th f tioning at these meetings, the 
luncheons will be held in the Empire Room. 

9:00 a.m. 

TUESDAY, MAY #8 

Mr. William Buckley, President, Art 
Directors Club of New York ... (in- 
troduction) 
Mr. Albert Dorne, well known illus- 
trator, busi and educat 
“Pictures That Communicate” 
Dr. S. 1. Hayakawa, author, lecturer 
and teacher. Mr. Hayakawa’s book 
“Language in Action” was a Book- 
of-the-Month Club selection. 
“Pictures in Action” 
Coffee Break 
Mr. Walter W. Straley, Assistant 
Vice President, (Public Relations) 
American Telephone and Telegraph 
Company 
“Management Can Create, Too” 
Luncheon—Empire Room. Mr. Rube 
Goldberg will make a Visual Com- 
munications Award to Gypsy Rose 
Lee, one of America’s foremost 
theatrical stars. Six top illustrators 
will participate in this program. 
Mr. Otie Wiese, Editor of McCall's 
since 1927 and Publisher of the 
magazine since 1949. 
“Importance of the Vieual Image in 
Reaching the Family through the 
Woman” 
Mr. Bert Stern, famous photographer. 
“How to Buy Better Photographs” 
Intermission 
Mr. Walter Weir, Executive Vice 
President in charge of client service 
at Donahue & Coe. Mr. Weir ia one 
of the country’s leading writers of 
advertising. 
“Management Looks at the Big Pic- 
ture” 
Close of firet day's session 

WEDNESDAY, MAY 29 

Mr. William H. Schneider (intro- 
duction) 
Mr. Robert Shand, managing editor 
of the New York Daily News. 
“How to Tell Your Story to the Mass 
Audience” 
Mr. Pierre D. Martineau, research 
director, Chicago Tribune, pioneer in 
social and psychological research and 
their plicati to busi and 
advertising. 
“A New Philosophy of Visual Adver- 
tising”’ 
Coffee Break 
Mr. Gilbert Seldes, author of a num- 
ber of books on the American scene— 
“The 7 Lively Arts”, “The Great 
Audience” and “The Public Arts’. 
“The Arts and the Public” 
Luncheon — Empire Room. Stage, 
screen and television stars will partic- 
ipate, in panel on “Visual Commu- 
nications Can Be Fun For People’. 
Mr. Bennet Cerf, of Random House 
and TV fame, will be the speaker. 
SPECIAL—Semi on t ideas 
and technig in television under the 
direction of Norman Grant, Associate 
Director of Production, N.B.C. 



PIX BY IRVING ELKIN 

new york’s thirty-sirxth 

Show chairman, Arnold Roston 

William Buckley, Herman Davis, 
Milton Ackoff, William Golden, 
Elwood Whitney 

Bradbury Thompson, Art Kane, 
Bernard Brussel-Smith, Juke 
Goodman 

Charles Tudor, Reeve Limeburner, 
Robert Blattner, Art Kane 

George Giusti, Kirk Wilkinson, 
Charles Tudor, Herbert Matter 

Three-dozen shows is a lot of shows, as 
AD exhibits go, and this is New York’s 
36th. Exhibit number one debuted way 
back in 1921. Some of the men winning 
medals in the 36th weren’t even born 
then. 
The changes in these 36 years have 

been many. Buckeye selling gave way to 
soft sell and now to a mixture of in- 
tensive selling with a sense of taste. 
Copy areas have shrunk and illustration 
areas have grown. Much illustration, in 
advertising, has yielded to photography 
—and photo realism has been supple- 
mented with creative photography. 
There’s more of a design sense in much 
of our advertising, and.an increasing 
amount of advertising is based on re- 
search findings which in turn re-empha- 
size the importance of the visual 
approach in selling. 

These, and many other changes great 
and small, have come about over the 
past 36 years. But, looking for big 
trends and changes in this year’s show 
as opposed to the 1956 show, reveals 
little that is new. Rather there is a 
continuation of the directions noted 
above. Some of the judges for the 36th 
felt that if this show was in any way 
different from last year’s, it was that 
perhaps the general run of work is 
superior. 
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203 Magazine covers 
Art Director: Henry Wolf 
Photographer: Ben Somoroff 
Publisher: Esquire, Inc. 
Publication: Esquire Magazine 

Mh 

Henry Wolf. Born in Vienna in 1925, Henry studied art in Paris, 
came to New York in 1941. Studied at the School of Industrial 
Arts, worked in type and offset shops. After army service, was a 
designer in an art studio while continuing studies of typography, 
production, photography, then painting. AD’d with an agency 
and with U. S. Department of State. In 1952 became designer in 
Esquire Magazine's pr tion department, became magazines AD 
and graphics editor five months later, where he now holds’ forth. 
Teaches at Cooper Union and is active in the AIGA. 

8 Magazine ads, full page or more, 3 or more colors 
Art Director: Robert Wheeler 
Photographer: Max Yavno 
Agency: Young & Rubicam, Inc. 
Advertiser: Hunt Foods, Inc. 

ka 

Robert Wheeler is the man who has made catsup high fashion. 
At least Hunt’s catsup. His fashion touch for these food ads won 
him an AD medal in last year’s New York show as well as this 
year. He’s been nominated for the NSAD award and has his share 
of medala from AD and outdoor poster shows. A Y&R AD since 
1940, he works out of the Los Angeles office. 

28 Magazine ads, full page or more, 2 colors 
Art Director: Walter Reinsel 
Artist & Designer: Saul Bass 
Agency: N. W. Ayer & Son, Inc. 

America 
Advertiser: Container Corporation of 

Saul Bass. Since 1952 a designer and ltant for ag 
and industry, Saul Bass has been on the West Coast since 1946. 
He was born in New York 36 years ago, studied at Art Students 
League and Brooklyn College, freelanced and Ad'd in New York 
until Buchanan & Co. sent him to Los Angeles in 1946. Joined 
FC&B in Los Angeles in 1950. Has been teaching and lecturing 
since 194°, is a member of the executive board and Program 
Chairman of the International Design Conference in Aspen, 1957. 



51 Newspaper ads, over 300 lines, color 
AD and Artist: Arnold Varga 
Advertiser: Cox’s 

Arnold Varga. The prize-winning Cox advertisements, (three 
medal awards in three years), are extra-curricular designs by 
this full-time Pittsburgh agency art director. Co-directs Alcoa 
account, currently at work on a design series. Has won awards 
in every exhibition entered, including New York, Chicago and 
AIGA shows. GRAPHIS magazine soon running a feature story 
on this artist-designer-art director, whose one-man show, spon- 
sored by the Society of Typographic Arts, has been presented in 
Chicago recently. Has exhibited here and abroad. 

66 Newspaper ads, over 300 lines, b/w 
Art Director: Peter R. Palazzo 
Artist: Andy Warhol 
Advertiser: I. Miller & Sons, Inc. 

Peter Robert Palazzo. AD of I. Miller Wholesale since 1954 and 
also of Retail Division since February 1955, he was born in New 
York City in 1926, graduated Cooper Union Art School in 1948. 
Was Associate AD for U. S. Department of State, Publications 
Branch on “Amerika’’, also Associate AD for Quick magazine. 
Freelanced and consulted in furniture and fashion fields. 

89 Trade periodical ads, full page or more 
Art Director: Richard Loew 
Photographer: Leonbruno-Bodi 
Publisher: Conde Nast Publications Inc. 
Publication: Vogue Magazine 

Richard Loew. A 32 year old native New Yorker, he has been 
Vogue’s Promotion Art Director for 2% years. Before joining 
Vogue he was an agency AD and promotion designer for Time. 
Other recent awards were from the AIGA, Type Directors Club, 
and recognition in Graphis. 
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125 Posters, 24 sheet 
Art Director: Saul Bass 
Artists: Saul Bass, Al Kallis 
Advertiser: Phoenix Productions-Columbia 

STORM CENTER Pictures 

Kerwin H. Fulton award Saul Bass. Since 1952 a designer and ltant for ag 
and industry, Saul Bass has been on the West Coast since 1946. 
He was born in New York 36 years ago, studied at Art Students 
League and Brooklyn College, freelanced and Ad’d in New York 
until Buchanan & Co. sent him to Los Angeles in 1946. Joined 
FC&B in Los Angeles in 1950. Has been teaching and lecturing 
since 194°, is a member of the executive board and Program 
Chairman of the International Design Conference in Aspen, 1957. 

135 Posters, other than 24 sheet 
Art Director: Robert Gage 
Photographer: Wingate Paine 
Agency: Doyle, Dane Bernbach Inc. 
Advertiser: Henry S. Levy & Sons 

Robert Gage. AD and VP at Doyle Dane Bernbach, Bob Gage 
has been with DD&B since it opened its doors 7 years ago. He’s 
won a raft of awards ADing for such accounts as Ohrbach’s, 
Levy's bread, Max Factor, Buxton, and Chemstrand Corp. 

165 Point of sale, record album covers, book jackets 
Art Director: S. Neil Fujita 
Artist: Tom Allen 
Advertiser: Columbia Records 

ror same weeny ¢ JAMES RUSHING ESQ, euem castor tne ont 
EIS : 

S. Neil Fujita. Director of Design and Packaging at Columbia 
Records, New York and design director and consultant for sev- 
eral industries and agencies, Neil Fujita was born in Kanai, 
Hawaii. He studied art at Chouinard Institute in California. He’s 
also AD’d for N.W. Ayer, taught design at Philadelphia Museum 
School of Art, had numerous one-man showings of his work on 
both coasts and has his share of medals from the New York, 
Chicago and Philadelphia AD clubs. 



190 Editorial spread 
Art Director: Henry Wolf 
Photographer: Ben Somoroff 
Publisher: Esquire, Inc. - 
Publication: Esquire Magazine Fy ‘ 

q 

Henry Wolf. Born in Vienna in 1925, Henry studied art in Paris, 
came to New York in 1941. Studied at the School of Industrial 
Arts, worked in type and offset shops. After army service, was a 
designer in an art studio while continuing studies of typography, 
production, photography, then painting. AD’d with an agency 
and with U. S. Department of State. In 1952 became designer in 
Esquire Magazine's promotion department, became magazines AD 
and graphics editor five months later, where he now holds forth. 
Teaches at Cooper Union and is active in the AIGA. 

195 Editorial section 
Art Director: Leo Lionni 
Photographer: Ben F.. Laposky 
Publisher: Time Inc. 
Publication: Fortune Magazine 

Leo Lionni. 1955 winner of the NSAD award as Art Director of 
The Year, he is AD of Fortune magazine, president of the AIGA, 
Co-editor of Print magazine, a consultant AD, design director 
of Olivetti Corp., Chairman of the 1953 International Design 
Conference, and head of the Graphic Design Department of 
Parsons School of Design. Born 1910 in Amsterdam, studied at 
University of Genoa, he’s a former N. W. Ayer AD, a fine painter 
with many one-man shows, magazine articles, professional talks, 
and medals to his credit. 

§ 246 Magazine advertising art, 3 or more colors 
Art Directors: Florence Knoll, Herbert Matter 
Photographer: Herbert Matter 
Agency: Zlowe Company 
Advertiser: Knoll Associates, Inc. 

Florence Knoll. President of Knoll Associates, Inc. and Knoll 
International Ltd., firms that have pioneered the post-war move- 
ment in the contemporary design of furniture, textiles, archi- 
tectural interiors. Florence Knoll is chief designer of the Knoll 
Planning Unit, is a graduate architect. She inaugurated the 
firm’s design program in 1943, has made much use of plastic forms 
for chairs, sculptured foam rubber, used structural steel — tech- 
niques now widely adopted in the mass furniture industry. 

Herbert Matter. Until 1950 Herbert Matter was a Conde Nast 
staffer. At that time he left to become partner and vice president 
of Studio Associates Inc. He teaches at Yale University School 
of Design, does much designing as well as photography. 



(starts page 95) 

award for complete campaign 

248 Magazine ad art, 3 or more colors, product illus- 
tration, special award 

Art Director: Hershel Bramson 
Photographer: Bert Stern 
Agency: Lawrence C. Gumbinner Advertis- 

ing Agency, Inc. 
Advertiser: Ste. Pierre Smirnoff Fls. 

(Division of Heublein) 

Bert Stern. 27 years old, a professional photographer since 1953. 
Had no formal training in art or photography. Previous experi- 
ence was in layout and design. AD’d for a small fashion maga- 
zine when he was 19, worked with Herschel Bramson on Flair, 
made movies for the army during his service in the Signal Corps. 

Hershel Bramson. AD and VP at New York’s Lawrence Gum- 
binner Advertising Agency, he graduated the Baltimore School 
of Fine Arts, taught painting in Balti: e, studied in Paris. Had 
his first one-man show in 1930. Left fine arta to be an AD in 
Chicago, returned to New York as AD for Look promotion for 
five years then became AD of Flair magazine, AD for Morton 
Freund Agency, and joined Gumbinner in 1953. Created new 
visual approaches on campaigns for Smirnoff Vodka, Nettleton 
Shoes, Heublein Cocktails, Noilly Prat, and Filter Tip Tarryton. 
Became agency VP in 1956. 

special medal award 

383 Editorial art, non fiction, 3 or more colors, general, 
special award 

Art Director: David H. Stech 
Publisher: Time Inc. 
Publication: Life 

A spread from the booklet, “Hungary’s flight { « 
freedom”, in which these Life photographers pa) 
pated: Left to right; AD, David Stech; photograp 
—Michael Descamps, Rolf Gillhousen, Erich Les: 
Michael Rougier, John Sadovy. 



251 Magazine ad art, fashion or style illustration, 3 or 
mo>re colors 

Art Director: Art Kane 
Photographer: Bert Stern 
Agency: Irving Serwer 
Advertiser: I. Miller & Sons, Inc. 

Bert Stern. 27 years old, a professional photographer since 1953. 
Had no formal training in art or photography. Previous experi- 
ence was in layout and design. AD’d for a small fashion maga- 
zine when he was 19, worked with Herschel Bramson on Flair, 
made movies fot the army during his service in the Signal Corps. 

Art Kane. AD at Irving Serwer agency. Art had been AD of 
Seventeen magazine from 1952 into 1956. He is active in report- 
age and fashion photography. Studied at Cooper Union and has 
won numerous ADC and AIGA awards. Lectured at Cooper Union, 
Pratt Institute, Workshop School, Columbia University. 

395 Editorial art, non fiction, 2 colors 
Art Directors: Alexander Liberman, 

Priscilla Peck 
Artist: Feliks Topolski 
Publisher: Conde Nast Publications, Inc. 
Publication: Vogue Magazine 

Feliks Topolski. Repeating his 1956 medal winning performance, 
Polish born (1907). Felike Topolski was a political cartoonist in 

¥ * . Poland, moved to London in 1935. He publishes a fortnightly 
eral, = ; record, Topolski’s Chronicle, an 111, x 18” broadsheet printed on 

‘ . brown butcher paper and recording the artist-reporter’s impres- 
sions of people, places and events. He is also a setting and cos- 
tume designer, portraitist and book illustrator and recently 
completed a visit to the United States where he did work for a 
number of clients. 

411 Editorial art, non fiction, b/w 
Art Director: Alexey Brodovitch 
Photographer: Richard Avedon 
Publisher: Hearst Corporation 
Publication: Harper’s Bazaar 

ug, Richard Avedon. It seems a long time that we've thought of 
; Dick Avedon as une of our top photographers, yet he is now 

only 33 years old. He’s been a staff photographer for Harper's 
Bazaar since 1945 and is visual consultant for the movie, “Funny 
Face” 

Alexey Brodovitch. AD of Harper's Bazaar and Junior Bazaar, 
he also designs advertising, products and packages. Formerly 
head of the design laboratory, Pennsylvania Museum School of 
Industrial Art. Teaches Graphic Journalism at New School, is 
art critic at Yale School of Design. 101 
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r wa 6423 Magazine cover art 
Art Directors: Alexey Brodovitch, Adrian 

Condon 
Photographer: Richard Avedon 
Publisher: Hearst Corporation 
Publication: Harper’s Bazaar 

Richard Avedon. It seems a long time that we've thought of 
Dick Avedon as une of our top photographers, yet he is now 
only 33 years old. He’s been a staff photographer for Harper's 
Bazaar since 1945 and is visual consultant for the movie, “Funny 
Face”. 

Alexey Brodovitch. AD of Harper's Bazaar and Junior Bazaar, 
he also designs advertising, products and packages. Formerly 
head of the design laboratory, Pennsylvania Museum School of 
Industrial Art. Teaches Graphic Journalism at New School, is 
art critic at Yale School of Design. 

480 TV, design of complete unit, film, full animation 
Director: Bill Melendez 
Story & Design: Chris Jenkyns, Sterling 

Sturtevant 
Producer: Playhouse Pictures 
Animator: Bill Littlejohn 
Agency: J. Walter Thompson Co. 
Advertiser: Ford Motor Company, Ford Div. 

Bill Melendez. Born in Hermosillo, Sonora, Mexico 41 years ago. 
Formerly with Walt Disney Studios, Warner Brothers, UPA, 
John Sutherland Productions, he joined Playhouse Pictures in 
July 1953 as a director. He’s won awards from the Art Directors 
Club (NY) each of the past 3 years. 

486 TV, design of complete unit, film commercials, live 
Art Director: Stephen O. Frankfurt 
Producer & Director: William S. Muyskens 
Photographer: Wilding Productions 
Agency: Young & Rubicam, Inc. 
Advertiser: Ford Motor Co., Lincoln Div. 

Stephen Frankfurt. A graduate and ber of the faculty of 
Pratt Institute, he also studied at New York University and the 
New School. Worked on staff for UPA and as freelance designer 
for CBS, NBC, and KNX (Hollywood). Now TV AD at Young 
@& Rubicam. He won the ADC TV medal in 1956 also. 



distinctive merit awards 

6) James Fogelman, Kirk Wilkinson, 
Rollin Smith, Neil Fujita, Roy 
Tillotson 

7) Nelson Gruppo, Ray Freiman, 
Arthur Hawkins, Robert Gage 

8) Rollin Smith, Anthony Mazzola, 
Herman Davis 

9) Chuck Gruen, Paul Lawler, Anthony 
Mazzola, George Giusti, Robert 
Blattner 

Magazine ads, full page or more, 
3 or more colors 

Art Director: Robert Dolobowsky 
Photographer: Sol Mednick 
Designers: Robert Dolobowsky, Howard 

Stabin 
Agency: Grey Advertising Agency 
Advertiser: National Broadcasting 

Company 

37 Magazine ads, full page or more, 
3 or more colors 

Art Director: Edward M. Cottingham 
Photographer: Tony Venti Studios 
Agency: Warwick & Legler, Inc. 
Advertiser: Seagram Distillers Co. 

cant fit 
Feds oe 

60 Newspaper ads, over 300 lines, b/w 
Art Director: Robert Gage 
Photographer: Wingate Paine 
Agency: Doyle, Dane Bernbach Inc. 
Advertiser: Ohrbach’s 

70 Newspaper ads, over 300 lines, b/w 
Art Director: Saul Bass 
Artists: Saul Bass, Al Kallis 
Advertiser: Phoenix Productions-Columbia 

Pictures 

Report from Africa: 2 

‘SEE 1) NOW with Lower 0 Merrow | Litpm Riser, the Rothe mm 
Tonight ot 0 08 on CBS leiewnswe % Chense! 00 

77 Newspaper ads, 300 lines or less 
Art Director: William Golden 
Artist: Ben Shahn 
Advertiser: Columbia Broadcasting System 

Television 
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84 Trade periodical ads, full page or more 
Art Directors: Jean Bourges Mayfield, Bob 

Gill 
Photographer: Ronnie Rojas 
Designer: Bob Gill 
Advertiser: Bourges Color Corporation 

105 Trade periodical ads, less than full page 
Art Directors: Herb Lubalin, James K. 

Fogleman 
Photographer: Jay Meisel 
Designer: Herb Lubalin 
Agency: Sudler & Hennessey Inc. 
Advertiser: Ciba Pharmaceutical Products 

114 Booklet, direct mail 
Art Director: Lester Beall 
Photographer: Lester Beall, Peter Nyholm, 

William Joli 
Advertiser: Lester Beall 

116 Booklet, direct mail 
Art Director: Irving Miller 
Artist: Robert Osborn 
Advertiser: WTOP Radio 

lessified information shdghdat be ta 

138 Posters, other than 24-sheet 
Art Director: Biii Curry 
Artist: Bill Curry 

Security Dept. 

ofall lowe his Fiitnds” 

158 point-of-sale, record album covers, 
book jackets 

Art Director: and 
Artist: Robert Guidi 
Agency: TriArts 
Advertiser: Contemporary Records 

Advertiser: The Ramo-Wooldridge Corp. 

Editorial page 
Art Director: Gloria Waterfield 
Artist: Anne Isaacs 
Publisher: American Baptist Publications 
Publication: The Compass 

Editorial spread 
Art Directors: Alexander Liberman, 

Prisci‘'a Peck 
Photographer: Irving Penn 
Publisher: Conde Nast Publications, Inc. 
Publication: Vogue Magazine 

191 Editorial section 
Art Director: Charles Tudor 
Photographer: Howard Sochurek 
Publisher: Time Inc. 
Publication: Life Magazine 
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282 Magazine ad art, b/w 
Art Director: Edward B. Henderson 
Photographer: David Linton 

a “ a eee ; Agency: Kenyon & Eckhardt, Inc. 
209 Magazine covers Saree ay Advertiser: The Equitable Life Assurance 

Art Directors: Paul Grotz, Ray Komai pete Society of the United States 
Artist: Ray Komai (adaptation of painting 

by Alexander Girard) 
Designer: Ray Komai 241 Magazine ad art, 3 or more colors, 
Publisher: Time Inc. product illustration 

Publication: Architectural Forwm Art Divester: Robert Wheeler 
Photographer: John Rawlings 
Agency: Young & Rubicam, Inc. 
Advertiser: Hunt Foods, Inc. 

institutional, company magazines 
Art Director: Warren Nardin 
Artists: Eileen Broser, Caroline Kolmetz, 

Stephen Korbet, Elizabeth Matz, Audrey 
Rosenson, Helen Sadowy, Martin Scofield, 
Euclides Theoharides, David Van Inwe- 292 Newspaper ad art 
gan, Robert Pincus, Irving Schild Art Director: Ann Bryan Pearle 

Publisher: The Cooper Union Art School Artist: Margaret Neal 
Publication: C.U.A.S. No. 3 Photographer: John Rogers 

Advertiser: Neiman-Marcus 

269 Magazine ad art, 3 or more colors, 
general 

Art Director: Bill Binzen 
Photographer: Elliott-Erwitt 
Agency: Ogilvy, Benson & Mather, Inc. 
Advertiser: Commonwealth of Puerto Rico 

224 Institutional, letterheads and trademarks 297 Newspaper ad art 
Art Director: Peter R. Palazzo 
Artist: Andy Warhol 
Advertiser: I. Miller & Sons, Inc. 

Art Directors: and 
Artists: Harry and Marion Zelenko 
Advertiser: Howard Graff 

105 



311 Trade periodical ad art, 3 or more colors 
Art Director: Bradbury Thompson 
Photographer: Rolf Tietgens 
Advertiser: West Virginia Pulp and Paper 

Company 

317 Trade periodical ad art, b/w or 2-colors 
Art Directors: Herman McCray, James 

Fogleman 
Photographer: Jay Maisel 
Agency: William Douglas McAdams 
Advertiser: CIBA Pharmaceutical Products, 

Ine. 

327 Beoklet, direct mail art, 3 or more colors 
Art Directors: Herb Lubalin, John Graham 
Artist: Gerry Gersten 
Agency: Sudler &@ Hennessey Inc. 
Advertiser: National Broadcasting Company 

332 Booklet, direct mail art, b/w or 2-colors 
Art Directors: Robert M. Smith, Helen 

Staunton 
Photographer: George Faraghan 
Agency: Lester Rossin Associates Inc. 
Advertiser: Lederle Laboratories Division— 

American Cyanamid Co. 

338 Posters, 24-sheet 
Art Director: Howard Wilcoz 
Photographer: Howard Zieff 
Agency: Cunningham & Walsh, Inc. 
Advertiser: New York Daily News 

344 Posters, 24-sheet 
Art Director: Jack M. Anthony, Carl G. Lins 
Artiste: Roy McKie, Ken Thompson 
Agency: Young & Rubicam, Inc. 
Advertiser: General Foods, Corp., Jell-O Div. 

349 Editorial art, fiction, 3 or 4 colors 
Art Director: Robert C. Atherton 
Artist: Phil Hays 
Publisher: Hearst International 

353 Editorial art, fiction, 3 or 4 colors 
Art Director: Gene Aliman 
Artist: James Hill 
Publisher: Maclean-Hunter Publishing Co., 

’s Magazine 

362 Editorial art, fiction, 2 colors 
Art Director: Henry Wolf 
Artist: Robert Blechman 
Publisher: Esquire, Inc. 
Publisher: Esquire Magazine 



403 Editorial art, non-fiction, 2 colors 
Art Director: Henry Wolf 
Artist: Eric 
Publisher: Esquire, Inc. 

371 Editorial art, non-fiction, 3 or more colors, Publication: Esquire Magazine 
fashion 

436 Institutional art 
Art Director: and 
Artist: Feliks Topolski 
Publication: Topolski’s Chronicle 

Art Director: Marvin Israel 
Photographer: Bert Stern 
Publisher: Triangle Publications 
Publication: Seventeen Magazine 

HANES 
wove 
a come 

Editorial art, non-fiction, b/w 
Art Director: Bernard Quint 
Photographer: Kryn Taconis 
Publisher: Time Inc. 
Publication: Life Magazine 

442 Institutional art 
Art Director: Bob Gill 
Photographer: Ronnie Rojas 

393 Editorial art, non-fiction, 3 or more Advertiser: Bob Giil 
colors, fashion 

Art Directors: Alexander Liberman, 
Priscilla Peck 

Photographer: Irving Penn 
Publisher: Conde Nast Publications, Inc. 
Publication: Vogue Magazine 

433 Magazine cover art 
Art Director: Charles Tudor 
Photographer: Mark Shaw 
Publisher: Time Inc. 
Publication: Life Magazine 

386 Editorial art, non-fiction, 3 or more colors, 
general 454 TV, design of plete unit, 

Art Director: Leo Lionni promotional art 
Artist: Robert Gwathmey Art Director: and 
Publisher: Time Inc. Artist: George Olden 
Publication: Fortune Magazine Advertiser: CBS Television 
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472 TV, design of complete unit, 
film commercial, live 

Art Director: r! 
462 TV, editorial art, show titling Producer: aa Sona ve ee ee 

Art Director: Edward J. Bennett Photographer: Warner Bros. py enc rors —— 
Artist: Guy Fraumeni Agency: Kenyon & Eckhardt, Inc. st psy me “A yon A 
Advertiser: Hallmark Hall of Fame Advertiser: Radio Corporation of America aan poses — 

Agency: Young & Rubicam, Inc. 
Advertiser: General Foods Corporation, 

Jell-O Div. 

464 TV, editorial art, show titling 
Art Director: Edward J. Bennett “ ale, fi 

ai : TV, design complete unit, film 
— henge — , 475 TV, design of complete unit, film commercial, full animation Advertiser: NBC Opera Series ectel, Oe “2 

— ° in . Art Director: John Hubley 
Art Divester: Lesite Silvas Producer: Storyboard, Inc. 
Producer: Elliot, Unger & Elliot Artists: John Hubley, Emery Hawkins 
Photographer: Mike Elliot Agency: Bryan Houston 

Agency: Calkins & Holden, Inc. Advertiser: Heublein Inc., Maypo Oat 
Advertiser: The Prudential Insurance Co. Cereal 

of America 

The 36th Annual... 

to be published this Fall, the 36th Annual will be a 
complete visual record, including many pages in full 
color, of this show. All 497 exhibits will be illustrated, 
including the 20 Medal winners and 46 winners of 
Awards of Distinctive Merit shown in this magazine. 
The Annual is being designed by Nelson Gruppo. 
The show itself will be at New York’s Waldorf- 
Astoria May 27 thru June 7. 



STUDIO ASSOCIATES, INC. ADVERTISING PHOTOGRAPHY 

ANNOUNCES SANTE FORLANO AS A NEW ASSOCIATE 

BAKER 

JOFFE 

MATTER 

Associates: Alta Given Williams 

Hi Williams 

Palinkas 

Sante Forlano 

Manager: Marion Meredith 

New York: 2 West 37th Street OXford 5-6161 Chicago : Tribune Tower Michigan 2-2275 
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The Society of Typographic Arts is 
holding its goth Annual Exhibition of 
Design in Chicago Printing at The Art 
Institute of Chicago, April 19 to May 
26, 1957- 

The 102 pieces in the exhibit survived 
a day long search for original and 
stimulating visual conceptions by the 
three judges; Lou Dorfsman, advertising 
director of CBS Radio, Herb Lubalin, 
art director of Sudler & Hennessey, New 
York, and Robert Robison, head of the 
design and _ illustration department, 
School of Fine Arts, Washington Uni- 
versity, St. Louis. They independently 
examined nearly 1000 entries and only 
those pieces getting at least two affirma- 
tive votes are in the select few. The 
Chairman of the Exhibition Committee, 
Gladys Swanson, announced that a Cer- 
tificate of Excellence has been awarded 
each piece. 

STA’s DESIGN 

1) Book: Young Eye Seeing 
Designed and Illustrated by Everett McNear 
Published by Paul Theobald & Company 

2) Book: Practice In Modern English 
Designed by Ray Martin for Scott, Foresman 

and Company 

3) Catalog: Surrealism and its Affinities 
Designed by Suzette M. Zurcher for The Art 

Institute of Chicago 

4) Catalog: Louis Sullivan 
Designed by Suzette M. Zurcher for The Art 

Institute of Chicago 

5) Catalog: Institute of Design 
Designed by Hap Smith for Illinois Institute 

of Technology 

Art Direction / The Magazine of Creative Advertising / 

institute of Design 

In summing up their reactions, the 
judges expressed some regret at the lack 
of real surprises, which they believed 
was also characteristic of. the current 
New York shows. They found the top 
Chicago advertising to reflect the grow- 
ing employment of the tricks and tech- 
niques considered startling and original 
a season or so ago. Such devices as blind 
embossing, photograms, and the nearly 
universal penchant for “high-key” pho- 
tography demonstrate, once again, the 
penchant of designers for making a fash- 
ion out of interesting approaches—to an 
extent that makes them no longer inter- 
esting. The judges agreed, however, that 
this situation is a natural effect of our 
mass media system. We all see the same 
publications, the same TV shows and— 
as active practitioners in the graphic arts 
field—become involved in the same kinds 
of promotional problems and pressure. 

In many cases, the judges suggested, 

6) Booklet: Munising Bond Swatch Book 
Designed by Morton Goldsholl for Kimberly- 

Clark Corporation 

7) Calendar: Summer ’56 
Designed by Carl Regehr for The Veritone 

Company 

8) Montgomery Ward's Paints 
Designed by Staff, Dave Chapman Industrial 

Design for Montgomery Ward & Company 

9) Barn & Silo 
Designed by Archie Schrom for Fin ’n Feather 

Farm, Inc. 
Bath Set—Gift Towel Boz 

Designed by Nugent-Graham Studio for Sears 
Roebuck & Co. 

Johnson’s Waz, Glade 

May 1957 

this rather sterile state of affairs may be 
due to the pressure of the client for a 
proved formula. Many designers find it 
not only more expedient, but more 
profitable to go along with the tried 
and true—long after it has become the 
tired and true. Dorfsman averred that 
a lot more attention should be given to 
concept than is usually the case. He 
maintained that if the idea is really 
good, the client is more tolerant of new 
and interesting methods of exploiting it. 

The 102 pieces chosen have a double 
importance this year. In addition to 
being on display at the Art Institute, 
they will be reproduced in the first 
issue of “STA Year’. The Society of 
Typographic Arts plans to make this 
publication an outstanding graphic arts 
annual providing a continuing record 
of what is considered the best in Chi- 
cago Design. = 

IN CHICAGO PRINTING=1957 

Designed by Bruce Beck for S. C. Johnson & 
Son 

Finger-Tip Towel Carton 
Designed by James Axeman for Sears Roebuck 
& Co. 

Selsun Sample 
Designed by Ed Bedno for Abbott Laboratories 

Go Gay 
Designed by Morton Goldsholl and Zeke Ziner 

for Helene Curtis Industries 

10) Broadside: From Simple Insomnia 
Designed by Carl Regehr and George Suyeoka 

for Abbott Laboratories 

11) Rolf’s 
Designed by Henry Robertz for Amity Leather 

Products Co. 

12) Newspaper Ad: Newest Port of Call 
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There should be an award for distinctive service 
given to the most reliable and productive tool in the 
graphic and ad arts. The award should be based upon 
excellence of materials used, perfection of manu- 
facture, design of the entire unit from a functional 
and visual point of view. The leading contender 
(and probable winner) would unquestionably be 

delta’s “jewel’’® 

...the finest pure red sable water color brush made 

... designed to meet the exacting specifications laid 
down by the very people who use the brush as a 
basic tool in their work. 
Write today for your free copy of “Illustration, Retouch- 
ing, Lettering with the Red Sabie Water Color Brush.” 

brush mfg. corp. 
119 bleecker street, new york 12, n. y. 



: i 

SRANIFF--—AIRWAYS | 

6) 

rt Direction 

Artist: Marvin Nye 
Agency: Rigby Printing Co. 
Advertiser: Socony-Vacuum 
Art Director: Sam Springer 
Artist: Dottie Crandall 
Advertiser: Macy's 
Art Director: George Moyer 
Artist: Robert Daughters 
Agency: Frank Robinson & Co. 
Advertiser: Mirxouri Public Service Co. 
Art Director: George Moyer 
Artist: Richard Scott 
Agency: Selders-Jones-Covington 
Advertiser: Franklin-Sealtest 
Art Director: Ken Teason 
Artist: Robert Daughters 
Agency: Standard-O’ Hern 
Advertiser: McCormick Distilling Co. 
Art Director: Jack O’Neal 
Artist: Bob Keyes 
Agency: Potts-Woodbury Inc. 
Advertiser: Braniff Airways 
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3) 

more people enjoy 

called 

ICE CREAM 

than any other brand! 

be ree Seceiveat ccrbres the ‘rouble of hear sng what your flavor and then makes i evattabie % you sn te pureet mom delice. us form 
Leey —d Seaiest conrnucualy vee ys new 

because Seaites! is alwoye “st im ALL WAYS Contmue emoyeg Seater Amerces tines ice 

* MCORMICK 
and Bal Cody's backskin trousers 

creative ingenuity + practical solution = 

Kansas City’s 4th Annual Show 

More than 300 displays representing local and national advertis- 

ers were displayed at the Fourth Annual Exhibition of the Art 

Directors Club of Kansas City. 

The show’s judges looked for a combination of creative ingenu- 

ity and practical solution of the problem involved. 

Richard Beck, Eli-Lilly & Co., Indianapolis, Indiana and Edward 

Jirasec, Stowell Studios, Chicago, Illinois served as judges at the 

contest and made awards at a noon luncheon and meeting at the 

Advertising & Sales Executives Club. 

Top award went to Jack O’Neal, Brannif Airways. The “club 

medal” was presented to him. Other winners in the complete 

unit group who were presented certificates were: Hal Sandy 



10) Art Director: F. Roy Anderson 
Artist: S. K. & F. Art Studios 
Advertiser: The American Academy of 

Gen. Practice Mag. 
11) Art Director: Jack O’Hara 

Artist: Jack O’Hara 
Agency: Valentine Radford 
Advertiser: Adams Milk 

12) Art Director: Jim Sturdivan 
Artist: Jim Sturdivan, Charles Darby 
Advertiser: Halls Store 

Fipergias planters and Lowls. 
15% chemeter on brass stand: 
Avetet'e 0 4 decormencctor, 

add Diack. persemmon. white end 
enon gee! practical, durable 

er: Senanuateing os planten megerine 
for holders, Kors for drinks, ox 

# on the porch oF patio. the 
summer ........... 

RPT pat hen imy 

Ae diag is cal 

8 Mom 

- 
+l ~ 

obbbbo44 12) ’ ef 

cis hit (magazine), Jim Sturdivan and Bill Wessel (newspaper ad), 
Pe Earl Radford and Ray Ottinger (trade periodical), Bob Daugh- 

ters (direct mail), Don Ellis (book), Bob Holloway (point of 
sale), McCormick-Armstrong art staff (house organ), Byron 
Newcomb (special citation for letterhead design) and Bob Sok- 

9) oloff who won the Earl Gross Studio gift award for (TV ad- 

7) Art Director: Bill Weasel vertising ). 

Artist: Bill Wessel 
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Agency: Ayres, S a@aA iat. 
Advertiser: First National Bank 

&) Artist: Jackson, Nye, Pearson, Wheeler, 
Gooden, Manley & Hawkins 

Advertiser: McCormick-Armstrong 
9) Art Director: Don Ellis 

Artist: Don Ellis, John Larsen, Dean High 
Agency: Ayres, S @a iat 
Advertiser: Consumers Public Power Dist. 

Certificates of Merit for “art only” were awarded to: Bob 
Kratschmer (magazine advertising, color), Ken Teason (maga- 
zine product adv.) George Moyer, Bob Daughters and Bob 
Holloway (newspaper adv.) John Roberts and Sam Springer 
(newspaper fashion) Bob Kratschmer (trade periodical), Blanche 
Carstenson and Bob Holloway (booklet) Jack O’Neal and Marvin 
Nye (calendar), Jack O’Neal (poster), Roy Anderson (editorial 
art) and Jack O’Hara (TV slide) » 

Phot 



pate 

Photography by Charles Kerlee Type C Print from Ektacolor Negative. 

The utility of the illustration is in the reproduction. Here is proof of the reproducibility of professional 
color prints made on Type C paper. Type C prints, further, have a degree of virtuosity, 

of color control, and of clarity and sharpness hitherto unknown. This exciting medium promises to lead to a new era 
of advertising and editorial photography, extending the talents of photographers and art directors alike. 

EASTMAN KODAK COMPANY «© Rochester 4, N. Y. 





Upcoming artist 

Shelly Terman’s line technique combines realism with feeling. 
Her drawings of people make them individuals, not mere 

types. Her interpretive line art has won her recognition in the 
midwest. Now in her early 20’s, she’s had a one-woman show 

at 47 East Pearson Gallery and exhibits at New York’s Carlbach 
and Downtown galleries. Her illustrations have appeared in 

Seventeen, Harpers Bazaar, Chicago Magazine and Playboy. 
She’s also done work for Abbott Laboratories, Scott-Foresman 

and Solon Blackberg and Associates. Shelly Terman is repre- 
sented by Chicago’s Nugent-Williams Studios Inc. 



Fioney o Corn... 

it takes the right bait ! 

Art direction—consultation and design 

lilustration—photography and art 

3 Dimensional art 

Packaging 

Promotional material 

Point of sale 

Phone WAlnut 2-3690 

ASSOCIATES 

810 CLINTON &T.. PHILADELPHIA 7. PA. 
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Philadelphia 

New AD leads Ed White, Phil- 

in company awards adelphia AD 
club member, 

and AD for two years at the Atlantic Re- 
fining Co., has led his company dealers 
to more awards than any other in a like 
period in the National Brand Names 
Competition. His company won two 
first prizes in succession, and a second, 
a third, two fourth prizes and a fifth 
place award. White has also won the 
certificate of excellence award and the 
silver medal in Philadelphia AD shows. 
He won an honorable mention certifi- 
cate and a gold-medal-of-the-year prize 
in the Delaware Valley Graphics Arts 
Exhibits. 

Mel Richman names Art Sullivan, 
typographic 
designer who 

has won numerous design awards, has 
joined Mel Richman, Inc., to serve as 
creative type director. He was formerly 
with Westcott & Thomson, Inc., as 
typography and production director. He 
has designed and helped to build sev- 
eral important experimental printing 
presses, including one, the only press 
of its type in the country, which prints 
in a continuous form over goo feet long. 
A graduate of Chicago’s Academy of 
Fine Arts, he has served as AD, type 
consultant, book and catalog designer 
for many national organizations. 

type director 

Philadelphia clips 

W. H. Hoedt Studios, Inc., has added 
Richard F. Neff as account executive. 

. . Franklin Chenault Watkins, now 
on the faculty at the Pennsylvania 



PHOTOGRAPHY 

Y § Greorge Faraghan 

ie 

6% SOUTH 207 ST., PHILA. 3, PA. 

STUDIO 

LO 4-5712 

REPRESENTED BY 

WILLIAM A. MOORE 

NANCY KELLY 

RI 6-3116 

client lederle e geare marston agency 

Academy of Fine Arts, is the 1957 win- 
ner of the Philadelphia Art Alliance 
Medal of Achievement. He has won 
many art awards, has designed sets and 
costumes for ballets, and has received 
international recognition for both fine 
and commercial art . . . Bob Cargill 
and Dick Rucker have left N. W. Ayer 
to set up shop, at 234 S. Eighth St., as 
co-operative independents . . . George 
Giusti show at Westcott & Thomson 
gallery . . . Walt Reinsel, who gets 
speakers for Philadelphia AD club, won 
the Harrison S. Morris water color prize 
at the annual exhibition of the Fellow- 
ship of the Academy of Fine Arts .. . 

Philadelphia Art Supply Co. 

Philadelphia’s most complete stock of 
art and drawing materials. 

© Craftint 
¢ Zipatone 

¢ all graphic art supplies 

* Bourges sheets 
* Kemart materials 

Send for our 200-page catalog 
on your letterhead 

25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 
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N. W. Ayer’s art department show at 
own galleries resulting in increasing 
sales of paintings .. . 

Berman/Steinhardt now official Phila- 
delphia headquarters for Color Cor- 
poration of America, dye transfers, trans- 
parencies, and color prints of all types 
. . . Harold C. Kehl has joined the 
Joseph R. Daley Advertising Agency as 
vice president in charge of creative 
services. He was formerly AD at Lamb 
& Keen and Ivey & Ellington, both 
firms of Philadelphia, and directed art 
and production for the London, Eng- 
land and the Detroit, Mich. offices of 
N. W. Ayer . . . Also at N. W. Ayer, 
four new layout artists: Al Schacherer, 
Edward A. Stopke and Lee Olsen, all 
from the Art Center School in Los 
Angeles, and Marvin Wartnick, from 
L. A., though he studied at Chouinard 
Art Institute . . . And in the produc- 
tion department: Lynn A. Benoliel, 
Dudley R. Bohlen and Carol D. Wood- 
ward... 

During May, Ruth C. Pleasanton, of 
George School, Bucks County, is exhib- 
iting at Lambertville House . . . Ran- 
ulph Bye of Doylestown had his work 
on view there during April . . . Charles 
Ward, of Carversville, is scheduled for 
the June show. as 

“Slight not what's near 
through aiming at 

what's far’’. 

Euripides (484-486 B.C.) 

FREED 

STUDIOS 

ART FOR ADVERTISING 
DESIGN FOR INDUSTRY 

3701 N. Broad St. Phila., 40 

SAgamore 2-4260 
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West Coast 

be 
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BACKED BY A COMPLETE ART SERVICE 
Layout to complete job. Quick service 

Fast Airmail service on out-of-town orders 
WM. MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pl. Los Angeles 57, DU 54051 

J. Y. GLUCOFT 
Wiwstration 

Dining 
is an 

Oe asion 
with 

VIRTUE BROS. MPG. OD. Los Angeles 15, Calil 
“COVERNMENT ( FORCE 45D SHOULD BE FATCHED LIKE FIRE” Serge temmgen 

Ads for Product designed to 
‘Young Marrieds’ appeal to the 

“young marrieds” 
group uses ad design to appeal that way, 
too. Modern feeling of furniture design 
used in ad design. Models fit into over- 
all approach. This, first in a series of 
consumer ads for Virtue Brothers Din- 
ing Furniture, by Neale Advertising 
Associates, West Los Angeles. ADs: 
Robert Boe and Jim Knight. Photogra- 
pher: Phil Fahs. 

Sales aid brochure A new brochure 
keys presentations for Thorpe In- 

sulation Co. has 
to serve as introductory tool for sales- 
men (company recently changed its 
name and became distributor for Johns- 
Manville), present company’s story, help 
salesmen make bid presentations. Hy 
Farber, award winning designer, Beverly 
Hills, Calif., decided to use a double 
fold-out, with two sections that lift away 
from page three of the brochure. The 
two sections consist of a split page that 
opens up and down, and a single page 
that opens to the right. Thus, a fourth 
message page is provided, as well as a 
pocket to hold bids, etc. Shown here 
is the cover of the brochure, which has, 

lew ee?® .5 
*se ap nee® 
“ 

color ad in LIFE 

artist: 

ee 

represented by: 

LANDPHERE 

ASSOCIATES 

215 Kearny Street 
San Francisco 8, California 
Phone: DOuglas 2-6587 



ANIMATION INC. 

8564 Melrose Avenue 
Hollywood 

television commercials 

ERIC POMERANCE 

JAY NORMAN 

DETROIT + TED PETOK 

SAN FRANCISCO + DICK DANNER 

NEW YORK + 

CHICAGO * 

takes the “WORK” 

out of ARTWORK 
ENLARGE OR REDUCE WITH 
AMAZING CLARITY and SPEED 

the 4 

— 

projects ANY type of copy 
DIRECTLY onto ANY surface 

A money and time saver for illustrators, layout 
men, designers etc. Speeds up scaling, “drop- 
ping in” of elements. Render “finishes” in 
fraction of usual time! Eliminates costly stats. 

| co 

art projector 

The totally dark 
“Work-Booth” I 
is an integral 

part of i 
GRAFIKON: an 

exclusive feature ! - 

Priced MUCH 
lower than any 
other large 
Projector. 

SEE YOUR DEALER . 

write for Folder to 

as large design, a new two-color trade- 
mark created by Farber. It uses initials 
T. and I. Photograph of a company 
plant is cut-out to make the T. Cover 
is die-cut to show company name on 
inner folddown. The circle theme is 
used throughout the folder to spotlight 
company’s product illustrations. 

West Coast clips 

Paterson & Simonson, Los Angeles, now 
has a complete studio staff of 14 to 
service their agencies. The firm was just 
organized five years ago. Also repping 
free lance artists, including John La 
Gatta, nationally famous _ illustrator; 
Tom Ryan, food and still life poster 
artist; Ken Sawyer, pen and ink illus- 
trator; and Frank Germain, who illus- 
trates aircraft and people for technical 
subjects .. . The Dan Lawrence Co. of 
San Diego added 20 accounts in one 
month — February — and added to staff, 
account executives Walter Pierre and 
Jerry Kiely, controller William C. Hilke, 
and receptionist Mary Coakley .. . 
Le Ora Thompson Associates, newly 
formed animated tv commercial, edu- 
cational and industrial film company, 
Hollywood, doing tv commercials for 
Pacific T&T, Delta Rice, Magnite .. . 
Magoffin Co., Typographers, Los Angeles, 
moved to 6230 Yucca St., Hollywood, 
after 20 years in last location. New 
plant is largest in the west, employs over 
100 workers on 24-hour schedule, does 
just about everything and has a variety 
of modern equipment .. . J. Chris Smith 
Design Associates recently completed 
two interesting jobs. First, a page ad 
for Pomona Tile, using full color pho- 
tography, highlighting jewel-like effect 
of product. Second, a redesigned pack- 
age for Dixie Fry Mix. ADs for the 
Pomona ad were J. Chris Smith Design 
Associates and Bob Corey, AD at Ander- 
son-McConnell Advertising. Photography 
by Hal Adams. & 

fackage design council award 

the aiga 50 best album covers award 

3 awards - lithographers national association 

GOULD and ASSOCIATES + design consultants 

250 s. la cienega - beverly hills, california 

RUS to 

US 

the monthly news magazine 

of advertising production 

$1.50 for 12 issues 

43 E. 49th St., New York 17 

8026 Santa Monica Blvd. 
Los Angeles 46, California GRAFIKON CO. 
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package designing 

J. CHRIS SMITH design associates + 8285 sunset « los angeles * HO 4-8195 
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Abbott Laboratories 
Alemite 

Amity Leather Products Co. 
Armour Co. 
Autopoint 

Braniff Airlines 
Champion Paper Co. 

here are some 

Conn Organ 
Deep Magic 
Dormeyer 

Enden Shampoo 
Ekco 
Fairbanks-Morse 

Freeman Shoe 
General Am. Trans. Corp. 

Gossard Girdles 

of the people 

Greyhound 
Hammond Organ 
Harnishfeger 
Helene Curtis 
Holeproof Hosiery 

~ Hotpoint 
° Inland Steel 

Jim Beam 

we've served 

Jewel Tea 
Johnson Wax 

Key Wine 
Kings Men 
Kraft Foods 
Lennox 

Materials Service Corp. 
Masonite 

Mayo Clinic 

an the last 

Milprint 
Mogen David 

Wine 
Montgomery 

Ward 
Morton Sait 
Oliver Corp. 

Perk Dog Food 
Purex 
Red Ball Footwear 

Red Cross Spaghetti 

fifteen months 

Revere Camera 
Rolfs 

Reuben H. Donnelley 
Schlitz 

Sealy Mattress 
Sears, Roebuck & Co. 

Standard Oil Co. 
Standard Tea & Coffee 

Stewart Warner 

(how about you?) 

Sundstrand 

United Air Lines 
United States Gypsum 
Wollensak 
Wrisley 
Wurlitzer 

Whitaker Guernsey DESIGN GROUP 
444 east Ontario 
Chicago Illinois 
W Hitehall 4-6809 

Cal Dunn Studios 
adds Tom Terry 

Tom Terry, specialist in modern design 
cartoon illustration, has joined Cal 
Dunn Studios, presently engaged upon 
an expansion program. Terry has been 
free lancing during the past one and a 
half years, in advertising and film art. 

Feminine 
hand holding 
lettered “cig- 

aret’’—the lettering du MAURIER 
forming the product—is device used by 
agency Ruthrauff & Ryan, Chicago, to 
quickly and strongly identify compara- 
tively unfamiliar brand name. All ads 
feature sophisticated theme (in models, 
backgrounds, luxury hallmark in copy) 
and all ads also feature this unusual 
lettering treatment for product. Further 
strength is built up for product identifi- 
cation by sometime use of second color 
only in package reproduction. 
The cigaret device was originated by 

Charles F. Ulrich, AD on the account. 
His thinking is “to make illustrations 
contribute more than mere pictorial in- 

Cigaret device for 
product identification 

terest.” Executive AD: Frank Cheese- 
man. Photographer: John Rawlings. 
Model: Don Phillips. 

THE 

FLAX 

co. 

ARTISTS’ MATERIALS 

DRAFTING SUPPLIES 

176 N. Wabash Ave., 

Chicago 1, Ill. FI 6-4395 

Ready frisket that stays down, will not blow 
up, easily removed, stays tacky indefinetly, 
extremely transparent, leaves no residue. 

Phone SUperior 7-2006-7 - Samples on request 

$$ Artist Materials Inc., 712 North State, Chicago, Ill 



Bruce Beck A new in- 
joins Design Dynamics dustrial de- 

sign consult- 
ing firm, Design Dynamics, Inc., has 
been formed in Chicago. Principals are 
Bruce Beck, formerly of Bruce Beck 
Design Staff; John L. Cox, formerly 
general manager of Raymond Loewy 
Associates; Wayne G. Williams, a former 
Loewy executive; Joseph J. Thursh, 
merchandising executive who had served 
as vice president of Macy’s in New 
York, Goldblatt Brothers of Chicago, 
and other firms; Robert W. Schier, a 
former associate of Sundberg and Ferar, 
largest firm in the product design field. 

Beck, who will serve as vice president 
of package and graphic design, brought 
to the new firm his Bruce Beck Design 
staff. Design Dynamics, on the 28th 
floor of the LaSalle-Wacker building, 
will be headed by Cox as president; 
Williams as vice president for coordina- 
tion of the creative development of 
design problems; Beck; Thursh, vice 
president of merchandising and market- 
ing; and Schier, manager of product 
and transportation design. 

Chicago news notes 

James F. Quinn, vp at Ross Roy, now 
account supervisor at Edward H. Weiss 

. At Grant Schwenck & Baker, Mar- 
shall Edinger from media director and 
AE to vp and W. P. McWilliams, from 
AE to vp . . . Louis Di Sidran now 
copywriter and AE at Erwin, Wasey & 
Co. He came from Racine, Wis. and 
Western Advertising . . . Chicago Tri- 
bune Forum on Distribution and Ad- 
vertising slated for May 20-21, radio 
station WGN ... Robert Witt now an 
agency principal at Garfield-Linn & Co. 

. He was account supervisor, now 
general manager . . . James F. Gaskill, 
new display advertising manager for 
United Air Lines here. He came from 
Capex Co. in Evanston . . . Robert E. 
Gorman, now asst. vp in charge of 
advertising at Allstate Insurance Co. 

Text set in 

Clarendon Book 

“where 
typesetting 

is still an art” 

8 point 
Service Typographers takes special care in 
the lock-up of every form. Performed by 
experienced and skilled lock-up men, this 
results in square and accurate type forms. 
Another reason for specifying Service on your 
type requirements. Look for this and many 
other quality features in every Service-set job. 

SERVICE typographers, inc. 

723 South Wells Street, Chicago 7, Illinois 

Phone HARRISON 7-8560 

...the 
mark of 

professional 
services 

both made possible by our client's successes 

an 
exciting story 
of creative 
results 

You get unique customer services from the Norm Ulrich 

Organization, regardless of the size or type of job. 

Happy clients come from both industrial and consumer 

fields. Hourly creative services can be supplied for: 

CREATIVE PLANNING, LAYOUT OR FINISHED ART 

Call Village 8-6060 

1111 CHICAGO AVE., 

NORM ULRICH ADVERTISING ART STUDIOS 

OAK PARK, ILLINOIS 

the ‘the GOTCDLDGE for precise work 

the NORedge for close work - - 
both are —_ 

steel drawing board edges 

for data check with your dealer or write 
chicege,1! 

Paul Pinson 

Advertising Art 

4 East Ohio ¢ Chicago 41 

SUperior 7-3122 



Moved up from ad director .. . In 
Peoria: Raymond Peterson, who is vp 
of Jackson, Haerr, Peterson & Hall, 
named chairman of the plans board .. . 
New Northwest manager of Farmer- 
Stockman magazine is Jay Wangsgard, 
who was a sales rep . . . Ad manager 
of the school division at Brunswick- 
Balke-Collender is Gayle Neubauer, up 
from senior copywriter . . . Charles R. 
Farmer now ad mgr. for Chicago Screw 
Co., Bellwood. He left post as assist- 

ant to ad director at Victor Chemical 
Works .. . 

Guy Mercer, account supervisor at 
Tatham-Laird, was account executive 
there . . . James P. Ince left post as 
promotion mgr. of Omaha World Her- 
ald for new job as director of advertis- 
ing and public relations at American 
Hospital Supply Corp. in Evanston . . . 
Robert L Finch now account exec at 
Grant, Schwenck & Baker. From vp at 
Lester L. Jacobs . . . 

SHIPPING 

™ 
Se 

iP 

Sa 

ail Od Stexmaleng Alfred Bulltop Stormalong to 
be correct, was the invention of New England sailors. 
Five fathoms tall, Old Stormy ate his soup from a dory 
and picked his teeth with an eighteen foot oar. His 
favorite ship was so big he had to soap its sides to get 
it through the English Channel. The cliffs of Dover 
are white today because of soap scraped from his 
vessel’s starboard side. 

We have clients in America’s foremost industries and would like more 

3005S FRANKLIN BLVD 
DF KELLER COMPANY °« cHicaco 12, ILLINOIS 

William E. Sittig, new vp of market- 
ing at Clinton E. Frank Inc., comes 
from Crowell-Collier where he was vp 
and western manager .. . L. W. Ram- 
sey’s AE Carl J. Dueser now at Proebs- 
ting, Taylor, Inc. . . . Local changes 
in accounts include: Portland Cement 
Assn. to J. Walter Thompson . . . Ekco 
Products sink division to Fulton, Moris- 
sey Co... . General Box Co. to Russell 
T. Gray . .. And changes in personnel: 
New at J. Walter Thompson is AD 
Russell H: Milburn .. . 

Charles Doner 
to Grand Rapids 

Charles Doner, head art director at 
Beaumont & Hohman, Chicago, now at 
Wesley Aves & Associates, Grand Rapids, 
as executive art director. 

47 

ws 

McMahon portfolio A portfolio of 
makes industrial gift Franklin §Mc- 

Mahon draw- 
ings of operations at the Ansul Chemi- 
cal plant in Marinette, Wisconsin were 
used by the company as a gift distribu- 
tion to employes. McMahon “simply 
looked around and drew what seemed 
interesting.” All art was done in ink, 
and drawn directly at the site. Piece 
above illustrates what goes on in the 
chemical shipping department. Robert 
Vogele of Latham, Tyler, Jensen, Chi- 
cago design organization, was art direc- 
tor. Brad Sebstad is advertising manager 
at Ansul. 

STA forms 
Magic Lantern Society 

The Society of Typographic Arts has 
organized a Magic Lantern Society to 
sponsor the showing of documentary 
and art films at the Newberry Library 
in Chicago. Chairman of the group is 
Ann Overton. The May program in- 
cludes Le Retour, edited by Cartier: 
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but, which reason was it?... 

Was it that last typesetting bill that “stabbed” you? Was it the bad 

etchproofs or the poor type which took two more days to correct? 

Maybe it was the already “Late-Late” job which was even later 

after the proofs were delivered “way out there.” 

Cet What You want... 

“iy” 

When You want it! 
all 

One, or all, of these things happen to Art Direc- 
tors at one time or another. If you’re having more 
than your share of these catastrophes, then it’s 
about time to think of a new source. Write or 
phone today for free specimen book. 

HOllycourt 5-8988 

LINOTYPE 
LUDLOW 
FOUNDRY 
MONOTYPE 
FILMOTYPE 
BROACHING 
MAKE-UP 
REPRO-PROOFS 
MARK-UP SERVICE 
PHOTOSTATS 

LEADER | TYPESETTING COMPANY 
1236 Sherman Avenue 

Evanston, I! 

ART 

OPPORTUNITIES 

3—ASSOCIATE ART DIRECTORS . $8-12,000 

Ad agency — consumer or industrial. 

YOUNG ARTISTS $100-125 week 

Spot illustrators, layout, lettering, ren- 

dering, etc. 

Many more openings with ad agencies, 

studios, and art departments in all sal- 

ary ranges. 

Whether you are looking for an Artist 

or an Art Jos, it will pay you to contact 

me in confidence. 

ART SNYDER 

CADILLAC EMPLOYMENT AGENCY, INC. 

220 S. State St., Chicago, III. WA 2-4800 

Nationwide Service 

Bresson, said to be the greatest of all 
documentaries, Pre-Columbian Mexican 
Art, Japanese House (the house that 
was in the garden of the Museum of 
Modern Art), and others. 

Chicago clips 

Norm Ulrich Art Studio, Oak Park, has 
a new account executive in Edwin M. 
Duzan, who had formerly been with 
Ross Roy, Inc., advertising, Chicago of- Leatherette files to hold 12 issues of 
fice . . . Duzan, Ross Roy’s mechanical Art Direction. 

production head for the past eight years, $2.50 each, 3 for $7.00, 6 for $13.00. 
had served elsewhere as agency AD, Satisfaction guaranteed or your 
copywriter, creative advertising mgr., money back. 
and had at one time operated his own Mail coupon today. 
printing plant . . . Young Chicago pho- 
tog Frank Cicha, Jr., was awarded the | |-------------------------- 
Graflex Press Fellowship and Graflex 
Photo Scholarship in Washington, dur- 
ing the International Photographic Ex- 
position . . . Receives a year’s full 
tuition at the School of Photography, 
Rochester Institute of Technology, Ro- 
chester, N. Y. . . . Artists Guild mem- 

Jesse Jones Box Corp., 
P.O. Box 5120 
Philadelphia 41, Penna. 

Please send me, postpaid, 
files. I enclose $__._.- Bill xe Q 

Dept. 260 

bers and guests heard (and saw—she’s 
famous for unusual hats) Elsa Kula, 

Name (please print) 

artist-designer, who demonstrated her 
° ° Address 

approach to commercial problems in 
painting and collage . . . STA held an 

(continued on page 149) 
ee ee ee ee ee ee ee ee ee ee ee ee ee 
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f= SIMONSEN ART aomner \ 

527 MADISON AVENUE, N. Y. 22, N. Y. 

ELDORADO 5-4295 

1 JANUARY 1957 

= 
N.M. Bodecker humorous line illustration “ yy, galt 
Aaron Bohrod fine art, landscape, TIME covers ér P 

& btw - Merritt Cutler scratch board, color P /$ / 
, still life rp bli ivy 

representing: Charles Harper modern design, humorous fy. / 
illustration . Pee 

Hirsch painter of people Ayp/¢ 
romeo idge King pee anna reey 0 wee 44 di Doris Pinney children, mother & baby Miller halliven~hedaes in ngs, people “i ar 

i Seidler ight illustrati ’ still life, trompe l'oeil, people pg ae a plum 
Norman Sunshine loose line & wash, people / f ’ 
Arthur Williams designer, tight & imaginative | // ' Ly ptbti 

126 

‘i Wivav “) Molt S&S 

HOM Sé€¢ 

T} ist li -Ma) } of Q Tae 

\ TUFFILM 

, Fhe 
spray 

artist’s quality 

protective 

shield 

over 

your 

drawing or — 

painting 

at all art stores 

M. GRUMBACHEAR vc. 
482 W. 34th Street, New York 1, N. Y. 



WANN 

il fir IM 
“Nl Avil 

il tt i i" 

“ll ll HH 

i, iM : 

HMM 
I psu | 

Our fowl fancier, unfortunately, didn’t get 
the bird. Without much searching, though, 

you'll find old Pluvialis dominica dominica 
at the end of this paragraph symbolizing 

Plover Bond (what else!), the visibly better 
letterhead paper. Whiting-Plover 

Paper Company, Stevens Point, Wisconsin. 

iS BETTER PAPERS ARE MADE WITHi COTTON FIBER 

agency: THE BRADY COMPANY 
art director: GORDON FISHER 

stephen 

e
i
s
e
r
 

PHOTOGRAPHY 14 west onio street, CHICAGO 10, ILLINOIS, SUperior 7-9717 
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IF YOU’RE USING EXPENSIVE 

IMPORTED TEMPERA COLORS 

READ THIS MESSAGE... 

Shiva NU-TEMPERA is a new concentrated tempera packed 

in tubes...superior to any tempera AT ANY PRICE! 

the colors are brilliant, permanent, the finest you can buy! 

Shiva NU-TEMPERA is excellent for gouache, tempera, 

airbrush, designer’s colors, transparent washes! 

with the addition of Shiva waterproofing media, you can 

work on foil, acetate, cellophane, glass and metal with no 

cracking or chipping of colors! Shiva NU-TEMPERA permits 

clean pencil and charcoal erasures! 

the finely ground colors are easy to use as a tempera right 

from the tube, or extended with water for beautiful trans- 

parent washes! 

Shiva NU-TEMPERA won't dry out in the tube, regardless of 

climate! 

now you can choose from 26 glowing colors including the 

new Mars orange, Mars red, Mars violet, Paynes grey and 

5 new greys! 

Shiva NU-TEMPERA costs far less than you'd expect to pay! 

Shiva Nu-Temperas are nationally distributed and stocked 

by most leading art material dealers. See your Shiva art 

dealer today! 

SHIV. 

ARTIST’S COLORS 

433 W. Goethe St. « Chicago, Ill. 

a > Dory 

RETOUCHING 

e Dye Transfer 

© Type C 

¢ Colorstats 

y) 17 Photographers — we'd like to show 

you the simply bee-utiful results 

we're getting on Kodak's Type C 

Black & White & Color paper! 

Archer Ames Associates 

MU 8-3240 
344 East 49 

“Ralph Marks Color Lab. 

EL 5-6740 
16 E. 52 St. 

what’s new 

MONSEN TYPE SELECTOR. Said to be first 
tool of its kind in field: allows printers, 
production men, advertising and public 
relations people to see how various com- 
binations of heading and body type 
faces will look together before printing. 
Horizontally divided pages can be 
matched—top halves of right hand pages 
have two full lines of one size heading 
type, lower halves have full paragraph 
of body face. Visualization of 24 faces. 
$1. Write on letterhead to Type Selec- 
tor, Monsen Typographers, 22 E. Illi- 
nois St., Chicago 11. 

SUN-TESTED VELVA-GLO. Radiant Color Co. 
announces a new line of fluorescent pa- 
pers and cardboard which have “double 
lightfastness.” Sun-Tested Velva-Glo 
will retain effective fluorescent bright- 
ness for a minimum of 60 days and up 
to four months, it is claimed, when 
exposed to direct sunlight on a vertical 
plane. Makers say new product produces 
finer detail by either letterpress or offset, 
cuts and folds without flaking or chip- 
ping. Samples from Radiant Color 
Corp., 830 Isabella St., Oakland 7, 
Calif. - 

IDEA ART PORTFOLIO. “Art In Season,” 
Idea Art’s third portfolio, is a work- 
book of 72 new, situational illustrations 
of light-touch art for reproduction. 
Seasonal themes, sports subjects are 
accompanied by copy lines. A Cue Sheet 
section gives examples of various adjust- 
ments of the Idea Art illustrations. 
Priced at $25.50 per copy, it will be 
mailed on a five-day free examination 
period. Write Idea Art, 307 Fifth Ave., 
New York 16. 

BAUER TYPE CALCULATOR. Complete show- 
ing of all Bauer types with indication 
of size range of each type series. Hand 
set type faces. Informative preface gives 
advantages of using Bauer’s type faces. 
Copy of the Type Calculator available 
if you write on letterhead to Bauer 
Alphabets, Inc., 235 E. 45 St., New 
York 17. 

FOTOSETTER TYPEFACE BOOKLET. Intertype 
Corporation has issued Fotosetter Type 
Faces, a new booklet containing com- 
plete alphabet showings of 178 fonts of 
Fotosetter typefaces now available for 
producing composition on the Foto- 
setter photographic line composing ma- 
chine. Lower case alphabet lengths and 
characters per pica are also shown. 
Booklet includes 400 special characters, 
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Abr 

—ag ay OC national 
+ 

service 

- ~~ studios 

serving all your television needs 

graphic arts / hot press / enlargements / flip cards 

color and black and white slides / rp’s / telops / original photography / crawls 

station id file / mailing facilities 

(Send for our new type specimen sheet and price list on our HOT PRESS department) 

42 west 48th street, new york 36, n.y., JUdson 2-1926....7....8....9 

New York's most complete 

SLIDE 

SAME DAY 
aah SAME DAN 

SERVICE ile hastens os 
Vugraph slides 
...including COLOR! 

ADMASTER has the ‘know-how’ and 
facilities to handle all your slide prepara- 
tion work quickly, accurately, dependably. 
In color or black and white...one-of-a-kind 
or large runs... Admaster is the top resource 
of art directors and production men. An 
Admaster technical representative will 
gladly advise you on preparation of art. 

ASK FOR FREE BOOKLET 
containing price lists, ideas and 
how-to-do-it information on the 
more than 200 photostatic, pho- 
tographic and slide services 
available at Admaster. 

F-Ge Boo &= 5) 1 =) Oe ad od 8 0 8 Oe Oo kor 
1168 6th Ave N.Y. @ JUdson 22-1396 



Advertising Typographers 

Association 

Which Ad Has Advantage? 
| “"""™ 

AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. 

a RUN DOWN? tATMORE MO 
Don’t Be ! The Maran Printing Co. 

DON'T BE! BOSTON, MASS. 
The Berkeley Press 

Take Flip po, the tasty Machine Composition Co. 
tonic, three times per Take Flippo, the tasty tonic, three H. G. McMennamin 

day, seven days per week. times per day, seven days per week. Aue! Bde. Sahin Typographic Service 
Every vitamin in the Every vitamin in the alphabet. A CHICAGO, ILL. 
alphabet. A flavor you ; enqgeth 
can’t forget. You'll Flip for flavor you can't forget. You'll Flip pL. ay 
Flippo. Get a case today. for Flippo. Get a case today. Runkie-Thompeoe 1 Kovats, Inc. 

CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 

ee ” DALLAS, TEX. 
L he the ‘‘sample”’ above proves, there are two Jaggars.Chiles-Stovall, Inc. 

CAION, Os eevs 
e ° . yton lypographic Service 
important ways to set any advertisement—with or DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

without Typographic Muscle. Our ATA Members Arnold-Powers, Inc. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 

much prefer the former. They know this kind of type- pemeeeseus On, 
The Typographic Service Co., Inc. 

setting makes ads more quickly spotted, more easily eS ae. 

LOS ANGELES, CAL. 
Adtype Service Company 

read, more frequently acted upon. It costs no more to orn acing 
Arrow Press 

set it stronger. ATA Members are listed on this page. sonnei, wont 

NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. * 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Ser soy 7 
A. T. Edwards Typo 
at Arts iocone my 
Huxley House 
Imperial Ad Service 
King Tyrgemetic Su Service Corp. 
Linocraft Typographers, Inc. 
Master ys Company 
Chris. F. Olsen 
Frederic Nelson Phillips, Inc. 
pues Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidr, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. * . 7 o 

phic Service Co. Advertising Typographers Association ie vice Con, 
‘ . Kurt H. Volk 

° America, Inc. NEWARK, N. J 
Barton Press 
William Patrick Co., Inc. 

Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary PHILADELPHIA, PA. 
. Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey Typographer 
ST. LOUIS, MO. 
Warwick Typographers, Inc. 
SEATTLE, WASH. 
Frank McCaffrey's 
TORONTO, CANADA 
Cooper & Beatty Limited 
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PRODUCTS FOR YOUR 

TV AND ART DEPT. 

“STORYBOARD” PAD >——~—— 

The pod that hes big 5 x 7 
video ponels thet enable 
you to make man-sized TV 
visuals. Perforated video 
and avdio segments on gray 
background. 
Ne. 72C—Pad Size 14x 17” 

(50 Sheets—4 Segments on Sheet) 
No. 72 E—Pocket Size 6% x 81%” 

(50 Sheets—! Segment on Sheet) 

Tomkins TELEPAD 

Most popular TV visual pad 
with 2,24” video and 
audio panels on gray baock- 
ground. Each panel perfo- 
rated 

Ne. 72A—19 x 24” 
(50 Sheets—1!2 panels on Sheet) 

Ne. 72B—Pocket Size 8x 18” 2.00 
(75 Sheets—4 panels on Sheet) 

VIDEO PAPER 
Sensational new paper for 
TV artists. Makes an ordin- 
ary pencil line vivid and 
colors just pop! Write for 
sample. 

FREE SAMPLES 
FOR THE ASKING! 

Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘“‘An_ Encyclopedia of 
Artists Materials'’ / 

seereesrrseser er /Jeewes eofierfeteereverAues 

what’s new 

styles of typographic ornaments, rules, 
etc., and 18-point Futura Advertising 
Figures available with Size C top align- 
ing figures. Copies of booklet available 

: : from Sales Promotion Dept., Intertype 
: ; : Corporation, 360 Furman St., Brooklyn 

(Continued) 

1, New York. 

FOREIGN LANGUAGE SERVICE. Typographic 
Service, Inc. of Philadelphia now sets 
type in 44 different foreign languages. 
No translation, but will set from for- 
eign copy. Detailed information upon 
request from Typographic Service, Inc., 
Printing Crafts Building, 1027 Arch St., 
Philadelphia 7, Pa., or in New York, 
Chanin Building, 122 E. 42 St. 

ILLUSTRATED ENVELOPES. Full color illus- 
trations on envelopes is made available 
by Colortone Press, Washington, D. C. 
They offer 24 substance number 10 en- 
velopes, providing envelope, plates and 
printing for $9.85 per thousand in quan- 
tities of 100,000. Minimum order is 
25,000 at price of $14.85. Idea was de- 
veloped from test reports of the added 
pulling power of direct mail pieces 
mailed in envelopes using color. Client 
provides 4x5 color transparency, com- 
pany provides rest. Illustration can be 
up to 3x5 in any shape. Samples of the 
new envelope, called “Picto-Chrome,” 
available from Colortone, 2412 17th St., 
N. W., Washington, D. C. 

4 COLOR LABORATORY 

DYE TRANSFER PRINTS 

Ciacie 7-1747 
149 WEST S4th STREET, NEW YORK 19, N.Y. 

production bulletin 

(Continued from page 38) 

sample of problem surface. 

FASTER COLOR PROCESSING: Processing time 
of a new Eastman Kodak color paper 
with color negative film has been cut 
from the usual four hours to two hours. 
United Press News pictures used the 
new panchromatic paper for color cov- 
erage of the presidential inauguration. 
Process is still in experimental stages, in- 
volves production of three b/w separa- 
tion prints which can be electronically 
transmitted to newspapers. 

TYPE PRICE LIST: Up-to-date price list with 

Russell Newton Ronian 
Sylvia Roman 

CALL FL 3-8133 one-line showings has been issued by 
Amsterdam Continental Types and 
Graphic Equipment Inc. Shows all 
available Typefoundry Amsterdam and 
Berthold Typefoundry faces. Booklet 
and specimen sheets of the individual 
faces from Amsterdam Continental, 268 
Fourth Ave., New York 10, N. Y. * 
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THERE'S NOTHING WHITER THAN FOX RIVER ARCTIC WHITE 



alah pant. Ww, go Weaver Paper Company 
eee ween! Paper Company 

ucso Paper Company 
california 

El Centro—W. A. Scheniman Paper Company 
Fi ra Paper 

eal ny Loe Angee —Conumbla Le Salie 
Sierra Paper Company 

ic Coast Paper Company 

CRA-A-A-WK! 
Prominent in the folklore and 

pageantry of the upper northwest 
coast of North America are 

the clan symbols. Here illustrated 
by artist Ralph Jahnke is the 
symbol of one of the Haida Piece cumbeiten Forts Comoeny 

clans... the Raven. Often called ‘ Company, Seaboard Paper 
the “Trickster’’ because 

of his ability to change at will from Paner Company 
bird to human form, the Raven p — 

is known also as a benefactor... = 
being credited with gifts of daylight 

and fire, water and food. Ones coe ee a 
gee pga P. Richards Paper Co. 
a Falle—American Paper & Co. 

.t o—Consumers ’ coe Pocatel! Paper 
itineis—Ch Conpewy 

o Sovmingham a Bgase 62... utier 
Paper Company, La 

e Paper Company 
Peorla—Butler Paper Company 
Rock Istand—C. J. Duffey Paper Co. 

Mt wy. Paper Company 
‘ Wayne—Butler Paper Company mae cent Paper Company 

Terre Ha tates Paper Co. 
FOX RIVER BOND Boe Mcines-Mammingham & Prosser Co. 

Wichite—-Butler Paper Company, 

FOX RIVER LAID — seamen Sets rw Gomer 
neral 

FOX RIVER OPAQUE i oe abana NS al 
imore—*ne Mudge Paper Company 

ENGLISH BOND ——.. 
Worcester—Geo. W. Millar 4 Co., 

NATIONAL BANK BOND "wna “pecans: im 

ANNIVERSARY BOND. "ETS apa ama Te Pes! 3 

FOX RIVER ONION SKIN meet 

See coer ae Ela, FOX RIVER OPAQUE ONION SKIN era arene 
som utlee Paper Company, Springfield 

ANNIVERSARY ONION SKIN ae, ean may 

ANNIVERSARY VELLUM me amg 
Paper Co., ine. 

ANNIVERSARY BRISTOL Neate fewer Siaane me 

ayer W. Miliar & Co., inc., The 
ANNIVERSARY THIN CARD tne. 

FOX RIVER 

IN TWELVE FOX RIVER GRADES pee, 

Fine artwork and skilled pressmanship show to better 

advantage ... are more compelling . . . on Fox River Arctic 

White. There's a Fox River grade for every business, 

social and advertising use. 

FOX RIVER PAPER CORP., APPLETON, WIS. 

Lithographed on Arctic White English Bond, 
50% cotton, sub. 20, regular finish. 

pelz Brothers, Inc. 
Co., Standard Paper 



2 HANDY GUIDES 

t r é Speeo9 
e 4 SUN-TESTED 

VELVA-GLO 

COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 
COLOR CARD...con- 
tains samples and 

suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 

Write for yours TODAY 

RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 

Manufacturers of ‘VE LVA-GLO® 
Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 

Signcloth 11 

FLEXICHROME 

Puntird 

SERVICE 

DEPENDABILITY 

UNLIMITED PRINT SIZE 

SAVE TIME WITH 

THE RIGHT PRINT 

TECH PHOTO LABS. 

* MU 3-5052 14 EAST 39th ST., N.Y.C 

(continued from page 71) 

Dr. Myron Helfgott, research con- 
sultant and former director of research 
at Ogilvy, Benson and Mather, who 
will act as moderator of the conference, 
announced the conference has_ been 
planned, not to answer questions neces- 
sarily, but to raise them, so that in the 
interim before the next conference, 
some work may have begun on methods 
of developing valid answers to design- 
ers’ problems. 

Speakers will include: Dr. H. A. Wit- 
kin, associate professor, department of 
psychiatry, State University New York 
College of Medicine. Dr. James G. 
Miller, director, Mental Health Re- 
search Institute, University of Chicago. 
Sherwood Dodge, vice president and 
national marketing director of Foote, 
Cone and Belding. Robert F. Elrick, 
president of Elrick and Lavidge, the 
Chicago market planning and research 
firm. Arno Johnson, vice president and 
senior economist with J. Walter Thomp 
son. Louis Cheskin, director, Color Re- 
search Institute. Barbara Kaye, senior 
project director of Market Planning 
Corp., a McCann-Erickson affiliate. Dr. 
Kermit Schooler, project director of 
Alfred Politz Research. Dr. Ernest Dich- 
ter, head of the Institute of Motiva- 
tional Research Vance Packard, editor, 
and author of a book on marketing 
research techniques, The Hidden Per- 
suaders, published by David McKay. 

The program will include an an- 
nouncement by Walter P. Margulies, 
managing partner of the sponsoring 
firm, of the first annual presentation of 
a package research award to be made 
by the conference. It will be presented 
for outstanding achievement in original 
research related to packaging. Four 
sessions have been planned for the con- 
ference. The first will define the goals 
of the seminar and study the applica- 
tion to packaging of research findings 
in perception, behavior, motivation. 
Second meeting will evaluate the pack- 
age as a communication symbol. Experi- 
mental research methods will also be 
discussed. 

The third program will deal with 
specific package research case histories 
and examine methods of predicting 
package success. Fourth and last meet- 
ing of the program will be led by Dr. 
Helfgott. His subject will be Where 
Package Research Stands Today. The 
announcement of the Package Research 
’57 Award will be made at this time. 
Conference registration information is 
available from Dr. Myron Helfgott, 
Package Research Conference, 430 Park 
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Ave., New York rc. 

new TV 

ideas and 

techniques 

highlighted in 

JULY 

ART 

DIRECTION 

in the report 

of the 

second National 

Visual 

Communications 

Conference 

A complete review of the 

TV roundtable at this 

vital conference and an 

analysis of the discus- 

sions of the visual image 

and product personality 

relating to illustration 

and copy for all media. 

elli-art 
9 E47 NYC 
PL 5-4329 

ib Irving berlin 

ARTISTS & DRAWING MATERIALS 

719 Eighth Avenue « New York 19, N Y 
CIRCLE 6-6350 



PHOTO: STANLEY MEREDITH 

Editor-in-chief, Nathaniel Pousette-Dart 

Art Directing: for visual communication and selling 

a professional appraisal of the ADs role in our economy, 

his aspirations, ways of working, and achievements 

What is an art director? Who needs 
him anyway? Where did he come from 
and where is he going? How does he 
work and why? Almost 70 contributors, 
all of them top men in the advertising 
and ad art field, answer these and many 
other questions in the just published 

and long awaited “Art Directing”. The 
book is a project of the Art Directors 
Club of New York. Editor-in-chief 
Nathaniel Pousette-Dart and his team 
have been putting these 240 pages and 
400-plus pictures together for more than 
six years. The result is a comprehensive 
picture and interpretation of the art 
directing profession as a dynamic factor 
in our economy. 

There are 13 sections, each composed 
of several short articles by authorities 
on specific subjects. Each section was 
designed by a different AD, as follows: 

1. Emergence of the Visual Concept, 
designed by Alberto P. Gavasci 

. Art Directing ... Advertising Agen 
cies, designed by Oscar Krauss 

. Advertising Problems and Solutions 
designed by Julian M. Archer 
The Consulting Art Director . . 
The Studio Art Director, designed 
by Mitch Havemeyer, Hoyt Howard 
Jack McMahon 

. Art Directing . . . Magazines, de 
signed by Suren Ermoyan 

. Art Directing ... Trade and Com 
pany Publications, designed by Al 
berto P. Gavasci 

. Art Directing ... Television... 
Motion Pictures, designed by Ste- 
phen Frankfurt 

. Art Directing . . . Retail Stores, 
designed by Ralph Daddio 

. Posters; Displays; Direct Mail; In- 
dustrial Design and the AD, de- 
signed by Ladislav Sutnar 
The AD’s Professional Interests, 
designed by William P. Brockmeier 

. Education for Visual Communica- 
tion, designed by Louis N. Donato 
The Profession, Its Growth and 
Development, designed by Salvatore 
J. Taibbi 

. Art Directing . . . “Working Teols” 
..+ Reference, designed by Gregory 
Bruno 

The articles cover every phase of the 
business— from job hunting to such 
specifics as “TV Lighting and the Art 
Director”, from “World Change” to 
“The Bitter Pills and Sugar Coating of 
Pharmaceutical Advertising”. Contribu 
tors include agency and company execu: 
tives and copy writers, as well as ADS 
from every section of the field. 
A glossary of AD and advertising 

terms, a bibliography and an_ index 
make “Art Directing” a valuable refer- 
ence work as well as stimulating read- 
ing. Book is 814x103%4, 240 pages, 2- 
colors throughout with front matter 
in 3-colors. Published by Hastings House, 
it sells for $15. e 



produce MORE 

lg a LESS 

time with 

Insure Accurate Results 
plus Top Quality 

to 24x24 working area 

metime 

from $269.50 

The New, Compact 

TABOUR-TRAY 

Write Dept. D-2 
M. P. GOODKIN CO. 

889 BROAD ST., NEWARK 2, N. J. 

NEW 

QUARTERS 

NORMAN M GRABER 

ART ASSOCIATES 

NOW LOCATED AT 

15 WEST 57 ST- NY 19 

NEW PHONE 

PLAZA 3 3251 2 { 

JUNE, ART DIRECTION: 

24 page Visual Report and interpretation of 

the 93 winners of Certificate of Typographic 

Excellence awarded by the Type Direciors 

Club for merit in media advertising, direct 

mail, package design, television, editorial 

pages. 

COMING 
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Winsor & Newton’s Series 7 “Albata’”’, 

the world’s finest water color brushes, 

are the choice of exacting artists 

because they are painstakingly made 

from finest pure red sable hair. 

Availabie in sizes 000 through 14. 

the world-wide lor 

standard t H 

of IMPORTED quality u - 50" ; N 6: 

that all can 

afford 902 BROADWAY, 

N. Y. 10, N. Y. 

Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 

137 



X16100 . . . One of the thousands 
of pictures from our stock library. 

“§ 

WHAT A 

DisE: 

ONE OF THE MANY 
SITUATION PICTURES FROM 

UNDERWOOD & UNDERWOOD 
ILLUSTRATION STUDIOS INC. 

Send $2.00 for 10th Edition Catalog 
lin N. Y. C. add 3% Sales Tax) 

319 East 44 Street 
New York 17, N. Y. 

trade talk 

ART DIRECTORS CORAL GABLES, 
FLA.: From New Or- 

leans — Robert F. Richey. to Gottschaldt & 
Associates. Richey was formerly with Cham- 
bers Agency . . . CHICAGO: William Tan. 
upped to AD at Sidney Clayton and Asso- 
ciates. Had been artist with the firm... 
DETROIT: Head AD at J. Walter Thompson. 
Detroit, Ralph Breding now also becomes 
vp ... MINNEAPOLIS. Harry Hauck from 
Ruthrauff & Ryan, St. Paul, to Artists, Inc., 
Minneapolis . .-. He’s sales manager .. . 
Edward A. Morris, from Bureau of Engrav- 
ing, to William L. Baxter Advertising. Baxter 
now in larger space at 24 S. Sixth St... . 
NEW YORK: Jack Lane, now creative AD 
at Palmer Associates, point of purchase 
advertising. Lane was a POP consultant 
. . . Albert Behar, formerly director of pro- 
motion art for Crowell-Collier, now AD for 
Roy S. Durstine agency . . . Howard Jen- 
sen, now exec AD for Popular Science Pub- 
lishing Co., was formerly art editor of Popu- 
lar Science . . . He'll AD Popular Science 
promotion, circulation and filmstrips and will 
supervise art for Outdoor Life magazine, 
and promotion and circulation . . . Bernard 
Brussel-Smith, artist and designer, has been 
made consultant AD at Noyes-Sproul.. . 

William O. Chessman, who was director 
of editorial production for Crowell-Collier, 
and AD of Collier's, now studio director 
for Illustrators Group .. . Jack Hobsen, 
free lance artist, now AD for Lever Brothers 

. Hobson had been vp of Boyan and 
Weatherly . . . Herb Greenwald hosted a 
tour of Amos Parrish offices for teachers 
at School of Industrial Art—his son is a 
student there . . . Roy Kuhlman, now AD 
of Public Relations Graphics, a subsidiary 
of Ruder & Finn, Inc. . . . He was formerly 
AD of Sudler & Hennessey and Columbic 
Records .. . Warren Aldoretta, of Cunning. 
ham & Walsh, featured in his agency's ad 
vertising . . . As a salesman in a super 
market . . . Marce Mayhew came to Reach 
McClinton & Co., from Calkins & Holden 
with the Prudential account and part of the 
C&H staff, including vp L. H. McClinton. 
who joined with Charles Dallas Reach tc 
form Reach, McClinton from the old Reach 
Yates & Mattoon . . . SALT LAKE CITY 
Clair W. Lindgren upped to AD at Gilham 
Advertising . . . SAN FRANCISCO: Walter 
Landor & Associates lost industrial designer 
John McMurran to Tri-Valley Packing Assn.. 
where McMurran is now ad manager .. 
TORONTO: New AD at Canadian Advertis- 

get to know 

Tom Vroman is internationally 

recognized for his vigorous innovations 

in black and white. Exhibitions of 

his work in Paris and other art centers 

have brought him awards from 

the Alliance Graphique Internationale; 

the American Institute of Graphic 

Arts and art directors clubs in 

New York, Chicago and Philadelphia. 



nerly on the ad staff of The Telegram... 
WORCESTER, MASS.: Cooney & Connor ac- 
juired William R. Morrison as vp and crea- 
ive director from G. F. Sweet Co. of Hart- 
ord where Morrison was AD... 

ing Agency is Dougl R. Rutherford, for- 

ART & DESIGN ATLANTA: Atlanta 
P aper Co.'s Painting 

{ the Year award was decided May 6-7 
. Tesults too late to make this month’s 

Art Direction . . . First purchase prize, $1000; 
second, $750, and third $200, but not pur- 
chase . . . Exhibit dates of the show are 
May 19-June 2 at the galleries of the Atlanta 
Art Assn. . . . BALTIMORE: Lionhill Studios. 
now advising and supervising advertising, 
public relations and sales promotion for 
Klear Form Pak, Baltimore. Gorden Lowen- 
berg, director of the studio, completed pro- 
gram for Deko-Mold, a vacuum formed plas- 
tic casting mold, being packaged and sold 
for the hobby and art market .. . First 
issue of the American Arms Collector won 
a second place award in the Mead Paper 
contest . . . Norman W. Och is AD... 
Now with Gray Dodson Associates, ad art- 
ists, is Betty Somerville, formerly with Wes- 
tinghouse Technical Publication dept. and 

Newhoff Advertising . . . CHICAGO: Cal 
Dunn, film producer and president of the 
Artists Guild of Chicago for the past two 
years, helped judge the annual competitive 
watercolor and pastel exhibition of the St. 
Louis Artists’ Guild . . . CONSHOHOCKEN, 
PA.. Leotta & Parcher. industrial design firm, 
has added Harry H. Foster as director of 
design promotion. Foster was general mgr. 
of WFPG and WFPG-TV in Atlantic City, 
N. J. Leotta & Parcher have separated the 
design promotion from the creative and en- 
gineering depts. . . . DECATUR, GA.: Mr. 
and Mrs. Herbert M. Meyers announced the 
birth of a daughter, Sandra Elaine . . . HOL- 
LYWOOD: Dolores Cannata now with De- 
sign and Illustration Studio, doing high style 
illustration and cartoons. Was with UPA... 
NASHVILLE: Magazine of the Methodist Stu- 
dent Movement, motive, has awarded seven 
prizes in a graphic arts contest—Words into 
Images. Artists were. to produce interpreta- 
tions of Great Christian texts. Dave Taylor 
of DePaul University, won the $250 first 
prize for students. Andre Racz, New York, 
won the $250 first prize in the professional 
competition ... NEW YORK: Bill Oberhardt, 
a founding father of the New York club and 
an honorary member, had a show at the 

nigllustrative designs 

me Pe a 
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hm, BD. ’s , 

love 

P.M. 

who use new 

COLWVEX 

color 

separations 

Revolutionary process for let- 
terpress and lithography gives 
perfect reproduction... 
Any A. D. loves the produc- 
tion man who does full justice 
to his art and gives him extra 
days to prepare it. 
Today, Col-Vex makes it easy. 
Pre-screened and registered 
separation prints, are ready 
for engraving in 2 to 3 days, 
at a savings upward of 25%, 
and you can’t tell the finished 
plates from those made in the 
conventional way. 
Best of all, little finishing and 
plate retouching is needed — 
cutting time and costs still 
further. 
A. D.’s and P. M.’s should all 
know about Col-Vex for let- 
terpress, lithography and 
R.O.P. color. 

Write or call... 

co Ex 

71 West 47th Street 
New York 36, N.Y. 

PL.7-2180 

Kerry gen 
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National Arts Club, for over 100 of his draw- 
ings, covering 40 years .. . Raymond Loewy 
Associates, now at 425 Park Ave., with a 
working space one-third larger than previ 
ous offices in five locations. Firm now does 
$4 million business annually ... A. L Fried- 
man, 25 W. 45 St., has been appointed a 
New York outlet for Morlex Overlay Film 
for Color Separation . . . United Jewish 
Appeal's artists’ materials division’s annual 
dinner pledged $45,000. Max Weber was 
presented with a special scroll by F. Russell 
Morro, of Charles T. Bainbridge’s Sons, cam- 
paign chairman. Division co-chaiman is Sam 
Flax . . . Lippincott & Margulies held a pre- 
view performance for the Introspectometer. 
an electrical devise for registering a group’s 
positive reactions (not electrically positive 
—emotionally positive!) to anything. Thus, 
perhaps another tool in ad research? .. . 
L&M designed it for production and indus- 
trial use. Participants can secretly record 
emotional reactions by pressing a switch 
which lights green—happy—or red—unhappy 
—bulbs .. . School of Visual Arts offering 
five schlorarships in four categories: ad lay- 
out & design, cartooning and tv art, gen- 
eral illustration and technical illustration . . . 
Jenter Exhibits now at 230 E. Eighth St., 
Mt. Vernon, MO 40222 ... They design 
and build exhibits and displays . . . Graber- 
Mann Associates, formerly at 1776 Broad- 
way, now: Norman M. Graber Art Asso- 
ciates, 15 W. 57 St., PL 3-3251, and Mann 
Associates, 1776 Broadway, CI 7-0017 ... 
Museum of Modern Art has been awarded 
the Grand International Compasso d’Oro for 
1956, presented by La Rinascente of Italy, 
for outstanding contributions to industrial de- 
sign. . . . New design firm of Seymour 
Robins Inc. has been formed by Seymour 
Robins, a designer authority in the sensory 
perception field. Address is 24 W. 45 St. 
. . . Ted Holub has joined Glanzman-Parker 
Studios as sales rep .. . Some 40 drawings 
and paintings illustrating the flight of Hun- 
garian refugees were presented to the US 
Air Force at special ceremonies held at the 
Society of Ilustrators offices. Henry Koehler, 
Robert Lavi and Thornton Utz flew to Europe 
specially to record this movement for the 
USAF . . . Herbert Roan, formerly of Dol- 
match Roan & Co., is now at 15 W. 29 St., 
as Herbert Roan and Associates, OX 7-8594 
. . » New phone for Irving Bogen, lettering 
and design, CI 6-8665. He also teaches let- 
tering at Pratt Institute . . . Irv Koons did 
the illustrations for David Dodge's Poor 
Man’s Guide to Europe, revised edition, 1957, 
publishd by Random House .. . .Alexander 
Robbie Assofiaces now at 45 W. 18 St. . 
Ruth Willock (adv. agency) now on three- 
month trip to Europe for business and pleas- 
ure—business in London, and to visit rela- 
tives in Switzerland, (she’s half Swiss) and 
friends in France, at a real French chateau! 

CREATIVE 

CARBRO 
DYE TRANSFER 

B&W RETOUCHING 

JERRY | 

112 WEST 48TH ST. 

PL 7-2019 

Retouching 

Dye transfers 

Flexichrome 

black-and-white 

HERSH-MASTRO STUDIOS INC. 
4 W. 40th St., New York, N. Y. 

CHickering 4-8864 



WORLD'S Shi FINEST 

Craftint Since 1/54 

TEMPERA 

SHOW CARD 

COLORS 

can’t be beat for QUALITY 

and PERFORMANCE! 

Craftint-Devoe Show Card and Spectrum Colors add that extra 

ingredient that makes for a better poster, a finer showcard, a more 

brilliant drawing. Craftint-Devoe colors are POSTER-PERFECT. 

Craftint-Devoe Show Card Colors are designed especially for 

discriminating commercial artists, poster designers and display 
draftsmen. Colors actually last longer ..... cover better..... 
and cost less because they spread further. All colors have a lasting 

brilliance ..... are uniform in matching qualities and texture..... 

dry to a permanent satin-finish. They brush out evenly, dry 
ass * YF quickly and work equally well with brush, pen or airbrush. 

<_-—feT..« 
They will not bleed, crack or chip. 

Available in 38 perfect-matched colors in sizes ranging from 

the one-ounce jar to the gallon size. Also in the following 3 sets: 

No. 6 Tempera Show Card Assortment, 6 colors. 

No. 12 Tempera Show Card Assortment, 12 colors. 

“16” Color Wheel Set, 16 Spectrum colors. 

CRAFTINT-DERAYCO POSTER COLORS are formulated with 

exacting care..... to meet the demands of commercial artists, 

signwriters, art educators and schools for the best in a moderately- 

priced color. All are non-toxic, brilliant, smooth and intermixable. 

Will not bleed or smudge. 

20 colors, available in 6 sizes and 2 sets: 
a 5 0 

wn aA FTINT MANUFACTURING | J No. 90 Assortment of 6 colors. 

No. 180 Assortment of 12 colors. 
ee 

Send for FREE color cards and folders! 

THE Crattint MANUFACTURING CO. 

NEW YORK « CLEVELAND « CHICAGO 

MAIN OFFICE: 1615 COLLAMER AVE., CLEVELAND 10, O. 
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WEBER 

DESIGNERS’ MAT 

WATER COLORS 

Opaque 

Brilliant 

Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in ¥%-0z. glass jars. 

COLOR CARD ON REQUEST 

PENNA 

$qoo 

“Introductory 

Package” 

ot SARAL 

( WAX-FREE ) 
> 
Transfer Papers 

4 sheets in a package, one each 

of graphite, red, blue, and yellow. 

Saral also comes in boxed rolls 

12% inches x 12 feet for $3.50. 

In all artists’ supply stores or write 

| S.B.ALBERTIS + 5 Tudor City Pl.,NYC17 

ee Italy is also on her schedule. She’s due 
back early in July ... A. L Friedman has 
been appointed distributor for Idealite in the 
art field. Idealite is a new ultra-thin, light- 
weight transparency illuminator . . . After 
two and a half years in Europe, Arnold 
Bank, letterer, calligrapher, lecturer and 
teacher, is back in New York at his studio, 
36 Central Park South, MU 8-9780. He had 
been on a Fulbright fellowship at the Royal 
College of Art in London .. . Bob Fischer. 
formerly associated with Stephan Lion, Inc., 
has formed his artists’ rep company at 
15 E. 48 St., PL 5-2131. He is exclusive rep 
forRay Kellman, photography .. . Cullen 
Rapp Studios now at 137 E. 57 St., PL 1-4656 
. . . Lore Noto now repping Warren Baum- 
gartner, who did Bantam Books’ A Cry in 
the Night, and Up from Slavery . . . Also 
repping Tom Knight, decorative illustrator, 
who created Seabrook Farms’ Mildred for 
N. W. Ayer-TV and has been in the Graphis 
Annual . . . Johnstone & Cushing now at 
137 E. 57 St., PL 3-5570 . . . Albert Pucci 
did that series of interesting gouaches for 
Chesapeake & Ohio RR. campaign, ADed by 
Claude Hurd. of Robert Conohay ... Art 
rep Erik Simonsen has added Abner Dean, 
who does satirical cartoons, and W. K. Plum- 
mer, historical illustrations . . . Presentation 
Designers moved.to 46 E. 53 St., EL 5-5590. 
Founders Nat Bukar and Kurt Larisch noted 
their four-year-old company grew so rapidly 
an expansion move was needed... . Edward 
Diehl designed that new crushproof pack 
for L&M filtered cigarets, and the new car- 
toons too, thru agency Dancer, Fitzgerald 
& Sample .. . Jerry and Irvin Cummins of 
Art Department, Inc., have moved their art 
studio to 342 Madison Ave., YU 6-6050— 
new quarters are larger and more con- 
rveniently located . . . The New York office 
of Lord Baltimore Press now has Florence 
Patz as technical consultant to sales, art 
and engineering. She was formerly with 
Container Corp. of America . Robert 
Pawlikowski has been named package con- 
struction and design supervisor . . . SAN 
FRANCISCO: Hal Johns Benson has opened 
his own layout and AD service at 9 Sutter 
St. Was exec AD with Ruthrauff & Ryan 
for the past 8 years . . . SUMMIT, N. J.. 
Dr. Frank H. Netter of Norwich, L. I. is the 
artist for the estimated nine-volume, 20- 
year project to create the first definitive col- 
lection of authentic, full color illustrations 
of every segment of the human body and 
effects of diseases. Publication of the third 
volume in the series has been announced 
by CIBA Pharmaceutical Products . .. WICH- 
ITA: The Fourth Capital Annual, sponored 
by Boeing. Cessna, and the Sam and Rei 
Bloomfield Foundation, was judged by Ed- 
ward H. Dewight. director of the Milwaukee 
Art Institute. Purchase prizes total $600... 
WINNIPEG: Bob Riddell, formerly with Wig- 

(continued on page 144) 

COVER ILLUSTRATION 

cee’ rune Junker 
—/ $05 Filth Avenue, New York 17+ Swite 1301 

ail MU 7-3572 
PLQUEST MY PORTFOLIO OF MAILING OF MY REPRODUCTIONS 

PREPARE YQUR OWN 
SHADED EFFECTS--PROFESSIONALLY 

with the NEW EASY-TO-USE ®) 

PASTE-UP 

Shading Film 

SAVE TIME .. . MONEY 
Prepare art on your own premises. 

Ask your dealer or write for 
FREE “HOW TO DO IT” BOOKLET 

CELLO-TAK LETTERING CORP 
131 WEST 45th ST. N Y. 36, N Y 

JULES 

Pp kaging 

design 
finished comp 
mechanical 

LDEN 70 E. 56 + Pl 3-99:6 

DIRECT APPROACH TO ART 

“CAREER SCHC OUl 
Undergraduate Layout, Lettering, Fashion, 

ing and Editorial IHustration. 
Placement. Postgraduate Courses. 

Day, Evening; Winter, Summer. Coeducational. 31st year. 
Drawing & Painting Classes. Catalog. 

ALBERTA T. ELLISON, Dir. 
175—Sth Ave., Suite 2408, N.Y. 10, HY. 

“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 

Dept. AD-5 

SATEST Strraer «ea 



Kentucky reared, Susan Karstrom was educated at the 
University of Kentucky and in Chicago. She is presently a 

UPCOMING designer/art director with the Dekovic-Smith Design 
Organization in Chicago. Active in the professional graphic 

DESIGNER arts groups, she became the first woman president of the 
STA and is an editor of the News Bulletin of the Art 

Susan Karstrom Directors Club of Chicago. Awards have come from the 
New York Art Directors Club as well as the STA, ADCC, 
and AIGA. Related activities include teaching an evening 
art class and water color painting. 

tery @F TYPe@GRarare 

oth Exhibition of Desien in Chicago Printing 

1953 

TRE 2Oy 'HETITE TR OF CHT seo, 

1) Convention folder for American Hospital 
Association 

2) Announcement for Dekovic-Smith 
Organization 

3) Information booklet for S. J. Fecht & 
Associates, management engineers 

4) Catalog for Art Institute of Chicago 
5) ADCC News Bulletin cover 



in case you 

missed if... 

THE QUALITY COLOR SERVICE TO THE TRADE 
Dye Transfers * Color Processing 

Type “C” Prints 

COLOR 

CORPORATION * 

OF AMERICA 

sofia building 

43 w. 61st street 
New York 23, N. Y. * JUdson 2-4355 

COLOR CORPORATION OF AMERICA 
Sofia ae +. =e at Gist 
New York 23, N. Y. 
Put me on your list for your new, free 
32-page information and Price Catalogue. 
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' 
' 
' 
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Position 
Address 
City. State 

gins Systems, now AD at Sanford Evans 
Co. 

TV-FILMS Pahmer & Littman Studios, 
New York, now affiliated with 

Chicago's Fred A. Niles Productions as New 
New creative unit. Niles produces tv and 
industrial films . . . Photo and Film Library. 
Inc. of New York releasing first 13 16mm 
color films in a series of 39 to be called 
Secrets of Nature .. . Roy Pinney shot and 
edited most of the film . . . Medal of Honor. 
series of 39 films of Congressional Medal of 
FPonor winners, produced and distributed by 
Interstate TV Corp. in association with pro- 
ducers Ed Henderson and William Dean... 
Mrs. Marion Turk. formerly with Walt Dis- 
ney, MGM, Walter Lantz and UPA, has 
joined Playhouse Pictures, Hollywood, as 
scene planner and checker . . . Albert Os- 
trander has joined Transfilm, Inc. as scene 
AD... He has conducted his own business 
as designer consultant and AD for films and 
legit shows . . . William H. Gantt is new 
production mgr. for N. W. Ayer & Son radio- 
tv dept.. New York . . . Formerly he was 
with the San Francisco office of Brisacher, 
Wheeler & Staff . . . AD club of Chicago 
offers two complete sets of slides showing 
24th exhibition and a 16mm film of the 
award winning tv commercials . . . Contact 
Robert Patterson. McCann-Erickson, 318 S. 
Michigan Ave., Chicago, WE 9-3701 ... 

ADVERTISING 2e2 Lichtenstein now 
promotion director of 

PROMOTION Prometion director of 

Russeks vp . . . Thomas S. Thompson new ad 
and merchandising mgr. for Maxwell House 
division of General Foods, formerly was 
product mgr. for Instant Maxwell House... 
Philip Bergh is new ad and sales promotion 
mgr. of the textile division of U. S. Rubber 
Co.. and has been merchandise mgr. and 
in charge of advertising sales promotion on 
Lastex. 

CAMPAIGNS Notional Shoes. through 
Emil Mogul Co.. cam- 

paigning through June in dailies and shop- 
ping newspapers in ]1]markets in New York, 
New Jersey, Connecticut, Massachusetts and 
Maryland . . . Ads to feature specific styles 

. Eagle Pencil Co.’s campaign, biggest 
ever in the wooden lead pencil industry, 
uses merchandising kit, national and local 
support for dealers, all media including 
local Sunday supplements, business publi- 
cations, direct mail and 74 college engineer- 
ing publications . . . BBDO is the agency 

. Dow Corning Corp.'s national promotion 
for Syl-mer silicone finish for textiles, and 
Sylflex, silicone for leather, will extend from 
September through December, top months 
of the fall 1957 retail selling season. Agency 
Anderson & Cairns to emphasize latest fash- 
ions in apparel, upholstery and decorative 

if you work with 
CASEIN COLORS, DESIGNER'S 
GOUACHE, PASTELS, CRAYONS or 
POSTER COLORS you can get the 
most unusual effects with 

MI-TEINTES 
The Remarkable Tinted Paper 

@ Available in 24 beautiful tones in- 
cluding stygian black. 

@ 100% Pure Rag Content—but inex- 
pensive. 

* aa surface found on no other 

a Product of the ancient Canson & 
Montgolfier Mills in France. 

The favorite of | The most striking poster 
Commotion pa w produced by 
artists the wor part of the 
over since the paper per te seqresent high- 
léth century. or shadow. 

Sold by good art supply dealers everywhere. 

“/ he MORI LLA Company 
New York 10, N. Y 

Angeles 5 
330 FE. 23rd St., 
706 So Magnolia, Los 

TYPOGRAPHY 

«222222 Quality 

for today’s tastes 

” es @ @ ees é Speed 

for today’s tempo 

FOUNDRY * LUDLOW * LINOTYPE * REPROS 
DAY & NIGHT 

LEXI-CRAFT 
TYPOGRAPHERS 

111 EIGHTH AVE. +» WA 4-5069 

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

Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 
upon request. 

THE SANDER WOOD ENGRAVING CO., INC. / S42 S. DEARBORN ST. / CHICAGA S 



OUTSTANDING PERFORMANCE | 

FAIRGATE’S 
GRADUATED 
T- SQUARES 

FASTER.. 
NEATER.. 

MORE 
ACCURATE 
RESULTS 

@NON RUST 
= HARD ALUMINUM 
=e LIGHT WEIGHT 
= LEGIBLE 

FAIRGATE RULE CO., 24° 
OLD SPRING 9, N.Y. CIRCULAR ee os oo n—— see oe roe CU eOehlUlU OhlUhrO lh OhlUh OO hlU hl 

16 west 45 street, new york 19, n.y. 

photo retouching and advertising art 

leonard forray mu 7-4150 
PRESIDENT 

subscribe to 

RUS 

the monthly news magazine 

of advertising production 

$1.50 for 12 issues 

43 E. 49th St., New York 17 

COMPLETE ART SERVICE 

Vince 

Plaza 5-9821 Schiavone 

145 East 45th Street, New York City 

SCHOOL OF 

VISUAL ARTS 
Summer Session Air-Conditioned 
LAYOUT, DESIGN, ILLUSTRATION, TV ART 
CARTOONING, TECHNICAL ILLUSTRATION 
245 E. 23 ST., N.Y. 10, N.Y., MU 3-8397 
VETERANS, DAY & EVENING, CATALOG D 

fabrics . . . Tie-ins planned and print ads 
to include color pages in Mademoiselle, 
Charm, House Beautiful, House & Garden 
and Sports Illustrated .. . 

PHOTOGRAPHY ©. Winston Link 
won first place in 

the professional classification in the 10th 
Annual Graflex Photo Contest, for his dra- 
matic night shot of a Norfolk & Western train 
approaching a crossing . . . His prize, a 
$500 savings bond . . . Grand prize winner 
was Bob Verlin, staff photog on the Houston 
Post, for his Reflection, shot of firefighters 
as reflected in a cracked mirror of a dresser 

. Joe Snyder, president of Color Corpora- 
tion of America, told the Photographers As- 
sociation of America, at their recent Wash- 
ington conference, that in the future, use of 
b/w photography will appear to be bizzare, 
and will be used only to express moods of 
tenseness or violence . . . color photography 
expresses happy situations, he said .. . The 
21st Rochester International Salon of Photog- 
raphy. largest exhibit of its kind, has been 
chosen by the PSA to be among its travelling 
slide shows . . . Supreme Court Justice Wil- 
liam O. Douglas has been voted an honor- 
ary member in the American Society of Mag- 
azine Photographers, for his distinguished 
work in photojournalism . . . Eastman Kodak 
employes sharing a wage dividend of ap- 
proximately $35.5 million, largest such pay- 
ment since the plan was begun in 1912 

. A banana illustration for the United 
Fruit Co. ad, Who Stole the Banana, was 
chosen among the 10 best ads, by Earnest 
Elmo Calkins. in his article in the April 
issue of Esquire . . . The illustration was 
photographed by Roy Pinney and William 
Ward Beecher .. . Skylight Studios is a 
new combined photo and art setup at 45 
W. 18 St. There Bud Norton Associates, Alex- 
ander Robbie Associates and Barkentin Stu- 
dios have combined their facilities and serv- 
ices in 50,000 sq. ft. There’s plenty of shoot- 
ing area and room for 14 artists... Graham 
Foundation award winner Harry Callahan’s 
one-man show at A Photographer's Gallery. 
48 W. 84 St., through May 31 .. . Walter 
Sarff now at 13 W. 4 6St., JU 6-6085 ... 
Photographs of children, by Yolla Niclas, on 
view at Parents’ magazine gallery, 52 Van- 
derbuilt Ave., through May 31 .. . Sante 
Forlano, fashion photog, has joined the staff 
of Studio Associates, 2 W. 37 St... . Has 
been a designer, assistant to Christian Dior 
in Paris, photog for European fashion publi- 
cations, and has done editorial photography 
for Conde Nast Publications . . . Paul Wing 
Studio has added William D. Pell, for the 
past three years head photog at Kling Stu- 
dios in Chicago . . . Does everything in com- 
mercial and editorial . . . Richard Rutledge, 
formerly with Studio Associates, now at own 
studio, 30 W. 56 St., JU 2-0518, and repped 
by V. de S. Gebb. * 
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WM for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS . . . it's SMOOTHER, WHITER, FASTER! 

TALENS & SON, INC., UNION, N. J. 

FREE! & FREE! 

An Important Announcement from: 

CRANE-GALLO ARTIST SUPPLIES 

Our brand new, beautifully illustrated, 192 
page catalog is off the press... the most 
complete and up-to-date reference on ar- 
tist supplies and drafting materials | ! | 

@ A Written Request On Your 
@ Business Letterhead Will 
@ Assure Quick Delivery 

FREE! 

ARTIST 
SUPPLIES 

110 West 31st St., N.Y.C. 

LAckawanna 4-9476 

COMPLETE LINE OF ART VISUAL AIDS 

“TRACE-RITE” “ART-O-GRAPH” 

“LACEY-LUCI” “CAMERA LUCIKON” 

DISTRIBUTORS OF “’CRAGO”’ 

QUALITY PRODUCTS 



bookshelf 

The bookshelf makes it easy for readers 

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

to the art professional and advertising manager. 

NEW BOOKS 
Handbook of Early Advertising Art. 
3rd edition. 2 volumes. A volume of 

pictorial material and a volume of typographi- 
cal material, both books, art offered for re- 
production free of charge or permission. The 
pictorial volume contains mostly Colonial and 
19th century advertising art. Has 1790 illus- 
trations, including 16 new plates of industrial 
and business illustrations and 336 full-page 
plates of rare pictorial material. Typographi- 
cal volume has 311 full-plate pages of type 
faces, ornaments, etc. and a new collection 
of 64 plates of initials, alphabets and dec- 
orative letters. The set, $18.50. Each volume, 
$10. 

150. Signatures and Trademarks. Rand Ho- 
lub. Page commentaries by Michael 

Roth on 51 pages of roughs, revisions of 
roughs, working drawings and some finished 
pieces. $2.75. 

149. 

Seer eee meee eeeeeaeenean 

ANNUALS 

Who's Who in American Art. Edited by 
Dorothy B. Gilbert. The American Federa- 

tion of Arts book listing American and Canadian 
biographies of living artists, obituaries January 
1953-August 1956. Geographical index. List of 
open exhibitions. $17.50 AFA members. $20 non- 
members. 

144, 

141. U.$. Camera 1957. Edited by Tom Maloney. 
Review of the year's leading work, both by 

well known professionals and unknowns. Included: 
Ray Atkeson's color pictures of the west; N. Y. 
Daily News Pulitzer Prize prints; article on Muy- 
bridge by Beaumont Newhall. Biographical notes 
on photographers as well as technical information 
on work. All fields of work, in this country and 
abroad, represented. $6.95. 

146. 35th Annual of Advertising and Editorial 
Art and Design 1956. The Art Directors 

Club of New York show catalog has 395 pages 
(including ads and index) of handsome format 
designed by George Giusti. Cover design by 
Giusti in white, black and yellow. Many of the 
527 illustrations are in full color. Also included: 
a condensation of papers given at First Visual 
Communications Conference. $12.50. 

ART 

American Painting Today. Edited by 
Nathaniel Pousette-Dart. A cross section of 

contemporary art, this includes 155 selections, 
four in color, by 14 museum directors. Artists 
express their philosophy —a paragraph each. 
Editor discusses experiments, developments and 
influences in contemporary art. An article on how 
professionals see their work. A series of quota- 
tions from writers on art. Lists of national art 
and artists organizations, art periodicals, sug- 
gested readings. Reference index of artists, 
galleries, museums and collectors. $8.50. 

145. 

146 

147. Piet Mondrian. Michael Seuphor. Definitive 
work on the late Dutch founder of Neo- 

Plasticism, and one of the leading influences on 
modern and commercial artists. Beautifully de- 
signed, elaborately annotated, indexed, and 
with all kinds of bibliographies. Contains more 
than 600 illustrations, 34 of them tipped-in color 
plates. Writings by the painter included. $17.50. 

LAYOUT 

137. Layout. Raymond A. Ballinger. Covers all 
creative aspects of layout, discusses design 

theory. Should appeal to ADs, artists, and stu- 
dents. Author of Lettering Art in Modern Use, 
Ballinger feels that printed page is still most 
valuable means of communication. A practicing 
layout designer, he is director of the department 
of advertising design at the Philadelphia Museum 
School of Art. Examples from 66 ADs and art 
editors are given, as well as numerous examples 
of the work of artists, designers, photographers. 
$12. 

126. Practical Handbook on Double-Spreads in 
Publication Layout by Butler, Likeness and 

Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 

LETTERING, CALLIGRAPHY 

136. Lettering and Alphabets. J. Albert Cav- 
anagh. $3 clothbound. One of America's 

greatest letterers and teachers of the art de- 
signed and rendered 85 complete alphabets. 
Fundamentals of lettering are given. All hand- 
lettered alphabets may be reproduced without 
cost or permission. 

PHOTOGRAPHY 

148. The Nude. Andre De Dienes. Examples of 
author-photographer’s work number about 

100 b/w plates. Foreword by Norman Hall, editor 
of Photography. Preface by De Dienes explains 
method of work, philosophy. Nudes are photo- 
graphed indoors, out of doors, on the terrace, 
on sea shore. Also composite pictures. $6.95. 

PRODUCTION 

138. Type Identification Chart. A complete type 
chart, printed on a series of circular mov- 

able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 

GENERAL 

79. Commercial Art as a Business. Fred C 
Rodewald. Handbook for artists, art buyers 

and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal cspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 

133. Pictorial History of Medicine. Dr. Otto L. 
Bettman, prominent in the field of picture 

research, compiled and authored this illustrated 
work on the growth of medicine, from Hippo- 
crates down to the present day. Over 900 illus- 
trations, some published for the first time. $9.50. 

140. The Picture Book of Symbols. Ernst Lehner. 
Over 1000 symbols, designs, pictographs, 

sigils, emblems, and ideograms. All subjects 
Paper $1.25. Cloth $3. 

142. Pattern and Texture. J. A. Dunkin Wedd. 
Patterns and textures in the natural world 

and as achieved by man through chemistry and 
art. Half of the book's 91 pages are plates. 
Text also illustrated with examples of forms dis- 
cussed. $6.95. 

143. Our Literary Heritage. Van Wyck Brooks 
and Otto L. Bettmann. Pictorial history of 

life and times of American writers. Over 500 
photographs and drawings illustrate. The Brooks 
work was originally five volumes. This is an 
adaptation by Dr. Bettmann, a social historian 
and expert in pictorial research. Sources listed. 
Index. $8.50. 

ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. Amt. Encl. $. 

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

79 126 133 136 137 138 140 141 142 

143 144 145 146 147 148 149 150 

5/57 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 

Name 

Firm 

Addr 

City Zone State 
If you want a book not listed, send your order and we will try to get it for you. 



booknotes 

THE TYPOGRAPHY OF PRESS ADVERTISEMENT. 
Kenneth Day. MacMillan. $14. 

Subtitled A Practical Summary of Prin- 
ciples and Their Application, this 304- 
page British-printed text serves as a 
complete and thorough study of adver- 
tising and typography in contemporary 
times. Literate and informative com- 
ment on typographer, type, display, his- 
tory and development of fashions in 
type and display is accompanied by 49 
illustrations. Also included in this most 
valuable book: type specimens on 80 
pages, 60 text faces each set in 100-word 
paragraphs in two sizes, 200 display 
types in complete alphabet. A 25-year 
survey of press advertisements appears 
on 88 pages of the best Fine News stock 
available in England and the illustra- 
tions are given in actual size whenever 
possible. Aids include an index to this 
survey, a suggested reading list, and an 
index to the book. 

SIGNATURES AND TRADEMARKS. Rand Holub. 
Watson-Guptill. $2.75. 

Fifty-one pages of roughs, revisions of 
roughs, and working drawings of signa- 
tures and trademarks, plus shor: but 
pointed comments on the examples 
shown. The body of the book (which 
opens flat, being spirally bound) is-intro- 
duced by author’s comments on role 
of signature, working methods. Page 
commentaries by Michael Roth. 

ECONOMIC PROBLEMS OF THE PROFESSIONAL 
FINE ARTIST. Artists Equity Association. Lin- 
coln Rothschild, editor. $2 nonmembers. 

Business practices, as approved by AEA, 
for the artist. Code of ethics, samples 
of artist-dealer forms of contract, mis- 
cellaneous resolutions and a compen- 
dium of documents published by or 
jointly with AEA. Subjects covered in- 
clude exhibitions, reproduction fees, 
and the like. Two special articles are 
Copyright in Works of Art, by Joshua 
B. Cahn, and The Artist and the Mu- 
seum, being resolutions of the third 
Woodstock Art Conference. Indexed. 

WATERCOLOR PAINTING STEP-BY-STEP. Arthur 
L. Guptill. Watson-Guptill. $5.75. 

A two-part book for the student. Part 
One deals with the fundamentals: equip- 
ment, color qualities, etc. and includes 
an article by John Rogers, How To 
Stretch Watercolor Paper. Thirty-seven 
figures and photographs illustrate work- 
ing methods. Part Two consists of five 
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visual vitality 

(continued from page 81) 

him to achieve a freshness and vitality 

in his type areas, much bad typography 

can result from a blind throwing of the 

rules to the wind—an imitating of sheer 

devices. It takes a fine touch to add just 

the right amount of visual vitality to a 

piece without oversacrificing readability 

or creating a visual hodge-podge. 

be contemporary 

Perhaps, if all the currents referred 

to in this discussion were summed up 

in a single word, that word would be 

“contemporary.” To communicate to 

our market most effectively we must be 

contemporary in our approach. Not 

merely to be smart, but because that is 

the tone of voice the market has learned 

to understand, thanks to the building 

boom, the design of new cars, of appli- 

ances and products which are outreach- 

ing themselves to be up to the minute 

in appearance. 

Remember too, a great and increasing 
segment of our audience is younger than 
we are. Our ads, in word and in visual 
appeal, must be contemporary for best 
communication, for maximum response. 

In today’s atmosphere, what is con- 
temporary? Is it simply using the latest 
typefaces as fast as they can be manu- 

Here it is! The New Giant size 16 oz. can of 
ACROLITE CRYSTAL CLEAR spray that's 
“Mild Odored” for permanent protection of 
artwork, layouts and wet type proofs. Acro- 
lite stays clear forever—is available in 6 oz. 
and 12 oz. sizes too. 

For pastel, charcoal or pencil sketches ACRO- 
LITE MATTE FIXATIVE protects with a real 
matte finish that can be worked over in all 
mediums without affecting delicate shades. 
(Also sold in 3 sizes). Ask your art dealer 
for “GENUINE ACROLITE”. You'll be glad 
you did! For free literature write—Graphic 
Arts Div. ACROLITE PRODUCTS INC., West 
Orange, N. J. 

factured or imported? Is it simply vio- 
lently abusing old rules that made for 
good typography? Is it just a matter of 
cutting copy and running larger pic- 
tures or using more white space? 

individuality + appropriateness 

No. It is none of these things alone 
nor the sum of them. It is a way of 
design involving not so much single 
elements as the ensemble, the total effect 
the designer creates. It is a way of using 
type and illustration with flexibility 
and freshness. Its uniqueness often stems 
from the fact that solution derives from 
the nature of the specific problem and 
not from a general rule. This results in 
combined individuality and appropriate- 
ness. 

a, 

ADD ERiia vei 

TO YOUR PROMOTIONS! 

ALL SIZES... 
printed on 
kromkote stock 

PRICES IN THE FIELD! 
Svan? 6x8 

Double Cards Cards 

4 73.00 
234, 335.00 

Lorgor Size Cards end Quantities on Request. 
COMPLETE PHOTOGRAPHIC STUDIO 

15.00 per color shot 

ISHAW-SHON, INC. 

1465 BROADWAY - ——— NEW YORK 36, N. Y. 

The urgency to be contemporary has 
put today’s AD and designer on the 
spot. In addition to building speed, 
power, omniability, and taste into a 
design, the whole must be contemporary 
too. If there is any overriding considera- 
tion in today’s visual communications 
it is the striving for visual vitality. It is 
in this striving that the AD is on the 
spot, trying to achieve vitality and in- 
dividuality without mere freakishness, 
trying to combine power with taste, 
speed of communication with omni- 
ability, reader allure with readability. @ 
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Scientifically developed for use in color 
of artwork «...... enthusiastically 

Send for pted and nati y d by artists, 
FREE production men, engravers, printers, ond 

SAMPLE! '!thographers as great technical advance. 

WRITE TODAY FOR COMPLETE INFORMATION 

MORLEY ASSOCIATES 
10 FISKE PLACE, MOUNT VERNON, NEW YORK 
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see us at 

THE ART CENTER! 

(America’s largest agency 
handling art & production 

personnel exclusively) 

HENRY PRICE 
48 W. 48 ST., N.Y. 36 

Cl 5-8228 

ready reference 

to have your firm listed call Plazo 9-7722 

ART MATERIALS 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 
158 W. 44 St., N. Y. 36 
N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat 

JU 6-1090 

62 - 3rd Avenue, nr 11th St., N.Y.C. GR 3-5390 

CHARTS 
Chart House 
Charts, Sales Presentations, Creative layout, 
Maps, Handlettered Cards, Training Aids, Illus- 
trations 
701 7th Ave Mayfair Bldg. Cl 6-1537 

COLOR SERVICE 
Acorn Color Laboratory 
Grade A Dye Transfer Prints, 2-day service. 
168 W. 46th St., N. Y. C. Cl 7-2260 

COLORSTATS 

Ralph Marks Color Labs 
Low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 17 

HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 

ILLUSTRATION 
Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 

PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 
Experienced and trainees—all phases 
Careful screening—no charge to employer 
130 W. 42 St., New. York 36 BR 9-7725 

PHOTO SERVICES—COLOR 
Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N.-Y¥. 36 PL 7-7777 
Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 

PHOTO SERVICES—B&aW 
Modernage Photo Services 
Two Laboratories: 
319 E. 44 St. 480 Lexington Ave. 
Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 

EL 5-6740 

MU 7-2595 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 
@ Commercial photography; studio available by 

hour and day 
Call Ralph Baum 

REFERENCE PICTURE CLIPPINGS 
Reference-Pictures, Inc. 
We hove clipped and filed over a million pictures 
from magazines and books on any and every 
SUBJECT, MOOD or SITUATION, of every period, 
in color and black and white. Every picture has 
been selected by an Art Director for use by Art 
Directors to stat or paste in layouts and compre- 
hensives and by Artists as reference for drawings. 
Supplied on a rental basis for a small fee. Im- 
mediate delivery. 
104 Fifth Ave., N.Y. 11 

LExington 2-4052 

CHelsea 2-9535 

RETOUCHING 
Bergin-Lobel 
Quality B/W, Color, Dye Transfer, Flexichrome 
80 W. 40 St., New York LO 57217 

Davis * Ganes 
Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 

Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 

Max Jaikin 
Color Transparency Retouching and Assembly 
22 W. 56 St., N. Y. 19 Cl 6-8712-3 

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

Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. LE 2-6515 

Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 

SALES PRESENTATIONS 
Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N.Y. C MU 6-0656 

SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y¥. 3 OR 5-7280 

Masta Displays Inc. 
26 years leadership in silk screened 
posters and displays 
230 W. 17th St., N. Y. C. CH 2-3717 

STULL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 

STOCK PHOTOS 
FPG (Free-Lance Photographers Guild, Inc.) 
* World's Largest File of Stock Color Photographs 
* § Million Black & White Photos—All Categories 
* Nationwide List of Assignment Photographers 
62 W. 45 St., NY 36, NY MU 7-0045 

Frederic Lewis 
Photographs of Everything 
36 W. 44th St., NYC 36 MU 2-7134 

Photo-library, Inc. 
For hard-to-find color & b/w stock photographs. 
149 E. 69 St., New York 27 TRafalgar 9-3999 

Reportage Photo Agency 
Photos To Fit Every Need. Color And B/W. 
15 W. 44th St., New York Murray Hill 7-7040 

TELEVISION SERVICES 
National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 

TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. JUdson 2-0100 



call Plaza 9-7722 

PHOTOGRAPHER WANTED TO operate in well 
equipped centrally located studio. Rent, per- 
centage or partnership. With or without sales- 
man. Write Box 501, ART DIRECTION, 43 E. 
49th St., N.Y.C. 17. 

PRINTER LOOKING FOR artist to share large, 
sunny office, northern exposure, downtown graphic 
arts district. Mutual advantages, reasonable rent. 
Box 502, ART DIRECTION, 43 E. 49th St., N.Y.C. 17. 

EXPERIENCED AND VERSATILE illustrator with Chi- 
cago and Detroit background seeks desirable 
position in smaller community — only southern or 
western locality—agency or studio. Write Box 503, 
ART DIRECTION, 43 E. 49th St., New York 17. 

ALLAN KANE 
placement agency 

7 W. 46th St. Circle 7-2588 

tral Registry 

36 WEST 44th STREET MUrray Hill 7-8550 

FOR ALi ART PERSONNEL 

“OUR PROFESSIONAL SCREENING 

MAKES THE DIFFERENCE” 

chi news 

(continued from page 125) 

exhibition of the work of Kenneth Park- 
hurst, L. A. designer and AD .. . 
One of the noted speakers featured 

at the 11th Annual Symposium and Ex- 
hibit of the Point-of-Purchase Advertis- 
ing Institute was Henry G. Saperstein, 
a top merchandising authority, who con- 
trols merchandising rights for Elvis Pres- 
ley, among others . . . Jilinois Institute 
of Technology’s institute of design, in a 
television series recently, showed the 
public the influence of design in all 
fields . . . John H. Waddell, head of 
art education at the institute, was host 
for the series . . . Preliminary course 
for all design students was demonstrated 
by assistant professor Eugene Dana and 
foundation instructors Elmer Pearson 
and Cosmo Campoli . . . Visual design 
program was led by associate profes- 
sors Richard Koppe and Mish Kohn, 
and instructor Raymond Martin 
Influence of photography on design 
was demonstrated by associate professor 
Harry M. Callaghan and assistant pro- 
fessor Aaron H. Siskind ... AMA’s 26th 
National Packaging Exposition and Con- 
ference attracted some 30,000 executives 
from all over the country. * 

For Artists’ Needs 
FAIR PRICES SINCE. 1868 

IN NEW 
E H&A 

YORK 
C. FRIEDRICHS CO 

51 28th STREET 
LEx yt 

AST 43rd STREET 
MUrray H 

WEST S7th STREET 
?.6607 

e 37 EA 

IN PHILADELPHIA 
HENRY H TAWS, INC 

© 1527 WALNUT STREET 
Ritt 4 

PHONE FOR PROMPT SERVICE 

For: Ad Agencies and 
Photographers, etc. 

Prop serwice 
MUrray Hill 8-8930 =40 Sutton Place 22,N.1%. 

gt: 
COLOR RETOUCHING 

FLEXICHROMES 

rey 2e) 0c) 2 me 1 
MURR A $34 

ART DIRECTOR — HAWAII 
EXCELLENT CREATIVE OPPORTUNITY FOR EXPERI- 
ENCED ART DIRECTOR iN A LEADING AND GROW- 
ING HONOLULU AGENCY. EXPERIENCE IN FOOD, 
APPLIANCES, TRAVEL DESIRABLE. TRAVEL EXPENSE 
FROM WEST COAST MAINLAND PAID BY COM- 
PANY. SALARY OPEN. WRITE BOX 500. 

Cover design 

The cover of this issue was designed by 
Walter Van Bellen of Van Bellen Asso- 
ciates. This cover represents nothing 
more than an artist’s manikin, recarved 
to simulate today’s popular fashion 
among artists to grow beards—it came 
out a bit Amish. Van Bellen and his 
group design in a contemporary vein 
which advertisers find fresh and appeal- 
ing. He has been selected to design the 
g6th Art Directors Club Annual Exhibi- 
tion promotion. e 

—HIRING ARTISTS? 

coll “The Art Unit’ or 7-9100 

New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 

A specialized placement service 
for both employers and applicants in 

the field of commercial art. 

NO FEE CHARGED TO ANYONE 

Kurt H. Volk, Inc. 
TYPOGRAPHERS 

228 East 45th Street 
New York 17,N.Y. 

LET GEORGE DO IT! 
‘THROUGH THE YEARS we've saved busy ADs 
hundreds of hours of costly interviewing 
time. How? Simply yf referring only quali- 
fied STAFF AND FREE LANCE ARTISTS—from 
trainees to top-flight designers. The next time 
you require an addition to your staff, call 
GEORGE SHERMAN at the CAVALIER PER- 
SONNEL AGENCY — the agency that hus suc- 
cessfully placed hundreds of artists. 

BRyant 9-4646 

Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be miade only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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Fast, accurate, dependable service 

OVERNIGHT DELIVERY AVAILABLE 

TO CURE 5 P. M. HEADACHES 

in New York City, call LE 2-9474 
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This advertisement, which appeared 
in Life, was duly checked by the-Starch 
research people. Here are their figures: 

% READERSHIP 

Noted Read Most 

Men Women Men Women 

“Apple"’ ad 43 58 8 17 

Average ad 25 3) 5 6 

READERS PER DOLLAR 

Noted Read Most 

Men Women Men Women 

“Apple’’ ad 58 80 W 24 

Average ad 4) 52 5 7 

150 
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do formulas replace ideas? 

This means that the ad did almost 
twice as well as the average ad in get- 
ting people to notice it. It also means 
that three times as many women both- 
ered to read the message through as 
read the average ad’s story. 

An extra point of interest to the 
client: For his dollar he reached about 
double the number of men and three 
times the number of women as the 
average advertiser in the book—and, 
mind, with a pharmaceutical advertise- 
ment, not with an announcement of a 
new automobile. 

These are interesting figures, espe- 
cially in view of the fact that they come 
from a respectable research organiza- 
tion. 

Research also provides other morsels 
of fascinating information. Starch fig- 
ures, for example, have been studied, 
weighed, compared and charted by pun- 
dits of advertising. From the mass of 
statistics have evolved formulae for high 
readership. We now know how to fabri- 
cate a good advertisement by following 
six basic rules based on past successes: 

1. Headlines should be easy to read. 
Preferably, they should be under the 
illustration. 

2. Human interest pictures get the 
most attention. 

3. Illustrations should not be static. 

4. Plenty of subcaptions should be 
provided. 

5. Square halftones with interesting 
backgrounds make out better than 
silhoucttes. 

>» ~ 
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6. Babies, pretty girls, puppies, kittens 
—and especially babies with puppies 
are sure-fire. 

These are fine rules, and anybody 
would be safe in following them. But 
using them as a pat answer to any and 
all creative problems is not a good idea. 
None of these “formulas” are followed 
in the Squibb advertisement. 

Too many people in advertising take 
the findings of research and use them 
in place of ideas. They spout “facts” and 
think that’s all there is to the business. 

Nonsense. 

It takes creative instinct to know how 
and when to use research and also how 
and when to leave it strictly alone. 
Surveys can tell us only what worked 
before. They cannot hand us a solution 
on a silver platter and tell us what will 
work in the future. 

We know the reader adores babies. 
We did not know that an apple could 
be interesting, too. 

We know headlines should be under 
the illustration, not too lengthy, set in 
upper and lower case, and promise some 
reader benefit. We did not know that 
vast numbers of people would read the 
text even when there was no headline 
at all. 

It appears we still don’t know a lot 
of things, research notwithstanding. 

There is only one rule of which we 
are absolutely certain. 

If the advertisement is interesting, you 
can be darn sure people will see it, 
read it, and remember it. * 



Dale Maxey Leslie Silvas 

John P. Miller 

Gordon Mellor Saul Mandell Battaglia 

Represented by CULLEN RAPP STUDIOS | 

137 East 57th Street, New York City 22, N. Y. PLaza 1-4656 
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