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For a spanking new approach to every phase of sales promotion, call G. A.C. 

— the one fully integrated design-and- production center for everything pro- 

motional! We’ll be happy to show you some of the striking, sales-producing, complete 

promotion packages we’re creating for leading agencies, advertisers. Phone... now! 

GRAPHicC ARTS CEN TER Inc. 

6 West 48th Street, New York 36, New York «+ °* Telephone ClIrcle 5-2525 
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DAILY NEWS, THURSDAY, JULY 24, 1958 
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 THE NEW YORK TIMES, WEDNESDAY, AUGUST 20, 1958. 

Sun's 6 make sense! 
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p ED BIPED 

WITH TRIPOD 

\ shoots to kill 

J 

." 

All your photographic 

problems curl up and 

die when you put 

this trigger-happy 

gang on the job. 

» 

LEE SALSBERY STUDIOS 

g ' 937 F St. N.W. WASHINGTON, D.C. ST. 3-1377 
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Creativity implies many things: classification, simplification, and presentation of data as well as research to 
solve a particular problem. Here simplicity and clarity projects precision and science. The ultimate achievement 
of symbols both solves the problem and establishes an institutional identification. Creativity raises the work 
from craftsmanship to the level of art. It is the basis of our daily work and the guarantee of our future. 

LESTER ROSSIN ASSOCIATES, INC. 3«9 Lexington Avenue, New York 17, N.Y. *MU 3-9729 
COMPLETELY INTEGRATED CREATIVE STUDIO FOR DESIGN ILLUSTRATION AND PHOTOGRAPHY 

a completely integrated staff: 

iMustrators: 5 £ URNE E. HAN 8 VA MAC M GA ‘ HASK rv M s a A DLE A E EA EY. WILLARD A. Ww WINZEN designers: BA DAK. HAYS. H l MAD STONE MARTIN. MC CLASH, POWERS. RASKIN. SMITH. W HISE photographic group: 3: 4. BENEDICT, BREITENBACH - A " H/AVONE. letterers: NERNOFF. WE!SS. retouchers: FoRIN FREITAG production traffic: » a, TUBBS. contact: E FE ? KARRON. BOB NABSTEDT ESTER A SCHMID 

WI 

App 

rulir 

in N 

Thos 

desis 

and 

Hi 

by w 

TI 

desig 

com) 

rang 

for | 

field 

hear 

Fr 

some 

comi 

cour 

end 

Pe 

will 

and 

victo 

field. 

final 

—........ 

Art Dir 
York 3 
yeor fc 
respons 
Post of 
office « 



Oc BER 1958/VOLUME X, NUMBER 7 / 

A/RT DIRECTION 

THE MAGAZINE OF CREATIVE ADVERTISING © OFFICIAL PUBLICATION OF THE NATIONAL SOCIETY OF ART DIRECTORS 

Why the bottleneck ? 

Appeals by artists and graphic designers from tax commission 

rulings regarding payments of the unincorporated business tax 

in New York State are piling up at commission headquarters. 

Those claiming professional status include nationally known 

designers, little known but top notch specialists in retouching. 

and a range of artists between these extremes. 

Hearings have been held by the commission. But months go 

by with no decisions announced. Why? 

The number of such cases, the pressure by artists and graphic 

designers for professional status, is mounting. Perhaps the 

commission is accumulating evidence and opinions in a wide 

range of cases in order to establish broad principles as a guide 

for future rulings, principles that would be more fair to the 

field than the present almost automatic denial after a polite 

hearing. 

From the viewpoint of the professional art field, the cases of 

some of the current appelants are very strong. If denied by the 

commission they would stand a good chance of winning in a 

court appeal. A court victory would set a precedent that might 

end the almost unbroken chain of denials by the commission. 

Perhaps the commission wishes to avoid a court test and 

will eventually release its decisions so that the best cases will 

be granted their appeal, thus keeping them out of the courts, 

and the others will be denied. The net result would be a few 

victories for individual artists or designers, no net gain for the 

field. It will be interesting to see what the tax commission 

finally does with these cases. ~ 

Art Direction, published monthly by Advertising Trade Publications Inc., 19 W. 44 St., New 
York 36, N. Y. YUkon 6-4930 Subscription price $4.00 per year; $7.00 for two years; $4.50 a 
yeor for Canada and $6.50 for other countries. Bock issues 65¢ per copy. Publisher ossumes no 
responsibility for manuscripts or artwork submitted. Entered as second-class matter at the 
Post office at New York, N. Y., with additional entry as second-class matter at the post 
office at Baltimore, Maryland. 
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A creative art service that understands copy, marketing and sales becomes a better creative art service 

Comart Associates Inc., 8 East 52 St. , ‘ New York 22 + PL 344 

Now, 
area: 
super 

We 
photo 
(all si 
over 

Our r 
Miam 

pre-d 
cost v 



NTER 

3 
€ 
2 Ao © = 
rs ° ° Vv 
a e 

@LOS ANGELES 
3839 Wilshire Bivd. 
DUnkirk 5-7161 

Lovis J. Karmel, Mgr. 

BETTER 

Now, with six offices, all closely integrated, in six key geographical 
areas, INTERSTATE can exercise an even tighter, more intimate 
supervision of your photographic requirements. 

We use 50 of our own staff people, plus 2400 local-level 
photographers, 1100 cinematographers, 600 industrial reporters 
(all screened and all directed: from one central office) to handle 
over 11,000 assignments annually. 

Our rates are standardized (it costs no more to do a job in Seattle, 
Miami, Tucson or Indianapolis than it does in Mesquite, Nevada); 
pre-determined (you will always know in advance what your total 
cost will be); and realistic. 

INTERSTATE 

NEW 

DISTRICT 

OFFICES 

STATE 

CHICAGO 
NEW YORK Executive Offices 

* Midwest Reg 
ae 

DETROIT 
Park Avenue Bidg. 
N.W. Cor. Park & Adams Aves. 
W Oodward 1-6900 
William W. Sweet, Mgr. 

PITTSBURGH ® 
B. F. Jones Bidg. Annex 

311 Ross Street 
COurt 1-2980 

Carl G. Lindquist, Mgr. 

When you telephq 
STATE office, al 
you're in one of 

i call the E 

INTERSTATE sets the pattern for photo and user-benefit reporting 
(you can order one or both, of course) on the national and inter- 

national level. No one else in the field approaches our scope of 

activity ... our rapidity of job completion... our sensitivity to dead- 
line commitments... our very professionalism... and our operating 
philosophies. For example, the client who uses us 5 times a year 

pays the same rate, gets the same quality, as the one who calls upon 

us 700 times a year. There is, in truth, no other feasible, practical 
way to get photographic illustrations or user-benefit case-history 

reporting on a national scale. 

G . 

OlVISION 

INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 

EXECUTIVE OFFICES: 675 FIFTH AVE.. NEW YORK 22, N.Y., MURRAY HILL 8-1880 
MIDWEST REGIONAL OFFICE: 469 EAST OHIO ST., CHICAGO 11, ILL.. MICHIGAN 2-0080 

WEST COAST REGIONAL OFFICE: 700 MONTGOMERY ST. SAN FRANCISCO 11, CAL., GARFIELD 1-1987 
DISTRICT OFFICES: PARK AVENUE BLOG., N. W COR. PARK & ADAMS AVES.. DETROIT 26, MICH 

B. F, JONES BLDG, ANNEX, 31! ROSS ST 
WOODWARD 1-6900 

COURT 1-2980 PITTSBURGH 19, PA., 
3839 WILSHIRE BLVD, LOS ANGELES 5, CAL., DUNKIRK 5-7161 
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COMPLETES ANOTHER PHOTOGRAPHIC OR CASE 

This is a cross section of clients who use INTERSTATE consistently. 
INTERSTATE created every photo in these typical advertisements, 
developed the case history data in most. 

We use 50 of our own staff people, plus 2400 local-level 
photographers, 1100 cinematographers, 600 industrial reporters 
(all screened and all dirécted from one central office) to handle 
over 11,000 assignments annually. 

Our rates are standardized (it costs no more to do a job in Seattle, 
Miami, Tucson or Indianapolis than it does in Mesquite, Nevada); 
pre-determined (you will always know in advance what your total 
cost will be); and realistic 

INTERSTATE sets the pattern for photo and user-benefit reporting 

(you can order one or both, of course) on the national and inter- 
national level. No one else in the field approaches our scope of 

activity ... our rapidity of job completion ... our sensitivity to dead- 

line commitments ... our very professionalism ...and our operating 
philosophies. For example, the client who uses us 5 times a year 

pays the same rate, gets the same quality, as the one who calls upon 
us 700 times a year. There is, in truth, no other feasible, practical 

way to get photographic illustrations or user-benefit case-history 

reporting on a national scale. 
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INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
EXECUTIVE OFFICES: 675 FIFTH AVE... NEW YORK 22. N.Y., MURRAY HILL 8-1880 

MIDWEST REGIONAL OFFICE: 469 EAST OHIO ST.. CHICAGO 11, ILL.. MICHIGAN 2-0080 ; 
WEST COAST REGIONAL OFFICE: 700 MONTGOMERY ST., SAN FRANCISCO 11, CAL., GARFIELD 1-19867 

DISTRICT OFFICES: PARK AVENUE BLDG., N. W. COR. PARK & ADAMS AVES., DETROIT 26. MICH., WOODWARD 1-6900 
B. F, JONES BLDG. ANNEX. 311 ROSS ST.. PITTSBURGH 19, PA.. COURT 1-2980 
3639 WILSHIRE BLVD . LOS ANGELES 5, CAL., DUNKIRK 58-7161 

ALEXANDER ROBERTS: PRESIDENT ano GENERAL MANAGI 
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Sometimes it's the white space that counts| and sometimes the dark. We know how to handle both at 



_ J 

“ete “a 

~ 

™ ee 

from a print on Kodak Ektacolor Paper / Photography by RICHARD BEATTIE 

Primary Communication —always quickest through the eye— 

now is made even more effective by the flexibility and control inherent 

in the Kodak negative-positive concept of color photography. Prints, transparencies—even 

black-and-whites—can be made from the same negative. Prints made on Kodak Ektacolor 

Paper are of particular interest to art directors for they reproduce magnificently. 

EASTMAN KODAK COMPANY « Rochester 4, N. Y. 
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business briefs 

Just how spotty the first half of ‘58 has been 
becomes clear as hard statistics are avail- 
able. 4A survey (with 188 of 335 mem- 
bers replying) showed 96 had °58 billings 
increase of from .5% to 131% and 64 
were down from 1% to 60%. So when 
you ask +how’s business, a lot depends on 
whom you ask. 

2 

likewise in the art and studio field. Many 
| studios and freelancers, blessed with ac- 

counts with steady or increased billings, 
had busier than usual Ist halfs. And 
many’s the studio cutting staffs, spending 
more time “selling” than producing, and 
wondering when it all ends. 
Generally economists and ad experts 

foresee a fast upturn. Just a few months 
ago the bottoming out was recognized 
and the question was how slow the re- 
covery might be. Geographically the ad 
picture is less optimistic in the East Cen- 
tral region—Detroit, Cleveland, Cincin- 
nati, Dayton, Pittsburgh. 

- 
Mid-year ad volume had held its own with 
57 according to Printer’s Ink data. But 
here the picture is deceptive with in- 
creased TV billings skewing the curve. 
Network TV was up 14%, network radio 
up 2% and all other media down. Farm 
papers were down 18%, newspapers 
down 9% and other categories of maga- 
zines down from 4% to 7%. 

e 
Fact is, as Fall comes around, some circles 
are more worried about a new spiral of 
inflation than about the recession. 
Upped interest rates to tighten money 
again sign of government brakes being 
applied early. 

. 
At this writing a Detroit auto strike looms. 
Question is will it wreck or greatly im- 
pede recovery? Top economists think not 
—unless it is a record breaker outlasting 
any postwar: strike. And the odds are 
against that. 

. 
It is generally agreed that the average con- 
sumer has a large cushion of savings he 
could spend on autos, appliances, home 
improvements, big expense items. It is 
also felt that most consumers are hold- 
ing back on big expenditures until they 
feel their present and near future in- 
come is safe (or will be restored). Post- 
ponement of buying is not therefore due 
to inability to buy nor to saturation of 
demand. It is a deferred spending. This 
is a situation that aggressive promotion 
and advertising can go a long way to 
rectify. * 
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to the swift and tireless blades of 

SUKON STUDIOS 

917 THIRD AVENUE, NEW YORK CITY 

For urgent service, call: PLAZA 5-0875 

Att Direction / The Magazine of Crective Advertising / October 1958 



“Experiment? Sure we do,” says Mais. “I do 
dozens of these ‘thumbnails.’ The writer brings 
in 5 or 6 versions of the verse. I pick the one 
that’ll be best to illustrate—the one that best 
retains the ‘feel’ of previous ads in the campaign. 
Then I start sketching. I work very fast at this 
stage—take as little as 4 minutes apiece on these 
sketches. The pencil I use is an Eagle TUR- 
QUOISE. It’s smooth and easy-flowing and 
holds a sharp point. Which is fine with me—I 
don’t like to stop and sharpen my pencil in the 
middle of a layout, or even between layouts!” 

JELL-O layout by MAISON CLARKE 

Art Director, Young & Rubicam 

JELL-O’s award-winning ‘‘Mother Goose campaign’’ is 
represented in the Art Directors Club of New York Annual by this 
advertisement. Here’s how Y & R’s Mais Clarke did the layout. 

“Here I did away with the 
fence, because the guy in the 
middle is supposed to be a dig- 
nified butler type, and perching 
him on a fence cuts down on his 
dignity. Also, cutting out the 
fence gives me more room for the 

guy with the Jell-O. Now the 
elements are situated about right—this is close to what 
my final rough will look like. Mistakes? Bound to hap- 
pen when you work fast— but TURQUOISE CLEAN- 
TEX Erasers wipe ’em out without a trace!” 

Most experts 



by| the EAGLE PENCIL COMPANY 

“Baa,baa,Black Sheep, have you any woo! 2” 

“Yes, sir, yea,sir - three bags full! 

ld trade them for JeltOin thenew flavors three * 

Deep, dark delicious treats for deep, dark me 'g 

the 
the 

ig- Pi os 
ng | “New Black Cherry New Black Reapborry New (rope : 

: COPR. 1957, GENERAL FOODS CORP. 
his 

he “Now comes color—for me it’s Eagle PRISMACOLOR. It 
he comes in 60 colors—all I could ever use. They’re fast to work 
he with— you do broad strokes and fine lines with the same pen- 
at cil. They never smudge. They blend beautifully—look at the 
p- Jell-O in this layout. (One good trick, by the way, is to blend 
N- your colors with rubber-cement thinner.) How’d the ad look 

in finish? Take a look at the proof (right).” 

use EAGLE most often 



A Commercial Without Words — A New Television Series 

The early silent picture era forced movie 
makers to pictorialize themes in under- 
standable emotional terms making words 
unnecessary. 

As plots became more complex, how- 
ever, the need for explanatory titles 
grew. It became obvious to the movie 
moguls that great literary themes were 
being dissipated in a maze of written 
dialogues, punctuation marks, and silly 
synopses of intervening scenes. 

With the advent of sound, the spoken 
replaced the written word and old movie 
techniques which had created a delight- 
ful art film form were frozen into a state 
of verbal mesmerism. 

Present-day motion picture artists are 
aware of their impotence to recapture 
those wonderful pictorial effects. But 
present-day movie makers are tied to the 
new medium of television, a medium 
that forces experimentation. If for no 
other reason than the survival of films, 
these experiments are vital to the cre- 
ative flow of the visual entertainment 
industry. It is, therefore, a noteworthy 
event when the television producer 
comes up with techniques reminiscent of 
the prodigious silent era but re-designed 
to fit current cultural patterns. 

In recent weeks two such events have 
taken place. One was a wordless com- 

mercial for Chevrolet; the other, a pre- 
mier performance of a new half-hour 
television series entitled The Gamblers. 
The commercial, produced by Jerry 

Schnitzer of Lawrence-Schnitzer Produc- 
tions, Inc. for Campbell-Ewald, shows 
how a teenager with an old jalopy gets 
his father to give him a new Chevy fill- 
ing his need for a good car and impress- 
ing his girl at the same time; a simple 
selling story, but treated in naturalistic 
pantomime without the use of the 
spoken or sung word. As in silent 
movies, mood music is supplied to en- 

16 

TV-FILM 

ROUNDTABLE 

by Ralph Porter 

Pictorial Contrasts Reincarnated 

hance each sequence. This charming 
silent treatment presents the Chevy bet- 
ter than the usual wordy explanations 
and gives greater emphasis to the selling 
message. 

Schnitzer learned well from his silent 
picture heritage. “Make the audience an 
emotional participant with the picture 
and its characters,” he says. “The use of 
too many words overwhelms the audi- 
ence and paralyzes the identification and 
participation which we so strongly try to 
accomplish.” 
Upon further examination of the spot 

it is clear that the camera does not 
merely record a scene but supplies it 
with the missing ingredient—an_inter- 
flow of action and reaction between 
people, generally difficult to describe 
with words. Like the silent impressarios, 
Schnitzer lets expressive faces and other 
non-verbal gestures do the speaking, thus 
creating a closer rapport between viewer 
and performer. 

Schnitzer also feels that the television 
viewer carries over from his pre-school 
childhood a resentment of unnecessary 
words. “The child,” he says “predeter- 
mines his success in the new class by the 
amount of pictures he espies in the text 
book. This may be a very strong carry 
over in our daily TV life. Certainly it is 

so in our pictured magazine reading such 
as Life, Look, etc.” 

Aside from the Freudian implications 
inherent in this evaluation of wordles 
films, there are more practical aspects of 
the visualizing process. It has been 
proven that more story can be told by 
minimizing dialogue on the sound track 
simply because sound takes up more 
room on the film itself. For example, the 
word “hello” may take up a foot of 
35mm film which fills almost a full 
second and which requires further ex 
planation: to whom does “hello” refer, 
who is saying “hello”, the connotation 
“hello” may have (if it is a man saying 
it to a woman). Verbal description and 
explanation must be pondered over be 
fore it registers. A picture on the other 
hand of two people shaking hands, a 
twinkle in his eye, a smile on her lips, 
will evoke an immediate reaction using 
less time and footage. The more words 
the less picture to end up with. Sound 
has an inertia. You have to stop and 
listen and think about it after you have 
heard it. This is not so with picture of 
the same duration. The eye records and 
digests instantaneously. 

To go overboard on silent film, how- 
ever, would be as erroneous as to employ 
obsolescent equipment to shoot a film. 
These non-verbal films must be designed 
with great care. The subtleties of a sell- 
ing message, the nuances that beckon 
the viewer are imperative in certain 
kinds of selling and cannot be dismissed 
because they rely upon the spoken or 
written word. The content of a product, 
a plot, or a story must dictate the form 
a film will take. 
The wordless Chevy commercial is in- 

deed a step forward in the gradually 
growing art of television communication 
in spite of its dependence upon a form 
that goes back in time. = 
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NOW...YOU CAN OWN A 

STATMAST
ER 

= B3OQ 

This is all it costs to have a STATMASTER all-in-one unit installed on your premises. Included too, 

are all accessories, initial supply of paper and chemicals and a complete course of instruction to 

any or all members of your staff. 

Why continue to pay high prices for poor quality, slow service, overtime and special service 

charges? The STATMASTER offers you a new “lease” on life . . . without increasing your present 

overhead, personnel or budget. The money you are now spending for Stats alone, will pay for your 

STATMASTER .. . as well as the Stats. 

HERE’S WHY YOU CAN’T AFFORD NOT TO OWN A STATMASTER! 

The comparison chart shown here illustrates the vast savings available with the unique, revolutionary 

and versatile STATMASTER. Commercie! | Stetmenter 

Size of copy price price 

STATS (line or half-tone) (Glossy or Matte) 8x10 $ .50 $ .08 

COPY-PRINTS (from film negs.) 8x10 1.00 .08 

COPY-NEGATIVE (iine or half-tone) 8x10 1.50 .25 

FILM NEGATIVE & print (from object) 8x10 5.00 .33 

SCREENED VELOXES (any screen from 35 to 150) 8x10 5.00 .33 

SCREENED VELOXES (with drop-out) 8x10 7.50 58 

CONTINUOUS TONE PRINT (from color transparency) 8x10 5.00 .33 

Prices for commercial prints, film and veloxes have been compiled from many sources to obtain an 

average. Statmaster prices include cost of paper or film, chemicals, light, power, etc. 

Labor costs can not be computed since anyone on your staff can be taught to produce the finest, 

reproduction quality Stats, Film or Veloxes. It takes less time to make a Stat or Copy-print with the 

STATMASTER ... Enlarged or Reduced .. . in Line or Halftone . . . Negative or Positive .. . 

than it does to mark up the copy .. . write out an order . . . call the supplier .. . review special in 

structions, etc. 

CONCLUSION: STATMASTER prices average less than 10% of commercial prices and would be con- 

siderably less, since there is no minimum charge. (For example, a 4 x 5 print would cost less than 26, etc.) 

* Send for FREE literature and purchase details! 

STATMASTER CORP s19 West 44th St., New York 36, N.Y. * OXford 7-9240 

0 ie 
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MOTION DISPLAY 

GIANT WINDOW DISPLAY PROGRAM 
ART DIRECTORS! 

ADVERTISING MANAGERS! 

SALES PROMOTION MANAGERS! 

& 

This could be 

your promotion department. 

We're staffed to handle 

complete merchandising programs. 

We've been designing award winning 

displays, point of sale material, 

fine booklets and packaging. 

STOESSEL STUDIOS 

21 WEST 45th STREET « CIRCLE 6-3968 
SA 

letters 

er-er .. 
Regarding reproduction of Containe 
Corporation ad on page 30, Augus 
issue: Please credit James L. Wood » 
letterer (letterer-er?). 

Ed Kysar 

credit overdue... 
I wish to call your attention to an error 
in your August issue. On page 40, in 
the story about the Springfield Adver. 
tising Club awards, item 3 is a Lady 

Buxton ad. The credits incorrectly list 
Irving Penn as the photographer. I, Len 
Siegler, should be credited with this 
photo. 

Len Siegler, NYC 

One cylinder operators... 
I was vitally interested in the monthly 
feature, DIRECTIONS, by Stephen 
Baker in the July issue of A/D. 

He said that artists are ignorant of 
most of the real issues in advertising 
and that they seldom know—and care 
even less—about anything except their 
own little world of art. Stephen Baker 
feels this is a bad thing. I feel there is 
something to be said in behalf of the 
art director. 

After an informal study, Baker found 
that art directors don’t read advertising 
trade magazines. He also found that few 
attend copywriting courses and only 
eight out of forty belong to clubs or or- 
ganizations. Most of them follow pho 
tography or watercolor painting as hob- 
bies. 

Now, as a practicing art director of 
many years’ experience, let me put in my 
oar. An artist living in our world can- 

(continued on page 22) 
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VATU TIVE 

=) con fi-dence 

§ (Kon’fi-déns, n) 1. State of one who confides; trust; reliance; also, 

self-confidence. 2. State of feeling sure; assurance. 3. That in which 

faith is put or reliance had. 4. NELSON drawing bristol board. 
5 

ur own added definition (No. 4) of confidence is as authoritative as Webster's and you will feel secure 

| that fact once you’ve tried NELSON drawing bristol board. 

elson Bristol Board is responsive to many techniques and media ... pen or brush and ink, wash 

water-colors, ruling and mechanical drawing pens and even permits delightful pencil drawings 

. . use it with confidence and rest assured. 

lelson Bristol Board, laminated, 50% rag content available in 22 x 30” sheets... 1, 2, 3 and 4 plys, 

and plate finish — 18¢ per ply. (Prices slightly higher west of Mississippi and in Coneda) 

Visit your local dealer today and get your supply. 

bienfang Paper Co., Inc. Metuchen, N. J. 

ARTISTS’ 

WATER COLORS 

A wide selection 

of transparent water 

colors of 

my 46uunsurpassed 

quality. Classified 

as to degrees of 

permanence, 

and available in tubes, 

pans and cakes. 

pan not actual size 

For the woman on the go: accessories with a look of breeding. Our new matched 
sets in antiqued California Sackile Leather, bearing an old coin 
The Ranch Wagon Set y LADY BUXTON 

YOU can afford 

== [toe 

902 BROADWAY, 
Robert Gage 

LEN SIEGLER quality! 

GRAHAM ASSOCIATES a Vv. Ww &. 

Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY co., SAN FRANCISCO 
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here it is 

report 

CREATIVE ADVERTISING MANAGEMENT 

a new newsletter service for all art and photographic 

executives who must know 

buying trends tax developments 

salaries business volume 

ethical problems 

prices 

legal data 

lf you make decisions — about ad art/photography/design — CAM Reports is for you. Whether you buy or 

sell, you'll want this twice-a-month crisp reading report. For the first time, art and photographic executives will 

have facts where there have been no facts. Now you can be in-the-know on what's happening in your city 

and around the country in art and advertising. 

CAM REPORTS WILL: 

save you time. Its lightning fast readability gives you basic 
data, unavailable up to now, in a few minutes reading. 

save you money. By familiarizing you with industry trends 
in salaries and prices, it sharpens your factual background for 

buying and selling supplies and services. 

give you factual bases of comparison. Doto tables on 
studio billings will reveal broad trends against which you can 
measure your performance. Data on percentages of costs for 

studio operation factors (selling expense, rent, talent, etc.) will 
enable you to see where your breakdown fits into the general 
practice. 

give you up-to-date data. Published twice-a-month with 

A “letter” to studio management. CAM Reports is an experiment. It's 
the first publication to limit its editorial material to you and your problems. 
It will research, compile and publish facts you, your accountants and your 
lawyers have been unable to gather. Without advertising, and with the 
relatively small number of studios, CAM Reports needs your support now to 
make the experiment work. Won't you subscribe right now, immediately after 
reading this page? 

With your subscription, CAM Reports will end, once and for all, a major 
vacuum in this field — the absence of accurate, prompt and trustworthy news. 
You no longer will have to ask anyone you meet, ‘How's business?’’ With 
CAM Reports, you will know and be able to tell others 
CAM Reports — The first exclusive studio newsletter. CAM Reports 
will be published by the publishers of ART DIRECTION. It is being prepared 
and edited in answer to the many requests we have received from studio 
owners and executives for a publication geared to the suppliers of art and 
photography. Many studios have already subscribed to CAM Reports, based 
upon a ‘‘dry run’ edition and a desire to get a news publication for this 
field started. Studio subscribers may, if they wish, join in the various surveys 
now being made and prepared for the future 

The National Association of Art Services, Inc., has already purchased 
subscriptions for each of its member studios. Inquiries are invited from any 
other studio organizations. 

While agency and company subscriptions will be accepted, it is understood 
that CAM Reports will be written for studio management and that CAM 
Reports reserves the right to limit subscriptions to studio personnel exclusively. 

data as new as the day before mailing, information is rushed to 

you at the peak of its significance. 

alert you to buying trends. Accurate, prompt reportage 
of trends, fads, swings in art, photography and business practice 
can mean the difference of hundreds of dollars to you. 

prevent headaches. Just one item on taxes, accounting or 

law may save you — in dollars, time and aggravation — many, 
many times the value of the year's subscription. 

Fortify your decisions with never-before available facts. Subscribe 
now. Accept this no-risk offer. 

Regular rate is $20.00 a year (24 issues). Prepublication subscrip- 

tions accepted now are $15.00. If you're not fully satisfied with 
the first six issues, your full payment will be refunded. 

TO BE MONEY AHEAD, TIME AHEAD, ON TOP OF THE FACTS, SUBSCRIBE NOW. 

CAM REPORT 19 WEST 44th ST., ROOM 509 NEW YORK 36, N. Y 

Yes. Send me Creative Advertising Management Report now, at the no-risk 
prepublication rate of $15.00 for 24 issues. Payment is enclosed. | under- 
stand that CAM Report will publish Volume 1, No. | this September. 

SUBSCRIPTION BLANK 

TITLE 

ADDRESS 

ZONE STATE 

CAM Report is published by the publishers of ART DIRECTION 

city 
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Paste-up Acetate Sheets with 
Adhesive Back 

Hand Lettering & Type Alphabets 
@ Over 300 of the latest Styles 

from 18 to 144 pt. 

Shading Film in Matte-Finish 
@ Standard Screens from 30 to 85 line 
@ Standard Tones from 15 to 60% 
@ Takes pencil, pen and color smoothly 

Color Film in Matte-Finish 
@ 51 Different Standard matched printing 

inks including Gold, Silver and Fluor- 
escent colors 

Send for FREE ‘‘How-to-do-it’’ booklets 

artist supplies 

31st Street — New York |. WN. Y. LA 4-9476 
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THE FIRST— 

AND STILL THE BEST 

NON CRAWL 

COLOR MEDIUM 

Used in Water Colors, 

Poster Colors, 

Retouching Fluids, etc. 

Will make colors spread smoothly and stay on 

USED ON— Glazed, Waxed, 

Diled, Glass. Acetate, Cello- 

phane, Photographic Prints, 

and other Plastic Surfaces. 

%4 OZ. PATENTED 
SQUEEZ-A-DROP BOTTLE 

NOW ONLY... . $1.00 

AVAILABLE AT ALL DEALERS 
a en 

NO PEELING, FLAKING 
OR CHIPPING 

Blends colors more evenly 
Immediately effective for 

Air Brush use 
Gives instant coverage 

PHILADELPHIA 7, PA. 



YOU BET! ...and you ain't 

heard nothin’ yet! 

Admaster “Stats on Acetate” 
are photo sharp, clean and 
opaque! You can have ‘em in 
black, white or ANY color! 
They’re modest in cost! 

Can be used for film strip 
art, movie titles, TV art, com- 
prehensives and is limited only 
by your imagination. 

cost? 
Black on clear acetate 11x 14 $2.00 

White .. 5.00 

ANY Color . 7.00 

Add negative charge of $1.00 per 
sq. ft. to all orders. Acetate is .005 
thick ... available up to 20x24 
and there's no charge for opaquing 
paste-marks or positioning. 

How to order... 
Line copy (any size) plus a tissue 
tracing, showing: Focus . . . Color 
sample (when necessary) . . . Posi- 
tion of copy on acetate... Outside 
dimensions of acetate. 

A wealth of STAT 
INFORMATION in 
our 24 page stat 
catalog. Write or 
phone for your 
copy to: 

y-Ke beets hi) & 

(continued from page 18) 

not make a living as an artist in the 
historic sense of the word. That is, he 
cannot paint or sculp or design murals 
and expect to raise his family on the 
scraps of jobs thrown his way. He has 
to have a bread and butter job. And 
what is that job? Drafting, advertising 
art, window trimming, sign painting or 
one of the other trades that can use a 
minute portion of his skill. 

So you see, many of our artists are 
just holding down jobs that require that 
they operate on one cylinder. They 
really don’t need to put themselves out 
too much to do what is required of 
them, for management often does not 
require or demand the full creative 
thinking of its art directors or artists in 
commerce. The artist is simply a sort of 
handy fellow to have around when there 
is a little “decorating” to be done, be it 
an illustration for an ad, a package de- 
sign or what have you. 

As I type this, I can imagine the an- 
guished cries of many of my fellow art 
directors and designers. Why shouldn’t 
they holler? If management were to find 
out they are running at less than full 
capacity, the artists might lose their jobs 
to less capable people just out of art 
schools who are clamoring to push them 
out of their chairs to get into “glamor- 
ous” positions. Now, by running less 
than full capacity, I don’t mean these 
art directors are not kept plenty busy. 
The thinking artist knows what I mean, 
however. There is a difference between 
just being busy, and really creating 
something worth while. 
How many times have you as an art 

director said to yourself, “THIS is the 
layout I would like to present, but THIS 
is the one they will go for.”? No wonder 
advertising artists don’t read ad trade 
magazines in their spare time. They 
probably looked through one of these 
magazines some time in the past. Many 
of them are uninspiring typographically, 
full of shop talk, and the ads! Wow! 
These ads are often written by an “ex- 
pert” in the field, and decorated by the 
art department at the explicit direction 
of the writer or the brass. 

Most art directors can visualize one 
of these horrible trade magazine ads in 
their sleep. Here’s the time-honored for- 
mat: 

First there is the MAP. It shows popu- 
lation and retail sales. However, there is 
seldom any cartography or graphic sym- 
bolism, because this map originates in 
the business office, and they do not like 
anything “cute”, like little people run- 
ning around on a map. 

(continued) 

Where to find 

ATA. typography 

an Greater New York 

Ad Service Company 
228 E. 45th Street MUrray Hill 2-3669 

ncies’ Service Co., Inc. 
216 E. 45th Street MUrray Hill 7-0590 

Artintype, Inc. 
115 W. 45th Street LUxemburg 2-3675 

Associated T: , Inc. 
227 £. 45th Street MUrray Hill 2-1043 

Atlas Typogra Service, Inc. 
227 E. 45th Street rray Hill 7-0314 

Central Press, Inc. 
305 E. 45th Street MUrray Hill 4-2727 

The Compesing Reom, Inc. 
130 W. 46th Street JUdson 2-0100 

sition , Inc. 
229 W. 28th Street PEnnsyivania 6-1864 

Diamant Typographic Service, Inc. 
140 W. 17th Street WAtkins 9-0717 

A. T. ypography, Inc. 
209 W. 38th Street Wisconsin 7-4026 

Graphic Arts . 
304 E. 54th Street MUrray Hill 8-1220 

Huxley House 
216 E. 45th Street MUrray Hill 7-1050 

- Imperial Ad Service 
37 W. 47th Street JUdson 6-1437 

King T phic Service Corp. 
330 W. Street LOngacre 3-4423 

Linecraft Typographers, Inc. 
333 W. 52nd Street Plaza 7-8295 

Master Type Com 
461 Eighth Avenue Wisconsin 7-6272 

Chris F. Olsen 
305 £. 45th Street MUrray Hill 4-3570 

Frederic Nelson Phillips, Inc. 
305 E. 45th Street MUrray Hill 4-3940 

Philmac T: , Inc. 
318 W. 39th Street LOngacre 3-3170 

Royal Typographers, Inc. 
311 W. 43rd Street JUdson 2-3250 

Frederick W. Schmidt, inc. 
228 E. 45th Street MUrray Hill 7-3550 

Silverstein, inc. 
305 E. 47th Street Plaza 5-5035 

me Ad Service, inc. 
228 E. 45th Street MUrray Hill 7-0650 

Tri-Arts Press, Inc. 
331 E. 38th Street MUrray Hill 6-4242 

T ic Craftsmen, Inc. 
2is €. Adee iret Murray Ml 7-863 

The ic e Co. 
305 £. 45th Street MUrray Hill 6-6670 

Vanderbilt-Jackson T. , Inc. 
110 G ich Street WHi 381 

Kurt H. Volk, Inc. 
228 E. 45th Street MUrray Hill 2-1840 

WHAT IS A.T.A.? 
A. T. A. stands for the Advertising Typographers 

Association of America, Inc., the nationwide organiza- 
tion of selected craft who specialize in advertising 
typography. For 37 years A.T.A. members have con- 
centrated on the needs of advertisers and their agencies. 
A.T.A. service is widely known wherever high quality, 
dependable promptness, wide type selections and 
authentic economy are desired. 

Any A.T.A. member stands ready to serve you 
cordially, courteously and efficiently. 

ADVERTISING TYPOGRAPHERS ASSOCIATION 
OF AMERICA, INC. 

461 Eighth Avenue, New York 1, New York 
A LTT 





type “°C”’ ekta color print 

dye transfer 

black & white 

& flexichrome 

retouchin 

involving the use of bleaches, 

dyes, electronics”, chemistry 

and abrasives for the sole purpose 

of insuring the most faithful 

reproduction of your photography 

is truly an art as produced by 

ARCHER AMES ASSOCIATES 

16 East 52 Street 

New York 22, Mu 8-3240 

*demonstration on request 

NEWS 

ARTISTS 40 

RETOUCHERS 
PREPARE PHOTOS AND 
STATS FOR RETOUCHING, ETC. 

DRAFTSMEN 
REMOVE DIRT AND PENCIL 
LINES FROM INKED DRAWINGS 
ON LINEN FOR REPRODUCTION. 

APPLY WITH COTTON 

2 fluid oz. 1.50 ppd. 

WALLINGFORD PENNA 

2 < ° = > = < > 

i 
a 

(continued) 

Component number two in this hor- 
rendous layout is the ILLUSTRATION, 
Whether it fits or not, it has to be 
worked into the ad, and it has to be 
AS LARGE AS THE MAP BUT NOT 
TOO LARGE, AS THE MAP IS THE 
MOST IMPORTANT THING. Now 
the art director may be a nice guy, but 
he doesn’t understand business, so the 
illustration is clipped from a competing 
company’s ad, and the artist is told to 
copy it, but CHANGE IT JUST A 
LITTLE, SO IT WON’T LOOK TOO 
MUCH LIKE THE COMPETITION. 
This illustration not only does not fit 
the copy, but is usually artistically im- 
possible for some standpoint such as 
style or other unexplainable (to non- 
artists) reason. 

Components three and four are the 
copy and the logotype, both of which 
have to be AS LARGE AS THE MAP, 
BUT NOT TOO LARGE, AS THE 
MAP IS THE MOST IMPORTANT 
THING. The logotype usually was in- 
vented by someone with very little tal- 
ent, back in 1912, and has been used and 
revered by management ever since. It 
is impossible to change, and any amount 
of screening or obliteration by clever art 
directors in intervening years has failed 
to obscure its monstrousness. The copy 
MUST be set in a certain type, because 
someone in the business office one took 
an advertising course, and knows a thing 
or two. There are also sacred cow laws 
and rules governing size of type, italics, 
and length of line. 
Now within the above framework, the 

art director sets to work to create an 
original ad., (which, incidentally, must 
be enclosed in a 12 pt. black rule, to 
separate it from the competition of 
editorial matter). Question: How many 
cylinders is the art director running on? 
Probably about one tenth of his capabil- 
ity. However, he has to expend a great 
amount of extra energy thinking up 
clever ruses which might enable him to 
circumvent some of the sacred cows, and 
insert something new into the ad. 

So art directors are accused of intellec- 
tual laziness because they do not live and 
breathe the advertising game in their 
time off. No wonder their favorite hob- 
bies are watercolor painting and pho- 
tography! In these hobbies they can 
create as they would like to create on 
the job, but are not allowed to. I do 
not think artists are too lazy to read ad- 
vertising trade magazines. I do not be- 
lieve there is much there they could 
profit from reading. 

(continued) 
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TION One free, easy stroke... turning 
fit from flat to side shows the complete 

hot ht flexibility of the SPEEDBALL 
ly im- STEEL BRUSH. No spatter . . . no 
ch as drip . . . even ink flow. At your local 
non- art supply store. 

MANY USES 
Auxiliary water color brush e Poster color work 

re the : Ganguel tonteres, all media e Opaque fill-ins 
which e Large poster lettering © Price tickets 
MAP @ Palette knife for oils © Store signs 

: Send for FREE lesson chart 
THE ‘ " 
ANT 
as in- EEDBA 

al cree. enusn CASEIN an 
e. It c. HowaRD HUNT 

“joa COLORS agen. Camden, N. J. 
-F art 

a THE MOST VERSATILE ARTIST MEDIA OF THE CENTURY 
PY CARTOONS 

cause oy’ 
took 
hing % For unsurpassed brilliance, permanence, the 
laws Kennedy Associates, Inc. r most versatile performance ever, ask for Shiva 
alics, 141 East 44th Street, New York, N. Y., MUrray Hill 7-1320, 7-1321 Casein Colors in tubes. These are the original 

. ox Casein Colors formulated and perfected by 
A Complete Service in Cartoons and Humor For Advertising R i . the amon Shiva. They are compounded under 

> on John J. Kennedy Henry J. Schilling rigid standards, and are permanent to light, 
nust gases, alkalies and acids. They are water solu- 
» £0 Following is a partial list of cartoonists available through us ble, but become insoluble with time. Use as 

‘ i gouache, tempera, transparent water color, 
| of Adams, Frank Gibson, Mary Partch, Virgil fresco secco. Apply on canvas, board, wood lany Addams, Charles Goldberg, Herb Pascal, Dave Pply ‘ ore ' ’ 
on? Ajay, A. Goldberg, Rube Price, Garrett gesso, paper, cement, plaster, wet or dry lime 
abil- Barlow, Perry Goldstein, Walter Price, George walls, glass. Introductory set of 12 4% x 4 tubes 

Mi; Helle, Rey Rea, Gardner available at your dealer's now— $3.95 reat Berry, Mike Hoff, Syd Reynolds, Larry sli ' 
up Boltinoff, Henry Hollreiser, Lenny Richter, Mischa 

Booth, George Holman, Bill Ridgeway, Frank 
a to Bri, G. Hunt, Stan Schulz ( Peanuts ) COLOR CARDS 
and 

Brown, Susan Interlandi, Phil Selz, Irma (wiilal 
lec- Brown, Wm. F Irvin, Rea Shirvanian, V. 
and Caplan, Irwin Johnson, Crockett Smits, Ton 
nals Cavalli, Dick Keller, Reamer , Orto 
e Darrow, Whitney Key, Ted Steig, Wm. Ask your dealer for this handsome 

iob- Day, Kraus, Robert Stein, Ralph brochure (12 x 27) which includes 
ho- Dean, Abner 'angdon, David | Syverson, Henry al! 34 Casein Colors, their tints 
can Decker, Richard re pong Taber, Scott plus 5 grays, 2 blacks, non-yellow Dedini, Eldon Liiv: . Harry Taylor, Richard ing whites, and Technical Data on 
on Devlin, Harry Marcus, Jerry Thompson, Ben i IIE do Dr.S Martin, CEM Tobey, B vé ou pai ing cnniques 

d Dowling, Dan McKay, Dorothy Tobin, Don 
ze : Drucker, Bud Mik (Ferd'nand ) Volk, Vic 

- Duffy, Edmund Mullin, Willard Weber, Robert 
ald Dunn, Alan Nofaige, Ed White, David | SHIVA ARTIST S COLORS 2:3 y 

Duquette, Steve Norkin, Sam Wiseman, Al 
Emett, Rowland O'Brian, Bill Wiseman, Bernie ABORATOR ANTA f 
Farris, Joseph Owen, Frank Wolff, George 
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PROMOTIONAL ART. 

STUDIOS SERVING THE EASTERN SEABOARD” 

VK sNEWyorK 

crows s-rosa MK SCHENECTADY 

Columbus 5-6460 

wow ran MK WINTER PARK, FLA. 

MAYSHARK and KEYES INC. 

Why worry that color work will 
be short of perfect? 

Instead, go right to K & L with 
your requirements for 
Dye Transfers & Ektacolor (‘‘C’’) 
prints for reproduction, comps, 
displays, color processing, 
flexichromes, transparencies, slides 
and filmstrips. Be sure of finest, 
exact color reproduction 
delviered on time. Discuss problems 
with K & L's top technicians — 
Sam Lang and Len Zoref. 
Call or write for free color Data 
Handbook and complete Price List. 

Li
su
ne
na
n 

color service, inc. 

ANG Dept. , 10 East 46th Street, N. Y. 17, 
N.Y. Murray Hill 7-2595 

(continued) 

When advertising (or window trim- 
ming, or sign painting, or drafting, or 
other commercial jobs that artists do for 
a living) can catch up, artistically, with, 
the-artist; when management recognizes ~ 

| that the ‘artist is a higly trained person™ 
with a singular, one-track mind, capable 
‘of extreme concentration at long inter- 
~vals on one subject, art; when the artist 
is. asked into the top level meetings 
where the plans are formulated; then, I’ 
think, business will find he is not intel- 
lectually lazy, but a very handy fellow 
to have around. 

John Waddingham, 
Past President, 
Portland Art Directors Club 

ieee We our chants... 

Let me be the fourth person (counting 
telegrams from three others I can think ~ 
of offhand) to correct the photo credits 
in the July article, “The Innocents 
Abroad”. The first two pix, attributed 
to Todd Walker, are actually by Gordon 
Tenney. The third picture, attributed 
to Harry Borgman, is by Arik Nepo. 
The fourth picture, attributed to Arik 
Nepo, is Arik Nepo’s (oh well, no one 
can bat 400 all the time). The fifth pic- 
ture, attributed to Arik Nepo, is actually 
by Harry Borgman. The sixth, presum- 
ably by Gordon Tenney, isn’t. It’s by 
Todd Walker, and the same goes for 
the seventh. Since I had a grimy hand 
in sending this material off to you, I just 
want to rush in with my truce flag (gee, 
fellas, they were right when they left 
my office) and belatedly give credit 
where credit, indeed, is due. 

Dave Kludt, 
Campbell-Ewald Co., 
Detroit 

a breath of fresh air... 
We really do enjoy Art Direction... it 
is like a breath of fresh air every time 
it arrives. We in the South sometimes 
feel far away from much of the real 
creative work that comes out of the rest 
of the country, but we feel that Mem- 
phis, like other Southern cities, is mak- 
ing great progress. A great deal of this 
progress is due to the stimulating influ- 
ence of groups like the NSAD and the 
fine publication it endorses. . . . 

Kathryn Huckaba, 
Bailey & Huckabo, 
Memphis 3, Tenn. 
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Fine lettering with a profes- 

sional finish and drawings 

with a flare demand a flexi- 

bility found only in oné fam- 

ily of pens. . . SPEEDBALL. 

Five proven styles . . . 36 

versatile points provide the 

right combination to meet 

every conceivable demand. 

Helpful and comprehensive 

lettering charts on request 

for only eight cents in 

stamps. 

“SPEEDBA|| 

c. Howarpd HUNT pen co., CAMDEN 1, NEW JERSEY 

For 
WOLFF’S 

CARBON DRAWING PENCILS 

To give your drawings vigor and ani- 
mation — to make your subjects ° “alive” 
—te get an amazing range of values 
from exquisitely delicate grays to sty- 
gian black — try the oe most re- 
sponsive of all pencils . . 

WOLFF'S 
In degrees: 
3B, 2B, B, 
HB, H, 2H 

For over a cen- 
tury Wolff's 
Carbon Draw- 
ing Pencils 
have been the 
choice of art- 
ists in every 
country in the 
wi . 

At All Dealers 

U. S. Representative: 

The 
4 MORILLA 

—~<) Company 
New York 10, 
los Angeles 5 
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---THE BETTER 

For perfection and ease in mounting or past- 
ing! “Kleen-Stik” is the constant choice of 
professionals! It’s Clean! It sticks! Perfect 
for office, studio, school or home use! It lays 
right and sticks tight! Ask for Craftint 
“Kleen-Stik” at your Art Supply store. 



Flo-master 

Here is a completely different 
im kind of artists’ tool — that 

; flatters all techniques in all 
ima kinds of work —from roughest 

sketching to finished art. 
Flo-master gives exciting 
new effects on any surface, 
ina rainbow of instant-drying, 
non-smudging colors. Precision 
made,with automatic valve 
controlled ink flow and 
interchangeable points. 
Compact and economical. 

See it —try it— buy it! At 
your local art supply or 
stationery dealer.mm 
The Fio-master 
Art Bulletin 
shows many 
new ideas and 
uses for Fio- 
master in your 
work. Write for 
a copy today. 

FELT TIP PEN 
Cushman & Denison Mtg. Co. 

Bex AD-0, 625 Eighth Ave., . Y. 18, MN. Y. 

calendar 

Oct. 2. . . Advertising Research Foundation, 
Fourth Annual Conference, on Measuring the 
Effectiveness of Advertising. At Waldorf- 
Astoria, New York. 

* 

Oct. 5-9 . . . Outdoor Advertising Association 
of America, Hotel Sherman, Chicago. 

Oct. 9-10 . . . 4As, central region annual 
meeting, Drake hotel, Chicago, Oct. 12-15, 
western region annual meeting, El Mirador, 
Palm Springs, Calif. Oct. 27-28, eastern an- 
nual conference, The Biltmore, New York. 

Oct. 13-15 . . . Packaging Institute’s 20th An- 
nual National Packaging Forum. Edgewater 
Beach Hotel, Chicago. 

Oct. 15-17 . . . Point-Of-Purchase Advertising 
Institute, first national members meeting, 
Hotel Claridge, Atlantic City. 

Oct. 18-21 . . . American Society of Industrial 
Designers, 14th Annual Design Conference & 

Meeting, Bedtord Springs, Pa. 

Nov. 8-29 . . . San Francisco Art Directors 
10th Annual Exhibition, San Francisco Public 
Library, Civic Center. Preview cocktail party 
at the Library, Nov. 7. Awards Luncheon, 
Nov. 6, Canterbury Hotel. 

Nov. 24 . . . Awards Dinner for 26th Annual 
Exhibition of Midwestern Advertising Art, 
sponsored by Art Directors Club of Chicago, 
Grand Ballroom of the Palmer House. 

December . .. Art Directors Club of Memphis, 
annual exhibition. Gallery A, Brooks Memo- 
rial Art Gallery. 

May 1959. .. Art Directors Club of Milwaukee 
Exhibit to be held in conjunction with Careers 
in Visual Communications Conference. 

May 8. 1959 .. . Preview of 24th Annual 
Show, Philadelphia Art Directors Club, at 
the Commercial Museum. Awards Dinner- 
Dance May 16, at Warwick Hotel. 

Arts Club of Chicago . . . Oct. 1-30, Surreal- 
sism Then and Now; Nov. 7-Dec. 7, Sculpture 
by Leonard Baskin, Joseph Glasco, Seymour 
Lipton, Julius Schmidt, Ilia Schor, and Fred 
Farr; Dec. 15-Jan. 25, Drawings and Small 
Sculpture. 

Museum of Modern Art .. . Oct. 8, all four 
gallery floors reopen ,also garden, auditorium 
and restaurants. Jean Arp, major retro- 
spective, through Nov. 30: Recent Acquisi- 
tions, through Nov. 9; Architecture Worth 
Saving, through Dec. 15. 

(continued on page 75) 
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A Complete Color Service 

= NORMAN KURSHAN, INC. 

Color Service 

8 West 56th Street 
New York 19, N.Y. 

JUdson 6-0035 



Fl iM LETTERING e e > The most complete collection of lettering styles to fit any layout 

and the most conservative of budgets. Hundreds of alphabets for only $1 per word... 

SIZED ... SPACED... AND POSITIONED TO YOUR SPECIFICATIONS 

... ready to paste into your mechanical! 

And now if you need a MATCHING) iL [+ 

wort CONDENSED 

OR 

... we will modify any style for as little as $5! 

All out-of-town orders are returned same day via special delivery. 

THE LARGEST SELECTION OF STYLES... THE MOST COMPLETE 

AND FASTEST SERVICE AT THE PRICE IN NEW YORK! 

Send for our latest catalog — It’s FREE 

EXPANDED: 

i= W Ahan aCeolaalaal-) Me md eele le londiel al— 

8 West 45th Street, New York 36, N.Y. MUrray Hill 2-3498 

CRAFTINT-DEYOE 

“16” COLOR 

WHEEL SET 

MEETS YOUR 

TEMPERA NEEDS 

Preferred by educators 

and professionals everywhere! This ‘‘16” 

Color Wheel Set offers a complete range 

of 16 gorgeous colors to meet every art 

requirement! Creamy! ... Opaque! 

Smooth-fiowing! $3.40 per set 

at art dealers every- 

where or write to 

raftint | 

THE CRAFTINT MEG. CO. 

‘1615 Collamer Ave., Cleveland 10, 0. 
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STANLEY SCRATCHBOARD ILLUSTRATION 



» FLEXICHROME 

° EXTACHROME 

J TYPE sy 

“Etat. 

WECO STUDIO - 14 EAST 39% ST. > MU 55-1664 
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Specialist in the placement of art personnel 
: 

FRANK 
BOWLING 

Maude Lennox Personne! Service, Inc. 
630 Fifth Avenue, New York 20, N. Y. 

Circle 6-0276 
| : by appointment only 

i 

PHOTOSTATS 

AMERICAN 

BLUEPRINT CO 
Plaza 1-2240 

MU 7-196] 

CO 5-0990 
Plaza 1-2240 

7 EAST 47” ST 
299 MADISON AVE 

630 FIFTH AVE 
60 EAST 56” ST 

tax talk 
MAXWELL LIVSHIN, C.P.A. 

commercial artists’ 

income and expenses 

Artists who report income from their 
profession must show all the income so 
derived in Schedule C. of Form 1040. 
This information is also used in the 
computation of the self-employment tax 
and unincorporated business tax. 
The expenses deductible in determin- 

ing net income from a profession are the 
normal costs of producing income. 
These expenses include depreciation and 
obsolescence. The declining-balance 
method can be used instead of the 
straight-line method for equipment pur- 
chased after 1954. Professional men such 
as artists incur expenses such as the re- 
pair and maintenance of an automobile 
—a portion of the use of a private car 
can sometimes be deducted. Similarly, 
artist’s memberships in professional so- 
cieties, subscriptions to technical jour- 
nals and current magazines as well as 
fees paid to other artists for professional 
assistance are deductible. 

Traveling expenses incurred while 
away from home in the pursuit of busi- 
ness are deductible. Traveling away 
from home means going away from the 
city or town where the taxpayer nor- 
mally works and remaining away at 
least overnight. 

If an artist travels between his princi- 
pal place of business and minor place 
he may deduct the cost of such travel. 

Artists have certain special kinds of 
expenses. So do public relations people 
who solicit the help of newspapermen 
and others in the publishing business. 
If such person spends his own money to 
publicize his employer, he has expended 
funds in a way which may be customary 
in that type of business. 

An employee may incur entertainment 
expenses which are not reimbursed by 
his employer. If he incurs them in con- 
nection with the requirements of ‘his em- 
ployment, that is, if he was required, or 
expected to stand expenses incurred by 
him in increasing the business of further- 
ing the interests of his employer, such 
expenses would be allowable deductions. 
Many professional men join associa- 

tions which are organized to further 
their interests. These are necessary ex- 
penses. 

Taxpayers were not required to an- 
swer line 6 of the 1957 Income Tax Re- 
turn and thus employees were able to 
treat travel, reimbursed expenses as they 
had in the past. All Revenue Offices 
were so informed. This action was taken 

(continued on page 34) 
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-- Standard Contract 

for Artists Agents? 

m their ~ At the July 28 meeting of the Joint 

come so B= Ethics Committee, one of the Art Direc- 
™ 1040. 5 tor members suggested that the Com- 
aie - mittee take the initiative in clarifying, 
. and if possible standardizing, ethical re- 
stermin- __Jations between artists and their repre- 
are the sentatives, As an art buyer, he spoke of 
income. the difficulties and annoyances that arise 
ion and from that lack of clear-cut understanding 
valance between artists (and © photographers) 
of the “themselves and those who act for them 

nt pur- - in dealing wtih buyers of all classes of 
en such MP” “art” . sare ee 

pace = Going through my own files of re- . 

ate car ports in this column, . find that more 
nilarly, than half the complaints handled by 
nal so- JEC have to do with misunderstandings 
| jour- and disputes in this field. For instance, 
vell as despite our having repeatedly called at- 
sional tention to the wording of Clause 20 of 

the Code—the “‘six-months clausé”—there 

while is still a widespread lack of understand- 
F busi- ing of the rights of the agent on the 

ae one hand and of the artist on the other, ent 

‘3 ea in the termination of their relationship. When you need help in creating liquor 
nam: : ; eS advertising . . . take a look first at our 

ay at Much ilifecling and switching Hom portfolio. You’ll see a wide range of dis- 
one agent to another comes from areas tinctive art work—recipe booklets, 

rinci- in this field not yet covered by the Code folders, colorful ads, package designs— 
place of Fair Practice. There seems to be a resulting from years of experience work- 
el. growing tendency, for example, for ing with a widely known distiller. 

ds of agents who prefer to be styled artists 
tople representatives to act in fact as art 
aa brokers, shopping around other agents 
ey ne and studios for artists for particular as- 

nded signments. This leads to commission- CHARLES W. NORTH STUDIOS INC. 

mary splitting and confusion to the art buyer 
as to who is representing whom. 381 FOURTH AVE., NEW YORK 16, N. Y. 

nent Space does not permit an intensive MU 6-5740 

1 by search into all the conflicts of interest in IN BUSINESS FOR OVER 30 YEARS 

— this field. This Committee feels there is 
a0 a real need for a uniform contract be- 

|, or - ; 
| by tween artist and agent which would 
a, clarify and protect the interest and ethics 
wor of both. Experience in formulating the Paste Paper ALWAYe 

ons. Code of Fair Practice leads us to believe ; with 
cia- that writing a contract acceptable to all { 

her will be a slow task and one that should 
ex- reflect the thinking of as large a number 

of responsible minds as possible. We cor- 
am dially invite all who are interested to 
= send their suggestions to 

ney JOINT ETHICS COMMITTEE 

ces P.O. Box 179 RUBBER & ASBESTOS CO. 
en Grand Central Station eee Seer 

New York 17, New York BEST~TEST BUS) emt 
GD. ° Studio Roman FL 3-8133 
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On getting ahead 

as an artist 

BY ROBERT FAWCETT 

T has been my 
experience, for 

more years than I like 
to remember, that the 
men who get ahead 
in our profession have 
done it only one way 
— by acquiring the 
new knowledge and 
techniques that our 
profession constantly 
demands. After all, it 
is this professional 
thinking and 
knowledge of how to 
produce creative 
pictures that has 

always separated the men from the boys in 
advertising and editorial art. 

You may well ask “How can a busy artist 
acquire this added knowledge and skill that 
will ultimately lead him to top drawer 
success?” You certainly can’t spare the time 
traveling to and from art classes or observe 
their rigid schedules. And the hours spent 
with a morgue and clips — trying to figure out 
how the name artist did it — has never made 
the brilliant performer. 

That is why I sincerely feel that home 
study with the Famous Artists Schools makes 
so much good sense for the ambitious artist 
who really wants to move up. Within the 
limits of the precious time you have to spare, 
you can study art right in your own home 
or studio. But most important — you can 
learn the techniques and benefit from the 
creative know-how, the skill, and the rich 
experience of America’s Twelve Most 
Famous Artists. 

We don’t work overnight miracles — but 
we have helped a lot of artists all over the 
country move into a considerably higher 
status and greater earning power in our 
profession. Perhaps we can do the same 
for you. 

If you would like to earn a better living 
through making good pictures — return the 
coupon below for full information. 

qe a ae 
FAMOUS ARTISTS SCHOOLS | 

Studio 608, Westport, Conn. 
Please send me, without obligation, in- ! 

formation about your professional art 
courses. | 

: 

Th a eee nee eee nen = PP encicna 

production 

bulletin 

new types, new papers, 

aluminum foil billboards 

and fluorescent gravure 

inks announced 

ATF NEWS GOTHI 

ATF News Gothic 

ABCDEFGHIJKLM 

abcdefgghijkimno 

1234567890 

Chief Red-E-Stik has spoken. And his braves 
are on the warpath to help you win the fight for 
more wampum in your wigwam...with Red-E- 
Stik pressure-sensitive labeling. These self-ad- 
hesive labels enable you to cut costs, save time, 
boost sales, end waste. They can be used to 
simplify and speed every phase of your oper- 
ation. Here’s why each dollar for Red-E-Stik is a 
buck well spent... 
Stop To stop shoppers, your best bet is a 
package with impulse-buying appeal...a Red-E- 
Stik label with built-in impulse-impact. We create 
them for all package types...any size, shape, 
color...sheets, rolls, singles. 
Sell Red-€-Stik labels and signs drive home 
your story at the P-O-P. For use on plastics, film, 
glass, metal and wood, Red-E-Stik needs no 
water, heat, or glue. Just peel and press...even 
faster by machine. 
Satisfy Use Red-E-Stik labels to in- 
struct, guarantee, warn...to keep buyers sold, 
up repeat sales, cut returns. They can’t curl or 
crawl...stay neat and clean. Call, write for 
samples and idea Kit of Red-E-Stik solutions to 
problems like yours. 
a 

ever READY 
CREATIVE PRINTED SPECIALTIES 
10-F East 49th Street, N.Y.C. 17 

Plaza 1-3040 

NEWS GOTHIC BOLD: A new member in an 
old family, features new weight in nor- 
mal width. It is between the Franklin 

and regular News Gothic weights. Sizes: 
6, 8, 10, 12, 14, 18, 24, 30, 36, 42, 48, 60 
and 72 point. American Type Founders, 
200 Elmora Ave., Elizabeth, N. J. 

FLUORESCENT GRAVURE INK: A single im- 

pression, high speed, high intensity Day- 

Glo fluorescent gravure ink by Switzer 

*% ODORLESS ACROLITE —” 

* ACROLITE “P 

% RETOUCH, DAMAR VARNISH 

ACROLITE PRODUCTS INC 

s acrolite 
ie 

)* FIXATIVES 

fix it RIGHT— 

with ACROLITE! 

for pastel, charcoal and pencil. 
*% ACROLITE CRYSTAL CLEAR SPRAY! 

Here’s the new superior Acrylic spray that’s “Mild-Odored” 
for permanent protection of artwork, layouts, etc. Stays 
clear forever. 

%& ACROLITE MATTE FIXATIVE SPRAY 
A real matte fixative “You can work over” for pastel, char- 
coal and pencil. Won't alter tones or paper texture. 

int” SPRAY 
It’s delicately scented to please! Protects artwork for 
reproduction without “Glare Back” into camera lens. insures 
sharper plates 

and TOUCH-UP COLORS 



Hemember,, you want the finest in 
fluorescence —ask for it by name 

ps a 

Vewacis 

COLOR CARD .. . for Papers and Cardboards. 
Contains samples and printing suggestions. 

COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 

Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 

RADIANT COLOR CO. 

830 Isabella St., Oakland 7, Calif. 

Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers « cardboards « silk screen colors + bulletin colors 

coated fabrics + water colors * qwik-spray colors 

takes the “WORK” 

out of ARTWORK 

the (fratikon art projector 

projects ANY type of copy 
DIRECTLY onto ANY SURFACE 

with amazing CLARITY and SPEED 

F 
Mak 
| 

Priced MUCH 
lower than any 
projector in " 
its field 

$349° 

cometete f.0.b. 

with totally dark 
work-booth 

No Extras! 

See your DEALER 
or write to 

production bulletin 

Brothers, Inc., is said to duplicate added 

brilliance and color depth of silk screen 

fluorescence and to provide-the economy 

of high speed regular printing in large 

runs. Details, color proofs and printing 

instructions from Switzer, 4732 St. Clair 

Ave., Cleveland, O. 

TYPE NOTES: 12 new discs now available 

on the ATF Typesetter, the two-unit 

system for photomechanical text compo- 

sition. New discs are: News Roman #1, 

7, 8, 10 point; News Roman #1 with 

News Italic #1, 7, 8, 10 point; News 

Roman #2 with Gothic Heavy #2, 5 

point; News Roman #3 with News Bold 

#3, 8 point; Gothic Condensed with 

Gothic Heavy Condensed, 10 point; 

and Gothic Book #1 with Gothic Heavy 

#1, 10 point. . . . Merganthaler Lino- 

type has issued a one-line Specimen 

Book .292 pages, shows Linotype faces 

alphabetically by series or family groups. 

Each series is complete with all sizes and 

combinations, with a specimen alphabet 

of all available characters. Also shows 

decorative material, miscellaneous fig- 

ures, superior and inferior characters 

and figures, two-letter display matrices, 

copy-fitting tables, keyboard diagrams 

and font schemes. Can be purchased 

from the company at 29 Ryerson St., 

Brooklyn 5, N. Y....New Intertype 

showings include 36 point Vogue Bold 

No 2, 814 Royal with Bold, 8 Bulmer 

with Italic and Small Caps, 36 Vogue 

No. 2, 9 Century Schoolbook with Bold, 

and 8 Royal No. 1B Teletype with 

Bold . . . folder showing 30 versions of 

Coronado’s, “a modern Futura with a 

casual flair’, available from Headliners 

Inc., 44 W. 44th St., New York 36, 164 

E. Superior St., Chicago 11, or from the 

Typography Shop in Atlanta . . . Cello- 

Tak Co., 131 W. 45th St., New York 36, 

offers a brochure describing new line of 

paste-up color acetate sheets. Printed in 

37 colors to match the available sheets. 

Also offering a book of hand lettering 

and type alphabets. 

ALUMINUM FOIL BILLBOARD: Pittsburgh Out- 

door Advertising Company, which as- 

sisted the Aluminum Company of Amer- 
GRAFIKON CO. [22°.cscis,. “cru”? 
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is Modren, Moddom, 

and Boro has it! 

BORO that is-B- 

O-R-O, BORO TYPOG- 

RAPHERS, INC. has 

MODERN No. 20 in 

all its delicious sizes 

and. more other delightful 

contemporary 

faces than 

you can shake 

a type stick 

at - BORO 

NIGHT AND Day 

BORO 

Your Would ould you 
TYPE repeat ~/ 

that name? 

Why yes, sir! 

BORO 

TYPOGRAPHERS, INC. 
ONE OF THE GREATEST TYPE LIBRARIES IN AMERICA 
37 E. 21st St, N.Y.. GR 5-7850 



PHOTOMECHANICAL 

PREPARATION 

We specialize 
in the preparation and design of 

TELOPS in black & white for finest 

television transmission and 
SLIDES in black & white or color that 

incorporate the latest network 

color experience and FLIPS to 
fit any operational setup; 

with knowhow ! 

telops, slides, flips 

correctly prepared 

EDSTAN 

studio 

b/w and color 

production bulletin 

(continued ) ¢ 

ica in developing what has been termed 
the first practical alamiinum foil bill- 
board, has erected the first such foil 
board in the Pittsburgh area.- In the 
past, aluminum foil billboards, were con- 
sidered impractical because paste would 
not dry under the vaporproof foil. Al- 
coa’s product can be used with standard 
billboard paste because the foil has in- 
visible perforations. 

PAPER NEWS: End uses of printing papers 
will be feattired’in 1958-59 Kimberly- 
Clark promotions. Educational folders 
will be offered in trade ads and will con- 
tain commercially printed samples of the 
grades of K-C papers featured . . . folder 
explains meaning of Purocell to printers 
and printing buyers. A’ bleached sul- 
phate (Kraft) pulp, it features greater 
uniformity, brightness, strength, even 
fiber formation, better printability. East- 
ern Corp., Bangor, Maine . . . swatch 
books with samples of the brighter Penn 
/Brite Offset, new sheet introduced by 
New York and Pennsylvania Co. Inc., 
available from distributors or from the 
company at 425 Park Ave., New York 22, 
N. Y. Includes samples in five weights 
and two finishes and packing schedules 
as well as printed samples. 

EKTACOLOR PRINT FILM: Scheduled for de- 
livery late this year, new Kodak film 
offers improved sharpness, resolution 
and grain characteristics for professional 
photographers. Will be available in 
standard sheet sizes up to 16x20 and in 
special order in rolls up to 40 inches 
wide for giant photo murals. Film also 
offers simplified processing . . . Kodak 
is now distributing “Printing Color 
Negatives”, comprehensive guidebook on 
the use of Kodak Ektacolor Paper (for- 
merly Type C.) $.75. * 

tax talk 

(continued from page 30) 

because the decision to include a new 
line in the 1957 Tax Return was not 
made until ten months of the tax year 
had passed, and hence had a retroactive 
effect. Taxpayers had emphasized to the 
Tax Department that most employees 
who receive reimbursements for expenses 
file bills and receipts with their employ- 
ers and do not retain copies. To attempt 
to secure data at that late date would 
place a burden on many taxpayers. © 

¥ 

Mek anata eas hile 

“a 

bet 
your 
life 

PROOF MO-MOC-5 4371 

receive telop, slide or flip 
WwW 

telops, slides, flips 

correctly prepared 

EDSTAN 

studio 

b/w and color 
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psychological 

TV time 

by Dr. Irving A. Taylor 

When two periods of physically unequal 
time produce the same desired effects, 
the two periods of time are psychologic- 
ally equal. It is possible, therefore, to 
have a 10 second TV commercial equal 
to a 60 second one in terms of desired 
impact. In general, empty time seems 
longer than filled time, but this depends 
on how time is filled. Everyone knows 
that a minute seems like an hour and an 
hour like a minute under certain dulling 
or stimulating conditions. It is therefore 
psychological time which is important, 
although it must be understood relative 
to physical time. 

Consider TV spot commercials fur- 
ther. Some minutes fleet by in moments, 
while others seem to never die. Why? 
Psychological time depends on meaning, 
interest, associations, relatedness and 
vividness to mention only a few deter- 
minants. All together these qualities can 
be called the “perceptual impact” of the 
commercial. 
When does a 10 second commercial 

produce the same perceptual impact as 
a 60 second one? The relationship be- 
tween impact and exposure (frequency 
of viewing) reveals when two periods of 
unequal time are psychologically equal. 
This is not only more efficient but actu- 
ally a precaution against “wearing out” 
the effects of a commercial. A shorter 
spot announcement can re-vitalize the 
message, giving the same content the 
original freshness. 

A procedure has been developed by 
the writer for Harry Prichett, who first 
had the idea of compressing spot com- 
mercials with the use of a Perceptoscope 
(an instrument which allows for variable 
and flexible projection speeds of a com- 
mercial), thus permitting a sponsor to 
obtain more effective and economical 

TV time. . 
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Typographic experts agree 
that whether your message 
calls for buckeye display or 
sedate presentation, it always 
stands a better chance of be- 
ing read when it is set in Mono- 
type because you always get a 
sharp, clean reproduction and 
you can get more copy into a 
given space without crowding. 
Better fitting italics. No objec- 
tionable ‘‘rivers’’ in body copy 
because, with Monotype, you 
always get better letter and 
word spacing. No penalty 
charge for lines over 60 picas. 

Just compare the difference 
between Monotype and other 
type setting methods and you'll 
understand why we say, “If 
you want character in your 
copy, set it in Monotype’’. 

faces. Address Lanston Mono- 
type Company, 24th & Locust 
Streets, Philadelphia, Pa. 

Write for a kit of new Monotype Roe ol 

L 

SHOU
T 

SF. er 

YOU CAN 

D0 IT 

BETTER 

WITH 

MONOTYPE 

Type Set in Monotype Gothic Faces Nos. 187-206-543 

ektachrome retouching 
DUPLICATES, ASSEMBLIES 

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

N ‘Professionally Screened 
\ PERSONNEL 

in the fields of R 
© PHOTOGRAPHY 
@ ADVERTISING 

BR 9-8900 

3

2

 

9
5
8
 

EDWARD H. FREEDMAN. PRES. 

KE 

383 MADISON AVE. * PLAZA 3-8305 



~good for your art werk, too ( 
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cB AINBRIDGE 

and amateurs alike. Have you tried 
BOAR D 

a Bainbridge Board—you should! > At all art supply stores in most popular sizes 

e Illustration Boards « Drawing Boards e Mounting Boards 
e Show Card Board e Mat Boards 

Since 1868.. famous for high quality 

CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. 
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Cleveland officers New officers of the 
Art Directors Club 

of Cleveland, a group portrait. President 
is Mario Di Santis of Creative Art, (low 
man on totem pole); vice president, 
Robert Reeves of Manning Studios, (the 
thinker); treasurer, Vernon Dahlke of 
Advance Art, (book juggler); secretary, 
David Lind of McCann-Erickson, (man 
with stenographic pad). The photograph 
by Jim Millikan of King-Photography 
does not include members of the execu- 
tive board Roy Rothstein of Type and 
Art, Fred Stickle of Fuller & Smith & 
Ross, and Joe Venaleck of Artists Studio. 

New Detroit leaders At the first meet- 
ing of the newly 

elected officers and board members of 
the Detroit Art Directors’ Club, from 
the left: secretary and board member 
Tom Roberts, of MacManus, John & 
Adams; board members Jim Bernardin 
of Campbell-Ewald and Charles Somer- 
ville of Batten, Barton, Durstine & Os- 
born; president Charles Dickinson of 
MacManus, John & Adams; second vice 
president and treasurer Jim Trumbo 
of Campbell-Ewald; retiring president 
Warren Kemp of J. Walter Thompson 
Co. Not shown: first vice president Bob 
Andrus of Foote, Cone & Belding; board 
members Jack Carmichael of D. P. 
Brother Co. and Arthur Lougee of 
Ford Motor Company Publications. 
The club’s activities, in addition to 

the annual AD show, include a design 
conference for university students, and 
this year for the first time the club has 
established a fund for an advertising 
art scholarship. 

Montreal reelects 

David Feist, R. M. Buckham, Robert 
Langstadt and Don Langford were re- 
elected respectively president, first vice 

president, secretary and associate of the 
Art Directors Club of Montreal. These 
executives were appointed by acclama- 
tion for another term. Results of the 
balloting for second vice president and 
treasurer were not available to Art Direc- 
tion at presstime. 

The club is offering 8x10 b/w prints 
of all exhibits in the Seventh Annual 
AD Show, at $1 each. Money and de- 
scription of an exhibit desired should 
be sent to Box 248, Station B, Montreal. 

New president of the 
Omaha Artists and 
Art Directors Club is 

Quentin Moore. Other officers include 
Frank Ervin, first vice president and 
show chairman; Joe Morin, second vice 
president, program chairman; Walter 

Omaha elects 
Quentin Moore 

Lahue, third vice president and mem- 
bership and announcements chairman; 
Karl Kling, secretary; Ervin Prucha, 
treasurer; J. K. Billings, director; Rod 
Morse, director. 
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Miami's Fifth 
published in Ist annual 

The Art Directors Club of Greater Mi- 
ami has published its first annual at $2. 
It contains an illustrated catalog of 
award winners of the club’s Fifth Annual 
Exhibition of Advertising and Editorial 
Art. The 1957 show book is a softcover 
ll in. wide x 8%4-in. deep 40-page offset 
lithographed job, with design, promotion 
and production by Peggy Strickland, G. 
Sanderson Knaus and Roger Rogers. 
The cocoa brown, silkscreen cover has 
abstract design in olive, aqua and red. 

Included are a history of the club, re- 
productions of the awards in the follow- 
ing major categories: Design of a Com- 
plete Unit, Advertising and Editorial 
Art, Television Commercials. Exhibition 
chairman Russ Smiley, in an introduc- 
tion to the first category, noted the 
judges “favored the strong, direct, simple 
message with a highly legible visual ap- 
proach.” Tommy Thompson, vice presi- 
dent 1956-57, in comments opening the 
second category, reports, “The growing 
trend toward the use of more art and 
the influx of industry in this area makes 
the future more promising for the entire 
graphic arts field.” 

Chicago plans 26th From left, Art 
Directors Club of 

Chicago president Orville Sheldon of 
Foote, Cone & Belding; Ed Jirasek of of 
Stowell Studios; and Len Rubinstein of 
Clinton E. Frank and show co-chairman 
plan the club’s 26th Annual Exhibition 
of Advertising Art. The show will be 
held late in November. The club plans 
to publish an annual of the exhibition. 
Show committee chairmen include Gene 
Walz, awards dinner; Bob Dunn, fi- 
nance; Jules Beskin, publicity and pho- 
tography; Lee King, jury selection; Hal 

Smedley and Ben Rawlins, judging ar- 
rangements; Ralph Eckerstrom, exhibit; 
Carl Regehr, design of all literature; 
John Breunig, honorary membership 
award chairman; Ken Boehnert, Annual 
editor-in-chief; and Bert Ray, plans 
group. 

St. Louis’ First 

Entry deadline for the St. Louis Art 
Directors Club’s first annual awards 
exhibition is early October, announced 
exhibition chairman M. J. Bardot. Work 
entered must have been created at least 
in part by a member of the St. Louis 
club and published after Nov. 1, 1957. 
Three judges of national reputation will 
be brought to St. Louis for the judging, 
Bardot said, and medals and certificates 
will be presented at an awards dinner 
to be addressed by nationally famous art 
figures. The show categories will include 
a division for experimental or non- 
published work. Show dates are Nov. 
1-15, at the Stix, Baer & Fuller Exhibi- 
tion Hall. 

San Francisco’s 10th 

Final entries for the San Francisco Art 
Directors 10th Annual Exhibtion of Ad- 
vertising Art are due Oct. 3. Awards to 
be presented at a luncheon Nov. 6 at 
the Canturbury Hotel include Award of 
Excellence, to be given to artist, AD, 
agency and advertiser—the award will be 
given in each classification where judges 
decide the quality merits the distinction; 
the Foster and Kleiser Medal, to be 
given for the best outdoor poster; the 
William Randolph Hearst Memorial 
Award, to be given for the best news- 
paper ad. The exhibition will be hung 
in the San Francisco Public Library Nov. 
8-29, with a preview coktail party at the 
Library Nov. 7. 
No tv commercial will be included in 

the show, since the Art Directors Club 
and other groups concerned in the cre- 
ation and production of tv advertising 
plan to hold a separate tv show this 
year. It was felt that tv commercials 
would not receive the “prominence they 
deserve” if they were included in the 
10th Exhibition. The exhibition cate- 
gories include an Open Classification, 
for pieces which entrants feel are out- 
standing but do not fit into the regular 
classifications, and Experimental Art and 
Photography, a section sponsored by the 
Society of Designers and Illustrators to 
stimulate new concepts and advertising 
art. Entries ate limited to members of 
the Society of Designers and Illustrators, 
and the Art Directors Club. 

The exhibition committee members 
include Dan Bonfigli, general chairman; 
Frank Beuhler, traffic; Frances Mercer, 
finance; Marshall Potter, design; Jack 
Keeler, exhibits; John Feeley, public re. 
lations; Joseph Wallace, awards; Gig 
Gonella, promotion; Fred Cole, screen. 
ing; George Dippel, gallery; Bill Carson, 
entries; Andy Quattro, awards lunch; 
Mike Geisler, preview; Robert Wash- 
bish, publication; Amado Gonzalez, ex. 
perimental. 

The new 7¢ stamp William H. Buck- 
—a Buckley design ley, past president 

of the New York 
AD club and AD group head at Benton 
& Bowles, believes a postage stamp is a 
poster and needs simplicity for forceful 
and fast communication to both postal 
clerks and public. So he designed 
the new 7¢ airmail stamp with a 
simple silhouette in white of a wing- 
spread and fusilage composite of the 
Boeing 707 and Douglas DC-8. A sky- 
blue background was used for obvi- 
ous reasons—but also as strong contrast 
to the old rate stamp. The huge 7, an 
integral part of the design, is also in 
sky-blue. For the first time, the word 
“postage” was not used for design rea- 
sons, with the permission of the Post 
Office. But the words “air mail” were 
required, in spite of Buckley's feeling 
that they are superfluous to the visual 
message. Lettering is by Sam Marsh. 

Since the first printing order was for 
four billion, expected first year consump- 
tion, Buckley's stamp design has the 
greatest circulation of any contemporary 
design. 

Renaissance lettering 
—new course at ASL 

Arnold Bank, who recently returned 
from three years in London as lecturer 
and tutor at the Royal College of Art, 
School of Graphic Design, will teach a 
course at Art Students League in the 
Lettering Arts of the Rennaissance, As 
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pects of Form and Font in Scripts, In- 
sriptions and Printing Types, A.D. 

cer, 1375-1585. The course will consist of 
jack fully illustrated talks, Thursdays at 
Dog 8 p.m. beginning Oct. 16. For League 
Gig students the tuition is $8 for the entire 
en course, individual sessions $1.25. For 
aoa, others, the course is $10, $1.50 for single 
ich; sessions. 
ash- 
ex- 
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ed Panning for turquoise For costume 

jewelry, Lis- 
ner & Co.'s Desert Moon turquoise col- 

he ored fake gems, AD Gene Federico of 
Douglas D. Simon used to the fullest ky. 

a photographer Dick Rutledge’s _high- 
ast fashion full-color picture of the product 
-” set in a pan of sand, against sand back- 

ground, to emphasize both tradename 
rd and indicate that these jewels are man- 

made. Copy is set in blue italics, (except a- 
- for black in the tradename Lisner with 
= its strong “L"), borrowing the blue from 
ng the turquoises. 

al 

or 3rd annual Techni-Craft 
p> contest closes Oct. 30 
he 
ma Deadline for the Third Annual Graphic 

On anything These men’s fashion accessory shots appeared in recent issues of 
but people... Gentlemen's Quarterly. They have one thing in common: no 

models, no people, just accessories on props. 

Arts Competition for Fine Arts, spon- 
sored by Techni-Craft Printing Corp., 
is Oct. 30. The contest is open to per- 
sonnel of firms “using the graphic arts 
in the course of business’, with all enter- 
ing artists sponsored by a “graphic arts 

d associate” —who may be a printing buyer, 
art director or production staff member. 

Why? 
Is this sheer gimmickry? Or does it make sales sense? We think it makes much 

sales sense for the following two reasons: 1) the use of the glasses for the ties, the 
horn for the shoes, the rope for the belts, etc. gives a uniqueness and overall design 
appeal to the illustrations that intrigues the reader in better than the conventional 

t, Prizes and certificates will be awarded shot, and 2) the absence of the model permits the reader, once he’s drawn to the 
‘ to both winning sponsors and artists. page, to concentrate on the product. 
“ First prize is $150, second is $100 and Al Greenberg, GQ’s AD, bought these pix from photographer Leonard Nones. 

third is $50. Details from Techni-Craft, Nones, who was given free reign in creating the illustrations, wants it known he 
250 W. 54 St. can also (and often does) shoot accessories and clothes on people as well as on ropes. 
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Alfred Peters The art director and 
advisor to Boy Scouts of 

America, Alfred Peters, 61, died at 
Woodstock (N. Y.) hospital following 
injuries sustained in an automobile acci- 
dent. Mr. Peters had been art director 
and designer for New York agencies for 
many years before his retirement to 
Woodstock in 1955, where he developed 
promotion ideas for advertisers. He had 
been art director of Lord & Thomas, 
partner in Konor & Peters and in Peters 
& Peters commercial studios, and instruc- 
tor of layout and design at the Work- 
shop School of Design. He originally 
came to Woodstock as an art student 
and studied at the Art Student League 
with Charles Rosen and later with Harry 
Lieth Ross. 

He is survived by a daughter, Mrs. 
Elizabeth Schiller, an artist | living in 
Mallorca, Spain; and a brother, Walter 
Peters, senior art director of Lambert & 
Feasley, Inc., New York. The portrait 
of Alfred Peters shown here is by illus- 
trator Irwin Greenwood, who served as 
a pallbearer at the funeral services. 

Direct mail to doctors A one-shot di- 
—a cartoon book rect mailing 

to doctors in 
the United States, for Pfizer's Atarax, 
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used a simple, pocketsize, paperbound, 
offset booklet of cartoons by European 
artists, each cartoon noting a symptom 
the doctor can treat with the Pfizer re- 
laxant. The first and last pages of the 
14-page book (12 cartoons) contain the 
only selling copy, with advantages of 
the drug and when to prescribe listed 
on the first page, dosage and quantity 
descriptions listed on last page. The 
covers are gray, and the only other 
color used is ink blue, for cartoons and 
copy. The direct mail piece was also 
used by Pfizer Canada. Audrey Girard, 
advertising director for J. B. Roerig, 
who produced the booklet, got the idea 
from Union Chemique Belge of Brus- 
sels, which regularly uses humor in 
pharmaceutical direct mail. 

Underwood Corp's 
new trademark, 

this hand-lettered lower-case “u” used 
with “underwood”, also hand-lettered 
and lower-case, is backgrounded on a 
rounded-corner square which was adapt- 
ed from Underwood adding machine's 
all-clear symbol. The new trademark 
was designed by Raymond Spilman to 
supplant the old space-bar design and 
winged-world mark, in use for 30 years. 
The new “u” will supplant about 30 
other marks and labels used for Under- 
wood products, and will become the 
company’s “new total image.” Kent Plas- 
tics Corp. manufactures the new mark 
in methyl methacrylate. 

The lower-case ‘u’ 

The new trademark appears on Un. 
derwood’s new Documentor, Spilman- 
designed electric typewriter which fea- 
tures a design separation between key- 
board and machine body. The keyboard 
panel is removable, comes in choice of 
eight colors, while the body of the ma- 
chine remains a warm gray. 

Bernard Eck- Eckstein named vp 
at Fletcher Richards stcin, executive 

art director at 
Fletcher D. Richards, Inc., has been 
named a vice president of the agency. 
There since 1952, he had _ previously 
been with Grey Advertising, 1946-1952. 
Major accounts he has worked on at 
Fletcher D. Richards include National 
Distillers and U. S. Rubber. He is a 
member of the Art Directors Club of 
New York. 

Society of Illustrators 
show deadline Nov. 15 

Entries for the 1959 Illustrator Annual 
Exhibit, to be held Jan. 15, 1959, must 
be in by Nov. 15, announced Society of 
Illustrators president Ray Prohaska. Sub- 
missions may be illustrations used for 
reproductions May I, 1957 to Nov. 15, 
1958. Illustrations may be submitted by 
illustrator, art director, art buyer or any 
individual or organization. The show 
will include five categories, each of which 
will be judged separately: book illustra- 
tions, magaizne illustrations, advertising 
illustrations, institutional publications, 
and tv graphic arts. The best of each 
category, as determined by the judges, 
will be awarded the Society of Illus 
trators Gold Medal. Runners-up in each 
group will be awarded Certificates of 
Merit. Additional information from 
Illustrators Annual Exhibition, Society 
of Illustrators, 128 E. 63 St., New York 
21. 
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David Stone is chairman of the exhibi- 
tion committee, whose members include 
Wayne Blickenstaff, Fred Brauer, Charles 
Mazoujian, Salvatore Taibbi, Robert 
Geissmann, August Schallack, Herbert 
Greenwald, Leonard Jossel; Henry 
Koehler. 

Technical illustrators 
begin national drive 

The Technical Illustrators’ Management 
Association, organized in 1953 in south- 
ern California, has begun a drive for 
national membership. Technical illustra- 
tion directors and supervisors who head 
groups of five or more illustrators in 
industrial firms may join. Membership 
information is available from TIMA 
president Keith Kinnaird, P.O. Box 
1021, Hollywood 28, Calif. TIMA insti- 
tuted an annual technical illustration 
show in 1954. The 1958 show, held July 
3-Aug. 3 at the California State Museum 
of Science and Industry, was interna- 
tional in scope. Attendance figures for 
the first two weeks of the show totaled 
more than 43,000, compared to 400 visi- 
tors in 1954. 
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For records, a move AD Bill Fox of 
away from photos = Esoteric Records 

prefers art over 
photography for record covers, in spite 

of the big-photo trend in the field. For 
Esoteric’s Counterpoint label, he has 
used artist Ike Millman’s portraits (as 
this sepia-toned in soft stippled effect of 
Pee Wee Russell), and designs (as this 
black, green, purple and white sym- 
bolic), and, for other records, where fit- 
ting, pastel decorative art (for records 
of madrigals, etc.). Fox believes that art 
can better express the musical content 
of albums. 

SEATO needs an emblem 
—contest deadline Oct. 31 

Details of the contest for an emblem 
design to be used by the South-East Asia 
Treaty Organization are available from 
William Buckley, past president of the 
New York Art Directors Club and AD 
group head at Benton & Bowles. The 
Department of State contacted Buckley, 
a member of the Post Office Depart- 
ment’s seven-man Citizens’ Stamp Ad- 
visory Committee, for help in publicizing 
to art directors and artists the SEATO- 
sponsored competition for an emblem. 
First and second prizes are $500 and 
$200 respectively. Entries must reach 
SEATO headquarters in Bangkok not 
later than Oct. 31, and should be sent 
directly to the Secretary-General, South- 
East Treaty Organization, SEATO Head- 
quarters, Bangkok, Thailand. 

First requirement of the contest rules 
is “designs must be simple and memor- 
able; they must make an immediate 
visual impact.” Designs may be symbolic 
or not and should be suitable for repro- 
duction on a flag, as a line block for 
reproduction on documents and publi- 
cations, as a letterhead, as a_ badge 
worked in enamel and as a uniform 
shoulder-flash. Colors, including the 
background, must not be more than 
three. No lettering should be included 
in the design, and the design should not 
be made obsolete by any increase in 
SEATO membership. At present the 
United States, the United Kingdom, 
Australia, New Zealand, France, Pakis- 
tan, the Philippines and Thailand are 
members of the collective defensive 
alliance. 

Animation, Inc. withdraws 
Todd plagiarism suit 

The $250,000 plagiarism suit filed by 
Animation, Inc. against the Michael 
Todd Company, Inc., involving the ani- 
mated epilogue to Around the World in 
80 Days, has been withdrawn. The Todd 
company had given screen credit for de- 
signing the epilogue to Saul Bass, and 
no credits had been listed for Anima- 
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tion, Inc. With the announcement by 
the Todd company, reported Animation, 
Inc., that although screen credit had 
properly been given to Saul Bass, An:- 
mation, Inc. had also made a great con- 
tribution, Animation, Inc. withdrew its 
suit originally filed Dec. 27, 1956. 

Animation, Inc. reported that all 
parties acknowledged the work of artists 
Ron Maidenberg, Bob Curtis apd Barry 
Geller, under the superv:sion of Anima- 
tion, Inc.’s president Earl Klein. 

Indiana AD presidents New presi- 
past and present dent of the 

Art Directors 
Club of Indiana, John C. Butler, right, 
discusses club’s plans with past president 
Wilbur W. Meese. Butler is executive 
vice president and AD of Poorman, 
Butler & Associates, Muncie. Meese is 
executive AD of Eli Lilly & Co. 

SBPD—a new 
designers group 

The Society of Business Publication 
Designers, formed earlier this year by 
representatives of eight magazines, met 
Sept. 18-19 at the Sheraton-Cadillac 
Hotel in Detroit, in conjunction with 
the Society of Business Magazine Editors. 
A panel discussion on Setting the Pace 
for Magazine Styling was held by 
Michael Babala, art editor, Tool Engi- 
neer; Henry Balfour, art editor, Me- 
chanical Engineering; and Joseph 
Kuney, production manager, Chemical 
and Engineering News. 
Temporary chairman of the new or- 

ganization is James E. Wilcox, art direc- 
tor, Technical Publishing Co., 308 E. 
James St., Barrington, Ill. In the Detroit 
area, Michael Babala may be contacted 
for further information. His address is 
The Tool Engineer, 10700 Puritan Ave., 
Detroit 38, Mich. ry 
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WHAT’S NEW...WHAT’S BEST 

Art Direction’s critic panel watches direct mail, displays, 

packaging, newspaper ads, consumer and business magazine ads, posters, TV 

Just what does a 

travel agent do for you? 
(and who pays him?) 

RY 
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‘Good indirect promoting’ 
“This is good indirect promoting—by 
selling the travel agent, his commodity, 
air travel, is also sold. In order to make 
all travel agents sympathetic this particu- 
lar agent is presented in six characteriza- 
tions, each of them showing a different 
facet of his job and of his personality. 
The overall effect is arresting and pro- 
vocative, especially to the potential 
traveler. The mobile face of the actor is 
perfect, because he adds humor as well 
as realism to each photo. Since the 
agent is so clearly presented as sympathe- 
tic as well as useful, the reader becomes 
increasingly disposed, as he reads the ad, 
to seek one out and avail himself of his 
many services.” 

Newspaper page ad for El Al Israel 
Airlines, by Doyle Dane Bernbach, AD 
William Taubin, photographer Wingate 
Paine, copywriter David Reider, posed 
by actor Louis Nye . 
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‘Refreshing new package design’ 
“This 8x10-in. package for Kodak's com- 
mercial color sheet film is still the fam- 
iliar yellow but for once Kodak is begin- 
ning to use its own products. The face 
of this set-up box carries photography as 
part of a refreshing new package design. 
It is distinctive but not dull. . . it will 
lend itself to new photos within the 
same format .This is sure to add variety 
and liveliness to the photographer's 
everyday needs.” 

Designer and AD, Dean H. Reynolds, 
Package Design Division, Eastman Ko- 
dak Co. Photographer, C. Baker, Photo 
Illustration Division, Eastman Kodak 
Co. Artwork, Williamson Associates. Pro- 
duction, Offset Printing Division, East- 
man Kodak Co. Boxmaking, Paper Box 
Division, Eastman Kodak Co. 

Live action works over animation 
For a Jell-O tv film, Ray Patin Produc- 

tions employed “live” elements in ani- 
mation, with actual drinking straws— 
treated as stop-motion elements—mani- 
pulated under camera by animators 
working above animation. Special light- 
ing and mechanics were employed, too, 
for the fresh technique, interesting effect. 
A live action insert was supplied by 
Gray-O’Reilly. This frame is from Na- 
tional Drink Jell-O Week, one of a 
series of 10 commercials produced by 
Patin for National Jell-O Week theme, 
which lampoons official weeks used for 
promotion. For Young & Rubicam. AD, 
Jack Sidebotham, agency producer, 
Peggy Gannon, Artist, Dick Van Ben- 
them, animation, Hawley Lawrence, 
writer Barbara Demaret. 
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A press personality via brochure 
“Even a mechanical printing press can 
have a personality. Not content with be- 
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1) Karl Fink, industrial designer. 2) Georg Olden, 
director of graphic arts, CBS-TV. 8) Garrett 
Orr, associate AD, Outdoor Advertising, Inc. 

ing just part of the mechanics, the print- 
ing press here becomes a creative thing 
as expressed by this 10-page, two-color 
split-page brochure for Philadelphia's 
Oser Press.” Design, Len Bruno, Keith 
Mease. Drawings, Pete Petraglia. Copy, 
Jim Spanfeller. Typesetting, John C. 
Meyers. Stock, Corsican Cover, felt 
finish. 

‘Simple, direct and hard to miss’ 
“The photograph is a compelling one— 
forceful and uncluttered. The single 
word caption with the short testimonial 
in italics with plenty of white space in- 
vites the reader. It is extremely well de- 

. Signed ad—simple, direct and hard to 
miss.” Four-color page ad appeared in 
Business Week and Advertising Age, for 
McGraw-Hill Publishing Co. Agency, 
Fuller & Smith & Ross, AD Charles K. 
Fitzpatrick, account executive Albert E. 
Scherm, copywriter Arthur Abrahams. 
Color photo supplied by Link Belt Co. 
Typefaces Headline in Century School- 
book, body in Century Expanded. 
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4) George Krikorian, promotion AD, Look. 5) 
Peter Palazzo, advertising & visual director of 
Henri Bendel. 6) Art Kane, executive AD, Irving 

Wordless story poster 
The illustration tells the whole story for 
this back-to-school poster for Clark candy 
bar. This is one in a colorful series. AD 
and artist: Dick Hess of Grant Adver- 
tising, Chicago. 

‘Honest, direct, dramatic’ 
“Pictorially, this is a beaut! Extremely 
honest, direct and dramatic. Headline is 
fine. However, I would point out that 
the layout is not on the same level as 
the general concept and pictorial con- 
tent. The picture and headline make it 
great. A more exciting layout solution 
(perhaps bleeding the photo on all 

Serwer, Advertising. 7) John Jamison, AD, J. M. 
Mathes, Inc. 8) Gabryel de Million-Czarnecki, de- 
signer, Container Corporation of America. 

sides) would have made it a completely 
wonderful statement.” For Zippo Mfg. 
Co., by Ogilvy, Benson & Mather, page 
b/w in Life. AD Gerald McLaughlin, 
photographer Charles Kerlee, copywriter 
David B. McCall. 
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Displays with verticality, versatility 
‘Characteristic of a series of displays for 
vacation travel by air is the verticality of 
each display. These special three- and 
two-sided structures have in each case 
interchangeable panels for versatility 
when used in different geographical lo- 
cations of travel agencies. The three- 
sided version which stands 60-in. high 
can be stacked higher by the addition 
of new tiers, according to physical con- 
ditions of the premises. Printed directly 
on mounting board in four-color process. 
Both units are supported by paper tub- 
ing. Designed and printed by Merrick 
Lithograph Co., Cleveland. AD, James 
B. Fisher, Chicago office. Advertiser, 
United Air Lines.” & 



by Kim Taylor, Assistant Editor, Graphis 
\ visitor to the Brussels Fair, downcast by the heavy-handedness of the Soviet 

Pavilion and depressed by the banalities of socialist-realist art, might well have 

felt hesitant to enter the satellite exhibits. There was little cause for fear however. 

True, the heroic group on guard outside the Czech pavilion was unpromising, 

but beyond it lay the clear, clean lines of the pavilion itself and there was ample 

reward within—a plenty of fine things finely presented. 

What one sees of the advertising art that comes from the curtained countries 

makes the Czech pavilion somewhat symbolic: behind the grim pose of a political 

faith lies the native genius of life-loving, sensitive peoples. 

Examples of print and typography that come from Czechoslovakia today give 

assurance that the strong deep roots there continue to bear. From Hungary one 

hopes for posters: once they were the country’s pride, but in 1948 the Hungarian 

Communist Party took over and the socialist-realistic style was the order of the 

day. Art directors were replaced by art dictators and all the wealth of abstract 

symbols and irrational humour was lest to the blatant banalities of propaganda. 

Many of the best designs today are consequently labelled ‘Unrealised’. 

Ihe wealth and worth of what lies behind the curtain has however been proved 

for us by the Polish film poster. Freed of the dictates of propaganda and even 

served by a nationalised industry, the strong poetry of the Polish film poster has 

much to offer and even teach us. Almost 200 such posters are made every year and 

the country’s finest talents are eager for the opportunity they present: they have 

become a field for experiment in graphic forms and ideas. The healthy influence 

of such posters can be guessed—eight to twenty-two thousand copies of each poster 

are printed to penetrate the furthest corners of the country: the popular means 

of the poster serves the popular end of the film, and art and the people are 

equally honoured. 

Little is known, little is shown to us of art behind the iron curtain; it is enough 

however to add to one’s concern for the lives involved, a profound regret for the 

rich talent that lies locked up and away from us. 
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1) J. MLODOZENIEC: Polish review cover. 
The heroics are better handled than is usually 
the case. 

JOSEF FLEJSAR: Czech poster for an art 
exhibition. 

Cover of a Czech typographical magazine of 
high standard. 

JOSEF FLESJAR: Czech poster for an ezhi- 
bition of musical instruments. 

MATHIAS SINKA: Hungarian poster for 
performance of Shaw's St. Joan. Unrealised. 

HUBERT HILSCHER: Poster for a Polish 
film. 

J. PALKA: Two colour poster for British film 
shown in Poland. 

J. LENICA: Poster for theatre performance 
of Racine’s Phedre: deep red on black ground. 

STEPHAN KANTSCHEFF: Symbol for Ae- 
sociation of Bulgarian Musicians. 

WOJCIECH ZAMECZNIK: Polish film 
poster. 

ZDENEK SEYDEL: Czech gallery announce- 
ment of exhibition of the artist’s work. 



Copywriter at an automobile show room. 

I got the “feel” of the market and of 
the consumer that I haven’t had in 
years—in fact I’ve had. I don’t 
think this one week gave me any great 
ideas for recommendation to clients, 
but I do feel that it gave me personally 
a great current of knowledge. 1 now 
know the current promotions for many 
different kinds of grocery items. I know 
the great number of items and varieties 
and size of items. Even more important, 
I know the price of a hundred things 
that I did not know before, and the 
terrific competitive struggle that is going 
on among packages in any one five run- 
ning feet of grocery shelves ... 

And I do know this: you cannot get 
this personal feel and personal knowl- 
edge by going through a dozen chain 
stores fairly rapidly in a day or a half 
day. You've got to be there in a grocer’s 
apron for hours to soak up the complete 
climate of the grocery store and the 
character of its customers.— Jack Cunning- 
ham, president of Cunningham & Walsh 
advertising agency, reporting on his 
“Man From Cunningham & Walsh” 
week at D'Agostino Bros. Food Market 
in New York City. 

For years, readers of magazines and 
newspapers have been exposed to small 
space advertisements captioned “The 
Man From Cunningham & Walsh.” The 
illustrations feature relatively well- 
heeled men or women working hard in 
some retail outlet, too busy to pay much 
attention to the fact that a photograph 
is being taken. The copy identifies each 
salesperson as an employee of Cunning- 
ham & Walsh who is spending the week 
gaining first-hand knowledge of the 
product and nature of the customer. 

There is considerable evidence that 
these ads, small as they may be, impress 
a great many people. They are read. 
(Starch reports place them on top of 
the “best-read” list.) Potential clients 
come upon them, want to know more 
about the agency, and not infrequently 
become its clients. Many budding adver- 
tising aspirants are intrigued by the ads 
and refer to them in their job applica- 

never 
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Copy group supervisor selling insurance. 

tions. And a surprisingly large number 
of the off-Madison Avenue population 
notice the pictures and read the copy 
from beginning to end for no reason 
other than curiosity. 

is it for real? 

Not everyone believes what he sees in 
these ads—even though the photograph 
is highly realistic and the person doing 
the selling is identified by name and the 
sort of work he does the other—possibly 
less strenuous—wecks of the year. There 
are skeptics who think the C & W 
“week” comprises only a day, or possibly 
just only the time it takes to pose for 
the camera. Others suspect that the cam- 

for the 
purpose of attracting new business pros- 
paign has been devised only 

pects and for no other serious reason. 
None of these assumptions is true. 

The “Man From Cunningham & Walsh” 
is for real. The idea originated with the 
president of the agency himself, who 
felt that the best advertising men are 
those who are familiar with the people 
they are trying to reach. His solution: 
at least for one week out of every year, 
those in his organization responsible for 
turning out ads should stay away from 
their comfortable offices and enter the 
firing line where goods are actually 
sold. 

“Men from Cunningham & Walsh” 
include key executives, copywriters, con- 
tact men, art directors—just about every- 
one connected with the creation of its 
advertising. They may choose to work 
at their favorite grocery store near home, 
at a gasoline station around the corner, 
or they may travel far afield. The ac- 
count executive on Folger’s Coffee spent 
a week in the Midwest to learn about 
coffee-drinking habits there. A copy 
chief combined his vacation in Florida 
with a week at a supermarket there. The 
director of the media department sold 
magazines house-to-house in the Minne- 
apolis area. 

The “Man From Cunningham & 

Senior art director in a grocery store, 

Walsh” generally prefers to spend his 
week in a retail outlet that sells the 
kind of product he works on the rest 
of the year: department stores to obtain 
experience in selling perfumes, travel 
agencies (or, in one lucky case, a trip 
on the ship itself) to learn about pro- 
moting cruises, filling stations to find 
out about gasoline preferences. Super- 
markets, with their variety of products, 
are chosen by many, even though the 
doors here open much earlier in the 
morning than at the office. Food stores 
are always humming and they serve as 
excellent observation posts for learning 
about consumers. 

A diary is kept by each C & W em- 
ployee on his activities—and conclusions 
—in the field. These reports may be only 
a few typewritten pages or run as long 
as thirty pages, and the writers are en- 
couraged to set their thoughts down in 
their personal style to insure freedom 
in reporting. Mimeographed copies are 
sent around the agency. Needless to say, 
the field reports make fine reading— 
informative and, more often than not, 
highly entertaining. 

gaining a new perspective 

Eager to soak up information and 
highly impressionable in their new en- 
vironment, the men from C & W make 
many new discoveries during their brief 
working span in the field. The world 
they actually find is often in sharp con- 
trast to the one they had envisioned 
while seated behind a typewriter or 
drawing board. If nothing else, a week 
in a store brings to even the best of 
advertising men a certain humility about 
their trade. Here, for example, is what 
a talented copywriter had to say in his 
field report: 

I realize how good it is for me to climb 
down from me ivory tower, get the hell 
out of Advertising Land and face the 
selling facts of life across the counter of 
a retail store. It cuts me down to size; 
it puts me back in fair perspective. It is 



By Stephen Baker 
Sr. Art Director & Member of the Creative Board 
Cunningham & Walsh, Inc. 

Media director 

the man from Cunningham & Walsh 

humbling and strengthening and inspir- 
ing. 1 am healthfully stripped of surplus 
mental fat; bereft of the false glamor 
bestowed on us Madison Avenue boys 
by Hollywood and television. As I stand 
there beside a little salesman in a beige 
alpaca coat who earns about one-half 
the salary of a cub-copywriter, but who 
could sell any ten top 
agency men I know, I get a somewhat 
different slant on my job. 

I find myself reviewing the work I’ve 
been doing. That advertisement I wrote 
last weekh—how would it sound if I read 
it aloud to the worried-looking house- 
wife standing before me at this moment? 
Would she get it? Would it mean any- 
thing to her? That plan I am working 
on—does it rightly interpret the urges 
and desire (I believe the right word for 
it is “motivation’’) of the citizens I see 
milling around over there in the self- 
service section? I begin to feel a disturb- 
ing kind of doubt that could be the be- 
ginning of wisdom. 

The writer of these lines was con- 
cerned about his powers of communi- 
cating with consumers. Many other field 
workers develop the same kind of 
healthy inferiority complex that makes 
them seek out more effective approaches 
when they come back to the office. This 

rings around 

selling house-to house. 
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holds especially for those whose work 
deals with words or with pictures—the 
writers and the art directors. 

the seeing eye of art directors 

Leaving their drawing boards behind 
but not their artistic natures, art direc- 
tors, perhaps more than the other parti- 
cipants in the program, concern them- 
selves with visual impressions the con- 
sumer receives when she enters the 
store. Point-of-sale material, displays, 
packages, take on a new importance. 
Writes one young art director: 

After a week in the field I have be- 
come very conscious of package design. 
Today's design should be simple and 
functional, working well as a part of 
the over-all unit and still hold up well 
on TV. I would like to see my client 
continue re-designing their many pack- 
ages; especially those presently sporting 
an unappealing orange and blue pack- 
age. 

And, in the same report: 
Having seen the limited floor space 

in this type of store, eliminating point- 
of-sale floor displays, I now have far 
more interest and appreciation for the 
overhead banner. This is about the only 
selling aid a store of this size can use 

TV art director in a grocery store. 
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to add color and appeal to an otherwise 
drab display. 

Another visual-minded art director 
goes off on a similar pitch: 

Every square inch of the counter space 
is covered. This all gives the store a 
busy look—which isn’t necessarily a detri- 
ment as long as it stops short of looking 
cluttered. That’s avoided here by the 
clean, orderly back shelves and unclut- 
tered walls. Several special offers were 
featured in the middle aisle—all dictated 
by some sort of display allowances. The 
terrific clash of all the displays makes 
them cancel out to some degree as far 
as dominance goes ... but as long as 
some are on display u could be 
disastrous for a product not to be ag- 
gressively represented. 

The hard-sell approach to advertising, 
held in contempt by many an art direc- 
tor, was viewed in a different light by 
one after he worked a few days in the 
field: 

Every Thursday to Saturday, a major- 
ity of products go on sale and the store 
runs a full page ad in several news- 
papers. These ads are an art and copy 
nightmare, just crammed with column 
after column of price lists on weekend 
specials. It would never make the win- 
ner’s circle in the AD Annual but they 

Account executive selling silverware. 



Account executive in a liquor store. 

attract customers by droves. I gave up 
sputtering UNCLeé in Airport Bold .. . 
going down for the third time. 

the fascinating business 
of running a business 

Five or six days in a store are, of 
course, hardly enough to learn every- 
thing about a business. Nevertheless, 
few field workers finish their sessions 
without having learned something valu- 
able in behind-the-scenes operations. 
One art director, working in a gasoline 
station for a week, picked up informa- 
tion about tending cars almost sufficient 
to open a station of his own (a secret 
dream of not too many art directors). 
Another, working in a bank, astounded 
the client with the knowledge of bank- 
ing he had picked up in five short days. 

Just being behind the counter, eaves- 
dropping on the conversations between 
salesmen and customers, provides plenty 
of information for the observer. Many 
field reports contain verbal transcrip- 
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Creative group supervisor in a 8u- 
permarket. 

Publicity writer selling appliances. 

tions of conversations over the selling 
counter. Almost every report contains 
some sort of description of a selling- 
buying situation the field worker en- 
countered. The following observation 
was made by an art director: 

Before going behind the counter it 
was hard for me to believe that many 
teenagers actually start buying silver. 
Now, I've seen it. Teenagers come in 
with their mothers and most of them 
already know the pattern of their choice. 
Some buy a place setting. Quite a few 
just look and try to decide on a pattern. 
One little girl about 16 came in with 
her grandmother and asked for a pattern 
by name. She bought a place setting. 
Another teenager spent quite a long 
time deciding on a pattern. She finally 
bought a fork. I especially 
enjoyed talking with the younger set, 
and found out they do look through the 
magazines, and the ads that 
interest them. One teenager said several 
of her girl friends have started a silver 
service and she is saving to start one. 

luncheon 

tear out 

Art director in a supermarket. 

Account executive working at the 
bar of an ocean liner. 

is it worth the effort? 

Ihe question naturally comes up con- 
cerning the value of all the scouting 
around-the-field. It’s not only the critics 
outside the agency who would like to 
know; the program often gets hard 
scrutiny from top management in the 
agency itself. After all, employees are 
paid their regular salaries whether they 
are working at their desks or re-arrang- 
ing a new shipment of canned goods in 
a supermarket. Sometimes these salaries 
are considerable. The “Man From Cun 
ningham & Walsh” is not an inexpensive 
program. 

Yet, the feeling is that it is well worth 
the effort. A few days in the field seem 
to change an advertising man’s philoso 
phy about his trade quicker—and more 
profoundly—than years and years of im- 
personal discussion in the conference 
room. It seems that words can never 
take the place of the actual experience 
of being the “Man From Cunningham 
& Walsh” one week out of every 
year. * 
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by Alvin A. Beckerman 

Can contemporary advertising and edi- 
torial illustration pick up any pointers 
from the great masters? Illustration, as a 
form of visual communication today, is 
being eclipsed by photography. Obvi- 
ously some messages are best illustrated 
and communicated by a_ photograph. 
But one reason for the decline in recent 
years of drawing and painting in com- 

(continued) 



PICASSO 

mercial illustration is simply that too 
much illustration is technically compe- 
tent and nothing more. Much of it lacks 
emotional power and fails to fully 
utilize contemporary communication 
symbols. 

What can the great masters of years 
and eras gone by teach a contemporary 
illustrator? How to completely blend 
form and content into effective commu- 
nication; how to put that ethereal some- 
thing beyond mere technical competence 
into an illustration; how to express 
emotion and experience with form and 
color. Rembrandt's shadows and Van 
Gogh's tortured colors are admired not 
so much for themselves as for the emo- 
tional tensions and responses they evoke 
in the two-dimensional image. The mas- 
ters were masters because they could 
utilize their skills to transcend the in- 
tellectual admiration of plastic volumes 
and excite the heart of the viewer. 

In today’s heavily competitive society 
—competitive for the selling of goods, 
ideas and service, competitive even for 
reader time and attention, the illustra- 

tion that does not evoke both plastic 
and psychological responses does not 
communicate. Etienne Gibson has crys- 
tallized this problem of aesthetics and 
has categorized the “art of painting” and 
the “art of picturing” as the vital ele- 
ments of the visual arts. 

The “art of picturing” is the visual 
transmutation of literary and_psycho- 
logical concepts. The art of painting is 
concerned with the translation of form 
into technique and the establishing of 
a spatial and plastic entity. The form 
may be representational or non-figura- 
tive: the technique indigenous to the 
materials. Eric G:ll has identified three 
requisites for a work of art: mimicry 
(representation of reality); literary con- 
tent and original form (plastic content). 

In essence “art” then, is the artists 
attempt to correlate the plastic require- 
ments of form to dramatic imagery; the 
two-dimensional field becomes a struc- 
tural and psychological equilibrium of 
opposing forces. The plastic qualities 
of line, form, space and color re-enforce 
and supplement the literary intent. The 

artist communicates and evokes sensory 
and emotive perception. 

The validity of these concepts can be 
demonstrated by references to several 
masters of the past. 

1. Jan Van Eyck—Van Eyck discov- 
ered the present method of oil painting 
and introduced the microcosmic repre- 
sentation of reality. Van Eyck succeeded 
in reconciling the exact reproduction of 
nature with the ingenious delineation of 
pictorial organization. 

2. Rembrandt—In the works of Rem- 
brandt we see the ultimate integration 
of plastic and psychological elements. 
Rembrandt magnificently fused drama- 
tic invention with structural order. 

3. Roualt—Roualt created images of 
an extreme plastic and moral intensity. 
The artists emotional involvement with 
his subject resulted in an extremely 
sensitive and original conception of 
plastic and literary content. 

4. The creations of Klee rely on sub- 
conscious motivations rather than on 
ideated images. Nevertheless, his work 
retains psychological connotations with- 
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out sacrificing plastic considerations. 
5. Picasso’s Guernica is an_ indict- 

ment of society in the idiom of contem- 
porary vision. Picasso, the great protean, 
has invented a new language of seeing 
based on the integration of reality and 
form. 

6. Chagall gave two-dimensional re 
ality to the logic of the dream world. 
He went beyond the literal and the as- 
sumed and created an oeuvre that both 
anticipated and superseded Surrealism. 

illustrator has the 
same intrinsic problem as that of the 
fine artist: He must create a visual en- 
tity that is both a plastic and psycho- 
logical organization of elements. In ad- 
dition, the commercial illustrator must 
be concerned with another factor: the 
“art of motivation”. The artist then, 
working within the orbit of a regulated 
and prescribed environment must adapt 
the requirements of visual creation with- 
in the framework of a specific marketing 
problem: His task is to evolve an art 
of utilitarian and aesthetic significance. 
Illustrators can learn much about effect- 

The advertising 
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ive visual communication by studying 
how the masters created psychological 
power in their paintings. 

The perception of art is universal: 
visual imagery is experienced emotion- 
ally and intellectually; it does not re- 
quire a preconceived knowledge of spe- 
cific symbols. The creation of a brand 
image, through distinctive art, is of para- 
mount importance in the communica- 
tive arts. Sensory perception is not an 
esoteric function. The layman who re- 
acts to Rembrandt can and does react 
positively to illustration that goes be- 
yond superficial impressions. ‘All forms 
of visual communication can be a “life- 
enhancing” experience: The arbitrary 
categorization of fine and applied art 
need be restrictive only as to purpose 
and result. 

However, an analysis of the pages of 
much of our mass media will reveal il- 
lustrations that are structurally and 
emotionally vacuous. Many artists have 
substituted the fluidity of paint for pic- 
torial integrity. ‘The indiscriminate and 
insensitive use of form and color cannot 

/ October 1958 

compensate for the lack of pictorial in- 
tensity and two-dimensional vitality. 

Ihe art director's responsibilty is to 
serve as a catalyst for art that performs 
both the specified marketing objective 
and exists as an aesthetic image. By the 
elimination of the trivial and the insig- 
nificant he can realize the maximum 
potential of the advertising illustration: 

1. To involve the viewer in an 
aesthetic experience 

2. To involve him, as a consumer, 
in the advertising message 

Such artists as Ben Shahn, David 
Stone Martin and Austin Briggs have 
created illustrations that are successful 
aesthetic and utilitarian images. The 
emotive and plastic content of the 
samples shown is apparent. These illus-- 
trations are also motivating forces of an 
advertising campaign. They are not 
stereotyped or eclectic images: they func- 
tion as complete components of a com- 
municative art. The “life-enhancing” 
qualities of these pieces does not obliter- 
ate, but rather re-enforces and revitalizes 
the selling message. 2 

5 



Minnesota commercial artists entered more than 775 pieces in the 4th 

Annual Art Directors exhibit sponsored by the ADC of Minneapolis. 

200 pieces were selected for displays at the Minneapolis Institute of Arts. 

Four Minneapolis ADs were singled out by Chicago ADC President 

Orville Sheldon; Jack Amon, past-President of the Chicago club, and 

Jack O’Grady, exhibit judges. Gold Medal winners were Robert Nelson, 

for Design of Complete Unit, Ty Nelson for Art, and Scott Park for 

TV. A special award was presented to Matthew Ruddy for a slide 

presentation developed under his direction. Awards dinner speaker 

was Bernard Carr, Hollywood, President of Cascade Pictures of 

California, national television commercial production firm. Robert 

Connolly, President of the Twin Cities ADC, and Bill Olson, President 

of the Society of Artists and Art Directors of Minneapolis-St. Paul, 

were exhibit co-chairmen. * 

52 

Minneapolis holds its 4th 



Newspaper, black and white 
AD: George Rumsey 
Art: Roger Lundquist 
Agency: Campbell-Mithun 
Client: Minneapolis Symphony 

2) Trade Periodicals, color 
AD: Matthew Ruddy 
Art: Matthew Ruddy 
Agency: Kerker Peterson Hizon Hayes 
Client: Johnson Printing, Inc. 
Booklets—Direct Mail, color 
AD: Robert Nelson 
Art: Nelson-Westburg Design Associates 
Client: Art Directors Club of Twin Cities 

4) Booklete—Letterheads 
AD: Robert Nelson 
Art: Nelson-Westburg Design Associates 
Client: Augsburg College 

5) Posters, outdoor 
AD: Pat Nolan 
Art: Carl Paulson 
Agency: Campbell-Mithun 
Client: Theo. Hamm Brewing Co. 

6) Posters, point-of-sale 
AD: Robert Nelson 
Art: Nelson-Westburg Design Associates 
Client: Evangelical Lutheran Church 

Luther League 
7) Posters, packaging and labels 

4th AD: Lawrence LaBelle 
Art: Lawrence LaBelle 
Client: Soma Recording Company 

8) Magazine, black and white photography 
AD: Ty Nelson 
Photo: Ruth Orkin 
Agency: BBD&O 
Client: Cream of Wheat 

9) Magazine, color art 
AD: Bob Connolly 
Art: Brent Copp 
Agency: BBD&O 
Client: Minnesota Mining and 

Manufacturing Company 

10) Newspaper, black and white art 
AD: Cy DeCosse 
Art: Austin Briggs 
Agency: Campbell-Mithun 
Client: Northwest Bancorporation 
Booklets, direct mail color 
AD: Al Chatterton 
Art: Roger Lundquist 
Agency: Campbell-Mithun 
Client: Central Utilities Atomic 

Power Association 

~ ~ 

12) 12 Point-of-Sale—Art 
AD: Tom Elton 
Artist: Roger Lundquist 
Client: Pillabury Mille, Inc. 
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“If a trend can be discovered in these exhibits, it would be the trend 

towards a subtle simplicity in design and greater confidence in the 

appreciation of imaginative effort by a wider public. In many instances 

the borderline between fine art and commercial becomes as vague 

again as it was at the beginning of our present era of advertising— 

in the 1880's. 

“Exhibitions like this one, however, do not show what is typical 

or average today. They point out and thus encourage the most 

advanced and exemplary efforts.” 

W. David Feist, President 

The Art Directors Club of Montreal 

The 200 pieces, chosen from more than 900 submitted, were shown 

at the Montreal Museum of Fine Arts. The show jury included T. S. 

Arnott, A. R. Aslin, R. M. Buckham (chairman), A. L. Barkes, 

Gerard Caron, Richard Raciot, Alex Taylot, Jack Tremblay, Mervin 

Yellin, and Matt McLean. T. J. Marsil was co-chairman of the 

exhibition committee. ” 
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Montreal’s 7th annual 

reveal greater confidence 

in public taste 

1) The ADC Award is enamel on copper, made 
, by famous Canadian enamelist Francoise 
ees Desrochers-Drolet. Symbol is that of the 

club, evolved from the initiale AD/M. 
2) Max Sauer Memorial Award, presented to 

photographer John dei Visser 

3) AD: Alex Drummond 
Photographer: G. F. Rogers 
Advertiser: Alliance Paper Mills 

- -— “ i. a — — ~ 4 ——-- — 4) AD: Al Leduc 
| Designer: Jack Parker 
= Art: Eugenie Grob 
= Advertiser: T. Eaton Co. Ltd. 
ud 
_ 5) AD: T. V. Marcil 
= Designer: Ernst Roch 
S Advertiser: CIBA Montreal 
= 6) AD: Alan Reese 
Pca Designer: Ernst Roch 

Photographer: G. Rogers 
Advertiser: Imperial Tobacco Co. of 

Canada Ltd. 
7) AD: Gene Aliman 

Art: Franklin Arbuckle 
Publisher: MacLean'’s Magazine 

8) AD: Ron Butler 
Art: James Hill 
Publication: Chatelaine 
Publisher: MacLean-Hunter Pub. Co. Ltd. 

9) AD: Gerry Moses 
11) Art: James Hill 

Publication: Imperial Oil Review 

10) AD: Howie Hunt 
Design: Art & Design Studio 
Art: Don Anderson 
Advertiser: Provincial Paper Ltd. 

11) AD: John Kettle 
Art: Tom Hodgson 
Publication: C di Architect 
Publisher: Hugh C. MacLean 

Tilia — 
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“It’s art, but is it advertising?’’, judges Jim Sherman, Herb Lubalin, 
and Lou Dorfeman seem to be asking each other. 

Some of the 202 pieces on exhibit. 

Is he praying? Who ia it? Stevenson (note the sole)? It’s judge Lou 
Dorfeman from a less conventional angle, on his knees to get a good 
look at one exhibit. 

Just one year old, the Art Directors Club of Indiana cel- 

ebrated its first birthday with its first annual awards 

banquet. Over 700 entries were judged by NSAD president 

and McCann-Erickson AD James Sherman; Herb Lubalin, 

AD, Sudler & Hennessey, and Louis Dorfsman, AD and 

Director of Advertising and Sales Premotion for CBS- 

Radio. The gold and silver medal winners are shown here. 

In a foreword to the show catalog Jim Sherman called 

attention to the high quality of art and design in this “first” 

show and noted that it was in line with the trend toward 

improved quality of artwork all over the country. As a 

recent judge in shows in such ad-art centers as Chicago, 

Kansas City, Milwaukee, Denver, Dayton, Detroit, and 

New York, Mr. Sherman is in a position to literally see 

the growth of ad-art quality all around the country. 

The Indiana show was on view to the public at the 

auditorium of L. S. Ayres and Co. ow 
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GOLD MEDAL 
AD: Richard Beck 
Design: Richard Beck/Gene Lacy 
Art: Gene Lacy 
Advertiser: Eli Lilly & Co. 
AD/Designer: Charles Hammond 
Photographer: Jay Maisel 
Art: Paton Studios 
Advertiser: Eli Lilly & Co. 
Experimental work 
Homer Mitchell, Paton Studios 

SILVER MEDAL 
AD/ Designer: George Disborough 
Photographer: Robert Young Studio 
Agency: Keeling & Co. Inc. 
Advertiser: American Fletcher National Bank 

AD: W. W. Meese 
Designers: W. W. Meese/J. N. Kraas 
Art: Rhoades, Humphreys & Adams 
Advertiser: Eli Lilly & Co. 
AD/ Designer: Ray Brinkman 
Photographers: Robert Young/Robert Wallace 
Agency: Caldwell, Larkin & Sidener-Van 

Riper Inc. 
Advertiser: Hamilton Mfg. Co. 

Experimental work 
Gus Carigren, Eli Lilly & Co. 
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when you order art supplies specify Speedry 

SPEEDRY PRODUCTS, INC. 

DEPT.D-2 + RICHMOND HILL 18, N. Y. 

ART DIRECTION Magazine can be- 
come an attractive permanent part of 
your business or home library. 

These famous Jesse Jones files, es- 
pecially designed for ART DIREC- 
TION Magazine, keep your copies 
orderly, readily accessible for future 
reference. Guard against soiling, tear- 
ing, wear or misplacement of copies. 

Each Jesse Jones file will keep 12 
copies of ART DIRECTION in per- 
fect condition. 
No irritating wires to handle — 

allows any copy to be removed. 
Durable files (will support 150 

lbs.) come in a rich black and orange 
Kivar cover. Looks and feels like 
leather and is washable. The 16-carat 
gold lettering makes it a fit com- 
panion for the most costly binding. 

Reasonably priced, too. Only $2.50 
each, 3 for $7.00, 6 for $13.00, post- 
paid. Add $1.00 postage for orders 
outside U.S. Satisfaction uncondition- 
ally guaranteed or your money back. 

For prompt shipment of these at- 
tractive files, use coupon below. 

Jesse Jones Box Corporation, Dept. 260 
(Est. 1843) 
P. O. Box 5120 
Philadelphia 41, Penna. 

Please send me, post paid 
files. I enclose $ Bill me OD 

Name (please print) 

Address 

City State 

NOW 
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List Yourself with the trade .. . if you sell art, photography, typography, 

you belong in your own trade’s Annual Guide. For the 8th straight year, Art Direction 

will publish, in the January 1959 issue, the only trade guide of artists, photographers, 

studios, illustrators, typographers, etc. 

11,000 Buyers... . circulation is at a new record high. Art Direction has the most 

buyers—A.D.’s; ad/sales promotion/production managers; editors; agency executives. 

The first return from your listing will pay for it many times over. 

Fill out the order form now... right now! Every year many listings are 

returned because they’ve come in after deadline. Send in your listing today 

to be sure. 

Best Ad dollar buy! Listings are as low as $1.50. Contains the basic information 

of your service. Listings are the simplest, quickest, and the only way to list 

yourself with the entire field. 

to get business... tell them where you are...here’s how ® 

Direction / The Magazine of Creative Advertising / October 1958 



instructions 

Classified listings 
(see listings 1 to 255 on next page) 

For: artists, photographers, art sup- 
liers and manufacturers, graphic arts 

Some. Also, for studios advertising 
specific services (for example, a gen- 
eral art studio could take Listing No. 
198, dye transfer prints.) 
1. There are 255 separate classified 
listings. 

Each classified listing is $1.50. 

line ls name and telephone umber. fj, OrdeT so many listings os you want Seat Med te nbd Third line oF a letterhead if more space is 

is advertising copy and is optional. = . 
Third line copy cannot exceed 45 
characters including spaces. 

ing with third line » specify listi 
number for each third line. ” 

3- Use order form below, type or 
print. If ordering more than one list- 

Representative’s listings 

(see listings 256 and 257 on next page) 

For: representatives of artists and pho- 
tographers. 

1. List your artists and photographers 

2. See sample listing. You may, in one 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. 

3. Listings are $1.50 for your name, 
address and phone, plus $1.50 for each 

on your letterhead. artist or photographer listed. 

Studio listings 1. Complete order form. 
(see listings 258 and 259 on next page) 2. List your art or photographic services on your letterhead. 

For art or photographic studios ad- 8. Listings 258 and 259 are $5.00 each. 

vertising all their services in a single 4. You may also order one or more classified listings (numbers | to 255). Each 
listing. classified listing is $1.50. 

order form ART DIRECTION - 19 W. 44th STREET, N. Y. 36 - YUkon 6-4930 

Yes, I want to be listed in the January 1959 issue in the 8th Annual Buyers’ Guide, as follows: 

Classified listings 1 to 255........................ at $1.50 each listing........................ | ARTs 

Representative’s listings _. D256 art........... C 257 photography........... Gidina ie —_— | 
$150 for representative plus $1.50 for each artist or photographer listed. fees TANCE MY 

ACCOMPANY ORD! 
Studio listings _. DD 258 art............ C0 259 photography........at $5.00 each $.......0........0.....-. 

gg fof ACS Rare t 

NAME ADDRESS. 
Print exactly as you wish it to appear in Buyers’ Guide 

CITY ZONE STATE TELEPHONE 

Srd line copy for classified listings, 
cannot be over 45 characters 

See Noa. 1-255 See Nos. 256-259 
on next page on text page 

256 List your artists on your letterhead 
Number Your advertising copy for 3rd line listing 

257 List your photographers on your letterhead 
Number Your advertising copy for 3rd line listing 

258 List your art services on your letterhead 
Number Your advertising copy for 3rd line listing 

259 List your photographic services on your letterhead 
Number Your advertising copy for 3rd line listing 

DEADLINE FOR LISTINGS IS OCTOBER 15, 1958. DON’T WAIT. GET YOURS IN NOW. 
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1 to 255, classified lNetings | isting: | 10 255 ore $1.50 each. 

ar! 
1. edvertising design 
2. advertising strips 
3. eirbrush 
4. annual reports 
5. archtiectural rendering 
6. ort directors, consultant 
7. book jockets 
8. booklets, direct moi! 
9. Bourges technique 

10. car+ cards 
ll. caricatures 
12. cartoons 
13. catalogs 
14. chorts 
15. color seporations 
16. colorist 
17. comic books 
18. continuities 
19. displays 
20. exhibits 
21. fine ort for industry 
22. greeting cards 
23. ideas 
24. labels 
25. layouts 
26. letterheads 
27. maps 
28. mechanicals 
29. oil painting 
30. package design 
31. pen and ink 
32. phormaceutical design 
33. point-of-sale 
34. portraits, painting 
35. posters 
36. presentations 
37. product design 
38. record albums 
39. Ripley technique 
40. scale models 
41. scratchboord 
42. spots 
43. stock ort 
44. three dimensional 
45. trade marks 
46. trade publishing art 
47. wash drawing 
48. watercolor 
49. woodcut 

ILLUSTRATION 
50. aeronautical 
51. animols 
52. The Artists Guild of New York 
53. automobiles 
54. biblical 
55. choracters 
56. chemical 
57. children 
58. children's books 
59. collage 
60. decorative humorous 
61. farm animals 
62. fashion & style 
63. figure 
64. flowers 
65. food 
66. furniture 
67. general 
68. historical 

69. home furnishings 
70. humorous 
71. industriol 
72. interiors 
73. landscape 
74. marine 
75. .medicol 
76. men's honds 
77. military 
78. product, still-life 
79. shoes 
80. sport 
81. still-life 
82. story 
83. stylized 
84. symbolic 
85. technical 

LETTERING 
86. alphabets, designed 
87. comp. lettering 

. illuminated lettering 
89. LeRoy lettering 
90. lettering 
91. paste-up alphabets 
92. photo, film, process 
93. photographic variations 

RETOUCHING 

ART 

94. art 
95. carbros 
96. color toning 
97. dye transfer 
98. fashion 
99. Flexichrome 

100. industrial 
101. Kemart 
102. photo, b/w 
103. photo, color 
104. products 
105. renderings 
106. technical 
107. transparencies 

108. animation 
109. ort 
110. cartoons 
111. direct color prints 
112. film production 
113. hot press 
114. lettering 
115. lettering, photo 
116. props 
117. sculpture 
118. slides 
119. story boards 
120. titles 

SUPPLIES 
121. acetates, overlays 
122. adhesives 
123. air brushes 
124. artists brushes 
125. books 
126. Bourges materials 
127. bristol boards 

128. comere lucide 
129. comeros 
130. conves 
131. chercool & paste! papers 
132. colored popers 
133. copyboerds, odjustable 
134. crayons & cholks 
135. drafting supplies 
137. erasers 
138. fixatives 
139. fluorescent paper 
140. hand lettering sheets, etc 
141. illustration boord 
142. inks 
143. office supplies 
144. oil colors 
145. pads, blocks, sketch books 
146. palettes 
147. pencils 
148. picture frames 
149. retouching moterials 
150. retail art stores 
151. schools, art 
152. sketch boxes 
153. slide rules 
154. tabourets 
155. T-squores, perspective 
156. watercolor materials 

PHOTOGRAPHY 
157. aerial 
158. animals 
159. architectural 
160. cats and dogs 
161. children 
162. color 
163. consultonts 
164. editcrial 
165. experimental 
166. fashion 
167. food 
168. general 
169. horticultural 
170. human interest 
171. illustration 
172. industrial 
173. interiors 
174. landscapes 
175. location 
176. magazine photography 
177. murals 
178. photo-agencies 
179. portraits 
180. Printons 
181. products 
182. publicity 
183. reportage 
184. slide films 
185. stereo 
186. still-life 
187. stock photos 
188. strobe 
189. trick photography 

PHOTO REPRODUCTION SERVICES 
190. Anscochrome processing 
191. b/w prints in quantity 
192. carbros 
193. color assemblies 

color prints in quantity 
color seporations 
copy of artwork 
duplicate transparencies 
dye transfer prints 
dye transfer prints, giant 
Ektocolor 
Ektachrome processing 
enlargements 
Flexichrome 
montage 
mural color transparencies 
photocomposing 
photocomposing on transparencies 
photomurals 
reprodupe 
reprodye 
reproportioning 
screened veloxes 
slides’ 
strip-ups 
35 mm negs and positives 
transparencies 
tronsporency art 
Type “‘C"’ prints 
varicolor prints 
viewgraph slides 

COPY PRINTS 
221. color film strips 
222. colorstats 
223. copy prints 
224. ozalids 
225. ozachromes 
226. photostats 
227. photostats on acetate 
228. visuvalcast slides 

GRAPHIC ARTS 
229. acetate proofing 
230. advertising presentations 
231. ad pre-prints 
232. bindery 
233. display monvufacturers 
234. electros 
235. gravure plates 
236. industrial comic books 
237. lobels 
238. lithography 
239. newspaper comic sections 
240. paper dealers 
241. photoengraving 
242. photogelotin printing 
243. printers, letterpress 
244. rotogravure 
245. sheet-fed gravure 
246. silk screen printers 
247. stationery, business 
248. tags 
249. type direction 
250. type foundry 
251. typographers, hand 
252. typogrdaphers, machine 
253. typography, old-fashioned 
254. typography, photo 

EMPLOYMENT 
255. agencies 

256-257: representatives listings Listings 256 and 257 are $1.50 each, plus $1.50 for each artist or photographer listed. 

Complete the order form and list your artists or photographers on your letterhead. 

ARTISTS REPRESENTATIVES 256 PHOTOGRAPHERS REPRESENTATIVES 257 

258-259: studio listings Listings 258 and 259 are $5.00 each regardless of number of services listed. 

258 

Complete the order form and list your services (see below) on your letterhead. Data under “Other Services’’ is limited to 60 characters, 

including spaces. 

ART STUDIOS 
(List any or all on order form 
or letterheod) 
0 creative 
C service 
0D annual! reports 
(J brochures, folders 
0) cartoons 
C design 
DD direct mai! 
(CD illustration 
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(DD layout 
a lettering 

mechanicols 
0) packaging 
0 posters 
DD presentations 
0 retouching 
0 TV ort ’ 

ow. othet services) 

PHOTO STUDIOS 
(List any or’ all on order form 
or letterhead) 
D0 children 
() fashion 
(CD food 
(CD illustration 
(C industrial 
(CD interiors 

DD location 
0 motion pictures 
C0 product 
( reportage 
0) slide films 
C) still life 
0 Tv 

(other services) 



in 

Philadelphia 

Joseph Norman Dahl 
has established stu- 
dios in Wilmington, 
after 11 years of 

free lancing in Philadelphia. He has won 
first and second honors in package design 
from LNA and his humorous posters 
have won gold and silver medals and 
three blue ribbons in Philadelphia AD 
shows. He also received Best-of-Year cer- 
tificate for booklet design and two hon- 
orable mentions in the Delaware Graphic 
Arts Exhibit. 

Dahli leaves 
Philadelphia 
for Wilmington 

Philadelphia Art Supply Co. 

Philadelphia's most complete stock of 
ert and drawing moterials. 

* Bourges sheets * Croftint 
* Kemort moterials * Zipotone 

* all grophic art supplies 

on your letterhead 

25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 

Philadelphia A 28-page brochure 
goes to Brussels designed by John 

Maas, visual presen- 
tation director for the City of Philadel- 
phia, accompanies the only American 
city’s exhibit in the American pavilion 
at the Brussels World’s Fair. The blue, 
black and white 814” deep by 11” wide 
brochure has alternating horizontal and 
vertical doublespreads utilizing much 
architectural as well as human interest 
photography. Picture caption paragraphs 
are in italics, set ragged right or left, but 
main blocks of copy are in roman and 
squared off. Liberal white space adds to 
clean modern graphic. 

42 technical reports A group of 14 
—a design solution Philadelphia art 

directors and art- 
ists were involved in 2500 man hours of 
work needed to complete a 112-page 
book (plus covers) which presented 42 re- 
ports on technological advances in util- 
ity system instrumentation. Advertising 
and market development divisions of 
Leeds and Northrup Co., a pioneer in 
automatic control field, originated the 
book. AD John Parker and consultant 
AD/designer Sherm Hoeflich did pre- 
liminary double-spread format around 
questionnaire written by copy supervisor 

J. F. Springman. When first answers to 
industry questionnaire were received, 
three basic formats were designed. Some 
stories were given special layouts. But 
later the variety of floor plans, trade- 
marks and territory maps of power in- 
dustry presented a major design prob- 
lem. AD Parker and staff artists Tom 
MacLaughlin and Pete Colaprete plan- 
ned several basic treatments of maps 
and floor plans, alternated these 
throughout book to avoid monotony. 
About 10 free lancers were called in for 
additional help before book was finally 
complete. 

Harry Brodsky named 
Mid City Press creative head 

New creative director in charge of art 
and promotion at Mid City Press is 
Harry Brodsky, formerly art director of 
Westcott & Thomson, Inc. Before his 
Westcott & Thomson association, he had 
been art director of TV Guide from its 
inception. At one time he had also acted 
as free lance designer for pharmaceutical 
firms. A member of the Philadelphia Art 
Directors Club, he designed the club's 
1958 exhibit. A print maker, his litho- 
graphs have been exhibited in the 
world’s leading galleries. His appoint- 
ment to Mid City Press is part of the 
expansion program at the firm, one of 
the Delaware Valley's largest publication 
printers. : 

Philadelphia notes 

The oldest art school for women in 
America, Moore Institute of Art has ap- 
pointed Mrs. Dorothy N. Cooper dean of 
students. Widow of the late Dr. E. New- 
bold Cooper, former president of Girard 
College, she was executive secretary of 
the Family Service of Moorestown, N. J. 
and also of Riverton... Paul V. Wood, 
formerly with Arndt, Preston, Chapin, 
Lamb and Keen, has been appointed 
production manager of Reed/Warren... 
A letterhead designed for their own use 
by Kramer, Miller, Lomden, Glassman, 
design associates, was included in the 
worldwide collection of letterheads ap- 
pearing in Der Briefbogen in Der Welt, 
published by J. W. Zanders of Bergisch 
Gladbach, Germany, and available in 
the United States through Museum 
Books . . . Basil Smith Photoengraving 
Corp. announces its prices for copper 
halftones “have just been cut sharply as 
a result of new production techniques 
acquired in working with the powder- 
less etching process” Also, production 
time has been reduced from three to two 
working days. ” 

GEC 

1934 

repres« 

agency © chi 

dient « walt 

art director ¢ 



S 
f 

Pa a 7 he 

ma Se 

GEORGE FARAGHAI 

LO 4-5711 1934 ARCH ST., PHILA. 3, PAl 

represented by WILLIAM MOORE + JUDY 
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in Chicago 

‘To MAID was in the garden hanging up her 

clothes when along came a blackbird and nipped 

at her nose. ‘“This wouldn’t have happened,’’ she 

lamented, ‘‘if I had listened to what the little 

bird told me about home driers and other labor 

saving devices.”’ 

D F KELLER CO Printers with imagination 

8005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 

We have clients in America’s foremost 

industries and would like more 

<2, 

e Gortotose. for precise work 
the NORedge for close work - SELL YOURSELF LOCALLY... 

” beth 
—— “* Place an ad in 

Art Direction’s 
local news pages 

steel drawing beard edges 

for data check with your dealer or write 

for mute ineuranoe! ‘el butter, your ut aloe Cee 2100000 var ompem like 
oe ae pegpings HO — semen am tah ae 1 mare thats they teed to that if your serving 
recent oe great vou coe penkahy quatity ther Siete Form “caretie! diver” tmmurance at hag servings 
‘Vere emit fey brett yerntnctions, Thee cam't grt faster laine seewine, Call ymir State Fares agent 
front it the Velion Piges right sor The STATE PARM MUTUAL 
Nettie Lrmeanation Comngais., “tee cont Aniver company.” — mem pee tarmgee swe ry 

Emotional photography AD Frank 
Johnson of 
Needham, 

Louis & Brorby, Chicago, used big-pic- 
ture campaign for State Farm Mutual 
Automobile Insurance, keying the pic- 
tures to theme of customer’s chagrin 
when he finds out he could have saved 
money by insuring with State Farm. 
Headlines, usually one or two words in 
bold caps, tie to models’ expressions. 
Both expressions and headlines under- 
line humorous chagrin, a unique de- 
parture for insurance ads, which usually 
tend to feature grimness. All ads in this 
campaign (b/w pages in Life and Look) 
are in same layout, with copy block 
at top, bold but loosely leaded. AD 
Frank Johnson said that photographer 
Wingate Paine’s ability to choose models 
with unusual expressions was a key fac- 
tor in the success of the visual treatment. 
Paine used, for this ad, Hasselblad 
camera, natural light. Model is Burke 
McHugh. Copywriter, Jack Calnan. The 
campaign’s noted and read-most ratings 
are running about 50 percent above 
norms for insurance ads, Johnson re- 
ports. 
Johnson said the campaign, because 

the story is told in terms of people, not 
only offers almost unlimited picture pos- 
sibilities but also allows sales story to be 
translated to outdoor medium with com- 
paratively little copy. The 60’x 20’ 

keys auto insurance 
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painted bulletins used on the west coast 
featured the huge faces handpainted on 
wood, with photographic quality hold- 
ing amazingly well, Johnson said. 

‘Chicago a filmmaking center’ 
—Film Seminar’s aim 

To focus attention on Chicago as a prac- 
tical filmmaking center and to bring 
agency tv executives up to date on latest 
developments in filmmaking, Fred Niles 
Chicago studios held a week-long Film 
Seminar attended by over 1000 people. 
Niles blamed the recession and the con- 
tinuous loss of Chicago-originated film 
business to the coast as reasons for the 
decline in advertising dollars. The semi- 
nar included a display of new talent in 
the Chicago area “to underscore thé fact 
that Chicago has an abundance of talent 
that can successfully compete with that 
of either coast;” demonstration of film- 
making process from storyboard to 
answer print; creative copywriting, lec- 
ture by Harry McMahan, vice president 
of Leo Burnett; details of special pur- 
pose films, lecture by Niles; considera- 
tion of psychological factors‘in creating 
commercials, lecture by Dr. Burleigh 
Gardner, executive director of Social 
Research, Inc., and Dr. Sidney Levy, 
director of psychological research for 
Social Research. 

Talent agencies who participated in 
the program included, A-Plus, Frank 
Hogan, Jack Russell, Sabie, Model’s 
Bureau, Patricia Stevens, Talent, Inc., 
and Vance. Coffee sessions were spon- 
sored by CAMTRA, Webb Recording, 
Chicago Addressing and Boulevard 
Recording. 6 

ARTIST MATERIALS 

DRAFTING SUPPLIES 

THe FLAX company 

176 N. WABASH AVENUE 

Chicage 
Mi 2-7612-3-4-5 

a ‘thousand and one’ jobs... 

LETTERGUIDE Templets 

Scribers and T Squares 

fast, easy, economical lettering 

on the 

west coast 

TENNESSEE 

ie 

West coast animation 
specialists Playhouse 
Pictures did a series 

of six openings for the Ford show, 
through J. Walter Thompson, using the 
“blob” characters regularly identified 
with the program. To convey the mes- 
sage and also catch audience interest, 
characters perform humorously while 
animating titles. Ford show producer 
Bud Yorkin leaves mikes open at pro- 
gram start to get audience response to 
the cartoons on monitors. This frame 
is from Sign Painter. Bill Melendez 
directs the series for Playhouse. Original 
stories and design by Chris Jenkyns and 
Sterling Sturtevant. Animation by Bill 
Higgins, Bill Littlejohn, Herman Cohen 
and Pat Matthews. 

Blob characters 
animate titles 

Robert C. Freeman 

Past president of the Los Angeles Art 
Directors Club Robert C. Freeman, who 
retired this year as vice president and 
head of the art department at Foote, 
Cone & Belding, Los Angeles, died at 
the age of 63. Mr. Freeman entered the 
advertising art field while in his teens 
when he and Louis Treviso joined forces 
to create what was later to be called 
the California school of advertising de- 
sign. This emphasized contrast and bold- 
ness for a powerful effect. 

Mr. Freeman worked with London 
and Paris agencies, joined Lord & 
Thomas in 1927 and remained with the 
organization when it became Foote, 
Cone & Belding. He opened the FC&B 
Detroit art department in 1956. In addi- 
tion to his NSAD membership, Mr. Free- 
man also held membership in the Los 
Angeles Advertising Club and the Uni- 
versity Club of Los Angeles. 

Cover design reduces A Los Angeles 
free lance ar- 
tist / designer 

Fred Mintz used as design theme for 
menu cover at Nebb’s, hamburger pat- 
ties on a charcoal broiler, then reduced 
the cover design for overall top spot. 
Cover design is in orahge, turquoise and 
black, with monoprint for broiler art. 
The spot is black grill work and alter- 
nating colorful patties. 

for overall symbol 

West coast activity 

Magoffin Company Typographers intro- 
duced their Fotoletter service. They of- 
fer, free, a type style book, showing the 
26 styles and special effects obtainable. 
Call customer relations dept., HOlly- 
wood 4-7256 . . . Jerry Schnitzer of 
Lawrence-Schnitzer Productions, Inc. 
wrote, produced and directed the East- 
man Color two-minute Dinah Shore 
show Chevrolet commercial (through 
Campbell Ewald) as strong pantomime 
film—same for Pat Boone show. He be- 
lieves in letting expressive faces, non- 
verbal gestures do the communicating 
...R.L. W. Allen Associates, Van Nuys, 
now in their third year, directed by 
Robert L. Allen, former Art Center stu- 
dent. Production manager is John L. 
Thomsen, formerly with Ralph E. Bru- 
neau Jr. Studios, Phoenix . . . a 

CAMERA HAWAII 
Editorial & Advertising Illustration 

Honolulu’s most versatile photographers 
directed by 

WERNER STOY 
Honolulu, Hawaii Cable: CAMHAWAI! 

PRODUCT | 

BACKED BY A COMPLETE ART SERVICE 
Leyout te complete job. Quick service 

Fest Airmail service on out-of-town orders 
WM. MILLER ADVERTISING PRODUCTION 
672 $. Lafayette Park Pi. Les Angeles $7, OU 54051 



HT...BRIGHTER...BRIGHTEST ! 

nbOn. 

Fluorescent 

Screen Process 

Colors... 

the choice for 
2 of the 
biggest 

fluorescent 
color jobs ever 

run in the United 
States and Canada! 

Two of the world’s largest oil companies . . . 
spending hundreds of thousands of dollars 
on P.O.P. material . . . conducted thorough 
comparison studies and then selected BOLD 
over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 
© “Color Card” Brochure: swatches and technical data. 
© Design Article: expert advice on art and copy techniques. 
© Newsletter: cost and use trends in the fluorescent field. 

CONSULT YOUR SILK SCREEN PRINTER 
Specify BOLD “For ail your bright ideas” 

0 eee 

seat tomy, I> Sen taantre, Cate 

s_ COLOR LABORATORY 

DYE TRANSFER PRINTS 
ORseon 9-7360 

20 EAST 30th STREET, NEW YORK 16, N.Y. 

COpy 

corner 

by Don Merkel 

J. Walter Thomson Co., Chicago 

why some of my best friends 

When I first started in this fascinating 
business, I was in for a 220-volt shock. 
Copywriters and art directors just 
weren't supposed to get along. Every- 
body said so. 

Write long copy so they'd have to 
make the picture smaller. And don’t give 
them any ideas. Let them think of their 
own. Hand them a one day deadline. 
Everyone knows it takes less time to de- 
sign an ad then to write one. Always 
insist headlines be set a size larger than 
indicated. Legibility, you know. Oh, you 
could talk to these arty aristocrats. May- 
be even smile at em once in awhile. But 
as for being real buddy-buddy . . . never! 

I was young and naive I sat back and 
waited for the great battles . . . the 
heated arguments . . . the clash of t- 
square against typewriter. To this day 
(and I have a few thousand of them be- 
hind me), I have never known a good 
copywriter and a good art director that 
couldn’t work together and turn out 
good advertising. I believe there are 
three reasons for this war-less association. 

First, we’re contemporaries! We were 
meant to get along together . . . to be 
compatible .. . to live and work to- 
gether. The mere fact that we are on 
the face of the earth at the same time 
gives us a common ground 
We commute to the same city. Work 

in the same office. Know many of the 
same people. We even have many of the 
same problems . . . and goals, too. We 
present similar sights at the super mar- 
ket, the movies, and the PTA. We ride 
the same trains, busses and elevators . . 
read the same newspapers, magazines 
and memos. Russia, taxes and security 
are common gripes of the group. And 
together, we like Ike (?), Christmas and 
our kids . . . collectively wished we made 
more, worked less and weren't so old. 
Think about it. We're compatriots in 
countless ways. 

Secondly, we're creative! And like it or 
not, being creative does form a strong 
bond between writer and art director. 
It has to. None of us would be in this 
business if we weren’t creative .. . to one 
degree or another. They'd have found 

are art directors 

us out long ago if we had nothing to 
contribute. 

And by being creative ourselves, we 
recognize it in the frantic fellow down 
the hall. The way he approaches a prob- 
lem .. . the little change, twist or shift 
that makes such a big difference in the 
finished product. The integrity he has 

. his never-ending search for a way 
to do it better . . . his suppression of 
personal desires for the good of the job. 
These are the things we look for. These 
are the things we respect. These are the 
sure signs of work-a-day world creativity 

. the kind that sells goods and makes 
it good to work together. 

Thirdly, we need one another! This 
perhaps is the most important reason of 
all why our writer-designer relationship 
is about as argumentative as the charms 
of Brigitte Bardot. 

I contend that no matter how spark- 
ling the headline nor how persuasive the 
copy . . . it takes an understanding and 
perceptive art director to interpret the 
words and nestle them in a design that 
puts maximum power and punch behind 
those words. I also contend that any ad- 
vertising design (pure and simple) with- 
out important words and an idea to 
make them work is a waste of paper and 
pencil. 

Naturally, not all AD’s and key- 
pounders get along as well as they 
should. But many are very simpatico. I 
once worked with a wonderful chap, 
who made me look remarkably good at 
times. (I like to think I helped him, 
too.).We had a simple formula. We 
“talked-oyer” ads before I ever put a 
word on paper or he sketched a “thumb- 
nail.” It was amazing how many good 
ads we both came up with . . . ads that 
helped ring a heck of a lot of cash 
registers, too. 

I respected him, trusted him, had 
confidence in him. I think there was a 
healthy amount of vice-versa in it, too. 
Today, he’s one of my best friends . . 
as are quite a few other art directors. 
Why wait? Join the club now. Make 
friends with some copywriter today! @ 
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CES lel eehClU 

® 

The choice of professionals 

@ No offensive odor or fumes 
@ Ideal for work in close quarters 
e@ Fast drying 
@ Goes on clear . . . stays clear 
@ No dribbling or spattering 
@ Fixes pencil, charcoal, pastel, crayon, chalk 
@ Smudgeproof, wrinkleproof 
@ No color distortion 
@ Perfect for rework 
@ Easy to erase through 

Krylon Workable Fixatif (No. 1306) is 
the perfect companion product to Krylon 
Permanent Crystal-Clear (No. 1303). 
Get both at your art material store today. 

IF YOU PRIZE IT...KRYLON-IZE IT! 

what’s new 

‘DESIGN IS YOUR BUSINESS’: Reprint in 
somewhat condensed form of Small Busi- 
ness Administration pamphlet, Design Is 
Your Business, available from Jack 
Wolfgang Beck, graphic designer, 302 E. 
45 St., New York. Explains design prob- 
lems, elements, design policies, and is 
addressed to businessmen. 

SHORT CUTS WITH REPRO MATERIALS: A new 
booklet from Eastman Kodak, Short 
Cuts and Savings with Kodagraph Re- 
production Materials, diagrams seven 
applications for Kodagraph reproduc- 
tion materials. In 12 pages, booklet 
shows how to protect original drawings, 
speed revisions of drawings, save draft- 
ing time with photo-drawings, reproduce 
blueprints and direct-process prints, sim- 
plify print distribution, restore old and 
worn drawings, permit combining of 
standard designs. Free from Graphic 
Reproduction Div., Eastman, Rochester, 
N. Y. 

NEW HAND/PHOTOPROCESS LETTERING: Show- 
ings of 16 new alphabet styles from The 
Headliners Inc. are those available in 
the Coronet face, a modern Roman style 
blending Didot and Bodoni. All styles 
are $2.50 per word. Showings from 
Headliners, 44 W. 44 St., New York 36. 

PHOTOSTATIC/PHOTOGRAPHIC GUIDE: New 
reference manual issued by Admaster 
Prints, Inc. covers all services available 
to buyers of photostats, slide prepara- 
tion and photographic services, includes 
complete price and preparation informa- 
tion. Also includes series of charts to 
help plan visual presentation, special 
sections on preparation and costs of all 
types of slides. Indexed. Copies from 
Admaster, 1168 Sixth Ave., New York. 

LITHO AWARDS CATALOG: Copies of the 
Eighth Lithographic Awards Competi- 
tion Catalog, 86 pages which serve as 
lithographic reference work by adver- 
tisers, agencies and designers using the 
process, designed by Tannar-Brown Art 
Studios, available from LNA Promotion 
Director Herbert W. Morse, 597 Fifth 
Ave., New York 17. 

VOLTAGE METER FOR PHOTOCOPIERS: The 
Contourometer, a new voltage meter for 
artists’ and designers’ library and office 
use with portable photocopiers, is made 

\ (continued) 
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A CHECK LIST 
SS. 
“PROGRE 

Arranged According to One or More 
of the Most Widely Used Trade Terms 

ACETATES (clear or wax-backed) 
Black & White Opaque « Color 

COLOR-AID PROOFS 
COLOR STATS 
COMPOSITION (one 
selections of type faces available) 

Fotosetter * Hand « Linotype 
Ludlow « Monotype 

FILMOTYPE LETTERING 

LETTERING (Photographic) 
Camera Distortion * Filmotype 
Typortional 

OFFSET NEGATIVES 
PHOTOSTATS 

Black & White Glossy * Black & 
White Matte * Bruning Prints 
Color * Hunter Prints 

PRESSWORK (short runs) 
Black & White « Process Color 
R.0.P. Color 

PROOFING 
Acetates * Color-Aid Proofs 
Repro Proofs « Typehesives 

PHOTOGRAPHIC PRINTS 
Negatives « Positives « Typortional 

REPRO PROOFS 
Acetates « Black & White Opaque 
Color Aid 

TRANSHADO 
TYPEHESIVES 
TYPORTIONAL PRINTS 

— 

Progressive works 24 hours a 
day . . . provides overnight serv- 
ice to the entire East Coast .. . 
and Air Mail Special Delivery 
service throughout the United 
States and overseas. Phone your 
nearest Progressive office for a 
complete rundown on our facili- 
ties, about as extensive as you'll 
find anywhere . . . or write for 
Booklet AR-15 today. 

PROGRESSIVE 
COMPOSITION COMPANY 
9th & Sansom ALI Phila. 7, Pa. 

1 
< 

PHILADELPHIA WAinut 2-2711 
NEW YORK MUrray Hill 2-1723 
WILMINGTON OLympia 5-6047 
BALTIMORE SAratoga 7-5302 
WASHINGTON EXecutive 3-7444 
RICHMOND Milton 4-2771 

67 
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FREDRIX 

3 STORES IN NEW YORK 

CONVENIENTLY LOCATED 

TO SERVE YOU 

PROMPTLY AND EFFICIENTLY 

Distributors of All Famous Brands 

PHONE FOR PROMPT SERVICE 

ARTISTS MATERIALS + DRAFTING SUPPLIES 
PICTURE FRAMING 

E. H. & A. C. FRIEDRICHS CO. 

Artists Materials Since 1868 

40 EAST 43rd STREET 
Murray Hill 2-2820 

140 WEST 57th STREET 
Circle 7-6608 
363 LEXINGTON AVE. 
Lexington 2-0300 

> 1527 ons. 7 j je reet 
Pameepals | leiecheuss 6-604 

In 
New York 

Featuring a Complete Line of 
Graphic Art Materials includ- 
ing Artype, Zip-a-Tone, 
Bourges, and Color-Aid. 

PALETTE ART 

436 Madison Ave. at 49th St. 
PL 3-7338 

for DEADLINE 
Messenger Service 
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what’s new 

(continued) 

by manufacturers of the Contoura-Port- 
able photocopier, F. G. Ludwig, Inc., 
102-C Coulter St., Old Saybrook, Conn. 
Operates on AC-DC current, weighs 12 
ounces, prices at $19.95. Use of the 
new regular-meter permits amount of 
lumens hitting copying paper to be held 
constant under widely varying power 
conditions or peak loads in unfamiliar 
buildings. 

PRECISION VISUALIZER: Model H Visual- 
izer, Art Aid & Camera, formerly made 
for government use only, is now com- 
mercially available. It is similar to the 
Model J but offers greater precision in 
finer details, tilting copyboard and 
rugged construction. Lacey-Luci Prod- 
ucts Co., Newark, N. J. 

TAPE PEN: A precision designed and engi- 
neered metal holder-dispenser for pres- 
sure sensitive printed tapes and chart 
materials. Takes 1/32” to \%” tape. 
Applies in straight line accurately or in 
freehand design. Chart-Pak Inc., Leeds, 
Mass. 

LIGHTWEIGHT, MATTE PHOTOCOPY PAPER: 
New photocopy paper, lightweight, 
matte finish, for stat camera reproduc- 
tion, introduced by Peerless Photo 
Products, Inc., Shoreham, N. Y. Called 
Tru-Stat .004 Matte, this is an 85 gram 
paper, about 17 lb., coated with same 
high-speed orthochromatic Tru-Stat pro- 
jection type emulsion as standard weight 
005 Document paper. High silver con- 
tent gives excellent image density and 
sharp contrast, states manufacturer. The 
lighter weight paper useful when large 
number of pages involved, or when 
prints must be folded, or for saving 
postage. 

SELF-POWERED FLASHOLDER: Kodak Gener- 
ator Flashholder provides its own power 
at all times, is operated by half-turn of 
a nylon wheel. Whole unit is pocket- 
sized, cannot be overcharged. 

PHOTO MARKET LIST: 201 picture markets 
are listed in 16-page guidebook pub- 
lished by Modern Photography, 33 W. 
60th St., New York. Data includes names 
and addresses of key magazines and 

FLEXICHROME 
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SERVICE 

DEPENDABILITY 

UNLIMITED PRINT SIZE 

SAVE TIME WITH 

THE RIGHT PRINT 

TECH PHOTO LABS. 

L 

it type 

Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct . . . only $7.50 

HABERULE 
BOX AD-245 + WILTON + CONN. 

ib inving berlin 
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photos, with prices paid and types of 
ictures used, print size, packing and 

mailing data. Bopklet is titled “201 Pic- 
wre Markets.” 

AD-LETTER SHOWING: Additions to an 

already-broad collection of self-adhering 

hand lettered alphabets for reproduction 

include a new sans-serif in bold, demi- 

bold and medium, and a new display 

Roman in three widths from normal to 
a light ultra-expanded. Reproduced on 
the backs of micro-thin acetate sheets, 
the alphabets are said not to smear or 
transfer. Specimen sheet from AD-letter 
Co., 7466 Beverly Blvd., Los Angeles 36, 
Calif. 

INDELIBLE MARKER: The Magic Marker is 
a palm size writing and marking imple- 
ment, writes indelibly and instantly dry 
on nearly all surfaces, and has a felt 
point impregnated with the ink. Writes 
in four widths, no leaking or spilling. 
Can be used on colored renderings, let- 
tering, eliminates use of fixative since 
it is smudge-proof. Colors can be mixed 
right on drawing board, since the ink 
dries immediately, reports manufacturer. 
Available colors are six brights, also four 
pastels, black, brown, white. For 77¢, 
from art supply and stationery stores or 
direct from Speedry Products, P. O. Box 
97, Richmond Hill, Jamaica 18, N. Y. 

EDITORIAL-PHOTOGRAPHIC SERVICE: Indus- 
trial Communications is new publication 
from company of the same name, a 
nationwide editorial-photographic serv- 
ice. Vol. 1, No. 1 is case history of a job 
done by IC for Hicks & Greist and their 
client Edwards Co., manufacturer of fire 
alarm and signal systems. From Indus- 
trial Communications, 670 Lexington 
Ave., New York 22. 

EASEL-BACK DISPLAY ALBUM: 12 pages (24 
sides), each page protected by clear ace- 
tate are spiralbound in a display album 
with an easel back. Plastic leather cover 
is in maroon, gold embossed. Comes in 
assortment of sizes and prizes. Manufac- 
tured by John Byrnes Co., 33 Lyman St., 
Springfield, Mass. 

AID TO PRODUCTION KEY-INING: New 
Kee-Lined Catalog Board has been 
added to regular Kee-Lined Board 
manufactured by Graphic Aids, Inc., 
Detroit. Nationally distributed by Chi- 
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cago Cardboard Co., the catalog board 
has preprinted measurements on top, 
bottom and sides with indications for 
overall type areas, margins, bleed lines, 
and trim size. 

B/W SHADING FILMS BROCHURE: A new 
brochure on the entire Contak b/w line 
manufactured by Transograph Div., 
Chart-Pak, Leeds, Mass., illuswates 72 
basic shading films—in black ink for 
shading white area and in white ink for 
break-up of black areas. Also 26 special 
symbols designed for geological map- 
making, other graphic and decorative 
applications. All films are reproduced in 
exact facsimile and adequate size. The 
six-page folder from Chart-Pak dealers 
or direct from Transograph. Also avail- 
able, a separate folder of the 24 Contak 
color tints. 

NEW FILM CATALOG: 52 new and 47 pre- 
viously released titles are included in 
new catalog from Cinema 16. Lists con- 
temporary experimental and independ- 
ent film production in America for rent 
from the company. Available from 175 
Lexington Ave., New York 16. 

FILMS’ STUDY OF ART: Second edition of 
Films for the Study and Enjoyment of 
Art, from International Film Bureau, 
57 E. Jackson Blvd., Chicago 4. Includes 
titles of interest to art teachers of all 
grades. 

BRISTOL IDEA KiT NO. 11: Current kit of 
samples of jobs printed on bristols in- 
cludes unusual business card, door han- 
ger, milk bottle topper, direct mail 
pieces, and a greeting card. From Box 
460G, Fitchburg, Mass. 

QUILLO CATALOG of self-adhesive acetate 
alphabet sheets from Advertising Aids, 
57 S. 4th St., Minneapolis 1, Minn. 

ROL-A-CHART is a visual control board for 
scheduling agency artwork and produc- 
tion. Features continuous moving trans- 
parent plastic sleeve against a fixed grid. 
Entries are made directly on plastic 
sleeve with grease pencil, can be changed 
instantly. For descriptive literature, Con- 
ley, Baltzer & Steward, 494 Jefferson St., 
San Francisco 9, Cal. e 

Crescent and Strathmore put their 
heads together, came up with a water- 
color board that’s all ways wonderful. 
The firm, flat, famous Crescent 

board is surfaced with Strathmore 
watercolor paper to give your washes 
added sparkle. 
Amateurs love it, professionals de- 

pend on it! Write for free sample to- 
day, to: 

CRESCENT 

CARDBOARD 

COMPANY 

1240 N. HOMAN AVE., CHICAGO 51, ILL. 



PRODUCTS FOR YOUR 

TV AND ART DEPT. 

“STORYBOARD” PAD p>——~—— 

The pod that hos big 5 x 7 
video panels thet enable 
you to moke man-sized TV 
visuals. Perforoted video 
and audio segments on gray 
background. 
No. 72C—Pad Size 14x17” 2.50 

(50 Sheets—4 Segments on Sheet) 

Tomkins TELEPAD 

Most popwlar TV visual pod 
with 2:4" video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 

No. 72A—19 x 24” 
(50 Sheets—1!12 panels on Sheet) 

No. 728—Pocket Size 8x 18” 2.00 
(75 Sheets—4 panels on Sheet) 

FREE SAMPLES 
FOR THE ASKING! 

Write on your letter- 
head for 200-page cato- 
leg of art supplies. *‘An 
Encyclopedia of Artists; 
Moterials'* 

ARTHUR BROWN & BRO 
Ww | ar | a 

DESIGNERS’ MAT 

WATER COLORS 

Brilliant 

Fine Artist Quality Opoque Designers’ 
Colors for illystrating and ail commer- 
ciel ort. For brush or airbrush. Selected 
polette of 45 colors—in %-07. glass jars. 

COLOR CARD ON REQUEST 

F. WEBER CO. 

trade talk 

ART DIRECTORS APPLETON, wIs.: 
Donald H. Frank. 

with The Brady Co. as staff artist for four 
years, now AD .. . CHICAGO: Paul F. 
Samuelson is now layout and design director 
for S. Fredrick Anderson Studios. He was 
with Campbell-Ewald in Detroit . . . George 
Elmore. who's spent 12 years in layout, 
photography and art directing with Chicago 
agencies, now sales and contact man with 
Wesley Bowman Studio . . . C. Frederick 
Charlton, with Cunningham & Walsh the last 
two years, now again with Ayer as member 
of Service Dept. here. Had been AD for Ayer 
Chicago, also service rep for Chicago and 
Philadelphia, and head of Outdoor Dept... . 
Walter Lecat now senior AD and head of art 
dept., K&E . . . Alin Blatchley. creative super- 
visor, becomes a vp at K&E .. . Don Alden. 
now exec AD at Fulton, Morrissey, replaced 
Rex Teich who is now with Leo Burnett Co. 
as AD. Alden had been AD at Campbell- 
Ewald .. . W. Yale Wilson, AD at Jordan, 
Sieber & Corbett, was with Foote, Cone & 
Belding . . . DETROIT: James P. Elliott Jr.. 
formerly art supervisor, Young & Rubicam 
New York, now executive art supervisor De- 
troit, as part of Y&R’s Detroit expansion .. . 
William J. Stadnik, Charles Roger Mader and 
Gene E. Roncka named ADs . . . KANSAS 
CITY, MO.: Bruce B. Brewer Co. named as 
partners creative directors Albert R. Lockhart 
Jr. and William M. Bryngelson. also tv-radio 
director John S. Kirwan. and John J. Peterson 
. . . MEMPHIS: Merritt Mosby. now AD of 
Mead Paper Co. Memphis, was with Mosby- 
Gardner Studio . . . MIAMI: Charles Fletcher 
now AD of Charles Anthony Gross Adver- 
tising, was executive AD of Southern Adver- 
tising . . . MONTREAL: Schneider, Carbon 
Ltd. named Russel E. Moore a director. He's 
head of creative dept... . NEW YORK: Irv 
Tempkin, formerly AD of Friend Reiss and of 
Al Paul Lefton, now associate AD at Wexton 
. . . Designer/consulting AD Bob Gill was 
married to Ruth Ansel . . . Robert H. Kirber- 
ger. now asst. AD of Thomson, Leeds Co., 
Inc., manufacturer of displays and packag- 
ing, came from Erwin Wasey, Ruthrauff & 
Ryan .. . Formerly art editor of Popular 
Photography, Bernard Etengoff is now pro- 
motion AD of Ziff-Davis Publishing Co... . 
Erle Yahn resigned as AD for Spectrum mag- 
azine at William Douglas McAdams. Now 
operating his own consulting office . . 
Everett Hencke was featured in the Ander- 
son & Cairns ad series profiling staffers .. . 
Robert Viret left AD post at Bonwitt Teller 
for advertising dept. AD post at Saks Fifth 
Ave. .. . Edward . Burke, now with J. Walter 
Thompson here, came from JWT San Fran- 
cisco office . . . Art editor of Modern Bride 
is Mrs. Irma Benoit. formerly asst. AD of 
American Weekly . . . Lehn & Fink Products 
Corp.’s new post of corporate AD has been 

filled by Seymour Murray Kent. who has 
been with L&F since 1955. Art departments 
of the company’s divisions will be central. 
ized under his direction and he will be re 
sponsible for supervision of packaging and 
product styling for the divisions . . . Burdick 
& Becker named Robert Hall a vp . . . Stan. 
ley Dersh now supervising AD at Socony 
Mobil Co. He came from Ted Bates ... 
Donald Glickman now AD at Graphics Insti- 
tute. Had been promotional and editorial AD 
at International News Service . . . PITTS. 
BURGH: Ketchum, MacLeod & Grove named 
William E. Pensyl a member of the board. 
He’s vp in charge of creative services ... 
SAN FRANCISCO: Harry G. Fletcher now 
with Honig-Cooper & Miner. From Harrington, 
Richards & Morgan. 

ART & DESIGN BAYONNE, N. J: 
William D. Gorman 

has moved to 752 Blvd., HE 7-3599 . . . CHI- 
CAGO: Donald Sirovatka has been named to 
the design staff at Sidney Clayton & Asso- 
ciates. He was formerly with R. G. Smetana 
Studio, Berwyn . . . DETROIT: Lewis Art 
Supply. 6408 Woodward Ave., has doubled 
its space to provide faster handling and 
more efficient servicing of its customers. Ad- 
ded art gallery to exhibit Detroit talent. For 
the building's remodeling barricade, Herb 
Klein of Ad-Creators developed and designed 
cut-out figure of overgrown boy in tight 
pants and shrinking T-shirt to symbolize 
“growin’ pains” . . . HOUSTON: Typographer 
and designer LeRoy A. Barfuss, regional vp 
of AIGA and president of the Art Directors 
Club of Houston, has joined Paul McCain 
Typographer, Inc. as vp and graphic arts 
consultant . . . JOLIET, ILL.: Thomas Vroman, 
artist/designer/illustrator, is now creative 
director for Rust Craft Greeting Cards, Greet- 
ings, Inc. and P. F. Volland Co., all publish- 
ers of greeting cards, and for Gerlach-Bark- 
low Co., producer of calendars and ad spe- 
cialties. Arthur Danner Jr. is asst. creative 
director. He was owner and managing direc- 
tor of Art Design Studios, Yardley, Pa. ... 
MEMPHIS: Harriet Thompson, now Mrs. Glen- 
don Whitaker, continues freelance art from 
her home, 78 N. Belvedere . . . Pauline Ro- 
senberg. former member of the Memphis AD 
club, now studying at Pratt Institute in New 
York, spent summer working at Dixie Wax 
Paper Co., where she had been staff artist 
. .. LAMBERTVILLE, N. J.: Exhibit of the pen 
and ink sketches by the late B. J. O. Nord- 
feldt will*be held at Lambertville House Oct. 
1-Nov. 2. Next April there will be an exhibit 
of his paintings . .. LOS ANGELES: Formerly 
AD of Foote, Cone & Belding, Dick Stow is 
now sales rep for Fred Kopp Advertising Art 
. . . Free-lance artist/designer Fred Mintz has 
five of his pieces selected for Modern Pub- 
licity annual, printed in London . . . W. U. 
Osborn now vp of operations, Pacific Out- 
door Advertising Co. Was mgr. of LA office 
office . . . MIAMI: The Miami Artists School 
& Gallery. teaching fine arts, will open as a 
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commercial art school May 6. Pete Porter will 
direct the commercial school and his brother, 
Elwin Porter, will be executive director of the 
school, teach fine arts. Pete Porter's studio 
will be moved to school location, 7029 Bis- 
cayne Blvd. ... NEW YORK: John Grabow- 
ski and Preston Studios from 152 W. 42 to 
larger quarters at 149 E. 40, LE 2-2070... 
Free-lancer Stan Fraydas back from a year 
in Canada and Europe, had a one-man show 
at J. Walter Thompson. New phone for Fray- 
das is BA 3-1871 . . . Lane-Bender, design 
consultants, have been retained by Paper- 
craft Corp. of Pittsburgh to create new de- 
signs for 1959 line of gift wrap items... 
Estelle Mandel is now the exclusive U. S. rep 
for Toronto artist James Hill . . . Stuyvesant 
Van Veen executed a 8x12-ft. mural of For- 
mica laminated plastic for the auditorium of 
new PS 8 in the Bronx. He used 28 hues in 
288 pieces of plastic laminate for the piece, 
Children at Play ... PFC. Frank Ceglia, 
formerly on the staff of Harry Zelenko, ex- 
hibited his watercolors at the Korean Infor- 
mation Center, Seoul..The gallery is normally 
reserved for Korean artists . . . Joan May 
Bassaro of Pratt and Kathryn Jablonski of 
Western Reserve University Graduate School 
were winners of Mademoiselle’s fourth an- 
nual college art contest. The contest is open 
to any woman under 26 and in college or 
art school. For information, write College 
and Career Dept., Mademoiselle, 575 Madi- 
son Ave., New York 22 ... Artists’ and 
Craftsmen’s Showcase (partners are Mrs. 
Mildred Maxson and Sten Gustavsson) leased 
the Old Burt House, 25A and Waterside Rd., 
Five Corners, Northport, L. I., and invite Long 
Island artists and craftsmen to display their 
work. Contact Mrs. Mildred Maxson, AN 
1-4312 . . . Pratt evening school offers three 
new classes: Walter Murch teaching painting 
techniques, Fritz Bultman teaching drawing 
and watercolors, and Tony Smith, a new 
sculpture class . . . Robert Shore, graphic 
artist whose works have been exhibited and 
published widely and who was a Fulbright 
Fellow in Painting in 1952, has been ap- 
pointed head of the department of illustra- 
tion and painting, evening session, School of 
Visual Arts . . . Korey-Hall Associates, art- 
ists’ rep at 56 E. 56, MU 8-1068, added illus- 
trator Barry Geller . . . Design consultant 
George A. Russel conducts a program in ad- 
vertising art—a lecture course in advertising 
and editorial art and a workshop course in 
ad layout and design—at Hunter College, 
Monday evenings. Also at Hunter, airbrush 
consultant Stella Pandell teaches both basic 
and advanced airbrush, including lecture and 
workshop. Details from Hunter, JU 2-7885 ... 
Type Directors Club awarded certificates and 
checks for $50 to William Farrell of Yale 
School of Fine Arts and Seymour Schreckin- 
ger of Pratt. in recognition of their work in 
typographic design . . . National Editorial 
Assn. cited Linotype News and Edmund C. 
Arnold. its editor, for “outstanding contribu- 
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trade talk 

tions toward typographic excellence in the 
home town newspapers of America.” .. . 
Designer Edward Carini did birthday invita- 
tion for his eight-year-old son using figure 
8 for part of word “celebrate” and included 
four candles in each loop space of the 8... 
Jim Spanfeller has moved to 31 Bethune St., 
New York 14, WA 4-6636 .. . Paul A. Lobel 
opened a new studio shop at 33 W. 8th St. 
.. . The Frederic Remington bronze sculpture, 
The Bronco Buster, chosen by N. Y. Times 
book review section devoted to western fic- 
tion, was also chosen by Sunny Brook whis- 
key to illustrate its next December ads... 
An international letterhead collection, Der 
Briefbogen in Der Welt. available here 
through Musum Books, includes two letter- 
heads designed by Quentin Fiore for Japan 
Artists of New Hope, Pa. and Vincent Rich- 
ards, horticulturist of New York . .. The 
Stickual Development of the Human Male is 
a self-promotion booklet by and for Leeds 
Advertising Inc., Firm's trademark, arrange- 
ment of ‘sticks’ serves as key design theme 
throughout amusing verse form of firm’s of- 
ferings . . . Louis Dorfsman, ad mgr. and AD 
of CBS radio network, and Arthur Schlosser. 
president of Monogram Art Studios, directed 
discussion on Better Direct Mail Results 
Through Creative Art, at the DMAA St. Louis 
convention . . . Jim York, formerly of Direc- 

tor’s Art Institute, now fashion rep at 363 E. 
71, LE 5-0355. He reps Gene Loyd, fashion 
illustrator, recently of Henri Bendel ... At 
the National Arts Club, 15 Gramercy Park, 
New York 3, the Metropolitan Young Artists 
Show. Nov. 23-Dec. 3. For oils, open to artists 
between 18 and 40, regardless of residence. 
Details from GR 5-3524 . . . National Asso- 
ciation of Transportation Advertising, Inc. wil! 
hold annual competition to select outstanding 
car card ad of the year. Will be chosen from 
Car Card of the Month winners. First annual 
winner will be announced at the associa- 
tion's convention in White Sulphur Springs, 
in April ...A survey for Pigments Div. of 
American Cyanamid Co. showed a trend 
toward lighter weight papers. Cyanamid’s 
interested because their Unitane titanium 
dioxide imports opacity to low basis weight 
papers. The trend continues because it is a 
way to save postage costs, the survey re- 
ports ... Jim Nash Associates industrial and 
package design firm plans to send its de- 
signers out into the field (a la Cunningham 
& Walsh) to determine consumer reaction to 
package design, at point of a sale . . . Insti- 
tute of International Education receives appli- 
cations for educational exchange program 
scholarships until Nov. 1. The program, 
under the Department of State, will offer 
young American artists, sculptors, art histori- 
ans, other students of fine arts, a chance to 
study in any of 43 countries during 1959-60. 

Ask for application forms before Oct. 15, 
New York office is at 1 E. 67 St., New York 
21. Regional offices also in Chicago, Denver, 
Houston, Washington, San Francisco .. . 
Through Oct. 10, paintings by George Chere. 
pov, at the Grand Central Art Galleries. The 
Greenwich Art Center was founded when 
Cherepov was president of the Greenwich 
Socity of Artists . . . OMAHA:Omaha AD 
club member John Andrews and James Alli- 
son Flynn, of the Omaha World-Herald art 
staff, were presented with Elmers, the Asso- 
ciated Artists of Omaha annual awards 
given to thosé judged to have done the most 
for art in Omaha . . . PHILADELPHIA: Ed 
ward W. Larson Jr.. who graduated with 
honors from Art Center School of Los An- 
geles, now layout man in N. W. Ayer & Son 
art dept. . . . PITTSBURGH: Joseph R. Eberle 
now with art staff of Lando. A grad of Art 
Institute of Pittsburgh, he’s worked with local 
ad agency and commercial art firms. 

PHOTOGRAPHY The color photog- 
raphy field, its 

scope and technique, was covered in talk 
by Joe Snyder, president of Color Corpora- 
tion of America, at Exhibitors Advisory Coun- 
cil Convention . . . Lou Van Camp. who 
pioneered the development of dye transfer 
multiple-strip technique, now technical direc- 
tor of Color Corporation of America .. . Sep- 
tember issue of Modern Photography carries 
“first definitive story on camera shutters ever 
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published in a photography magazine.” By 
Jennett Sherman . . . Werner Stoy. campaign- 
ing for Hawaii in statehood, has moved 
Camera Hawaii into new studios at 206 
Koula St., Honolulu. New location offers spa- 
dousness, greater versatility . . . Life maga- 
gne reports U.S. photographic industry's 
sales this year will total a five per cent in- 
crease, to an estimated $18 billion .. . Alex- 
ander E. Chaite Studios, Inc. are now the 
exclusive reps for the Photographers Group 
which includes George Greb. Piotr Dimitri 
and Bruce Knight . . . GE Photo Lamp Dept. 
used 35 portraits of well known photo- 
graphers at Salute to Men with Cameras, a 
kick-off for their tv show, Man With a 
Camera. The portrait exhibif was scheduled 
for a three-month stand at Peerless Camera 
Stores, Willoughby’s, E. Leitz, Inc. and New 
York Historical Society . . . New president of 
the Professional Photographers of America. 
Inc. is Madison Geddes, M. Photog. of Cleve- 
land. He’s a lawyer-photog and former Air 
Force captain . . . American Society of Mag- 
azine Photographers is against S. 4110, the 
bill, now shelved, which would give State 
Dept. greater control of passports . . . Louis 
F. Garcia of Kansas City, Mo., who con- 
ducted awards ceremonies at the PPA con- 
vention, himself was awarded Honorary M. 
Photog. degree. Others so honored were 
John I. Crabtree, retired Eastman Kodak 
scientist, and Wesley T. Hanson Jr.. Ph.D., 

. Paul Him- research specialist at Eastman. . 

mell, fashion photog, moved uptown to 117 
E. 83 (a former carriage house), RE 7-4737. 

TV /FILMS Formerly head of his own 
New York business motion 

picture company, Frank A. Seaver has joined 
the Great Lakes Sales Div. of Wilding Pic- 
ture Productions, nlc. in Detroit as account 
exec . . . Lawrence L. Goldwasser. with J. 
Walter Thompson for nine years, is now staff 
producer with Ellit, Unger & Elliot . 
Gerald J. Schnitzer’s all-visual silent-sell 
Chevrolet commercial was screened at the 
Chicago seminar on New Techniques in Tele- 
vision Advertising. Schnitzer is executive vp 
of Lawrence-Schnitzer Productions, Inc., Holly- 
wood ... Videotape again, this time used 
by ETTV of Los Angeles for station sales 
presentation . . . Steve Elliot. president of 
Elliot, Unger & Elliot, thinks videotape will 
be serious competitor to films in 5-10 years 
. . . International humor festival held in the 

Italian Riviera awarded Golden Olive to 
Rank Organization's Your Past Is Showing 

. A WKAR-TV documentary on Raoul 
Dufy (the station is at Michigan State Univer- 
sity) was one of two American entries at 
Prix Italia competition . . . Filmmaker Arnold 
Eagle conducts a course on film production 
at New School, fall term . . . Fenton McHugh 
Productions of Evanston, Ill. produced 18-min. 
sound film in color for Milprint, Inc., on pro- 
duction of a package and its place in self- 
service retail store .. . Gene Deitch Asso- 
clates formed at 43 W. 61 St., New York 23, 

CI 7-1970 by Gene Deitch, former creative 
director of Terrytoons. New firm will create, 
produce and offer consultation on animated 
films for tv and theaters . . . New staff direc- 
tor at Robert Lawrence Productions is Gilbert 
Williams, who had been director/ producer at 
Van Praag Productions. He won the Gold 
Medal Award from Detroit AD club last year 
for directing Chevrolet commercicl. 3 
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booknotes 

MOTIVATION RESEARCH. Harry Henry. Ungar. 
$5. 

Practices and uses of MR for advertising, 
marketing by a man who is said to be an 
international authority on the subject. 
He is director of research at McCann- 
Erickson Advertising Ltd., London, and 
chairman of McCann’s European Re- 
search Committee. Explanation and dis- 
cussion of MR—why, what and how. 
Indexed. 240 pages. 

DICTIONARY OF EUROPEAN ART. Emerich 
Schaffran. Philosophical Library. $4.75. 

A translation by Kenneth Northcott 
from the original German (Taschen- 
Lexikon der Kunst), this hardbound 
handbook of pocketbook size has a 41- 
page introduction to the history of 
European art, and an alphabetical list- 
ing/definition of names and movements. 
283 pages. 

PRINTMAKING TODAY. Jules Heller. Holt. $8. 

Subtitled, An Introduction to the 
Graphic Arts, this book explains, illus- 
trates and teaches processes in lithogra- 
phy, woodcuts and wood engravings, 
etching and engraving, serigraphy and 
lists graphic arts supplies and sources. 
There is also a glossary of terms used 
in all the fields, index of artists and 
prints. 151 illustrations of techniques 
and pieces by the masters in each field. 
Bibliography at the end of each chapter. 
Index. 266 pages. 

ART OF THE YOUNG CHILD, 3 TO 5 YEARS. 
Jane Cooper Bland. Simon and Schuster. $2.95. 

A Museum of Modern Art book, espe- 
cially for teachers and parents. Gives 
developments at certain ages, examples 
of children’s art in b/w and color, what 
materials to give them and how to help 
them in grow in art appreciation and 
expression. Typography and design by 
Helen Federico, photographs by Soichi 
Sunami, Len Ross, William Leftwich. 

AMERICAN HERITAGE. Vol. IX, No. 5. American 
Heritage Publishing Co., $2.95. 
Included in the 35 color and 76 b/w 
pictures in this issue are eight pages of 
full-color waterscapes taken from the 
1870-80s journal of Capt. James Van 
Cleve, a retired Lake Ontario shipmaster 
who included in his journal watercolors 

for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS . . . it’s SMOOTHER, WHITER, FASTER! 

TALENS & SON, INC., UNION, N. J. 
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booknotes 

of historic sailing ships and steamboats. 
A 14-page portfolio of color and b/w 
paintings, drawings, photographs and 
maps are part of Baghdad on the Free- 
way, which traces the story of Los An- 
geles from its earliest Spanish history. 
Included are several James Walker 
paintings and Carlos Nebel lithographs 
of 19th century California. 

THE ARTS OF THE MING DYNASTY. The Arts 
Council of Great Britain and The Oriental 
Ceramic Society. Collings, Inc. $14. 

Chinese painting, closeiy associated with 
calligraphy, was the major art in China 
and reproductions of some of the most 
famous paintings of Ming Dynasty 
(1368-1643) are included in this book. 
The 104 b/w plates also include leading 
examples of the period’s printing and 
inks, textiles, ceramics, lacquer and furni- 
ture, metal wares, cloisonne and carvings. 
These are illustrations of the Ming ex- 
hibition held at the Arts Council Gallery 
in London Nov. 14-Dec. 14, 1957. A cata- 
log listing and description of the pieces 
precedes the illustration section. Authori- 
tative articles on each division are in- 
cluded. 355 pages. 

THE GOLDEN NUMBER. M. Borissavliévitch. 
Philosophical Library. $4.75. 

English translation of the original French 
essay on the scientific esthetics of archi- 
tecture as applying to the Golden Num- 
ber, the ratio of balanced inequality 
between two magnitudes. The author, 
architect and esthetician, criticizes the 
objective beauty in favor of subjective 
beauty, believing as he does in an es- 
thetic based on physiology rather than 
mathematics. Preface by Louis Haute- 
coeur. Ninety-one pages including 102 
diagrams, section of footnotes. . 

calendar 

(continued from page 28) 

Museum of Primitive Art .. . Through Oct. 18, 
African Art from New York Private Collec- 
tions. 

Nov. 1-15 . .. Annual Awards Exhibition, Art 
Director's Club of St. Louis, Stix, Baer & Fuller 
Exhibition Hall. 

The Philadelphia Art Alliance .. . Nov. 28- 
Dec. 28, Exhibition of Philadelphia Sculpture. 

Portland Art Museum .. . Sept. 23-Oct. 3, 
Exhibition of Calligraphy. o 
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bookshelf 

The bookshelf makes it easy for readers 

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

to the art professional and advertising manager. 

180. The Fifth Annual Exhibition of Adver- 
tising and Editorial Art, Art Directors 

Club of Greater Miami. Forty pages of winners 
for Design of a Complete Unit, Advertising and 
Editorial Art, Television Commercials, and 
introduction which recounts history of the club. 
Design, promotion and production by Peggy 
Strickland, G. Sanderson Knaus, Roger Rogers. 
$2. 

i nn ee ee en it. ee eee 

ANNUALS 
156. International Poster Annual, 1957. Edited 

by Arthur Niggli. A cross-section of poster 
design ideas and art the world over. Large, well 
printed illustrations of 500 posters from 20 coun- 
tries plus critical analysis of trends by three 
authorities. $10.95. 

162. Graphic Annual 1957/58, Walter Herdeg 
& Charles Rosner. 813 crisply printed illus- 

trations of the years best in art and design in 
every media from every country. A visual idea 
file, informative, stimulating. $14.00. 

165. 36th Art Directors Annual, 1957. The 36th 
show of the New York Art Directors club, 

in permanent form. Book is bound in brown cloth, 
gold stamped, and comes in durable slip case. 
Designed by Nelson Gruppo with the assistance 
of Edward G. Infurna. Lettering by Harold D. 
Vursell. $12.50. (Also available, the 35th Annual. 
Order number is 146. $12.50.) 

171. U. S$. Camera 1958. Edited by Tom Ma- 
loney. Special recognition to advertising 

photography with special section of 15 pages 
of best of year, chosen by New York AD club. 
Also, color photography, portfolios by leading 
photographers, special reports on rockets and 
missiles, other special subjects. $8.50. 

172. Modern Publicity, 1957-58. Frank A. Mer- 
cer, Editor. Over 1000 illustrations, more 

than 100 in color, of outstanding ads and pro- 
motions from all over the world. All pieces are 
fully credited, indexed. Everything included, from 
trade marks, labels, through record sleeves, 
packaging, direct mail, as well as news and 
magazine ads. $10. 

176. Penrose Annual 1958. Edited by Allan 
Delafons. Designed by Arthur Spence. 

Highest quality material on the graphic arts in 
Evrope and the United States, a review of the 
best in all fields, excellently designed and repro- 
duced. Thoughtful articles by authorities in all 
the fields of graphic arts, both of general and 
technical nature. 138 pages plus 25 sections of 
illustrations. $11.50 

ART 
155. Art Directing. Nathaniel Pousette-Dort, 

editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 
on various phases of art directing, each section 
comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 
tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogra- 
phy and an index. $15. 
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164. Rendering Techniques for Commercial Art 
and Advertising. Charles R. Kinghan. 

Author, in the field over 37 years and now with 
BBDO, New York, includes demonstrations, visual 
helps, professional samples, information on ren- 
dering in all media, comprehensives shown in all 
the stages of development. $13.50. 
169. 300 Years of American Painting. Alexander 

Eliot. A tremendous project by Time, Inc. 
which for the first time correlates American paint- 
ers and their art with the historical development 
of the country. Time's art editor describes the 
artists, their work, personal histories. AD Michael 
J. Phillips. 250 full color plates. $13.50. 
177. Herbert Leupin Posters. Manvel Gasser. 

Swiss printed portfolio of reproductions, con- 
densed, of Leupin posters tipped in on 15” deep 
by 11%” sheets, plus comments on the poster as 
an advertising medium, and Leupin's contributions 
to the field. Also, an actual poster. $12.50. 

PHOTOGRAPHY 
170. The Focal Encyclopedia of Photography. 

This 1298-page (not counting 32 pages of 
introduction) reference work, takes the place of 
a complete library in the field. P. C. Poynter 
was the art editor. Alphabetically arranged, 
loaded with graphs, diagrams, b/w illustrations. 
$20. 

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. 
178. Production in Advertising and the Graphic 

Arts. David Hymes. Concise text on the sub- 
ject, including all the areas involved from adver- 
tising art to paper, printing methods, inks, and 
lists of terms and definitions, copyfitting tables, 
samples of paper (printed), sections of typefaces 
from Linotype, Intertype, Ludlow. $8.75. 

TELEVISION 
152. The Television Commercial. Revised and 

Enlarged Edition. Harry Wayne McMahon. 
The author, a tv commercial consultant, was vp 
in charge of tv commercial production and a 
member of the creative plans board at McCann- 
Erickson, New York. His book discusses all phases 
of television commercials and uses examples of 
actual jobs to illustrate points. $6.50. 

173. Television Production, the TV Handbook 
and Dictionary. Harry Wayne McMahan, 

Working tool explaining 16 basic operations in 
tv, and language of the field. More than 2000 
terms defined. Chapters included on live wy, 
film, lighting, camera, art, titles and scenery, 
animation, film and processing, optical effects 
and special effects, etc. $7.50. 

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 aspects 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 Americar 
Association of Advertising Agencies. $2.95. 

159. How to Predict What People Will Buy. 
Louis Cheskin. Analysis of motivational re- 

search, what it is, how it works, what it means 
to advertising. $5.00. 

160. Motivation in Advertising: Motives that 
Make People Buy. Pierre Martineau. A 

thorough analysis of the consumer as a human 
being: how he behaves, why he buys, what fac- 
tors in advertising actually influence him. How 
emotions overrule logic, how to appeal to emo- 
tions, the role of semantics and symbolism in 
influencing purchases. $5.50. 

174. Photomechanics and Printing. J. S. Mertie 
and Gordon L. Monsen. Definitive work on 

the printing processes by two of the country’s 
greatest authorities in plate-making and printing. 
Fully illustrated 400-plus pages. Up to the minute 
data on original copy for reproduction, photo- 
graphic materials and equipment, color reproduc- 
tion, all processes. Fully indexed. $15. 
175. Color...How to See and Use It. Fred 

Bond. Spiral bound, hard cover technical 
study in simple language of the principles of color 
relationships and associations. Basic procedures 
in solving color problems, for photographers, 
artists, industrial designers, teachers and stu- 
dents. Author has ‘been a photographer, color 
consultant, author and lecturer on the subject 
for more than 30 years. Includes 19 pages of color 
plates, 53 b/w, envelope of hue selector masks. 
$8.75, plastic bound $9.75 in case. 

179. Motivation Research. Harry Henry. Practices 
and uses of MR for advertising, marketing 

by a man called on international authority on the 
subject. The author is director of research at 
McCann-Erickson Advertising Ltd., London, and 
chairman of McCann's European Research Com- 
mittee. $5. 
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MESSENGER SERVICE 

COPY CLEARING HOUSE 
Pick-up and delivery of art, layouts, 
portfolios, mats, plates, copy, press 
releases, photos, etc., etc. 

COPY CLEARING HOUSE 
12 years of experience meeting dead- 
lines of newspapers, agencies, artists, 
photographers, type houses, printers. 

COPY CLEARING HOUSE 
12 years of savings—averaging 20% to 
30% —for ovr mushrooming customer 
clientele. 

COPY CLEARING HOUSE 
Puts out the simplest, graphic presen- 
tation of its rates in the business. No 
gimmicks, no hidden extras. 

COPY CLEARING SERVICE 
Foot and motor service. Our policy is 
to be overstocked on help—so that you 
ere never shortchanged when you 
need speed. 

COPY 

CLEARING MU-4 

HOUSE 2568-9 

Offices throughout Manhattan 
MAIN OFFICE — 233 PARK AVENUE (46th St.) 

Photographic 

ind 

Pa Mins Reporting 

Assignments... 

Covered from Coast-to-Coast! 

Helping advertisers and editors to 
communicate with words and pictures 
since 1938. Full information on request. 

SICKLES 

Photo-Reporting SERVICE 
193 Maplewood Avenue * Maplewood, N. J. 

SOuth Orange 3-6355 

@edvertising photography 

THINK OF 

FOR SLIDE FILMS 

120 WEST SOth STREET NEW YORK 19, NY. Plaze 7-5090 

ready reference 

to have your firm listed call YUkon 6-4930 

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. 
62 - 3rd Avenue, nr. 11th St., N.Y.C. GR 3-5390 

JU 6-1090 

COLOR SERVICE 
Acorn Color Laboratory 
Dye transfer prints from transp. & ektacolor. 
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 EL 5-6740 

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 

MECHANICALS 
Murray Levy 
Fast, clean, accurate. Multi-color separations. 
299 Madison Avenue, NYC 17. MUrrayhill 2-4979 
Walt Mesmer 
Layout & illustration; humorous spots 
114 E. 40.St. MU 2-6138 

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 
Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing. 
58 W. 47 St., N. Y. C. 36 

Ferrara Color Studios, Inc. 
Creators of Colorsemblies 
Ektas assembled, retouched, duplicated 
112 W. 48 St., NYC 36 Plaza 7-7777 

Hamilton Color 
35 mm. & Stereo Duplicates 
127 N. 2nd St., Hamilton, Ohio 

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

Cl 7-7377 

MU 7-2595 

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 
@ Developing and printing for magazines and 

industry 
@ Copying of artwork 
@ Commercial photography; studio available by 

hour and day 
Call Ralph Baum LExington 2-4052 

RETOUCHING 
Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & White 
10 W. 33rd St., N. Y. C. PE 6-6850 
Color Transparency Retouching Studio 
Finest Retouching and Assembling 
58 West 47 St., NYC 36 Cl 7-7377 
Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 
58 W. 47 St., N. Y. C. 36 
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 
475 Fifth Ave., N. Y. C. MU 5-7258 
Tulio Martin Studios 
Transparencies 
58 W. 57th St., N. Y. 19 
Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. 

Cl 7-7377 

Cl 5-6489 

LE 2-6515 

SALES PRESENTATIONS 

Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Presentation Department 
* Visual Aids * Promotional Material ® Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 

Rapid Art Service, Inc. 
Creative Art Studio ¢ Silk Screen ¢ Typesetting & 
Letterpress ¢ Bookbinding * Charts and Maps ¢ 
Exhibits & Displays ¢ Ail under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 
304 E. 45th St., NYC 17 Murray Hill 3-8215 

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. 
20 years leadership in silk screened 
posters and displays 
230 W. 17th St., N. Y. C. CH 2-3717 

Rapid Art Service, Inc. 
Midtown's largest silk screen shop 
highest quality — fastest service 
304 E. 45th St., NYC 17 MuUrray Hill 3-8215 

STULL LIFE 

Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 

STOCK PHOTOS 

Walter Chandoha 
Animal Photography—Specializing in Cats & Dogs 7 
Box 237, Huntington Station, L. |. HAmilton 7-8260 

Underwood & Underwood Illustration Studios, Inc. i 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 
Underwood name. See our advertisement p. 77. 
319 East 44th St., N. Y. 17. . . MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7-171 
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Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 
gW. 46th St., N. Y. C. 36 JU 6-5910 

TELEVISION SERVICES 
Edstan Studio 
Slides, Telops, Flips, in b//w and color 
75 W. 45th St., NYC 36 
National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
QW. 48th St., NY 36, NY JUdson 2-1926 

TYPOGRAPHY 

The Composing Room, Inc. 
Advertising Typographers 
190 W. 46 St., N. Y. 
Frost Bros., Inc. 
Advertising Typographers since 1921 

Cl 5-6781 

JUdson 2-0100 

228 East 45th St., N. Y. 17 MU 2-1775 
Typography Shops, Inc. 
All Latest Faces —-Hand, Lino. 
245 — 7th Ave., N. Y. C. OR 5-7§85-6-7 

classified 

COLOR PRINT LAB needs first class man capable 
of making top quality dye transfer prints. Must 
be thoroughly experienced. Must take up resi- 
dence in Detroit. Oakland Color Prints, Inc., 2867 
East Grand Boulevard, Detroit 2, Michigan. 

EXPERT RETOUCHER; FASHION, merchandising, 
soft goods, B & W some color desires work space 
or staff position. Box 3001, Art Direction, 19 W. 
44 St., NYC 36. Phone Nightingale 6-3520. 

REPRESENTATIVE FOR ESTABLISHED quality custom 
color lab. Sell top quality dye transfers as well as 
dups, art copies to agencies, etc. Following pre- 
ferred. Compensation flexible. Replies kept con- 
fidential. Box 3005, Art Direction, 19 West 44th 
Street, New York City 36. ° 

INDEX 

(continued) 

Prakatte Bet Ciic BeiOig TRO .....0..000.00cresscocrsecssssicrness 68 
Peterson Color Labs ...... sclsthcseginagiictheinineaa tidal 66 
Philadelphia Art Supply .............-...c-sesnerervens 62 
si sccenecancvatnessinctantiqdens shoes 8 
Price Personnel Agency, Henry ..............000000 79 
Progress-Hanson-Progressive Group ..............+-+- 67 

Radiant Color Co. ................ 
Rapid Art Service slitapenedilay 
Richman Studios, Inc., Mel ....... 
Rossin Associates, Lester ...... 

Salsbery Studios, Lee .. : 
Saval Paper Ce. ..:2............0:s0cs0ss000 
School of Visual Arts 
Shiva Artist’s Colora ......0.......0.0.c0cccce 
Sickles Photo-Reporting Service ....... 
Skilset Typographers ....................... 
Skyline Studios 
Speedry Products, Inc. .. 
Statmaster Corp. ............. 
Stik-A-Letter Co., The ... 
Stoessel Studios ; 
I I os cleinsinassoreneieortestiad 
Studio Roman bint 
Sukon Studios, Inc. ................... 

Talens & Son Ine. ................+ 7% 
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Underwood & Underwood Illustration 
PEE eee ro 77 

Union Rubhér & Asbestos Company... ake 
United Artist Materials Co. ..............ccccccceeceeesseees 7% 
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Weber & Co., F. ...... 
Weco Studios 
Winsor & Newton, Inc. ......... 
Witt, Bill 

MTD scctebiindctlnnicicecnins ; 

TM 

art personnel 
through 

ALLAN KANE 
PLACEMENT AGENCY 
6 E 46 ST. Yukon 6-9585 

HIRING ARTISTS? 

cell “The Art Unit’ or 7-9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 

A specialized plocement service 
for both employers and applicants in 

the field of commercial art. 

NO FEE CHARGED TO ANYONE 

LOOKING for 

Contact— 
ARTIST GUILD PLACEMENT SERVICE 

Art Direction / The Magazine of Creative Advertising / 

Cover designer 

Hubertus (Hoot) Octavio Von Zitzewitz 
has been in the U.S. for the past 6 years. 
He came from Germany, although in 
1947-52 he served with the U.S. CIC. 
With the U.S. Air Force, 1952-56 he 
served as a designer and illustrator. He’s 
an abstract painter, interested in con- 
temporary design, is now an American 
citizen and lives in Huntington, L.I. 
Hoot is represented by Lester Rossin 
Associates. . 

October 1958 

“jobs to fit artists 

artists to fit jobs” 

treor HENRY PRICE 
Agency/Graphic—Arts Personnel 
48 W. 48th, N:Y.C. 36, CIrcle 5-8228 

for ART * PRINTING * PHOTO « 
LITHO * SILK SCREEN © ENGI- 
WEERING 

185 ond vp. DEALERS: Cheice Territories Open 

Kodak TYPE C color 
printing at its best! 

® Backed by experience 
gained in 20 years of 
custom color printing 

« Layout FOR: ° Reproduction 
¢ Quantities 

« ColorNegatives 
FROM: ¢ Color Transparencies 

¢ Color Artwork 

“Ralph Marks Color ofebe. 

EL 5-6740 344 East 49 

layout & design, TV art 
painting. life drawing 

illustration, fashion 
cartouning, lettering 
technical illustration 
tupography, paste up 

day & evening, 
school of 
VISUAL ARTS 
245 East 23 St., N.Y. 10 
MU 3-8397 catalog D 
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(4/ DIRECTLONS 

when a photograph may work harder than a piece of art 

“Any bran cereal will wake up your appetite 

bey u re , FV 

The battle cry today is that since pho- 
tography is being used everywhere, let’s 
be different and use art. The idea is that 
this will make the advertiser stand out 
from his camera-crazy competitors like a 
bush of roses in the middle of the desert. 

The two ads shown here possibly were 
conceived wtih this in mind. Said some- 
one (we presume) working on the Post 
cereal campaign: “This is going to be 
different. We'll use art work for illustra- 
tion, not photography.” And we can al- . 
most hear the voice of the man master- 
minding the Bacardi ad: “For a change - 
of pace, let’s use art work.” of 

We think, in their eagerness to pat 
vide a fresh approach to advertising, the 
originators of these two campaigns 
missed their targets. 

The Post ad is beautifully executed; 
so skillfully is it done that the illustra- 
tion looks almost like a photograph. To 
some readers, I venture, it looks exactly 
like a photograph. 

Question: If it is maximum realism 
the man behind the Post ad was after, 
why not use the camera? 

It seems to us that photographic treat- 
ment of the same idea (following the il- 
lustration in composition, color, facial 
expression of the model) would have 
several advantages. The art director 
would have a wide choice of possible 
solutions, and he could pick the one 
where the model came closest to the 
right mood. Above all, the illustration 
would have more impact, because no 
matter what art promoters claim, a 
photo is always more believable to the 
reader than a piece of art. 

We doubt that to the average reader 
of the magazine this Post ad looked “dif- 
ferent” because an artist happened to 
execute the picture and not a photo- 
gtapher. The subtie differences between 
a realistic painting and a photograph 
may excite the denizens of Madison 

by Stephen Baker 

Avenue but it is open to speculati 
whether the reader would bounce 
and down with joy at discovering 
at last the boys in advertising agene 
are. swinging back to art. 

- * * 

The Bacardi ad is another story. Hé 
the art work does provide a change 
pace. It does make the ad look differel 
from its competitors. It gives the ad 
mood all its own. 
= Again, we would like to suggest th 
§a photograph would have worked be 

© in this ad. 
The headline tells me to be a coe 

tail expert. The sketches in the bad 
ground leave no doubt about the 
wards of being a good host. Why, m 
distinguished guests are even preesntif 
me with some kind of placard. All thi 
makes me feel mighty good and efficier 

. as important as the man who 
just made his first million. 

But, wait a minute. Is this a pictu 
of me, the reader, the greatest m 
about-town in the annals of parties? 
ego that the Bacardi folks were inflatin 
so nicely is now in for a puncture. Th 
chinless specimen is supposed to be 1 
ME, the sophisticated drink mixé 
NEVER. 
We admit the whimsical drawin 

makes this ad look different from if 
photographic counterparts, but thai 
about all it does. From this standpoi 
of the ‘advertiser, we wonder if a phot 
graph would not have made it easier fe 
the reader to identify with the hero 
and like it. 

* * * 

We're neither for photography 
against it, neither for art nor against ¥ 
Such an approach would put us in 
creative straightjacket, make us pret 
inferior as an art director. 

But we wonder if the place for 2 
work was in the Post cereal and Baca 
advertisements. 




